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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-

belled them.  
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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 
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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 

performance and user-activity on social media. At the same time, the visualisation 
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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.  
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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.  
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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 

examination of relevant business literature, which are necessary, for the forthcoming 
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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:  

x Stakeholder and Reputation Theory 
x Stakeholder interaction on social media  
x 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 
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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.  
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 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).        
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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 

interrelated and are deriving their value from one another and from mass media - this 
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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. 
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These perspectives are: 

x The normative perspective 
x The epistemological perspective  
x 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 

e.g. use Plato’s “Allegory of the cave” and British Philosopher Alfred Whiteheads 
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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 
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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.   
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 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). 
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 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.  
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 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 

media reject the crisis managers frame and continue to use a different frame. One of 
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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 

thesis.  
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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 
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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 
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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-
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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.      
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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 



 29 

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-

                                                 
1 https://www.youtube.com/watch?v=5YGc4zOqozo 
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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 
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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.     
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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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and Norwegians. This seems to be contra-intuitive, it seems like the Scandinavians 

want companies to be socially responsible, but do not want them to brag about it. The 

study therefore suggests a paradox in communicating social responsibility, hence it is 

important to be viewed as social responsible, but stakeholders and especially Scandi-

navian stakeholders, are not fond or impressed by company communication describ-

ing how socially responsible they are. Especially treatment of employees is perceived 

as an absolutely essential CSR, by 45% of the Danish population (Morsing, Schultz, 

& Nielsen, 2008).  

As discussed earlier, social media is also regarded as more dialogic, interactive and 

faster for building relations than classic media. Social media is therefore often regard-

ed as more authentic and this enables secondary crisis communication by recipients 

that is communicating the crisis and negative word of mouth to other recipients 

(Morsing, Schultz, & Nielsen, 2008 p.22).  

 Picture 2: Depiction of a social media crisis 

The magnitude of the crisis can be seen as a gap between stakeholder expectation and 

company action. The ontological nature of what a company crisis is needs to be re-

viewed as well. Shultz et al., (2013) provides this definition of what an organizational 

crisis is: 

An organizational crisis can be defined as “specific, unexpected and non-routine event 

or series of events that create high levels of uncertainty and threaten, or are perceived 

to threaten, an organization’s high priority goals (Schultz et al., 2011). 
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This means that a crisis is a series of events that disrupts the normal routines of a 

company, and creates uncertainty in the organization and threatens the organizations 

strategies and goals. A crisis hereby, disrupts the social order, affects the interaction 

of stakeholders, and can damage the organization’s reputation and legitimacy (Schultz 

et al., 2011). 

These series of events can become a downward spiral, and a crisis can affect the inter-

action with an organization’s stakeholders and damage reputation and legitimacy. 

Negative word-of-mouth might hurt an organization’s reputation, and might affect 

present and future purchase intentions (Schultz et al., 2011). Social media amplifies 

the effects of normal word-of-mouth interaction between stakeholders and a statement 

on social media can reach a large audience in a short amount of time, as well as it 

transcends geographical distance and country boarders. To spread negative or positive 

rumours about a company is only a click of a button. 

The crisis communication field is dominated by case studies, resulting in little 

knowledge about stakeholder reaction and crisis response strategies. Coombs there-

fore suggest using evidence-based crisis communication for guidance in decision-

making. This shift in focus has resulted in the Situational Crisis Communication The-

ory (SCCT) (Coombs, 2007). SCCT builds on the notion that an organisation’s repu-

tation is a valued resource that is threatened by crisis. Strategic response communica-

tion can protect the reputation, by assessing the crisis and selecting a response strate-

gy that fits the situation (W. T. Coombs & Holladay, 2002a). 

SCCT tries to predict the reputational threat by a crisis, as well as prescribing crisis 

response strategies to protect reputation. The theory builds on whether the organiza-

tion is deemed responsible for the event by the stakeholders, in which case the reputa-

tion suffers.  

Crisis can be divided to three clusters: Victim cluster, accidental cluster and the inten-

tional cluster. The Rana Plaza building crisis, can be classified as an accidental cluster, 

which according to Coombs (2007) has a moderate reputations threat, this includes 

failure of equipment that causes an industrial accident. The challenges in this cluster 

are that stakeholders may not believe in the organization's innocence and can claim an 

organization is operating in an inappropriate manner ( Coombs, 2007).  
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The crisis-manager tries to shape the crisis through “framing” or emphasising certain 

cues. Crisis response strategies are useful to repair reputation or reduce negative ef-

fect and prevent negative behavioural intentions. SCCT gives a theoretical link be-

tween crisis situations and crisis response strategies. SCCT crisis response strategies 

have three objectives:  

1. To shape attribution to the crisis  

2. Change perceptions of the organization in crisis  

3. Reduce the negative effect generated by the crisis.  

There is also a three groups division based upon the perception of accepting responsi-

bility for a crisis. The groups are denial, diminish and rebuild (Coombs, 2007). We 

will use the SCCT framework prospectively to analyse the difference in the commu-

nication between two companies, and to investigate whether this could have any in-

fluence on stakeholder interaction on Facebook.  

Crisis communication research indicates that response-strategies should be more ac-

commodative and less defensive. Acceptance of responsibility through apologizing 

leads to more positive reactions and reputation and an organization that take responsi-

bility or expresses sympathy with victims are regarded more honourable and sympa-

thetic (Schultz et al., 2011). However Coombs and Holladay (2002) warn, that the 

universal application of highly accommodative strategies is problematic because of 

legal and financial liabilities (W. T. Coombs & Holladay, 2002b). Companies need to 

take responsibility for their actions to ease the impact on their reputation, but they 

should be careful not to be burdened with unnecessary financial and legal obligations.   
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The correlation between company performance and stake-

holder activity on social media  
When it comes to stakeholder interaction on social media, and how this is relevant for 

businesses, there is often a misunderstanding that social media and the ‘real world’ 

are somehow separate, where social media is a mere communication platform where 

businesses can communicate slogans, adverts and other content to their stakeholders. 

That social media studies are research-areas that are more suitable for communication, 

marketing, and linguistic studies, rather than core business studies.   

Recent studies have shown that the correlation between user interactions on social 

media can, very accurately predict company performance. We will now shortly re-

view the most relevant studies and afterwards focus on recent comparative case study 

performed by Vatrapu et al., (2015), where the predictive analytical power of social 

media interaction will be examined.      

When we compare social media to other forms of Internet presence and activity, a 

study showed that content posted on walls command a much higher click through rate 

to corporate webpages (Valerie Champoux et al., 2012). This indicates that there is an 

increased user activity on companies’ social media wall than their official company 

homepage. This is a relevant notion, when we are examining if there is a correlation 

between stakeholder activity and company performance – e.g. in 2011 Starbuck’s Fa-

cebook page had over 21 million “likes” while its corporate page had only 1.8 million 

visitors a month (Valerie Champoux et al., 2012). 

All of the studies above indicate that there is more activity on company wall on Face-

book than their official company homepage, and that users that interact on Facebook 

are more likely to visit a company’s physical activities.   

IPhone sales and H&M revenue  

In the case study concerning predictive analytics, mentioned in the introduction, 

Vatrapu et al., (2014) wanted to investigate if there was a correlation between iPhone 

sales and Tweets containing the word ‘iPhone’. As we can see in figure 5 below there 

is a high correlating between the two variables. With an adjusted R-square of 0,97, 

which indicates a very strong correlation between interaction on Twitter concerning 
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iPhones and actual iPhone sales. Table 1 below illustrates the time-period and shows 

the size of the two data sets.  

Table 1: Numerical overview of the data set illustrating sample size and time period. 
Data source: Vatrapu et al., (2015) 

Company Data Source Time Period Size of Dataset 

Apple Twitter 2007-October 12, 2014 500 million+ tweets con-
taining “iPhone” 

H & M Facebook January 01, 2009 -
October 12, 2014 

~15 million Facebook 
events 

 

When looking at predictive analytics a relevant perspective is if the correlation does 

imply causation. That the social media interaction leads to actual sales. This is an in-

teresting consideration that one must have in mind. There is always the possibility that 

lurking variables and other causal correlations are affecting the measurement.  

 Figure 5: Predicting iPhone sales from Tweets  
Data source: Lassen, Madsen and Vatrapu 2014 

Vatrapu et al., (2015) therefore measured the latency between the interaction on Twit-

ter and the actual purchase to be 21 days. Vatrapu et al., (2015) use the A.I.D.A model 

to describe the behaviour of the stakeholders. The A.I.D.A model is a simple acronym 

for the four stages of the sales process, often used in marketing. A.I.D.A is an acro-

nym that stands for attention, interest, desire and action (Vatrapu et al., 2015). 
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The A.I.D.A model explains the four phases a 

costumer goes though from the first interaction 

with a product to the actual purchase, and in the 

case of iPhone’s there seems to a 21 days period 

form interest to action, when measured in tweets 

(Vatrapu et al., 2015). 

They conducted the same predictive analytical  

investigation on likes on H&M’s Facebook page  Picture 3: The A.I.D.A model  

and H&M’s revenue. Even though the sample size was much smaller and the product 

was less concrete, we see a very similar significant predictive power in figure 6.   

 Figure 6: Predicted vs. actual Revenues of H&M from Facebook likes  
  Data source Vatrapu et al., (2015)   

Our forthcoming investigation of social media’s influence on stakeholder interaction 

does not rely on the predictive power of social media interaction, but instead the ex-

plicit correlation that this paper implies. The social set analysis illustrates that stake-

holder interaction is affecting sales and company performance and the paper has been 

very important for the development of our thesis. It shows that there is a high correla-

tion between stakeholder interactions on social media and a company’s real life per-

formance – it seems to be very important for a company to have a presence on social 

media. Another interesting discovery that Vatrapu et al., (2015) made is, that it was 

irrelevant how the Tweets were value-laden. When they executed a sentiment analysis, 
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they discovered that the value-ladenes of the Tweets did not affect the predictive 

power of the model. So interactions correlate to real life sales even when they are 

negative. 

Facebook data analysis - an investigation of the visualization 

dashboard  
The forthcoming Facebook analysis will address and investigate the questions stated 

in the problem statement. The questions are quite comprehensive and elusive, but it is 

very relevant for the modern company, which is manoeuvring through the social me-

dia landscape. As stated earlier, the factory disaster in Bangladesh has been chosen as 

this analysis reference-point because it provides us with a specific event that affected 

the textile industry and left data-points on social media that can be traced and ana-

lysed retrospectively. 

We have retrospectively chosen to divide the analysis into thematic and procedural 

subsections, which makes it possible to advance from a holistic quantitative assess-

ment to a qualitative analysis and discussion regarding the normative nuances, and 

stakeholder expectations, which are embedded within the discourse concerning CSR 

and stakeholder expectations. The grounded theoretical approach lead us in this direc-

tion, but in a much more unstructured manner. In order to obtain a red-thread through 

the thesis, the segmentation was specified into the present thematic sections.   

In the analysis, we will use an explorative informed grounded theoretical approach, 

meaning that we take an initial look at the empirical data. We will try to ‘make sense’ 

out of the data by osculating between the unstructured nature of the data set, and the 

abstract nature of the theoretical business literature listed above and other, to the data 

set, relevant theoretical abstractions. Our starting point will be a review of the nature 

and potential of “Big Data” and the visualization dashboard that will be used to ana-

lyse the scraped Facebook data. Big Bata in its raw form can prove very difficult to 

interpret and make sense of. When you are presented with millions of data points, it 

can be very hard to find patterns and see trends in the data. The visualisation dash-

board has proven to be a benificial tool when it comes to getting an overview of the 

data set, and building a foundation for our analysis.   
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Facebook 

A user can choose to “like” a company. This automatically will make the user suscep-

tible to communication from the company, which can be a powerful communication 

tool. As with other Facebook connections, the Facebook News Feed algorithm de-

cides which posts from the company the user might find interesting. The algorithm 

receives input from the “followers” of the company and a user can decide to actively 

“like” a post from the company, or click on a post, which also is registered. As de-

scribed above, a post that is “liked” is more likely to be distributed to larger audiences 

in their news feed. Companies can also choose to boost their audience, and pay for 

more page impressions, and have more of their posts appear in different actors' news 

feed.  

This technical mechanism behind the Facebook News Feed helps explain the spikes in 

the data. If users like a post, it is deemed important by the algorithm, which results in 

more people getting to see the posts and a domino effect emerges. 

If Facebook activity and company performance is correlated on a broader level, as the 

H&M study above suggests, this gives Facebook control of what companies will per-

form best and hence outperform their rivals. This implies that Facebook should not be 

considered a mere “passive” technology that facilitates communication across space 

and time. It should rather be considered a market platform, where we, the users, are 

the main product, and third party companies can promote their products to users, 

through extensive information about our preferences.  

Our dataset contains information about 

how many users have actively interacted 

with the company page of the different 

companies. That is how many users have 

actively liked a post, or commented. The 

data does not contain information about 

whether users have clicked on a post or 

interacted in other ways, although Face-

book also registers this (Luckerson, 2015).       Picture 4: Like and share illustration  
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A user can interact with a company in other ways. They can decide to post a “status 

update” to their friends, and then “tag” the company, or they can choose to "share" an 

update from the company. In this way, the primary audience is the followers of this 

particular user. This can be beneficial for example with celebrity endorsements, as the 

fans of the celebrity will automatically see a post that is connected to the brand, and in 

that way find the company page, or the promoted product. This is however at the 

same time available for anyone to do, so it is also possible for anyone to post things 

good or bad. In our data set this is a common use for H&M, where else Benetton 

seems to have chosen to deactivate this feature, as all the top 2000 posts in the data-

base are written by Benetton themselves.  

The visualization dashboard 

The visualisation dashboard is developed by Benjamin Flesh (2014), and provides a 

visual representation of the aggregated Facebook data that has been ‘scraped’ from 

the Facebook pages of 10 textile-producing companies. The Facebook walls belong to 

Benetton, Calvin Klein, Carrefour, El corte ingles, H&M, Jcpenny, Mango, Primark, 

PVH and Walmart, where the primary focus is on data regarding H&M and Walmart. 

The dashboard also includes wall data from Greenpeace, but that has not been ana-

lysed in this project. Figure 7, below, illustrates the visual representation over the en-

tire duration of the aggregated data, and shows how the visual analytics dashboard 

provides each wall a colour and visualizes the data in this graph. The data sets vary in 

length, some start as early as 1
st
 of January 2009, and other’s end as late as on the 13th

 

of June 2014.  

The characteristics and limitations of the visualisation dashboard influence how the 

data is interpreted, what and how. We will provide our assessment of how the visual 

Analytics Dashboard governs the analysis, on an ongoing basis.  

The tool includes a visual analytics dashboard, actor analysis and the possibility to 

search through raw data. The total dataset incorporates just over 179 million data 

points, which include Facebook posts, comments and likes. All of the data has been 

retrospectively ripped with a tool called SODATO, which has been developed by the 

department of IT Management at CBS.    
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 Figure 7: An overview of the visualisation dashboards interface  
  Data source: the visualisation dashboard  

This colour segmentation provides a quick visual overview of the collected data for 

all the companies, and we quickly notice where and when most of the Facebook activ-

ity occurred.  

We have made a table that expresses the same data in numerical values. This provides 

a slightly different perspective to the relative approximation among the Facebook 

walls, and gives us the possibility to calculate key-figures, making it easier to com-

pare stakeholder interaction in both a relative and absolute form. 

We can also state that the dataset does not overlap completely in time. The red figure 

in Table 2 represents the company wall with the fewest recorded days with event, and 

we can see that e.g. Pvh only contains 71 days of data against e.g. Walmart’s 1693 

days. We have noticed that PVC therefore gives large fluctuations for each unit meas-

ured, so we do not use it actively for comparison. 
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Table 2: Numerical summery of the visualisation board’s data points 

Data source: the visualisation dashboard 

Name # events # of days with events Average per day 

Benetton 3.814.481 1608 2.372,2 

calvinklein 3.253.178 1846 1.762,3 

Carrefour 102.217 684 149,4 

elcorteingles 3.311.845 1498 2.210,8 

Hm 8.142.460 1688 4.823,7 

Jcpenny 3.243.945 496 6.540,2 

Mango 18.869.484 1689 11.172,0 

Primark 1.407.753 747 1.884,5 

Pvh 1.947 71 27,4 

Walmart 47.245.170 1693 27.906,2 

 

The volume of Facebook activity also varies a lot across brands, and can reach up to 

500.000 a day. This includes each time a person likes an activity that is associated 

(tagged) with the brand name. The biggest dataset is Walmart with 47 million entities, 

which also has the highest average per day with just under 28.000, registered data en-

tities per day, whereof mostly are "likes" and around 1400 are entities containing text, 

such as comments or posts on the company wall. At the same time, Facebook has 

steadily gained market share, as seen in figure 8, with data collected by Statista, 

which can explain the increase in activity overall. 
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 Figure 8: Number of monthly Facebook users     
  Data source: Google Trends 

As figure 8 illustrates, there is steady increase in Facebook users. Therefore, this fac-

tor needs to be taking into consideration, when we analyse the data. The dashboard 

has the custom feature that it has incorporated critical events happening in Bangladesh 

at the same time. To help illustrate if there is a correlation between Facebook activity 

and events, we were however unable to see a direct causation between the dates in the 

dashboard, and the registered activity-peaks of the users.   

 Figure 9: H&M Facebook activity during a week      
  Data source: the visualisation dashboard 

The captured H&M data is from 1/1 2009 to 5/8 2013. As seen in figure 9, registered 

social media activity on the H&M wall, features large activity peaks, and is not a con-
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stant line throughout the timeline and the activity varies from day to day. In the case 

of H&M, the spikes are often seen during the weekdays and more rarely in the week-

ends, which is likely due to the limitations of the data, as each uniquely registered 

"like" gets the same time stamp as the linked post. This means that a like that actually 

happened on a Saturday, is registered to an earlier day, i.e. Wednesday, if the liked 

post was posted on a Wednesday. If the moderators themselves create most of the ac-

tivity peaks, and the personnel on H&M do not work during the weekends, this could 

be a likely explanation. This means that construction of the visualisation dashboard 

relays user-activity back to H&M office hours. Similar trend is with Benetton, which 

can be seen in figure 10.  

 Figure 10: A closer look at H&M’s Facebook activity (in red) and Benetton

  (in blue) Data source: the visualisation dashboard 

As seen in figure 11 the Walmart and JcPenney graph, does not seem to have an obvi-

ous weekday correlation, suggesting that Walmart and JcPenny workers perhaps work 

during the weekends.  

This is likely a result of Facebook not sharing the timestamp of the "like" and there-

fore the same timestamp is registered on all the related "likes" on the exact same time. 

Hence, the activity picture is a bit distorted, as it is possible that all the likes by the 

actors happened later. 
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 Figure 11: A closer look at Walmart (in blue) and JcPenney (in red)  
    Data source: the visualisation dashboard 

Likes, Virality Post vs Comment  

As mentioned earlier, when a large 

number of the author’s connec-

tions likes a post, the post is 

deemed important by Facebook, 

and this is taken into account in 

the News Feed Algorithm. An im-

portant post will be shown in more 

actor's news feed and therefore 

will have a higher virality. A post 

with many likes can therefore be      Picture 5: An ‘important post’               

considered a viral text-entity. When analysing the top viral post of the companies, al-

most all of them had a rich media attached, usually as a photo and sometimes a video. 

Photos and videos are not a part of the dataset, so they have not been analysed, apart 

from the fact that rich media seems to be correlated with virality.  

Throughout the data, it is evident that posts receive a lot more likes than comments do. 

For example in the H&M data, the most liked post, by David Beckham has 184.639 

likes but the most liked comment had only 454 likes. This could be partly due to sys-

tem structures, as it is impossible to share a comment; however, it is possible to share 

a post. Posts are the primary unit in the Facebook algorithm, and a comment never 
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appears without the post. Posts can have many comments and to save space in the Fa-

cebook interface, the comments are mostly hidden. As posts can potentially go viral, 

and comments cannot, negative posts are more dangerous to a given company's repu-

tation, than negative comments. Therefore, the text analysis should focus more on 

posts and less on comments.  

Popular topics and words  

The visualisation dashboard also provides a word cloud feature that generates a visual 

output of topics, or more specifically; common words in the text of the wall in a se-

lected time-period. The words are listed in alphabetical order, and the size representa-

tion of each word is a visual representation of the words frequency. The word cloud 

below is a representation of the entire duration of the data set. When we take an initial 

look at the highlighted words, we see that the most frequently used words are people, 

please, thanks, customer etc. These are normal words or frequent word in any English 

written context.  

 Figure 12: Word cloud from the dashboard for all 10 companies, Jan 2009-      

Jun 2014. Data source: the visualisation dashboard 

In line with visual representation, we have analysed the frequency of the most com-

mon words in the data set and made the table below. Table 3 provides a numerical 

representation of what the Facebook users were concerned with when we look at the 

entire duration of the visualisation dashboard.  
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Table 3: Word cloud summery 
Data source: the visualisation dashboard 

please 120653 

thanks 99771 

people 97428 

shopping 67380 

because 63727 

customer 59399 

 

It initially seems like the disaster in Bangladesh is not the primary focus or concern of 

the Facebook users, when we look at the entire duration of the visualisation dashboard 

due to the fact, that the most common words are please, thanks, people, shopping, be-

cause and customer. The words do not give much information about the content of the 

data, as the most frequent words do not have a meaning on their own.   

 It is difficult to identify the context the words in Table 3 where used in, but they ini-

tially appear to be words that are used in consumer-based milieu, hence it sounds 

more like word, which would be used when people talk about shopping, stores, cus-

tomer service etc. 

04.04.2014 
05:25:00 

walmart 

 

Sara 
Ames 

please bring the Simply U shampoo and conditioner 
back please. It is my favorite and works best for my 
hair! 

 

02.01.2012 
02:08:56 

walmart 

 

Walmart Hi Tamara - We’re sorry to hear about your experi-
ence. please tell us more about the situation at 
http://on.fb.me/vHH3wF so that we can share this in-
formation with the appropriate team. 
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The words please, thanks and customer service are popular words. Please and thanks, 

are used often by the page moderators, or workers within the companies that reply to 

the written words to the company wall, which always exercise professional tone of 

voice for the company. Please is also a popular word with the stakeholders like the 

example above.  

The word cloud does not group words together such as Customer and Service, which 

often belong together. A quick search through the raw data reveals that “Customer 

Service” is found 33.082 times in the database, used by both moderators and stake-

holders as seen below.  

02.01.2013 
03:13:08 

walmart 

 

Walmart Thank you for sharing the details of your issue. 
Our Feedback tab is a link to our dedicated cus-
tomer service team for our Walmart Facebook 
page. They will be able to look into the issue fur-
ther, and provide assistance as needed. 

The word cloud has proven to be an essential tool in our data-analysis, because it pro-

vides an insight into what the Facebook users are writing and hence what they are 

concerned about.  

Languages 

The tool provides an overview of the most frequent languages, although the accuracy 

is not 100%. English is by far the most popular language. The official language of the 

particular company page also influences the languages. Most of the companies post in 

English such as Benetton, Jcpenny, Walmart and H&M, but because of Facebook’s 

possibilities, it is possible to post in any language, and select target audience within a 

certain country. This means a company can decide to maintain a single company page, 

with multinational staff posting communication in different languages. This is espe-

cially apparent in the H&M data, as they post in many different languages, such as 

English, German, Spanish, Italian, French, Dutch, Swedish etc., which can be seen in 

figure 13 below. This is although not necessarily what all companies do, as some de-

cide to create a separate company page for each country. Examples include Toyota, 

Warner Brothers, and Dominos, which all have a separate company page for the Dan-

ish marked.   

03.01.2013 
01:06:06 

walmart 

 

Carmen 
Holmes 

The store is in Elkins, WV ~ there is NO customer 
service 
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Walmart as opposed to H&M 

maintains multiple brands. 

ASDA is the UKs subsidiary, 

and Seiyu in Japan, Walmart 

has many subsidiaries 

through mergers and acquisi-

tion in many different coun-

tries, such as China and Bra-

zil, which have not been re-

branded to Walmart. The 

Walmart wall is therefore 

primarily in English, but also 

contains some Spanish posts 

and Spanish speaking moderators. Figure 13: Language distribution   
     Data Source: The visualisation dashboard  

What does increased interaction actually indicate? 

When we initially look at the data set, we see that there are many spikes in activity on 

the different Facebook walls. This is due to popular posts getting many likes. It ap-

pears that the wall administrators often create these increases in activity. That is, the 

Facebook page administrator engages the users as well as their Facebook network by 

posting different subjects. Such as, “Is it going to be a long winter”, this action will 

subsequently stimulate a lot of activity on the Facebook wall, and we can detect an 

increase in Facebook activity on the visualisation dashboard.  

It is not only Facebook wall administrators that generate a lot of user activity. As 

mentioned earlier many of the activity spikes can also be due to a celebrity, who is 

endorsing a brand. In other circumstances, we see that another brand page with many 

followers promoting a particular brand to their network, which exposes the branded 

post to a larger audience. Lastly, the spikes can result from normal users who write 

mething, which gains interest and likes, and therefore increases brand awareness to a 

w set of actors – an example that will be studied later in the analysis, is a guy who 

asked H&M to place more chairs for the accompanying men in H&M woman depart-
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ment. This particular post generated just as much activity as an endorsement from 

David Beckham himself.   

Figure 14 illustrates the Facebook activity for H&M, Mango and Walmart. The words 

that are lined up underneath in alphabetical order is the corresponding word cloud, for 

the entire duration of the dashboard.  

 Figure 14: Walmart, Mango and H&M      
  Data source: the visualisation dashboard 

In Figure 14, as well as in other views of the dashboard data, the activity has gradual-

ly increased over time. This is expected, as Facebook adoption has increased through 

this time. The data sets containing the oldest data from 2009. With modest activity in 

the beginning and reached maximum around 2013. What is interesting however is that 

the activity then begins to decrease across all company pages. This would be tempting 

to explain with the crisis being at fault, but a more likely explanation is changes in 

Facebook’s News Feed algorithm, as a result of more content being released to the 

platform. At the same time, there is increased competition for companies on Facebook, 

as people are liking more company pages within the segment of fast fashion, and per-

haps the target group has not increased that much in size. An influential factor could 

be that Facebook had a public IPO offering in May 2012, and it may have been an ex-
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tra incentive for Facebook to increase their revenue, which could be the reason com-

pany pages got extra exposure (Ortutay, 2012). In 2013 organic activity started declin-

ing on facebook (Delo, 2013) Facebook also announced in 2014, that they would pun-

ish activities that companies had been conducting, spam-related activities such as like-

baiting, seen often on the Walmart wall, illustrated in figure 15 (Borland, 2014). 

 Figure 15: like-baiting by Walmart is now a punishable act in the largest 

  country in the world (Facebook). 

The "Beckham" effect 

In Figure 16, we see H&M's Facebook user interaction. We see most of the user activ-

ity in the second half of the screen. In general, we see many similarities to the whole 

data set, when we look at the quantitative fluctuations of the user interaction on 

H&M’s Facebook page. Because there only is one company, there is only one colour, 

but besides that, the patterns and frequency look very similar to Figure 7, illustrating 

al activity on the visualisation dashboard, as the increased peaks are due to more peo-

ple being on Facebook, and therefore more people liking company pages and thus en-

gaging in corporate Facebooks walls.  
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 Figure 16: only H&M        
  Data source: the visualisation dashboard 

When we look at the corresponding word cloud, we see another noticeable difference. 

We see that word “Bangladesh” is emphasized. This is the first time we see anything 

associated with the disaster be visible in the word cloud. Bangladesh is one of the 

most popular words in the entire H&M dataset.    

 Figure 17: Word cloud belonging to H&M for the entire data set   
  Data source: the visualisation dashboard, entire H&M data set: 1/1 2009-15/8 2013 

This shows that some stakeholders take an interest in the disaster in Bangladesh, but 

that does not mean that it is a causal explanation for most of the increased Facebook 

activity. Another thing that caught our attention is that there are a couple of huge ac-

tivity spikes that occur before the disaster in Bangladesh.  

In Figure 18, we ‘zoom’ in on some of the spikes that occur before the disaster to get 

a better insight into what caused these activity spikes. When we look closer at these 

spikes, we see that there was one spike that has been generated by a user that askes for 
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more chairs in the stores, so that men can sit down when they are shopping with their 

girlfriends. Many found this post amusing and it can therefore be seen as an activity 

spike on the visualisation dashboard as seen in figure 18.  

02.10.2012 
06:57:04  

hm  
  

Daniel 
Steiner  

Liebes H&M Team, Ich habe eine Bitte aneuch. 
ImNamen aller Männer, BITTE stellt Stühle in 
der Damen abteilung auf!  

154854 
likes 

status  

Translation: "Dear H & M Team, I have a favour to ask you. On behalf of all men, please put chairs in 
the women 's fitting room!"  

Things start to get interesting when we turn our attention towards the remaining activ-

ity spikes. A single phenomena or user can explain the increased user interest on 

H&M Facebook wall – and his name is David Beckham.  

 Figure 18: The Beckham effect       
  Data source: the visualisation dashboard 

It appears that celebrity interaction or endorsement on social media resonates well 

with Facebook users, and is thereby generates a lot of stakeholder activity. This is in-

teresting when we have the “iPhone and Tweets” and “H&M Facebook likes” paper 

in mind. This form of shuttle celebrity endorsement creates a lot of activity on Face-

book wall, and this can very well be manifested in real life revenue.   

We were surprised by how much activity David Beckham was able to generate. As 

seen in figure 18 there is close to 200,000 user interactions as a direct reaction to 

Beckham's Facebook post in November 2012. We see that there is a great interest in 
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celebrities interacting on Facebook and endorsing companies in a personal manner. In 

addition, when we have the predictive power of social media activity on company 

revenue in mind, we see that Beckham’s social media involvement not only generates 

a lot of social media activity, but also has a direct influence on H&M’s revenue.  

When this tendency or effect is taken into consideration, the stakeholder perspective 

seems to be very relevant when it comes to business on social media. We established 

earlier that increased interaction on social media has a positive correlation on compa-

ny performance and sales. When this perspective is fused with the amount of activity 

a celebrity like David Beckham is able to generate, it seems there is big business in 

celebrity endorsement on social media.  

We saw in the previous section that the numbers of likes on H&M’s Facebook wall 

had significant predictive power on future revenue. In this context, it is not the predic-

tive power that we find interesting, but the fact that there is an association or correla-

tion between numbers of Facebook "likes" and company revenue or performance. We 

also see that Beckham and Beyoncé stopped their endorsement when the crisis starts 

to gain momentum, and we see no celebrity endorsement for H&M, during the re-

maining duration of the data set. This implies that a social media crisis can have an 

indirect consequence on company performance, via the lack of spokespersons that 

want to be associated the brand. This means that direct costumer boycott will not hit 

your revenue, but the lack of endorsement will influence your social media activity 

and declining social media activity predicts descending company revenue. We have, 

however noticed that David Beckham has started endorsing H&M on the television 

these days, so it seems like David Beckham wants to be associated with H&M again.  

 Picture 6: David Beckham endorsing H&M  
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 Figure 19: Celebrity Endorsement2, co-branding and social graph   

In the world of social media, each entity, whether a page or a person has their "fol-

lowing" network of entities. Facebook can rank these entities differently based on dif-

ferent factors, which we have previously mentioned such as previous engagement be-

tween entities, and placement of the entity in the immediate network. These factors 

are not all known and are ever changing. Social media is basically a set of billions of 

connections between entities that form networks, that are transversely related. In that 

way, messages can easily spread across many different entities, although virality is 

more likely, if there is overlap in the social graph between actors. When a celebrity, 

such as David Beckham, promotes a product for H&M through the platform, he 

shares the update to his, as well as H&M’s immediate network, and both brands bene-

fit, as David Beckham will have an audience that is enlarged by what corresponds to 

the followers of H&M, and the H&M brand will be conveyed to the fans of David 

Beckham. An illustration of this phenomenon can be seen in figure 19 that shows 

three immediate networks; one blue, one red and one green. The central diodes can be 

                                                 
2 Illustration from http://ca.olin.edu/2008/realboy/images/world.png 
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seen as company pages and when the blue company page shares a post from the red 

company page, their combined network can potentially see the post.  

According to Facebook, the average user has around 1500 stories that could potential-

ly appear in their news need, but with people with more friends and company pages, 

this number can easily reach 15.000 (Borland, 2014). Since a message that was never 

received by the actor is not likely to be passed on, the Facebook algorithm would be 

the enabler and constraint for social media crises.  

Crisis duration 

To be able to conclude anything regarding how the crisis affected the influenced 

company or companies, we must firstly establish some certainty concerning the dura-

tion of the social media crisis.     

To determine if the crisis in Bangladesh had an influence on stakeholder behaviour on 

Facebook we first had to estimate the date and duration of the crisis. It is initially dif-

ficult to estimate how long the crisis lasted when we look at the visualisation dash-

board so we turn to Googles Trend tool.   

 Figure 20: Google Trends’ estimate of crisis impact and duration   
  Data source: Google Trends     
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We chose to use a tool developed by Google, Trends, to estimate the duration of the 

crisis, which can be seen in figure 20. Google Trends uses algorithms to group rele-

vant search terms together. When searching for the Savar Rana Plaza building col-

lapse, Google automatically groups related search queries and can estimate interest 

over time. The algorithm has grouped similar search terms, such as "rana plaza facto-

ry", ”savar rana plaza" and "Bangladesh building collapse" into an overall category 

named "2013 Savar building collapse disaster".  

The Google trends index shows aggregated interest over time, which is based on sta-

tistics of entered search queries into the search engine.  

Table 4: Google Searches containing the word Bangladesh 
Data source: Google Trends 

Google searches Total  

Week of 14 - 20th of April 0 

Week of 21st - 27th of April 94 

Week of 28th of April to 4th of May 100 

Week of 5th - 11th of May 92 

Week of 12th - 18th of May 42 

Week of 19th - 25th of May 21 

Although that is not exactly the same as the volume of shares and likes on Facebook, 

we estimate that the search queries are triggered by awareness from media. Figure 21 

shows that tt is possible to see a large peak in 2013, with recurring smaller peaks the 

two following years, on the anniversary of the accident.  

When looking closer, it is possible to see interest each week as seen in table 4. Google 

does not give information about how many searches were conducted in numbers, but 

reveal numbers between 0-100, where 100 is the week where the maximum search 

queries were conducted. Google does not give information about exact amount of 

search queries through their Trends tool.  
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 Figure 21: Google Trends interest over time     
  Data source: Google Trends 

Actor Mobility across time 

The purpose of the actor mobility graph shown in figure 22 could be to analyse, 

whether actors in a certain period, i.e. a crisis, were just for the crisis or whether they 

also were following the company for their sincere interest. The tool divides the peri-

ods to before, during and after and it is possible to select a symmetrical time-period 

before and after.  

The Social Set Visualizer will calculate how many actors have engaged with the se-

lected Facebook wall within a certain time-period, as well as a symmetrical time-

period before and after, which can be defined in weeks. "Engagement" in this case 

means that an actor has performed an action such as pressed "like" or posted on the 

company wall, or perhaps posted a status to his/her friends or followers, tagging the 

company. The data set does only contain public information and not data about other 

impressions or clicks which is only available to moderators and Facebook.  

Figure 22 shows the reactions after the crisis through all 3 time periods for H&M and 

Walmart, where over 355 thousand only interacted during the defined crisis period, 

and not 6 weeks before or after. Just under 100 thousand avoided the crisis period and 

commented before and after for H&M.  
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Figure 22 Walmart and H&M’s stakeholder interaction on Facebook 21st of April -

11th of May 2013 Data source: The visualisation dashboard  

 

If we do the same with Walmart there also seems to be a very small percentage that 

interacts throughout all three time periods, which could indicate high loyalty to the 

brand. When comparing the two graphs, the most striking part is the difference in "af-

ter" as it is a lot less that the "before" when looking at the H&M graph. Almost twice 

as many actors engaged with the H&M wall before the crisis, than after, which looks 

like a significant difference, when taking into account the overall growth of Facebook 

user base in the same time-period, and the same tendency is not apparent in the 

Walmart graph. 
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Figure 23: Walmart and H&M’s stakeholder interaction on Facebook 21st of April -

11th of May 2012 Data source: The Visualisation Dashboard 

 

When we do the same analysis for the two companies exactly a year before the crisis, 

the picture is different this time, as actor interaction grows on both walls throughout 

the 15 week period measured as seen in figure 23. This is more in line with expected 

results, as Facebook adoption has grown throughout both periods. Throughout all 4 

graphs, the largest activity circles, are either before, after or during, as most actors 

only interact a single time throughout the 15 week period.  

It could also be used to get an insight in whether a certain period resulted in less activ-

ity; however, the general growth in Facebook users is an important factor. In this case, 

we see a rapid growth in gross Facebook users and this will of course be taken into 

account when we start to estimate and evaluate user activity on Facebook.   

Important words during the crisis 

As described above word cloud is a good way to uncover topics in the data. This time 

we want to uncover important words during the crisis. Again, we select the estimated 

crisis period between April 21st and May 11th 2013 due to input from Google.    
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 Figure 24: word cloud for all the companies between April 21st and May 11th 
   Data source: The visualisation dashboard   

From the word cloud in figure 24, we can see that Bangladesh is now the most fre-

quent word and has been used more than 10.000 times. We can also see that the CEO 

of H&M, Karl-Johan Persson, is mentioned over 4000 times. The initial impression 

when looking at these two earlier aspects of the visualisation dashboard is that the 

stakeholder activity on Facebook has been impacted by the disaster in Bangladesh, in 

the form of topic change. 

 Picture 7: Campaign against H&M targeting CEO Karl-Johan Persson    

When comparing word clouds from different periods, and especially before and dur-

ing the crisis, it is easier to induce a status of the crisis. In H&Ms case, the interest for 

the word Bangladesh fades quickly after May 12th.  
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Table 5: Word frequency for H&M’s word cloud 
Data source: The visualisation dashboard    

bangladesh 10017 

agreement 5323 

karl-johan 4051 

persson 4037 

safety 3765 

building 3185 

please 2819 

strong 2314 

thanks 2286 

factory 2235 

immediately 2220 

Seguridad (Spanish for security) 2132 

company 2114 

Contra (Spanish for “against” 2087 

Acuerdo (Spanish: Agreement) 2077 

people 2026 

We decide to compare H&M and Walmart on a single day in the crisis. Figure 25 

shows the word cloud from 8th of May from H&M.  

 Figure 25: H&M’s word cloud from May 8th     
  Data source: The visualisation dashboard   

The main topic on the H&M wall that day is that Stakeholders are addressing Karl-

Johan Persson the CEO of the company, and asking him to sign the agreement of fire 

and building safety in Bangladesh. As H&M has chosen to maintain a single company 
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page with all languages, different languages are also apparent in the word cloud, but 

with similar messages.  

 Figure 26: Walmart’s word cloud May 8th      
  Data source: The visualisation dashboard   

The Walmart word cloud shown in figure 26 is on the other hand very different. The 

main topic that day is about nurses and not relating to the crisis. It first appeared that 

Walmart perhaps had not been impacted by the crisis at all, as all the crisis related 

words such as Bangladesh, workers, building, fire and safety are absent.  

08.05.2013 

03:04:05 
walmart 

 

Walmart It’s National nurses' Week. Join us 

in thanking all the hardworking 

nurses out there by clicking “Like.” 

44161 photo 

 

08.05.2013 

03:05:56 
walmart 

 

Ruthie 

Battles 
Thank you nurses... 1 COMMENT 

08.05.2013 

03:06:17 
walmart 

 

Patty 

Coberg 
I would like to thank all nurses for 

doing such a great job you guys 

are amazing 

0 COMMENT 

 

However, although it is possible to determine the time of the crisis around the interest 

peaks logged by Google, we decided to look at whether all the companies were af-

fected, and whether the period was different from the Google Trends estimate.   

Since "Bangladesh" is the most used word during the crisis, as shown in figure 24 we 

create a graph with the word count of Bangladesh across all the companies, divided 

into 45 periods of 7 days. We measured from the second week of January in 2013 un-

til the 46th week of the year. The word Bangladesh is international, so it will work on 

the foreign language company walls such as Elkorteingles and Carrefour. Since the 
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different company pages have vast differences in data volume, we adjust with 

weighted average.  

 Figure 27: H&M’s exposure to the crisis measured in Bangladesh  searches
  Data source: The dashboard raw data    

The graph in figure 27 clearly shows that H&M has by far the frequent use of the 

word "Bangladesh" on their wall. In the week of 6-12th of May 2013, the word ap-

peared in 6144 comments and posts. The most for a single day was almost 4000 posts 

containing the word Bangladesh, on May 7th. In average, H&M has 215 posts or 

comments a day overall when calculating the average daily posts in the entire H&M 

dataset. Having 4000 posts on a single day about the Bangladesh crisis, is such a sig-

nificant increase in stakeholder activity, that it could almost be seen as an outside at-

tack, and not an organic spread through Social media. This also explains why the 

word Bangladesh also becomes one of the most frequent words in the entire H&M 

dataset, which spans 1688 days of activity.  

To take a closer look on the other companies we remove H&M from the graph and a 

clearer picture of the other companies emerges. In figure 28 we can see the different 

companies have peaks on slightly different times except for Benetton from Italy and 

the Spanish Mango's crisis periods that seem to follow each other, with a slightly big-

ger impact on Mango.  
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 Figure 28: The other companies’ exposure to the crises    
  Data source: The dashboard raw data    

The PVH dataset is so small, as well as only having 2 text containing posts per day on 

average, the PVC peak emerges for having 3 crisis posts in a single week.  

Surprisingly, Walmart has a small crisis period in the week of 8th of April, with over 

700 posts for that week, around 7% of the average weekly posts and this is before the 

Savar Building on Rana Plaza collapsed.  
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Closer view to the Facebook data 
In the previous section, we have used quantitative data tools to try to find patterns and 

trends in the huge dataset concerning user activity of ten textile companies' Facebook 

walls. The following section of the analysis will be qualitative and therefore more 

thorough. It will still be a grounded explorative approach, but we will try to focus on a 

specific part of the dataset, and try to analyse Facebook user’s behaviour on the walls 

of Walmart and H&M.  

The word cloud gives us the opportunity to identify the words that are most common-

ly used in a chosen period. This is a very practical tool when it comes to analysing 

what themes are relevant for the Facebook users in the period that we have specified, 

but the word cloud has some significant shortcomings. One e.g. is that it was not ini-

tially possible to analyse the dataset on a day-by-day basis, although this has been 

changed after we conducted the analysis. The word cloud function did only work over 

longer periods, with a minimum of 15 days.  

When using word clouds as a unit for measuring topics, it must be taken into account 

that some actors post many identical posts to company walls, which will make their 

message overrepresented. Our own limited language competencies resulted in primary 

focus on English text analysis, with limited insight into for example Spanish, French 

and German discussions on the company walls.  

Walmart vs. H&M  

To try to understand, 

why H&M was 

more affected by 

the crisis, we have 

chosen to take a 

sample of raw Fa-

cebook data from a 

certain period, to 

analyse the differ-

ences in communi-

cation before and during the crisis.  Picture 8: H&M’s Facebook wall 
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The sample can be from a certain time period, where the most viral posts, that is the 

most liked, are sorted out via the tool, as well as analysing on a day basis.  

Today H&M has almost 24,5 million likes and Walmart 36 million likes. We will re-

view these companies in more detail, before and during the crisis.  

H&M 

As seen on figure 28 the most popular posts on the H&M company page at all time 

are not from H&M – where in comparison, out of Walmart’s 50 most popular posts, 

only a single post is not from Walmart. To co-brand or use opinion leading people 

could be a strategy for H&M who could also promote the celebrity posts, by choosing 

to "share" for their audience, would enable the post to become viral, as the common 

audience would be larger than H&M's alone. 

 

Timestamp Pic User Text Likes 

08.11.2012 
11:30:49 

 

David 

Beckham 

Thought you'd like to see some of my new H&M 

Holiday campaign shots 

184539 

04.02.2013 
02:37:42 

 

David 

Beckham 

Here are a few campaign shots from my latest 

H&M range. More to come this week… 

171846 

16.08.2012 
11:57:57 

 

David 

Beckham 

Hey everyone, here are a few shots from my 

new Bodywear range for H&M. Hope you like 

them #HMBeckham www.HMBeckham.com 

163931 

02.10.2012 
06:57:04 

 

Daniel 

Steiner 

Liebes H&M Team, Ich habe eine Bitte an euch. 

Im Namen aller Männer, BITTE stellt Stühle in 

der Damenabteilung auf! 

154854 

25.04.2013 
09:08:55 

 

Beyoncé Beyoncé As Mrs. Carter In H&M 

http://www.beyonce.com/news/mrs-carter-in-h-m 

115879 

 Figure 29: The top five liked posts on the wall of H&M.     

  Data source: The visualisation dashboard   
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Walmart 

Walmart on the other hand is responsible for four stories out of top five and number 

five story is the story of Gina, as it is a positive story about the helpful personnel at 

Walmart. Aside from this story the most popular posts in all time for Walmart is by 

Walmart. As Walmart sells many different products, this would not make the Walmart 

brand less able to conduct co-branding efforts. Possible explanations could be that 

fewer opinion leaders or brands want to associate with Walmart, or that the brands 

that want to associate with Walmart are the ones who have smaller networks.  

Timestamp Pic User Text Likes 

11.09.2012 
01:13:17 

 

Walmart We will always remember. 321729 

04.09.2012 
03:04:11 

 

Gina 
Whicker 
Myers  

My husband Jim went to Walmart (Store #822 Amaril-
lo, Tx) to pick a few things up. Some time went by and 
the phone rang it was our cell phone. It was not Jim on 
the other end, it was a Walmart customer calling to see 
what his name was, because he was non responsive 
in our van. I told her that his name was Jim and that he 
was my husband. She told me that the paramedics 
had been called. I went the hospital to see about him 
and they had him eating some food and that his blood 
sugar had dropped down to 31 this time. He is home 
now. I want to thank the people that helped my hus-
band who ever they may be . I also would like to thank 
Walmart for replacing our food that spoiled in the van. 
Thank You! 

294792 

07.09.2012 
03:00:26 

 

Walmart "Like" this if this made you laugh. 281904 

21.11.2012 
12:59:04 

 

Walmart It’s the pie showdown: "Like" for Pumpkin, “Share” for 
Apple. (Both available in your local store’s bakery!) 

274233 

19.10.2012 
03:00:00 

 

Walmart A chocolate showdown: Vote for your favorite by "Lik-
ing" Kit Kat or “Sharing” Reese's. 

235699 

 

Before the crisis 

We looked at a single day, the 27th of March and the corresponding week before the 

crisis to start as close as possible to the raw data and through qualitative analysis, we 

have categorized the posts to the following categories:  

x Fan posts 

x NGO post  
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x Branding and Co-branding 

x Stakeholder expectations 

We selected to analyse a single day to avoid bias.  

Fan posts 

There are many fan posts on the pages of the companies. Some kind of flattering post, 

telling the brand that their products are appreciated. There are also posts where people 

ask the brand to open a new store. That day H&M is asked to open stores in Mel-

bourne, Taiwan and Waikiki. Both H&M and Walmart have a number of fans, which 

like to express their feelings for the brands on the company walls. It was surprising 

how many people write fan posts each day.  

 

27.03.2013 
02:39:06 

hm 

 

Kairui Jin WOW, Theseclothes are so beautiful, fash-
ionable and unique. I very very very very like 
them. H&M is my favorite style. I will go the 
shop buy some one. 

0 

27.03.2013 
05:32:53 

hm 

 

Shamieka 
Fashionably 
Late Smith 

Can't wait for H&M tocome Waikiki! 10 

27.03.2013 
02:01:51 

hm 

 

강지현 I like H&M clothes Nice 0 

  

27.03.2013 

12:10:31 

walmart 

 

Beth 

Valtierra 

walmart is the greatest. 0 

27.03.2013 

02:22:14 

walmart 

 

Evelyn 

Kain 

evelyn Kain like Wal-mart 0 

27.03.2013 

12:36:17 

walmart 

 

Elizabeth 

Meza 

i love you walmart <3 0 

 

The polar opposite is the hate posts phenomena, which was more rare for H&M, as 

not a single one was found on the 27th of March.  
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27.03.2013 

02:51:55 

walmart 

 

Dan 

Barnett 

why do people like you?i dont get it 2 

27.03.2013 

03:05:19 

walmart 

 

Rich 

Blade 

Personally, i prefer target. 3 

27.03.2013 

05:18:41 

walmart 

 

Johnny 

Jetson 

I wouldn't shop at walmart for oxygen even 

if it was the only place to get it. Hey Wal-

tons! How 'bout paying a living wage and 

get your employees off my tax burden! 

0 

 

Branding and Co-branding 

Branding is of course the primary goal of presence on social media. Therefore, there 

is a lot of branding effort by the moderators. On the 27th of March, H&M chooses to 

promote its new sustainable collection while Walmart writes about Kool-Aid. In the 

examples below it is interesting to see the different amount of likes – while Walmart 

gains almost 9000 and 28000 likes, H&M only gets 952 positive feedback or likes to 

their new sustainable collection. This is however understandable due to the fact, that 

Walmart has substantially more followers and activities on their Facebook that H&M 

as illustrated in figure 1 and table 1.  

27.03.2013 
06:11:09 

hm 

 

H&M The conscious collection is part of H&M’s work 
towards a more sustainable future in fashion. 
This year’s collection is at the forefront of both 
fashion and sustainability and inspired by deli-
cate floral prints and soft shades of green for 
spring. Shop the collection, available at H&M 
Siam Paragon and The Mall Bangkapi now! 

952 

 

Co-branding is also a very appropriate tool on social media. E.g. when one brand with 

a large network writes a promoting post across another brand, they can benefit from 

each other networks, obtain more likes, which in turn, gets more promotion. On the 

27th of March, Vogue Australia announces to their readers that H&M is coming to 

Australia, which was co-branding between Vogue and H&M.   

27.03.2013 

12:00:02 

walmart 

 

Walmart Grass &eggs + Treats & Toys = A great 

price on a beautiful basket. Who says 

8666 
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math isn’t fun? 

27.03.2013 

02:00:01 

walmart 

 

Walmart Kool-Aid tie-dye eggs – how cool! DIY 

instructions here: 

http://walmarturl.com/10dOUFX 

27791 

  

27.03.2013 
03:23:22 

hm 

 

Vogue 
Australia 

Announcing they're coming to Australia and securing 
Beyoncé for their new campaign, H&M sure know 
how to make headlines. Click like and share if you're 
excited. 
http://www.vogue.com.au/fashion/news/h+m+to+c
ome+to+australia,22855 

630 

27.03.2013 
12:20:51 

wal
mart 

 

Injustice Any Batman arkhamfans in the building? Pre-order 
Injustice from Walmart to receive exclusivearkham 
City skins for Batman, Catwoman, & Joker: 
http://bit.ly/13uVAFR LIKE if you're a Batman arkham 
City fan! COMMENT with your favorite of Batman's 
skins so far! 

6180 

 

Another example is when the video game Injustice promoted their skins to the audi-

ence of Walmart. During this period, both brands are part of co-branding activities.  

Generally, in the data, H&M gains significantly more activity to their wall through 

co-branding and opinion-makers compared to Walmart, but it is important that H&M 

knows that the activity through co-branding only will be maintained as long as others 

are willing to associate their image with H&M.  

NGO Post 

A similar co-branding effect can be obtained, if an NGO writes about the company, 

which happened on the wall of H&M. NGO companies throughout the dataset do 

mention both companies, there is however a difference in what kind of NGOs engage 

with the walls. During the selected period, an NGO called Not for Sale, praised H&M 

for cooperating with transparency of their factory locations. Of course, the NGO can 

also decide to work against the company, which then has the opposite effect.  

27.03.2013 
12:16:27 

hm 

 

Not For 
Sale 

This week, clothing company H&M released the 
names and locations of all of their factories. 
This is a giant step for the apparel industry. It 
says shoppers like YOU care about the people 
making your clothes. Read more as Not For 
Sale weighs in on Refinery29: 
http://nfs.am/jrGo8 (And yes, we will be bump-

572 
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ing their Free2Work grade up from a B.) 

  

Stakeholder expectations 

Stakeholders express many different expectations on the wall of the companies. Peo-

ple will discuss almost any issue under the sun. Many of the posts on both walls are 

about product being out of stock (Walmart) or in the case of H&M, clothing sizes as 

seen below.  

27.03.2013 
06:44:44 

hm 

 

Melissa 
Lloyd 

2 questions: 1) why is it so hard to find 
an XL in the Canadian stores? do they 
even carry the XL (womens)? 2) can 
the stores search inventory in other 
stores? 

0 

27.03.2013 
02:24:44 

walmart 

 

Carlton 
Todd 
Norsworthy 

Yet another trip to the Dawes Road 
Walmart in Mobile alabamato find they 
have still not stocked shelves in the 
grocery section. Most of their cereal 
has been out since Saturday night, can 
goods are thin and found several things 
of bread that expired almost 10 days 
ago. It's getting to a pain to have to go 
elsewhere to find groceries. We live on 
two streets from this Walmart, It's al-
ways busy and yet they do not keep 
their shelves stocked. 

1 

 

However, the expectations can be basically anything, such as these about the Easter 

Bunny, or a web shop.  

27.03.2013 
05:14:45 

walmart 

 

Tina 
Marie 

What's up with the easter bunny NOT coming to 
Wal-Mart this year? 

0 

27.03.2013 
10:38:54 

hm 
 

Allison 
Eady 

When can we expect to make online orders from the web-
site? I live in Greenville, SC and even though there are 
rumors of an H&M coming Atlanta is the closest location; 
online would be ideafor now. 

0 

27.03.2013 
12:22:04 

walmart 

 

Grant 
Roman 
Sills 

there pet toy's break all the time pet smart brand 
don't buy they break have bought 4 toy's all returned 

1 

 

A general tendency that we have seen across a large number of Walmart's stakehold-

ers is that they care about issues concerning community and national ideals. The term 
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made in America or American made is one that we frequently encountered. We see in 

the highlighted post below that a stakeholder called Ken is concerned that the national 

legacy will be lost, as Walmart imports many of their goods from China.  

27.03.2013 
12:01:45 

walmart 

 

Ken 
Goldsberry 

Can't seem to find a lot that is made in 
america. I believe that Sam Walton 
preached american made, but his prede-
cessors have changed the mantra in favor 
of huge profits by importing from China. 
Jusy my opinion. 

2 

27.03.2013 
06:11:52 

walmart 

 

Kenton 
Woods 

Bring back our jobs!!!!!!Made in the USA is 
the only way!!!!!!!Buyamerican made prod-
ucts!!!!!! 

1 

27.03.2013 
01:43:07 

walmart 

 

Leslie 
Baxley 

I WORK AT STORE 5787 AND LOVE 
IT.THE EMPLOYERS ACTUALLY TREAT 
THEIR PEOPLE LIKE HUMAN BE-
INGS.THEY CARE FOR US AS THEY DO 
FOR THEIR CUSTOMERS!! 

0 

 

The theme concerning domestic considerations is also manifesting itself in other 

forms, e.g. in the two highlighted post below, where we see that Dennis and Ash are 

discontented with the wages that Walmart pays its workers.  

 

In comparison, H&M receives complaints about international working conditions re-

garding their sub-suppliers in e.g. Cambodia and there are a lot more posts like this, 

probably triggered by H&M´s own promotion with Sustainable clothing. 

27.03.2013 
10:47:49 

hm  
 

Matthias 
Ackermann 

Pay living wages to the women in cam-
bodia who produce our clothes! 

 3 
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27.03.2013 
05:56:38 

hm  

 

Cara 
Prentiss 

I require from H&M to pay fair wages to the 
needlewoman in Kambodscha!!! 

6 

27.03.2013 
08:15:35 

hm  

 

Lele Brr Conscious? Merci de verser un salaire de sub-
sistance aux couturières cambodgiennes! 
(French) Conscious? Please pay a living wage 
to the Cambodian Seamstresses.  

3 

27.03.2013 
08:17:59 

hm  

 

This-
bootsare 
Madefor-
walking 

Conscious?? Please pay decently your cambo-
dian dress-makers! 

5 

27.03.2013 
08:20:36 

hm  

 

Susanne 
Mayer 

Fair produzierte Kleidung macht mehr Spass! 
Translation from German: Fair Trade Cloth-
ing is more fun.  

6 

27.03.2013 
08:40:52 

hm  

 

Andrea 
Ruhland-
Gudermuth 

Concious??? Seems to be just a PR-Gag!!! Start 
paying linvingwages!! Suddenly and in every of 
the factories producing for H&M. 
http://www.evb.ch/livingwage 

0 

 

Another example shows that Walmart receives many, many complaints about their 

checkout lines, which shows that Facebook is an excellent tool to receive feedback 

about important service artifacts in the eyes of the customer in real time.   

 

 

Some people also just engage with the walls to be funny, which could also benefit the 

brand, as the actor’s immediate network most likely will see the post, and therefore 

enhance brand recognition, or associate positive reputation to the company.  
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Since Facebook is in everyone´s pocket, it is a lot faster to ask questions via Facebook, 

than to call customer service, these types of posts do not get many likes, and thus are 

not likely to be seen by many people. In the case of Walmart, almost all posts get an-

swered. H&M don’t answer as many posts individually.  

 

During the Crisis 

As mentioned earlier the stakeholders of H&M and Walmart had very different focus 

during the Savar building collapse in Rana Plaza. Where many of the posts on H&M´s 

Facebook news feed addresses the need for signing the Bangladesh Fire & Building 

safety agreement, the focus from Walmart´s stakeholders is on nurses as mentioned 

above.  

During the crisis, H&M received thousands of posts just like these, where different 

stakeholders focused on the building collapse and the following reactions from stake-

holders asking H&M to sign the agreement, and stating that the company´s reputation 

is on the line.   

07.05.201
3 12:24:22 

 

Norman 
Wood 

CEO Karl-Johan Persson -- Sign the Bangladesh Fire & Build-
ing safety agreement immediately. Only a strong agreement 
like this can stop more Bangladesh factory disasters. H&M's 
reputation is on the line. 

07.05.201
3 12:24:31 

 

Antoine 
Laurent 

Sign the safety agreements and show the world that you are 
really are an ethical business. 
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07.05.201
3 12:24:41 

 

Michelle 
Ma 
Belle 

CEO Karl-Johan Persson -- please sign the Bangladesh Fire 
& Building safety agreement immediately!!! Only a strong 
agreement like this can stop more Bangladesh factory disas-
ters! H&M's reputation is on the line and your decision will 
determine whether I choose to buy from your company again. 

07.05.201
3 12:26:43 

 

Frankie 
Mac 

I loved H & M, and now I'm not so sure. CEO Karl-Johan 
Persson please I urge you to sign the Bangladesh Fire & 
Building safety agreement immediately. 

07.05.201
3 12:26:53 

 

Craig 
Brockba
nk 

CEO Karl-Johan Persson -- Sign the Bangladesh Fire & Build-
ing safety agreement immediately. Only a strong agreement 
like this can stop more Bangladesh factory disasters. H&M's 
reputation is on the line and your decision will determine 
whether I buy from your company. 

It is though unclear whether these actors had engaged with the wall before the crisis, 

as the actor mobility graph cannot measure it. 

As illustrated in figure 28, Walmart went through a crisis of their own, but mainly be-

fore the Savar building collapsed. This was a different crisis, due to similar issues, but 

this crisis was related to a fire in Tazreen, where there were about 700 similar posts.  

12.04.2013 
11:54:35 

 

Chris 
Perram 

Walmart depends on bangladeshi garment workers, and 
it has a responsibility to ensure that their families can 
survive. Many families lost their primary breadwinner in 
the Tazreen fire and are now completely destitute. And 
even before the fire, they were some of the poorest peo-
ple in the world. Walmart can afford to compensate 
them. 

12.04.2013 
11:54:24 

 

Clare 
Roczniok 

Lets work together and provide reals support for the 
people Walmart burns .Ask Walmart to compensate 
bangladeshi victims of firetraps in their factories instead 
of providing "lectures "on safety.Get real Walmart.The 
stink is global. 

12.04.2013 
11:40:30 

 

Irene 
Gouin 

I have not stepped into Walmart since being informed of 
the tragic deaths and injuries that Walmart could have 
prevented and continue to refuse to prevent by ensure 
the safety of the employees that produce products for 
the corporation. In particular Walmart should have the 
decency to compensate the bangladeshi workers that 
lost their lives in a fire!. Walmart shame, shame. To my 
surprise, I have found it was not that hard to avoid shop-
ping at Walmart - there are other stores with comparable 
prices. 

We see that there are stakeholders that are concerned about non-domestic issues like 

the Bangladesh working environment and safety. As seen in figure 27 the activity 

spike was not as significant as H&M´s, but from the posts above, we see that there is 

some stakeholder concern among Walmart´s Facebook users.  
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Crisis Communication H&M & Walmart 

As stated in the chapter about crisis response strategies, the role of crisis communica-

tion is to protect reputational assets during a crisis (Coombs, 2007). 

Stakeholder attribution of crisis responsibility have affective and behavioural conse-

quences for an organization. If the organization is deemed responsible, the reputation 

suffers and stakeholders become angry. In turn, stakeholders may sever connection to 

the organization and/or create negative word of mouth (Coombs, 2007, p. 166). 

Based on Coombs definition of Situational Crisis Communication Theory we look 

closer to the two crisis: the fire in Tazreen and the collapse of Savar building both in 

Bangladesh.  

The first crisis 

Relating to the previous incident in Tazreen that happened in November 2012, both 

companies chose to make statements on Facebook and at that time, H&M expressed 

sympathy, but denied responsibility.  

Situational Crisis Communication Theory (SCCT) is influenced by Attribution Theo-

ry, in the way that anger and sympathy are core emotions in regards to attributing re-

sponsibility for an unfortunate event. Behavioural responses are negative, when a per-

son is judged responsible, and anger is evoked. On the other hand, behaviour is posi-

tive, when a person is judged not to be responsible and sympathy is evoked. SCCT 

has identified three crises clusters; the victim cluster, the accidental cluster, and inten-

tional cluster.  

30.01.2013 
09:41:52 

 

H&M The tragic and devastating fire that took place in bangla-
desh in November 2012, took place in a factory that does 
not produce for H&M. H&M plays an active role in improv-
ing fire safety in bangladeshi garment factories. Please 
read more at http://bit.ly/IRDMqJ. 

 

The 2012 crisis, had elements of what Coombs calls the accidental cluster, which has 

minimal attributions of crisis responsibility, where the event is uncontrollable by the 

organization. The crisis based on H&Ms communication could seems to be catego-

rized by H&M in the victim cluster, as H&M expresses that the factory was not asso-

ciated with them, but a natural disaster, which has very weak attributions of crisis re-

sponsibility, and the organization can be seen as a victim, perhaps in this case of a 
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misunderstanding, or a rumour. In these crises, the organization is also a victim of the 

crisis, and have mild reputational threat (Coombs, 2007).  

Walmart did not express as much sympathy as H&M, but made about 200 comments 

about them having committed to improve fire and safety standards. They did however 

not sign legally binding contracts. Walmart was attacked by stakeholders on the 12th 

of April 2013, but took a day to think things through and on April 13th; they replied 

most of the comments from the previous day with the following statements. This 

SCCT crisis response strategy could be categorized as denial and scapegoat, in the 

SCCT framework. Scapegoat strategy is a subset of the denial strategy, and is when 

an organization blames someone outside of the organization for the crisis, as the fac-

tories were not belonging to the company. 

13.04.2013 
01:00:39 

 

Walmart Hi Christine - We read each and every post, and take 
the issue and everyone's comments seriously. To 
learn more about our Commitment to improving fire 
safety standards in bangladesh, we invite you to visit 
http://bit.ly/10ZM1re. 

 

14.04.2013 
07:37:54 

 

Walmart Hi Nina - To learn more about our commitment to im-
proving fire safety standards in bangladesh, we invite 
you to visit http://bit.ly/10ZM1re. 

 

All of their comments, link to their web page expressing their vision for fire and safe-

ty standards. Research has established that crisis responsibility is negatively related to 

organizational reputation, which explains why the companies do not accept responsi-

bility for the crises, and why they choose not to integrate the factories in Bangladesh 

to their supply chain, by acquiring them, and instead choose to keep them as separate 

subcontractors. The factories in the 2012 crises did not produce for H&M, but were 

subcontractors for Walmart, but as long as the stakeholders do not deem Walmart re-

sponsible for their subcontractors, the reputation should not suffer. Here the crisis re-

sponse strategy for H&M is denial of involvement, and both companies chose to re-

mind the stakeholders about past good works, called a reminder, or an ingratiation 

communication strategy. (Coombs, 2007) 
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The second crisis 

When the second crisis hit 

the industry, Walmart chose 

the same strategy as H&M 

previously had used, by 

denying responsibility, but 

expressing sympathy for the 

victims. They again used the 

opportunity to inform about 

their commitment to im-

prove fire and safety stand-

ards in Bangladesh.  

     Figure 30: Coombs SCCT 

Crisis response strategies are used to repair the reputation, to reduce negative affect 

that leads to negative behavioural intentions. As crisis response strategies become 

more accommodative, show greater concern for victims, stakeholders will perceive 

the organization as taking greater responsibility for the crisis.  

20.05.2013 
05:14:18 

 

Walmart Hi Nicole - We are saddened by this tragic event. Our 
investigation has confirmed Walmart had no author-
ized production in this facility. If we learn of any unau-
thorized production, we will take appropriate action 
based upon our zero-tolerance policy on unauthorized 
subcontracting. We remain committed to promoting 
stronger safety measures in factories and that work 
continues. To learn more about our commitment to 
improving fire safety standards in bangladesh, we 
invite you to visit http://bit.ly/10ZM1re. 

 

08.07.2013 
07:39:45 

 

Walmart Hi Ack - Thank you for expressing your concerns regard-
ing manufacturing in bangladesh. We will be conducting 
in-depth safety inspections at 100 percent of the facto-
ries in bangladeshthat produce goods for our stores. As 
a result, workers in these facilities can be assured of 
safer working conditions, and the entire market will be 
lifted to a new standard. Learn more at 
http://corporate.walmart.com/bangladesh. 

 

Initially H&M had the exact same Crisis Communication strategy, and expressed 

sympathy, denied involvement and promoted their good deeds in Bangladesh. This 

was in the beginning of the crisis, and well before the possible attack on H&M’s face-
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book page on the 7th of May. This SCCT crisis response strategy, could be catego-

rized as diminish and scapegoat, and excuse in the SCCT framework.  

The Excuse strategy is a subset of the Diminish strategy, where the organizational re-

sponsibility is minimised, as the company was unable to control the events that trig-

gered the crisis, and had no intent to do harm. H&M supports this strategy with the 

secondary bolstering crisis response strategy: Ingranation. Ingranation is where the 

crisis manager praises the stakeholder and reminds them of past good works by the 

organization. E.g. H&M reminds a stakeholder, Elisabeth that the accident was not 

their subcontractor, and reminds her that they do great work in Bangladesh, also work 

on environment and social sustainability, offer fashion and quality at the best price, 

have a Code of Conduct, are members of the Cotton Initiative, and see the Fair Trade 

label as a possibility in the future.  

29.04.2013 
11:13:49 

 

H&M Hi Elisabeth! Thank you for all your questions. We have 
tried to answer them all below. 1, Our thoughts go to the 
ones affected by the tragic accident in bangladesh. The 
accident happened at factories that do not produce for 
H&M. For more information about the work we do in bang-
ladesh please visit http://bit.ly/12MQ9PK. For more infor-
mation on our work with sustainability please visit 
http://bit.ly/YVC1y4 2, We aim to offer fashion and quality 
at the best price. Quality also means that our products 
must be manufactured in a way that is environmentally 
and socially sustainable. We make this clear in our Code 
of Conduct, which all our suppliers undertake to observe. 
Please read more here http://www.hm.com/csr. 3, At the 
moment, the Fairtrade-label is not included in H&M's gar-
ments, but we do not exclude the possibility of using the 
Fairtrade label in the future. Just like Fairtrade we want to 
contribute to better conditions in the cotton growing and 
therefore we continuously work with this issue through our 
membership of the Cotton Initiative (BCI). Please read 
more here: http://bit.ly/XYWvbR 

 

On the 5th of May, H&M still were communicating that they do not own any factories 

that produce their clothes, and the affected factories did not produce for H&M. It was 

later added, that H&M and other buyers and stakeholders took part in a meeting re-

garding an alliance to improve fire and safety.  

The diminish/scapegoat strategy continues in May in a reply to Nicole, where H&M 

explains the concept that they do not own any factories themselves, and therefore are 

not responsible for the low wages, remind her that the affected Bangladesh factories 

do not produce for H&M and also ask her to read about the work they do in Bangla-
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desh. They also tell Brianna about participating in a meeting with NGOs and other 

stakeholders. Anna gets similar answer, with the addition of sympathy for the victims.  

 

05.05.2013 
02:09:36 

 

H&M Hi Nicole, we don’t own or operate any factories, therefore 
it’s not us that sets or pays the factory employees’ wages. 
We support the textile workers’ demand for higher mini-
mum wages and that is why we continuously work to influ-
ence the local governments. Our thoughts go to the ones 
affected by the tragic accident. The accident happened at 
factories that do not produce for H&M. For more infor-
mation about the work we do in bangladesh please visit 
http://bit.ly/12MQ9PK. 

 

06.05.2013 
01:26:29 

 

H&M Hi Brianna, we wants to contribute to lasting improvements 
for people working in the clothing industry in bangladesh. 
On April 29, H&M, other buyers, NGO’s and stakeholders 
took part in a meeting arranged by GIZ and IndustryAll 
regarding the new initiative Alliance for Fire & Building 
Safety in bangladesh. Deadline to commit is May 15. 

 

07.05.2013 
10:15:40 

 

H&M Hi Anna, After the terrible building collapse in Dhaka, bang-
ladesh on Wednesday April 24 our thoughts go to the ones 
affected by the tragic accident. None of the textile factories 
located in the building produced for H&M. On April 29, 
H&M, other buyers, NGO’s and stakeholders took part in a 
meeting arranged by GIZ and IndustryAll regarding the new 
initiative Alliance for Fire & Building Safety inbangladesh. 
Deadline to commit is May 15. 

 

Then the enormous amount of stakeholder pressure hit the Facebook wall of H&M, 

starting May 7th. The pressure started with around 4000 posts in a single day, increas-

ing average activity to about 2000% and this pushed H&M to sign the Fire and Build-

ing Safety agreement, and not only settle for updating their homepage with good in-

tentions.  

13.05.2013 
03:50:00 

 

H&M Today we commit to support the Fire and Building Safety 
agreement in bangladesh, which is an addition to our con-
tinuous work for a sustainable textile industry. This agree-
ment will help improve the safety of the workers in the 
garment industry, please read more at 
http://bit.ly/17Xbszs. We hope for a broad coalition of sig-
natures for a greater impact. 

 

20.05.2013 
09:29:27 

 

H&M As the first fashion brand H&M commits to support the Safe-
ty agreement in bangladesh. Pls. read more: 
http://bit.ly/17Xbszs. 
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The posts continued, although in a fraction of the volume of what it was before, with 

people urging the CEO to sign the agreement even though it had already been signed, 

and H&M replied with similar statements to the one below, presenting proudly to be 

the first brand to sign the agreement.  

13.06.2013 
08:30:19 

hm 

 

H&M Hi Alexandra! We commit to support the Fire and 
Building Safety agreement in bangladesh, which is an 
addition to our continuous work for a sustainable tex-
tile industry. This agreement will help improve the 
safety of the workers in the garment industry, please 
read more at http://bit.ly/17Xbszs. H&M was the first 
fashion brand to commit to this agreement and we 
now hope for a broad coalition of signatures for a 
greater impact. 

 

According to Coombs (2007), three factors in the crisis situation shape the reputation-

al threat, initial crisis responsibility, crisis history and prior relational reputation. Cri-

sis history is whether or not the organization has had a similar crisis in the past, which 

is now the case for Walmart, as Walmart had been through a similar crisis just months 

before, and again just a couple of weeks before. We did however only analyse the 

year 2013, so we have not conducted analysis of similar crisis earlier in the data, 

which makes it possible that both companies have experienced similar crisis before. 

According to attribution theory, a history of crisis suggests an ongoing problem that 

needs to be addressed. Crisis history and relational reputation have an effect on the 

reputational threat of the crisis. A victim crisis can in these cases generate the same 

reputational threat as an accidental crisis. Similarly, there is evidence that accident 

crises can turn to intentional crisis through intensifying factors (Coombs, 2007).   

The crisis communication strategies for both companies is in essence quite similar, 

although H&M actually goes ahead and signs the agreement, which seems to work by 

minimising the crisis again. Although H&M actually signed the agreement, it did not 

change strategy; it still denies involvement, and responsibility. H&M did not use ac-

commodative strategies such as accept responsibility, compensate victims, or offer an 

apology, which also could have worsened the situation according to Coombs, as 

stakeholders can begin to think the crisis is worse, if the organization is responding 

too aggressively (Coombs, 2007).  

The most interesting part is that H&M and Walmart seem to have isolated instances of 

a Bangladesh crisis. The crisis that hit Walmart was about a building fire that hap-
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pened in November 2012 killing 112 people. The incident that hit H&M the most was 

because of the described crisis in the case section. Both companies had a similar 

communication strategy, that the building did not produce products for the companies, 

as well as expressing sympathy for the victims. However, H&M received far more 

stakeholder critique.  

As mentioned earlier, a public relation crisis can be seen as an expectation gap be-

tween the accumulated expectation of the stakeholders and the action of the company 

(Reichart, 2003). In this view H&M can be perceived as having higher expectations 

from its stakeholders than Walmart when it comes to working conditions in Bangla-

desh, as the diminishing strategy worked for Walmart and not for H&M. It therefore 

seems to be the stakeholders’ expectations towards the companies that is the primary 

factor when we reflect upon the Facebook data analysis. How companies address and 

communicate their core values and business conduct is important, but we need to look 

a bit deeper. What are these expectations rooted in and are the dissimilar stakeholder 

reactions rooted in distinct national or societal values and norms?     

In our Facebook analysis one of the prevailing and dominating themes is some kind of 

stakeholder expectation concerning what companies ought to do, and what they 

should be focusing on. The following sections will therefore analyse and discuss this 

dynamic between stakeholder expectations and businesses social obligations. The 

stakeholders focus on what companies ought to do seems to the prevalent that the 

stakeholders are concerned with. These stakeholder expectations vary and span from 

third world labour issues to the long waiting lines in Walmart. The theoretical frame-

work and business strategy concerning Corporate Social Responsibility (CSR) will be 

used as a perspective to illuminate this tendency, and to clarify how norms and differ-

ent perspectives and views on the nature of companies’ social responsibility differ and 

are highly context based.     
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Stakeholder expectations and the social responsibility of busi-

nesses - a discussion and elaboration on the Facebook analysis 
The prior analysis section has focused on Facebook data, and how Facebook users 

have interacted on the Facebook walls of the influenced and selected companies.  

As illustrated by figure 28, the crisis does not affect the selected companies simulta-

neously. When we analysed the Facebook data, we saw that Walmart had a lot less 

negative responses than e.g. H&M, and the most frequent negative responses that 

Walmart received was prior to the building collapse in March - for a different incident 

and other inconvenient problems, such as their long lines at the Walmart stores.  

It is surprising that an online crisis does not seem to hit the companies in the same 

degree, and it is surprising that when the crisis actually hit, it is almost as if it is coor-

dinated, suggesting that the influence came from the traditional media. There is also 

no doubt that Walmart and H&M were ‘treated’ differently by their stakeholders on 

Facebook, suggesting cultural differences within the two segments. This is also prob-

able, as the two companies originate in different continents, H&M in Europe, and 

Walmart in North America. 

Walmart and H&M are different companies, not only because they have origins in 

different parts of the world, but also because H&M only sells garments, and Walmart 

seems to sell just about everything in addition to garments. On the Walmart company 

page, there were discussions about food, lines, candy, weapons, media products, elec-

tronics, toys and just about any thinkable product that can be sold in a warehouse. De-

spite these differences, stakeholder expectations were expressed in both company 

pages, and there were some significant differences in the focusing themes. We saw 

that Walmart's stakeholder’s focus often was related to domestic issues, and 

Walmart's communication on their Facebook wall often referred to topics that also 

had a national character to it. Whereas the communication on H&M's wall had a more 

international appeal.  

The dominating themes at Walmart are American jobs, Veterans, Families, Animals, 

feed the hungry, and helping others. These themes are apparent through the word 

cloud, as frequent themes in the overall data set. These themes appear when the most 



 86 

frequent words are sorted out, and words that are more specific are analysed. Specific 

words are often correlated with themes, and usually the more frequent words are not, 

such as please and thanks. The word "because" seems to give many stories from cus-

tomers in Walmart. Overall, there is a local theme at Walmart; American families, 

American veterans, American culture and traditions, local jobs and local hungry peo-

ple.  

When our attention is shifted towards the word clouds that illustrated the first activity 

peek, Bangladesh was the most frequent word in H&M’s word cloud, but it was not 

even present in the word cloud belonging to Walmart. There can be many different 

and competing reasons for the variance in the stakeholder responses. The causes may 

differ and can be rooted in stakeholder expectation, norms and values of the company, 

or something else entirely.  

The forthcoming section will focus on the social responsibility that companies are 

faced with. As seen in the analysis, all of the selected companies were operating in the 

textile industry and had done business of some kind in Bangladesh. Nevertheless, 

when we analysed the stakeholder interaction on their Facebook walls, we stated that 

they did not experience the exact same response from their stakeholders. This differ-

ence in stakeholder interaction, and the expectation that the stakeholders explicitly or 

inexplicitly stated may reflect upon the notion of the companies’ social responsibility. 

We saw in the Facebook analysis that different stakeholders had different expecta-

tions towards the selected companies. We also saw that H&M and Walmart seemed to 

emphasise different areas and different charities that they wanted to support.  

We will therefore review and analyse the concept of Corporate Social Responsibility 

(CSR). In the following section, CSR will be reviewed and analysed so it can be im-

plemented in holistic social media context. Social Media sites such as Facebook 

transcends county borders, cultures, norms and values and are therefore not necessari-

ly situated in one definite context. This makes it difficult to find or 'create' a ‘one size 

fits all’ CSR framework. To get an adequate understanding of what the nature of CSR 

is, and how companies and stakeholders perceive CSR, the forthcoming section will 

segment the concept of CSR and investigate the underlying patterns that constitute 
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Corporate Social Responsibility. It will be illustrated how the perception of CSR 

changes when it is perceived from different cultures and circumstances. 

Defining Corporate Social Responsibility 

Corporate Social Responsibility has increasingly become a phenomenon that compa-

nies need to address. As stated earlier in the analysis, we see that there is a focus on 

working conditions in the textile sector. Companies like Nestlé and now H&M find 

themselves caught in a storm in traditional as well as social media due to increased 

focus on conditions in third world countries or accidents as seen in this thesis’ case 

material. We also stated that H&M's exposure to the crisis in Bangladesh had a nega-

tive effect on the amount of stakeholder activity on their Facebook wall just following 

the crisis– and problematic, as interaction has been shown to correlate with their sales.  

This increased awareness on businesses societal role has made CSR a matter of con-

cern for businesses. When this tendency is perceived from a web 2.0 and social media 

context, we see that there is a more complex mosaic that emerges. A company’s social 

responsibility can no longer be reduced to random philanthropy, a response strategy 

that companies rely on during a crises or a long-term strategy that enables businesses 

to green-wash their fabrication or manufacturing conduct.  

CSR is a matter of concern for multiple and often competing stakeholders, which have 

an opinion on different issues concerning topics that are dear to them. This ability to 

generate a public opinion towards a specific topic has been seen in many different 

forms on Facebook in form of a revolt against e.g. Nestlé or The Rescue of Joseph 

Kony's Child Soldiers. In either case Facebook has proven to be a powerful tool to stir 

up and mobilise public opinion towards a country, sector, companies and even indi-

vidual persons, as also seen in the previous section of the analysis, were H&M's CEO 

was the focal point for many of campaigns targeting H&M.  

 Picture 9: Green washing  
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To fully understand the role of CSR as a concept, one has to address and acknowledge 

CSR in a historical, geographical and normative context. What are the expectations, 

and have these expectations emerged, and why are they not the same for all compa-

nies in a particular business sector, or country? The societal responsibility of compa-

nies is not only different from country to country. It is also viewed differently in ma-

jor supranational organisations such as the United Nations (UN) and the European 

Union (EU).  

There seems not to be a uniform response strategy or expectation matrix that all com-

panies can apply in any given situation - the particular nuances and distinctions con-

cerning CSR often seem to be rooted in a situational and cultural context. This is an 

important aspect to keep in mind, because social media sites, like Facebook, do not 

necessarily respect country boarders or diversities in cultural or normative values. Fa-

cebook delivers the pictures in the context that the recipient is situated in, as we are 

not aware that Facebook changes the algorithm across countries – so whatever you are 

presented with on Facebook, is digested and reflected upon in the context and con-

formity of your own surroundings.     

This wide palette of competing factors such as social media, companies, stakeholders 

etc. makes it very difficult to provide an easy clarification of what CSR is and how it 

should be applied. The following section will therefore focus on providing an aca-

demic and theoretical perspective on what CSR is and how it can be understood. The 

discussion will be precise and thorough, and will provide the reader with an adequate 

understanding of how normativity, CSR and stakeholder expectation can be compre-

hended from different perspectives and in the context of this thesis.          

Explaining or describing CSR as a concrete finite term or theoretical framework is an 

elusive matter. To understand what a company’s social responsibility is, one should 

not only focus on what a company ought to do, but one should also have an under-

standing of what ethical behaviour is, and what kind of ethical behaviour can be pro-

jected onto a company. Instead of reviewing all of the different business perspectives 

on what CSR is, the forthcoming section will focus on the most acknowledged classi-

fications of CSR and subsequently focus on the underling philosophical and ethical 
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currents that constitutes the perception of CSR and how the expectations concerning 

how ethical business conduct is moulded.   

Classic understanding of CSR 

We see inconsistent views on what CSR is, not only among stakeholders, but also 

among institutions. If we look at two of the biggest supranational organisations, the 

European Union and the United Nations, we also see a big difference in what kind of 

value is put into the concept CSR. The EU states that CSR is when a company inte-

grates environmental and social considerations into their core activities (Grønbog 

2001), or as EU states on their official homepage:  

Enterprises should, in the Commission's view, have a process in place to integrate so-

cial, environmental, ethical human rights and consumer concerns into their business 

operations and core strategy in close cooperation with their stakeholders (EU 2015).  

The emphasis for the European Union is that companies should play an active role in 

society, and companies, through their core businesses, should be working on creating 

better opportunities and circumstances for their internal and external stakeholders.  

EU emphasises the role of cre-

ating shared value, a kind of 

synergetic relationship be-

tween enterprises and their 

stakeholders (EU 2015). “Cre-

ating Shared Value” (CSV) is 

a term that was coined by Pro-

fessor Michael Porter and sen-

ior fellow Mark Kramer in 

their article “Strategy & Socie-

ty: The Link between    Picture 10: The EU logo             

Competitive Advantage and Corporate Social Responsibility” (2006), and later elabo-

rated upon in the article “Creating Shared Value: Redefining Capitalism and the Role 

of the Corporation in Society" (2011). The main idea of CSV is that companies should 

use their core competences and core business to stimulate their value and supply chain. 

This will result in better opportunities for their stakeholders and in the long run pro-
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vide the company with a competitive advantage, in the form of better internal stake-

holders, optimised core competencies and a better reputation among external stake-

holders.  

 

Figure 31: The ten principles of the UN Global Compact    
  Data Source: UN.org 

In the Bangladesh case, we see the opposite tendency, where Bangladesh is isolated 

and kept out of the supply chain. CSV is a business ideal that businesses should strive 

for, but there is a reluctance in the business environment, to implement this kind of 

responsibility towards their sub-suppliers. Perhaps, the risk so far outweighs the busi-

ness opportunities. This is a bit speculative, but there seems to be a business oppor-

tunity embedded within the CSV framework.      

This strategy is applicable for most businesses - from the coffee manufacture that 

provides better equipment and education for the coffee peasants to the big IT compa-

ny that offers courses or software at the local IT University or Business School. In 

both cases, the investment and effort can be harvested later in form of better future 

employees and better future products. Instead of philanthropic gestures from compa-

nies to random unrelated causes, businesses should instead focus on their peripheral 

or future stakeholders, which often can be found in the companies’ direct or indirect 
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value and supply chain. The focus of the EU is therefore that companies should focus 

on being good citizens, and focus on ‘doing good by doing well’ – a kind of cohesion 

with the surrounding environment and society.     

In contrast to EU’s focus on the voluntary and societal role of businesses, the UN fo-

cuses more on labour rights, fighting corruption and environmental issues (UN 2013). 

As we see in the table below, UN sees CSR more as a measure for proper business 

conduct, where focus is upon labour rights, human rights, corruption and the envi-

ronment. This view on CSR is more about companies doing what is legal, and uphold-

ing a proper business conduct and following the law in general.   

There can be many reasons for the different view on what CSR is. It can be because 

most companies in the EU are conducting their business according to current law, or 

because the UN has to include every nation on the planet and therefore have to aim at 

the lowest common denominator – which must be an encouragement to uphold cur-

rent law.      

The UN’s and EU’s views on CSR are fundamentally two distinctive perspectives on 

what a company’s social responsibility is. The EU focuses on voluntary engagement 

from companies and the UN addresses the need for companies to comply with nation-

al and international legislation.  

These perspectives are obviously defined by supranational organisations that have 

their own historical background and present agenda on how companies ought to en-

gage in their business. Another reason can also be that there are cultural differences 

between the two supranational organisations. If we look at the business literature, we 

also see similar ontological contrasts on what a company’s social responsibility is.  

American economist and statistician Milton Friedman states one of the most famous 

quotes in CSR literature, where he states that the only responsibility a company has is 

to maximise profit for its shareholders and comply with the law.  

There is one and only one social responsibility of business – to use its resources and 

engage in activities designed to increase its profits so long as it stays within the rules of 

the game, which is to say, engages in open and free competition without deception or 

fraud (Friedman 1970).                 
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According to Friedman, the only business of business is business. This perspective 

emphasises that businesses should concentrate their focus on the core values of the 

company, in order to maximise shareholder value and dividends. Any focus, or atten-

tion on subjects other than the company’s core values is not the responsibility of the 

company, but of the legislators. The wellbeing of external stakeholders, the environ-

ment or society is not the responsibility of the company – the company’s only respon-

sibility is to engage in open and free competition without deception or fraud. This 

shareholder view is consistent with the UN’s focus on free and fair trade and focus on 

complying with national and international legislation.  

The contrary view is the stakeholder perspective. Stakeholder Theory, as discussed in 

the section concerning stakeholders, was first coined by American philosopher Ed-

ward Freeman (1984). Stakeholder Theory states that the company should focus on its 

internal and external stakeholders such as customers, employees, external suppliers, 

local governments etc. (Freeman & McVea 2001). This perspective is consistent with 

EU’s view, where emphasis is on how companies voluntarily engage with its sur-

rounding social and physical environment.  

The review above shows two different and traditional views on what a company’s so-

cial responsibility is, and how it can be understood. In the context of this thesis, the 

traditional CSR perspectives fit well with the stakeholder expectations we encoun-

tered in the dataset. H&M's stakeholders were concerned with social issues that con-

cerned what H&M ought to do, and not so much if they were in violation with current 

legislation. Whereas Walmart were not hit as bad by the disaster in Bangladesh. This 

could be an indicator that majority of their stakeholders are not that concerned about 

the social responsibility that Walmart has to its non-domestic stakeholders in Bangla-

desh. The comments that we analysed on Walmart's Facebook wall, both from 

Walmart and their stakeholders, seemed to be more concerned with domestic issues 

like heroes, minimum wages etc.  

The perspectives described above, do not provide any insights into why there are dif-

ferences in CSR values. The earlier views look and describe the symptoms and do not 

focus much on the underlying causes. The perspectives and underlying themes that 

have emerged in the prior sections, have been fixated on what expectations stakehold-



 93 

ers have, and how the companies are contributing to this stakeholder perspective. 

There seems to be an interrelation between stakeholder expectation and the values of 

the company, or expectation gap that emerges when companies step outside the nar-

row path of virtue.     

The perspective that is needed in order to apply a CSR perspective to the topics that 

were addressed in the analysis, is an insight into the underlying currents that drive the 

notion of CSR. To better understand the nature of the underlying patterns that consti-

tute CSR, we will now address and review three different theoretical perspectives on 

CSR and the embedded philosophical and ethical reflections that constitute the con-

sideration of what CSR is.  

The main difficulty when one discusses CSR, as a concept, is whether it is possible to 

integrate ethical considerations into a business strategy (Jones & Wicks 1999). There 

have been many attempts, and there are many views in business literature, to describe 

what CSR is and how it should be applied.  

To get an overview on the nature of CSR, the following review will divide CSR into 

three main theoretical perspectives, according to the philosophical tradition they are 

based upon. The three perspectives are: 

x The Instrumental/epistemological perspective 

x The normative perspective 

x The postmodern/poststructuralist perspective  

These three core views on CSR contain, within them, most of the popular views on 

CSR that we encounter in modern business literature. In business literature, they often 

have more simplistic names to make them easier to digest. Social science can be a bit 

abstract at times, but we have chosen this ‘path’ because it provides an insight into the 

foundation that the CSR literature rests upon. This provides an insight into why there 

are conflicting views on CSR – how values shift according to the context and the per-

spective that is applied. This division also provides an insight into how a CSR idea or 

initiative can go from one actor to another, as it passes from e.g. NGO to the corpo-

rate business strategy.      



 94 

The Instrumental/epistemological perspective      

The first view that will be addressed in this section is the instrumental view, also 

known as the epistemological perspective. This view has its origins in scientific caus-

al thinking, where the key factor is if a given strategy makes sense in business per-

spective (Jensen, 2002). This thinking is in line with the logic Friedman uses in his 

famous quote above. A company’s social responsibility is now, “merely an instrumen-

tal interpretation of corporate social responsibility that fits an economical theory of 

the firm” (Scherer & Palazzo, 2007 p.1096). This makes CSR an instrumental busi-

ness perspective on how to make short- and long-term profit for the firm. Ethical con-

cerns and moral matters are not the driving factor for the decision-making, but are ra-

ther an embedded part of the cost/benefit analysis for a company’s long-term profit 

margin. The problem with this perspective, from a CSR standpoint, is that the only 

issues that are addressed by the companies are the ones that have an impact on their 

profit margin. This can happen directly or indirectly through reputation crises, boy-

cotting etc.  

CEO’s and business literature have embraced this perspective in e.g. Porter & Kramer 

(2011) and Vogel (2005). The problem with this view is that it is only driven by what 

affects a company’s profit in a direct or indirect manner. If stakeholders are unable to 

address their concerns through media or the market, then the issue will be of no con-

cern to the companies – and an issue will only become a matter of concern for the 

company when it starts to affect its shareholders in some way. The instrumental per-

spective therefore comes short, when emphasis is focused on what companies ought 

to do, and what their normative contribution to society should be (Whetten, Rands & 

Godfrey, 2002). This is why an instrumental perspective isn´t preferable when it 

comes to what a company’s role in society should be and how a company ought to 

engage in their business activities.  

The normative perspective 

According to Donaldson & Dunfee (1994), “the two worlds of empirical and norma-

tive research in business ethics remain at a respectful distance from each other” (Don-

aldson & Dunfee, 1994, p.254). The instrumental perspective above can improve 

business ethics through co-creation, creating shared value etc., but the instrumental 
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perspective will always focus on the business utilization and functional application of 

ethics in a profit generating business context. The normative perspective on the other 

hand tries to outline and focus what ethical conduct is, and how companies ought to 

engage in their daily business conduct (Goodpaster, 1998).  

In the following section, two different philosophical perspectives of what the nature 

of ethics is will be addressed and reviewed. To have an understanding of what CSR is, 

it is imperative to have fundamental understanding of what ethical behaviour is. John 

Stuart Mill addressed in his book Utilitarianism (Larsen, 2005, p. 137) that ethical be-

haviour should be understood as the ‘greater good’. Any action should be aiming at 

producing the greatest good for the many. This is often the logic when a government’s 

politics are evaluated, and in general when difficult decisions have to be made and 

justified. This way of thinking is often taken for granted in today’s society, and seen 

as the way to make ethical decisions, but this ethical approach has its limitations and 

shortcomings. One of which is when you focus on the individual, and what rights we 

as individuals have - if you have to sacrifice one for the many, it is not optimal if you 

are the one that needs to be sacrificed.   

The opposite philosophical tradition is Immanuel Kant’s categorical imperative, 

which states that one should “Act only according to that maxim whereby you can, at 

the same time, will that it should become a universal law” (Larsen, 2005, p. 44). In 

this philosophical perspective, the focus is not on the greater good, but lies instead on 

the action itself. We see this perspective on ethical behaviour in e.g. human rights leg-

islation, where the focus concerns the individual human rights – in recent years, we 

also see animal-welfare advocates applying this perspective to include all sentient be-

ings (Monson, 2005). There are some dilemmas with this form of reasoning, e.g. you 

can never sacrifice one individual for the many, because then you would have to in-

clude manslaughter to the universal law. Mill’s Utilitarianism has the same kind of 

dilemmas just in the opposite nature as mentioned above. The best ‘moral compass’ is 

to have both of these philosophical traditions in mind when a company’s ethical be-

haviour needs to be defined and actualised.  

In the normative perspective, the main focus is on ethical and normative values – on 

what the company ought to do from an ethical perspective. We often see a movement 
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from the normative to an instrumental perspective when companies’ social responsi-

bilities are being addressed and discussed in the public realm, the focus is on what the 

‘right’ behaviour is and how they ought to conduct their business. However, when a 

company adapts a normative perspective it often gets an epistemological spin, and is 

remoulded and materialises as an instrumental business strategy that fits into the caus-

al profit thinking of the firm.          

The postmodern/poststructuralist perspective 

This perspective is often forgotten when CSR is discussed. Often people tend to have 

a dialectic view on this subject – what is right vs. what is best for the company, the 

Non-Government Organisations, NGO’s, vs. the Multi-National Companies, MNC’s. 

This is an easy distinction and discussion to comprehend and to engage in, but it is 

often a caricatured debate without the necessary nuance and comprehension for histo-

ry, culture and the different societal norms that are involved.  

Poststructuralism3 and the humanistic tradition is often not taken into consideration in 

the mainstream business literature, and mainstream businesses fail to see the applica-

tion of an abstract theoretical framework. This is not the most productive perspective, 

but it is nuanced and it is a great starting point to review the established business 

models and managerial literature (Scherer & Palazzo, 2007).  

The poststructuralist perspective can be a very advantageous perspective, because it 

associates values and norms with our collective historical inheritance (Scherer & 

Palazzo, 2007). 

Without going into detail, we hold that postmodern/poststructuralist philosophy calls 

for more reflexivity and awareness of the culture- and history bound nature of 

knowledge creation (Scherer & Palazzo 2007, p. 1103). 

This emphasis on history and culture makes the poststructuralist view very useful 

when analysing a crisis and stakeholder reactions. This is because stakeholders and 

companies business-conduct are placed in a historical and cultural context. Stakehold-

                                                 
3  Poststructuralism is loosely related with philosophy and linguistic science, that 
clams that the ‘concrete real’ is impossible to distinguish from our subjective recogni-
tion that is governed by linguistics (Larsen & Pedersen, 2011).    



 97 

ers often judge the action of others in an ethnocentric manner because people often 

take their own norms and values for granted and project these onto others when pass-

ing judgement on events or behaviour in other countries and cultures. The poststruc-

turalist perspective emphasises that our values and norms are developed and cultivat-

ed throughout our history, and what is today has not always been, and could have 

been different (Foucault, 1983).   

CSR perspectives in a data context  

The three CSR perspectives provide us with a nuanced perspective on the mechanisms 

that constitutes the notion of CSR, and also identify how companies and stakeholders 

perceive what CSR is. Depending on one’s perspective on CSR this perspective can 

be a sociological perspective on the normative nature of stakeholder interaction, a 

philosophical perspective, an instrumental business strategy or an another combina-

tion entirely. These three distinctions are very important to have in mind when dis-

cussing what a company ought to do, and when we later analyse stakeholder interac-

tion on social media. The perspectives have different motives, and we often see CSR 

initiatives´ ethos that are being morphed during its journey from a NGO idea to an 

implemented business strategy – going from a normative to an instrumental perspec-

tive.  

We reviewed the classical philosophical views on the nature of normativity – the 

greater good versus the categorical imperative. These classical perspectives on the 

‘true’ nature of ethical behaviour, try to coin a universal description that transcends 

time, culture and the norms of a given society, and are applicable in any circumstance. 

The problem with this approach is that it often lacks the nuance that is needed, when 

it is applied to the communication stream and public opinion that is seen on Facebook, 

which companies must address on a daily basis. This is due to the fact, that stakehold-

ers have different values and focus points depending on which country and social set-

ting they come from as seen in the word clouds for H&M and Walmart.    

The dominating CSR themes at Walmart are as mentioned above themes like Ameri-

can jobs, Veterans, Families, Animals, feed the hungry, and helping others. Below we 

see two examples where the focus are on American military families and the demand 

for local American products made by Americans. 
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06.11.2011 
03:41:15 

walmart 

 

Walmart Help say thanks to military families with a 
‘Cheer’ postcard from specially marked boxes 
of Cheerios, now at your local store. For each 
Like or Share of this post through 11/11/11, 
Cheerios will donate $1 to the USO, up to 
$50,000. 

27736 

10.10.2012 
03:36:17  

walmart    Sam 
Shedd  

I love WalMart.i just wish all the products 
were made inamerica by americans.  

16  

 

These themes are apparent through the word cloud for the overall data set and have an 

overall focus on local values like American culture and traditions, local jobs and local 

hungry people. The themes appear when the most abstract words are sorted away, and 

more specific words are analysed. Specific words, such as "America" and "waiting" 

are often correlated with themes, and usually the more abstract words are not, such as 

"please" and "thanks" because they often are used by the moderators. For examples, 

please see Appendix two. The word "because" seems to give many stories from cus-

tomers in Walmart, but is not important in relationship to the stakeholders’ expecta-

tions. The different words can be seen in the figure below.  

 Figure 32: Walmart’s word cloud       
  Data source: The visualisation dashboard  

When comparing H&M to Walmart they differ in their view on outsourcing. In the 

H&M data, there is only in contrast to Walmart, a single reference to local jobs by 

what it looks like an American woman, but otherwise, there was never a complaint 

about European jobs being lost to Asia, but the communication was instead focused 

on poor worker conditions in third world countries like Bangladesh.  

Overall, the Bangladesh crisis was very dominating in the H&M word cloud as seen 

in figure 32 being the second most used word at 10,164 times. Words related to the 

crisis such as fire and safety agreement, building, Karl-Johan Persson, worker condi-

tions, factories etc. appear in different languages, and therefore occupy most of the 

word cloud. It is unfortunately not possible to make a word cloud based on English 
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alone. It is also not possible to remove the moderator's messages from the word cloud. 

H&M also seems to put more emphasis on their social responsibility, whereas 

Walmart´s very standardised generic reposes had a more legal nature. These are all 

considerations one must factor in, when stakeholder interaction on social media is 

topic of the analysis.   

We see in the examples above that the stakeholder concerns have a normative theme. 

This is an example of the concerns that stakeholders have, often are normative con-

cerns, and we see that Walmart is responding and engaging in a dialogue with their 

stakeholders. This engagement is a good way to appear more likeable and show con-

cern towards their community and stakeholders, but when the normative concerns are 

embedded into the companies’ core business structure it also needs to live up to the 

instrumental business calculus, and therefore transforms into an instrumental business 

perspective or long-term strategy. This distinction between the instrumental and nor-

mative perspectives is important to understand and how ideas and concerns can differ 

when it is adapted in one of the two perspectives.  
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Norms and normativity – a poststructuralist perspective on 

the context based nature of normativity   
It is clear that stakeholder expectations are a major factor in the dataset. It is also clear 

that the expectations concerning what companies ought to do, also plays a key role. 

The previous sections illustrates how Corporate Social Responsibility is highly con-

text based and differs in different parts of the world and in different organisational 

structures. It therefore seems that there is a current that runs a bit deeper than the 

structures and concepts that are described in the previously section. These different 

perspectives on what the societal obligations of companies are, seems to be rooted in 

the governing norms. These norms can be rooted a national, organisational or in a so-

cietal context. It is also important to address that all of these norms also change over 

time. The notion of norms governing or influencing the way we perceive companies 

can be a bit elusive and perplexing and it is therefore important to address the nature 

of norms – where do they come from and why are they different in different settings.  

In the context of this thesis, a poststructuralist approach is appropriate as a frame to 

embed the other two perspectives. It shows that values, ideals and traditions are dif-

ferent when perceived in different geographical, cultural and organisational contexts. 

It provides a better and more nuanced perspective when we are investigating busi-

nesses social responsibilities.  

A poststructuralist view on norms and normativity is much more complex and nu-

anced than the philosophical perspectives earlier discussed – and therefore needs to be 

reviewed and analysed. We will use the writings of the French philosopher Michel 

Foucault to illuminate how normative perspectives take form and how the norms of 

society are moulded over time. We also choose to talk about norms, because it is a 

relevant perspective as to why stakeholder’s focus on different themes, with or with-

out CSR. Norms will influence stakeholder expectations, and therefore the ‘real’ repu-

tation of the company. Norms and expectations are therefore something which com-

panies can analyse from social media data, and use that knowledge to improve reputa-

tion.  

We have chosen to use Michel Foucault because he is one of the great authorities 

when it comes to poststructuralism. This also gives us an opportunity to get a more 
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robust view on the nature of normativity in a historical context, and how institutions 

change values and ideals over time.     

When it comes to ethics, we have stated that ethical behaviour, in a modern context, 

lies and mediates somewhere between the Utilitarian and the Kantian philosophical 

view. We also know from the poststructuralist view that norms and normativity are 

deeply rooted in a cultural and historical context.  

To elaborate on the notion, that the norms, that influence how we judge others and our 

expectations concerning company conduct, are relative and context based, we will in 

the following section apply a Foucauldian poststructuralist perspective to illustrate 

how norms work and are formed over time and in a practical context. We will use dif-

ferent historical examples to illustrate how ideals evolve over time, and how ideals 

become accepted as societal norms. This will provide insight into how norms are 

moulded over time, and why stakeholders have different expectations to different 

companies and why it is difficult to create a basic unified CSR model for e.g. H&M 

and Walmart.   

A Foucauldian poststructuralist perspective  

The following review and discussion will shed light on two sides on the norms that 

are influencing our perspective. The first perspective is how we see ourselves and re-

flect upon our own subjectivity. The second perspective is to illustrate how the institu-

tions of our society shape our perspective of how we ought to behave, and how these 

values also change over time. Both of these tendencies are shaping our view of which 

values and ideals are important, and what we expect from others and ourselves in our 

society. This will illustrate why we in one part of the world, and point in time, have a 

particular view on how companies ought to behave and why these expectations to 

company conduct that can be different in other parts of the world.  

The French philosopher Michel Foucault writes under the pseudonym Maurice Flor-

ence in the early 1980s a description of himself in the encyclopaedia Dictionnaire des 

philosophes (Foucault, 1998). In this short review, he describes what the ambition of 

his authorship is – the initial starting point for Foucault is to address and describe the 

subject, and how it reflects upon its own existence and subjectivity (Foucault, 1998).  
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A subject normally reflects upon its own existence when an authority or institution 

notices it, e.g. when the police stops you on the street or you professor or superior 

calls out your name. This immediately puts you in a societal context, and you start 

thinking about your behaviour and how you live up to the expectations of society. The 

English philosopher Jeremy Bentham illustrated this tendency when he designed the 

institutional building Panopticon.   

 Picture 11: Picture of a Panoptical structure  

Foucault uses this building design as a metaphor in his book Discipline and Punish 

(1975) to illustrate how we as individuals can be controlled if we believe that we are 

being watched. In the case of Panopticon, a prison guard is watching from the tower 

in the middle. It is of course impossible for the prison guard to oversee all of the pris-

oners at once, but the mere possibility that one is being watched is enough to alter 

one’s behaviour. It is not hard to imagine situations that are similar to the one the self-

regulating circumstances that the prisoners are situated in, e.g. the camera surveillance 

in London or the open office environment that are popular in many companies these 

days – there are definitely a lot less noses being picked in businesses these days, now 

that everyone is looking.    

When Foucault examines how a phenomenon has emerged in its current state, he 

analyses the historical events that have ‘shaped’ the phenomenon; during this process 
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he focuses on the underlying structural mechanisms that are at work, so we can under-

stand the underlying evolutionary process at work, that has shaped what ‘is’ today. 

Foucault explains this process in an interview from 1983, where he states:       

History serves to show how that-which-is has not always been, i.e. that the things 

which seems most evident to us are always formed… during the course of a precarious 

and fragile history…It means that they reside on a base of human practice and history; 

and that since these things have been made, they can be unmade, as long as we know 

how it is that they were made (Foucault, 1983, p. 36-37).   

Everything that seems as fixed values, norms or traditions have been formed by histo-

ry. This motion from past to present is directionless and chaotic. Foucault describes, 

in his later genealogical investigations of power and society, how the statistical nor-

mal distribution or average becomes an item of interest in the disciplinary society’s 

institutions, and therefore these are interesting to explore.  

As mentioned in the section concerning CSR, a nuanced view on normativity and how 

expectations are being moulded is important when we are addressing the findings in 

the Facebook data analysis. The views and perspectives will help us to get a sharper 

and more nuanced view on the mosaic that in embedded in the unstructured dataset. 

The visualisation dashboard provided us with a visual representation of the interac-

tions. Vatrapu et al., (2015) paper concerning the predictive power of stakeholder in-

teractions on social media raised the stakes, and made this research area very relevant 

for businesses. The increased focus on norms and expectations illustrates that stake-

holder expectations are the focal point in the context of this thesis. What companies 

ought to do lies and mediates between the norms of a given society and the stakehold-

er that expresses them on social media.  

As seen earlier in the analysis H&M changed their response from the Tazreen fire in 

November 2012 to the Savar building collapse in Rana Plaza because of the change in 

stakeholder reactions, where H&M were pressured to signed the Bangladesh Accord 

On Fire and Building Safety agreement and subsequently implemented a code of con-

duct (H&M, 2014). Walmart on the other hand denied to sign the agreement but were 

not punished by their stakeholders on social media related to the building collapse. 

This could be an example of how different stakeholder expectations are manifested on 
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social media – one company does the ‘right’ thing and the other does not, but the 

stakeholder reaction is the same.   

An interesting notion is that we see that norms and expectation are highly context 

based, and it can be difficult for companies to navigate in this milieu, but at the same 

time, we see that the Facebook algorithm is ‘learning’ more and more about us on an 

individual level and Facebook alters rules for the companies like a click-baiting pro-

hibition. The realisation that expectations differ from one context to another and the 

opportunity that Facebook and businesses can get a deeper insight into the opinions 

and preferences of their stakeholders seems to be a future opportunity that businesses 

can explore when developing communication and businesses strategies.       

Stakeholder expectation, ethnocentricity and how we perceive ourselves    

The previous section highlights how we as individuals are influenced by the expecta-

tions of society, and how the goals and ideals of society evolve and change over time. 

Even the institutions that we perceive as stable are evolving and changing their ideals 

and focus – even our schools have changed their core values, and shifted their focus 

towards creating a more opportunistic individual instead of the old democratic ideal.   

Everything that is today has been different at some point and will change in the future. 

This perspective is not only a four dimensional consideration, but also one that is rel-

evant in three dimensions. Geographical location is also a factor when we address the 

expectations and values we have as society and as individuals. Ethnocentric behaviour 

is something that we should be cautious about, and the norms and values that stands 

as objective truths in one’s own culture might be different in other parts of the world.   

The review above illustrates some perspectives that are highly applicable to the previ-

ous Facebook analysis. The review shows that institutions and authorities affect how 

we perceive ourselves and influence which values are important to us as individuals. 

This means that the milieu we as individuals are embedded in moulds us and gives us 

a distinctive self-perception that we use when we engage and interact with our sur-

roundings. Our self-perception can influence which companies we interact with, and 

want to be associated with, and which expectations we have when it comes to the no-

tion of Corporate Social Responsibility.  
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If we feel morally obligated to help other parts of the world, then we will interact with 

companies that portray social awareness and has ethical considerations build into their 

core values, but this also constructs an expectation towards the companies that we en-

gage with, and can strike companies if they do not live up to your expectations.   

This illustrates how norms and expectations have a great influence on how we per-

ceive companies social responsibility, and what they should be focusing on. The next 

section will still have the stakeholders’ expectation and perspectives as a focal point, 

but we will now shift focus towards the role and nature social media itself. One of the 

assumptions that was stated early in this thesis is that social media is not only an up-

graded communication tool, like an email or a fancy telephone. There are many as-

pects to social media and especially Facebook, which need to be addressed and clari-

fied.  

We have seen in the previous section how the institutions of society have influenced 

how we perceive our surrounding world, but there has been a change occurring in the 

later years. It is common to see friends and families sitting together and everybody in 

looking down on their mobile devises – scrolling through their Facebook news feed or 

Snapchat updates to see the latest news and to insure that you don’t miss an important 

update from your friends. Social media has started to have a major influence on how 

we perceive our surrounding world and how we feel about certain events and compa-

nies. Social media has started to conquer the territory, which was the property of the 

church, doctors, mass media and other specialist and opinion makers.    

The following section will address the many aspects that we need to be aware of when 

stakeholder expectations are addressed in a social media context. These concern e.g. 

the highly filtered information that we find in our news feed and the business model 

behind Facebook. There are many nuances and distinctions that need to be factored in, 

if we want to gain insight into the dynamics that are occurring between companies 

and stakeholders in a Facebook context, and therefore the following section will focus 

on this piece of the mosaic.             
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The abstract nature of Social Media and the companies that 

navigate in it  
There is an old saying that states, that the world is just a rumour. The fragments of 

information we gather along the way constitute the puzzle that becomes our personal 

notion of reality. We used to get our information from newspapers, teachers, friends 

etc., but in later years there has been an information centralization occurring – in the 

form of the Internet. Nowadays most people go online when they need to gather in-

formation about something or someone. Your computer screen has become a window 

to the surrounding world and we see the world through our screen and often think that 

the image we see is a perfect reflection and representation of the real world outside – 

not realising that it is a digital filtered abstraction of the real world. 

The following section will apply different theoretical perspective, metaphors and 

analogies to discuss and reflect upon the deductions and assumptions that arose from 

the empirical analysis and stakeholder discussion. We want to investigate and analyse 

interaction between stakeholder and companies that occurs on social media. The anal-

ysis illustrates that social media seems to be playing a significant and often overseen 

role in how stakeholders perceive certain events, and filters the information stream 

that stakeholders are subjected to. It appears that social media is not a passive digital 

medium that facilitates interaction between stakeholders, but should instead be seen as 

an active stakeholder that profits by facilitating a platform that is highly filtered and 

constructs an asymmetric information stream between its paying users and the rest of 

us. 

Plato’s cave and the Fallacy of Misplaced Concreteness  

The Fallacy of Misplaced Concreteness was coined by British philosopher Alfred 

North Whitehead. Whitehead used this concept to describe when mathematicians and 

other scientists mistake their models for reality itself – the abstraction becomes more 

believable than the concrete real (Whitehead, 1997). A layman analogy that often is 

used to explain the Fallacy of Misplaced Concreteness is the runner that gets lost in 

the woods and starts to rely more on his map, than of real world surrounding him – 

the abstraction becomes more trustworthy than reality itself. We see this fallacy in 

many areas and disciplines, e.g. when the economist rely more on the models describ-
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ing reality, instead of observing the concrete reality itself, and are adjusting reality to 

fit the abstraction instead of the other way around. This reverse causal logic can be 

rooted in that abstractions often are easier to grasp than the complexity of the real. 

This weakness for simplification is often seen in ideology, religion and economics. 

We often like to rely on a version of reality we can cope with and make sense of.  

Many people use their computer screens as a window to the outside world. They keep 

themselves up to date on their friends on e.g. Facebook, Snapchat and Instagram, and 

are not keeping in mind that what they are seeing is a highly filtered abstraction of 

reality. We see many symptoms of this tendency; there is e.g. a correlation between 

Facebook use and depression (Steers et al., 2014). This article states that this tendency 

is due the concept of Social Comparison. The Facebook users got depressed because 

they compared themselves with their online friends; this shows that there is tendency 

among social media users to mistake the highly filtered digital abstraction for the con-

crete reality. They actually believe that a majority of their friends are having a blast; 

baking cakes, traveling to exotic places, hanging out with their friends etc. This ten-

dency illustrates that many people do not realise that the two-dimensional representa-

tion is not a mirror of the outside world.   

When we are addressing the stakeholder expectation towards companies’ social re-

sponsibility, this way of perceiving the surrounding world must be acknowledged and 

taken into consideration when we address how our norms and expectations are created. 

We get more and more of our information via Facebook, and the average American 

Facebook user is spending 40 minutes every day on Facebook. This means that Face-

book and social media has a major impact on the way we perceive our surroundings.              
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 Picture 13: The uninitiated inhabitants of Plato’s cave 

The Greek philosopher Plato told a parable about the ‘cave’. The parable of the cave 

tells the story about the caves prisoners who have never been outside the cave and 

therefore think that the shadows they see on the blank wall that they are facing is real-

ity itself. They are unaware that the shadows that they see on the wall are not reality 

itself but a mere two-dimensional representation of the real world. Plato used this sto-

ry to illustrate how the uninitiated perceived their surrounding world. It is not difficult 

to reimagine this parable in a modern context were the blank wall has been replaced 

by our screens.    

When we think about how people gather their information nowadays we see a resem-

blance to Plato’s analogy concerning the uninitiated inhabitants of the cave. The in-

habitants of the western world get most of their information concerning the outside 

world via a screen of some kind – this raises the interesting question of how digital 

and social media should be perceived and classified. When we experience a crisis or 

an event, it is often seen through this digital monitor, with an attached text or com-

mentary track. It is this biased information flow that we as users are influenced by, 
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and is something that we need 

to take into consideration 

when we make judgement on 

particular events or subjects. 

We as users often forget that 

the information we obtain is 

generated by third party stake-

holders, filtered by Facebook 

and is therefore not an objec-

tive representation of the reali-

ty that lies outside the digital realm.  Picture 14: Modern inhabitants of the cave 

This matter is not only a concern for users, but is also a matter that businesses increas-

ingly need to address. When businesses are impacted by a crisis, it is often generated 

in mass media but really strikes the companies on social media, where users share 

their thoughts on various subjects on the company Facebook walls. This is in many 

ways a game changer for businesses and it is important that the affected company 

have an adequate crisis communication strategy (Coombs, 2007). The way that com-

panies interact with their stakeholders and are affected by crises has dramatically 

changed over the last years, and companies need to address and account for this digi-

tal development when they are contemplating about classic business related topics 

such as profit, reputation, stakeholder communication etc. 

Digital positivism and the inverted Panopticon  

Vatrapu et al., (2008) first coined the concept of Digital positivism. They use this 

concept to explain how people are interacting with the web 2.0. They illustrate how 

people increasingly are documenting their social and physical reality on the Internet. 

Through Web 2.0 and especially social media, the documentation and distribution of 

events and perspectives, is today possible for anyone with a mobile phone, and a net-

work connection. Before the Internet, there was controlled access to mass media, such 

as print, television and radio. This human relationship with external reality is termed 

“digital positivism”. Digital positivism draws upon the classical conception of positiv-

ism. Positivism has played a major role in social sciences for the last 150 years (Ja-
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cobsen et al., 2012), and states that the science based empirical methodology should 

also be used in social science (Bryman, 2008). This methodology works well when 

one tries to make sense of the surrounding world and works both in an inductive and 

deductive methodology – if something can be observed, verified and repeated it must 

be real. This is why digital positivism is a very powerful concept, because in digital 

positivism, “the objective reality of an event is intersubjectively established through 

the warrants of digital artefacts that are themselves based on technological grounds.” 

(Vatrapu, 2013, p. 148).  

The multi-directional nature of social media, where all the major pages are intercon-

nected, makes the flow of abstractions, artefacts and general information seem very 

natural, which makes what is experienced on social media seem very real. We can of-

ten observe and verify the same information and movements on the different plat-

forms, and are therefore often lead to believe that what we see online is a perfect re-

flection of reality. In this way, the web 2.0 provides an external digital reality that 

many do not question:  

The rapid diffusion of relatively cheap (in the Western socio-economic context) audio-

video recording devices such as mobile phones, camcorders, webcams, digital voice re-

corders, computers, and the availability of free or low- cost Internet hosting and sharing 

services have empowered civil actors with the capabilities to record and share their 

lives as well as their realities. This capability has also been extended to record and 

share and thereby document the lives of social others. We term this emerging new hu-

man relationship with external reality “digital positivism”. (Vatrapu, Robertson, & Dis-

sanayake 2008, p. 22).  

This notion seems to become increasingly relevant in the later years. We see more and 

more people getting access to the Internet, and we see social media sites like Face-

book currently having more than 1.44 billon users. When this is combined with the 

notion of digital positivism we see an increasingly growing population that are con-

tributing to the growth of an external digital realm, that is in many ways a competing 

view of what is real – as in positivism, if it can be observed and repeated it must be 

real. 
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Tina Bucher from the University of Oslo takes this tendency and embeds it in a Face-

book context. In her article "Want to be on the top? Algorithmic power and the threat 

of invisibility on Facebook" (2012). She uses the panoptic construction as a metaphor 

to describe the construction of Facebook and the algorithmic systems that filter our 

news feed.  

The threat of invisibility should be understood both literally and symbolically. Whereas 

the architectural form of the Panopticon installs a regime of visibility whereby ‘one is 

totally seen, without ever seeing’ (Foucault, 1977: 202), the algorithmic arrangements 

in Facebook install visibility in a much more unstable fashion: one is never totally seen 

or particularly deprived of a seeing capacity, True, like the Panopticon, the individual 

Facebook user can be said to occupy an equally confined space. Like the carefully and 

equally designed prison cells, the user profile represents a schemata that ‘provide' fixed 

positions and permit circulation’ (Foucault, 1977: 148) (Bucher 2012, p. 1171).  

The watch tower is now the perspective that Facebook provides us, but we only get a 

partial view, and we never see the full dimensions of the structure, and when we sit in 

our 'cells' we have no idea of who and how many are watching us. We do not know if 

we are present on social media and if Facebook allows our posts to be seen by others 

– we truly exist in a world that is being perceived through the digital monitors around 

the world.  

This puts Facebook algorithm in charge of which companies will be visible and which 

are not, more specifically, what kind of messages will be seen and what kind will not. 

As stated earlier with the example of click-baiting, what messages companies are al-

lowed to post on Facebook, changes over time, and at the same time competition for 

appearing on their stakeholder’s wall has increased. Facebook has limited the amount 

of commercial messages that can appear in a user’s wall in a certain period, due to the 

threat of losing users. Normal branding messages will be limited, and companies will 

have to be creative, when it comes to brand communication, in such a way, that it will 

escape through Facebook’s algorithm and onto their stakeholder’s news feed.  

When looking at the social media data, stakeholder expectations regarding Corporate 

Social Responsibility and norms are of such frequency, that it is our hypothesis, that 

messages relating to CSR and norms in general, will dominate the conversation of 
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these companies. There is another nuance to this picture. The way that the information 

on our news feed is filtered and is highly associated with your Facebook activity. 

Therefore, whatever preferences you have, Facebook will try to provide you with 

more content that is similar. This means that a kind of availability bias is occurring on 

our Facebook news feed. You will be presented with more content that fits your pref-

erence, to make your Facebook experience as pleasant as possible. Sociologist at the 

University of North Carolina, Zeynep Tufekci perceives the Facebook experience 

from a slightly different angle, she emphasises that the news feed that we receive 

slowly alters our behaviour.  

Things that are likable get more feedback (…) Even if you’re not explicitly told this, 

people over time will adapt their behavior. It’s like you’re rats in a maze, and if you go 

this way, you get cheese, and if you go that way, you don’t get cheese. By structuring 

the environment, Facebook is training people implicitly to behave in a particular way in 

that algorithmic environment (Luckerson, 2015, paragraph 27). 

The companies that communicate in a way that their stakeholders want, will be re-

warded in the form of being visible, as the Facebook algorithm will find the topic rel-

evant for the user and therefore will deliver the message. This means that meeting our 

stakeholders expectations is no longer constrained a strategic calculus regarding man-

aging company reputation and avoiding future crisis. It means that companies that are 

in disharmony with the expectation of their stakeholders, might vanish in a digital 

positivistic context. If Facebook activity is really correlated with company perfor-

mance, the causation may be strengthened in the future. Vatrupu et al., (2015) used 

the A.I.D.A model to explain how the predictive power of their model worked. So a 

company need to get their stakeholders attention before they can profit from them, but 

if they do not appear on our news feed they disappear from the digital realm. In the 

future we may see a scenario where company performance will be manipulated by the 

Facebook algorithm – this is a bit speculative, but if this tendency continues it is a 

matter that companies need to address.   
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The Confirmation Bias Feedback Loop  

In Psychology there is a concept called confirmation bias, which describes our natural 

tendency to interpret, collect and recall information that supports our believes or a 

scientific hypothesis (Nickerson, 1998). This tendency is normal for people, and it 

makes life easier and less turbulent – as the old saying says, "nobody likes change". 

There is nothing new about this tendency and historically we also see that the differ-

ent newspapers have different target audiences, segmented by their political believes 

or social class distinctions - you as a reader can buy the newspaper that fits your be-

lieves and worldview.  

When Facebook tries to customise your particular Facebook wall, they do so by ana-

lysing a mixture of your preferences, and what other people like. E.g. if you "like" a 

newspaper on Face-

book you will not get 

all of the articles, 

because this would 

lead to an infor-

mation overload on 

our Facebook wall. 

Instead, Facebook's 

News Feed algorithm 

tries to accommodate 

your preferences, so 

that you get the 'best' 

Facebook experience.   Picture 15: The human condition of the modern man  

Providing you with the feeling that you are getting relevant and interesting updates on 

your Facebook wall. The interesting perspective when we are investigating how social 

media is influencing how we perceive topics, is how does the filtering of the news 

feed, which you are provided with, interplay with your embedded confirmation bias?  

In physics, you have a term called a feedback loop. Most of us have heard this when 

attending a concert, when a microphone is standing to close to the speaker that ampli-

fies the microphones signal. The result is a high pitch frequency that is unbearable to 
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listen to, and it only goes away when the speaker is switched off or the microphone is 

moved away – breaking the loop.  

This analogy illustrates how our cognitive bias is stimulated in a Facebook setting. 

The interest and believes that we have and like are being stimulated and amplified. 

The signal that you are providing Facebook with, is taken and amplified. This means 

that Facebook is enforcing your perception of reality, and often people think that they 

have a better insight into the surrounding world, now that we have the Internet. This is 

an important notion to have in mind when we are reflecting upon how stakeholder ex-

pectations are being influenced by social media. In the good old days, you actively 

bought the newspaper that you liked, but now this bias has been autonomous and is 

constantly monitoring our preferences, and trying to accommodate them. This means 

that people get a world view that fits their perspective, and often forget that other us-

ers get a different perspective. This affects how we perceive the world and what top-

ics we find interesting and urgent.        

A closer look at the Mosaic – a summary and conclusion  
As stated in the introduction, the ambition of this thesis is to clarify and depict the 

processes and dynamics that are present between stakeholders and companies in a so-

cial media context. Through the Facebook data analysis, we see that stakeholders en-

gage in a dialog on the Facebook walls that belongs to the different companies. The 

factory collapse in Bangladesh provided a reference point that made it possible to 

compare stakeholder interactions and responses on different company Facebook walls 

before and during the crisis. One of the interesting discoveries is that the crisis did not 

seem to hit both of the chosen companies at the same time. Walmart was hit prior to 

the disaster in what looks like an attack that was orchestrated by third party stake-

holders, and we see in figure 27 that this has no long lasting effect on Walmart’s Fa-

cebook activity – and the stakeholders refer to another incident that took place in No-

vember 2012.      

When we shift our attention towards H&M, we see a different stakeholder behaviour. 

In H&M’s Facebook data, we see that there is a considerable amount of activity in the 

aftermath of the factory collapse in Bangladesh. An interesting aspect in the H&M 
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data is that it looks more dynamic and develops more intensely. When we look at the 

data it also looks like H&M are exposed to an attack, but in this case, there are more 

stakeholders that react and interact – and we have a domino effect.   

In H&M’s case, there are many indications that their stakeholders are concerned with 

H&M’s business conduct in Bangladesh, therefore they express their concerns, and 

engage on H&M’s Facebook wall. When we looked for similar tendencies in 

Walmart’s Facebook data, we see a different picture. It seems that Walmart’s stake-

holders are more concerned with local social responsibility issues like working sala-

ries, animal welfare and national notions like jobs and assault rifles. This shifted our 

attention towards stakeholder expectations and their view on companies’ social re-

sponsibility in a social media context. 

To get an adequate understanding on how this interrelationship is unfolding the dis-

cussion has been divided into two themes. The first is addressing the nature of Corpo-

rate Social Responsibility and the nature of the norms that govern us. The second 

theme of the discussion is the nature of social media itself.  

This division and recognition of these two parts of the puzzle has provided an insight 

into how norms differ in a geographical context and over time. The distinct values 

that stakeholders have and project in their posts are also amplified by the construction 

that Facebook has. This division also makes it possible to illuminate the two initial 

questions that where stated in the problem statement.    

We have seen how digital positivism and the potential Facebook invisibility affects 

the way we perceive our surrounding world. The other notion that we need to have in 

mind, is how our interest and preferences are amplified by the Facebook algorithm. 

This means that whatever preferences you have will be addressed and stimulated by 

Facebook. Facebook provides a digital version of reality that fits with our preferences, 

which means that we will probably have a tendency to react more towards things that 

fall outside your ‘normal’ Facebook perception of reality.  

This thesis’ problem statement articulates two questions. The first addresses how so-

cial media is influencing stakeholder behaviour and the discourse concerning Corpo-

rate Social Responsibility.  
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It is clear that there are many nuances and distinctions to this subject. We see that so-

cial media is facilitating a greater interaction between stakeholders and companies 

and the communication has the nature of a dialogue. This means that stakeholders can 

address issues that they are concerned with and expect an answer or reaction of some 

kind from the companies and many companies have their own social media depart-

ment. Social media creates a digital interaction platform, where stakeholders can ex-

press their concerns and interact directly with the companies. Social media also facili-

tates the opportunity for stakeholders to find each other based on perspectives, values 

and concerns. This makes social media a potent stakeholder tool, and makes it possi-

ble for stakeholders to address topics, that normally would not affect a company’s 

revenue, and therefore not be a matter of concern for the firm. In this way, social me-

dia has an impact on the division between a normative and instrumental perspective 

on CSR. Normative matters can now, via social media, fit into the instrumental calcu-

lus and become a matter of concern that affects the shareholders.     

Another interesting aspect is how Facebook tries to reduce the exposure of stakehold-

er critique by not showing comments on company post. This means that a passive Fa-

cebook users only sees the initial post and not the dialectic ‘conversation’ that occurs 

as a consequence of the post. This tendency is very clear in the Facebook data, were 

we see that post get a lot more likes compared to comments. The full dialog and dia-

lectic nature of the stakeholder interaction on Facebook is therefore in the time of 

writing, an illusion when we look at the impact on a broader level. However, as seen 

in the analysis a crisis can influence celebrity endorsement and co-branding in gen-

eral, which was the case for H&M as e.g. Beckham and Beyoncé chose not to endorse 

H&M after the crisis in Bangladesh. This has an effect on H&M´s immediate net-

work, which gives less likes hence has a negative impact on the revenue.  

Another tendency that needs to be stressed, is that the Facebooks algorithm is 

strengthening the preferences and biases that stakeholders have. Therefore, whatever 

concerns a stakeholder has, will be amplified by the depiction that Facebook provides 

you.  

This influences the discourse concerning CSR because this strengthens initial posi-

tions concerning CSR and does not facilitate a discourse ethics, where conflicting 

stakeholders and worldviews approach one other. Regional norms and concerns are 
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strengthened, because Facebook provides a depiction that is customised to the indi-

vidual stakeholder instead of promoting a cohesive perspective of CSR. In addition, 

the notion of Plato’s cave and the Fallacy of misplaced Concreteness are becoming 

more relevant with the success of the web 2.0, and we see that this tendency is a mat-

ter of concern in businesses future strategies – which seem to imply that is a good idea 

to have digital presence and being active on social media.  

The second question addresses how we can understand the underlying dynamic be-

tween stakeholder expectations and company reputation in a social media context. 

This question bears a resemblance to the first question. The major difference is that 

this builds upon the first question and elevates the abstraction level a bit and focuses 

on milieu that stakeholders and business are embedded in, and how this affects expec-

tations and reputation.   

We can view this question from different perspectives. If we take an initial look at the 

relationship between stakeholders and companies, we see that Facebook is an addi-

tional entity that facilitates communication between stakeholders and businesses. The 

fallacy in this depiction is if we perceive Facebook as a passive communication plat-

form that facilitates interaction between its users.  

Facebook is a company that profits from its users and wants to see businesses do well 

on Facebook – the companies also contribute to Facebook’s shareholder revenue. The 

information we are provided with on our Facebook wall is filtered and distorted and 

therefore provides an inaccurate depiction of reality.  

Firstly, the picture that stakeholders are provided by Facebook can affect a company´s 

reputation in many different ways. When we look at our Facebook news feed these 

days, we see many French flags on profile pictures from all over the world, which is a 

gesture from Facebook towards the French terror victims. What Facebook does not 

tell me is that there has been a terror attack in Lebanon or that a Russian airplane has 

exploded in mid-air in the same period. These are just examples that besides the fact 

that we are experiencing a conformation bias on Facebook, also see that Facebook can 

choose implicitly or explicitly to emphasise topics and subjects that they find im-

portant. This focus on specific topics can amplify stakeholder attention towards spe-

cific subjects, and is definitely something that needs to be taken into account when 

addressing dynamics between stakeholders and companies in a social media context. 
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The Facebook algorithm seems to affect the way we perceive the world, and affect the 

companies’ digital visibility. Facebook creates a setting where stakeholders and com-

panies can interact in a manner that is closer to a normal dialog, but Facebook can at 

the same time ‘choose’ to make the local business invisible in a digital setting while 

highlighting businesses on the other side of the world without knowledge from the 

involved companies. Facebook has an enormous influence on our perception and what 

is brought to our attention.    

This environment can be difficult for companies to navigate in and the possibility of a 

reputation crisis or invisibility are matters that companies need to address in a social 

media context. Theoretical frameworks like Coombs’ Situational Crisis Communica-

tion Theory can be beneficial perspective that firms can apply in order to segment and 

quantify a crisis situation into comprehensible and manageable pieces. The problem is 

that it can often be difficult to grasp a crisis situation or a company´s current situation 

in a social media setting, because of the unstructured nature of the available data con-

cerning stakeholder interaction and their expectations in general. Visual Analytics and 

text mining can be beneficial tools for companies, when trying to grasp the expecta-

tions of their stakeholders. This insight into the expectation of a company’s stake-

holders can be an advantageous addition to the SCCT framework because it provides 

an insight and overlook of the social media environment and the trends and expecta-

tions that stakeholders have in general. This synergic relationship between crisis and 

reputation management and Social Media Analytics can provide the companies with a 

deeper insight of their stakeholders´ expectations to facilitate a good future environ-

ment for stakeholders and companies.        

An understanding of this digital environment is important for both stakeholders and 

companies. Both have been empowered, but at the cost of Facebook’s filter – which is 

a trade secret, and has a great impact on stakeholders and companies.  

There is an old saying that states, that the world is just a rumour. The fragments of 

information we gather along the way constitute the puzzle that becomes our personal 

notion of reality, and 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 

attention – a different reality, which is partial digital, has unfolded for the modern 

man.  
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Appendix  

Appendix 1 – Social Visualization Dashboard Data  

  
Adress: http://144.76.62.168:2999/  
Username: bigdata  
password: bigdata  
Click on Dashboard 1 under example dashboards  
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Appendix 2 – Popular Walmart topics - Posts  

  
america/american  - 28.884  
29.10.2012 
02:05:50  

walmart    Walmart  Thank a Veteran by showing off your american spirit. Post 
your patriotic photos and we may use it on our cover. By 
posting a photo you agree that you, the photographer, 
and all the people in the photo consent to our use of the 
photo on Facebook.  

84093  

  
13.12.2012 
06:00:02  

walmart    Walmart  On Saturday, we’ll join Wreaths Across america to re-
member our fallen heroes, honor those who serve, and 
teach our children about the sacrifices made by veterans 
and their families to preserve our freedoms.  

37374  

  
03.07.2012 
06:03:43  

walmart    Walmart  By preserving one acre of land for every acre we develop, 
our Acres for america program has protected nearly 
680,000 acres across the country. “Like” this and let’s 
keep america beautiful.  

29336  

  
10.07.2012 
06:57:44  

walmart    Walmart  What do 48 million americans have in com-
mon? "Like" this to support the fight to end 
hunger in the US.  

22889  

01.09.2013 
01:31:06  

walmart    Walmart  Find out how our commitment to buying more U.S. 
products is helping create jobs for american 
workers at companies like Hanna’s Candles. 
http://youtu.be/fFvxpxAyf9k  

22364  

27.09.2012 
04:47:34  

walmart    Walmart  Nearly 50 million americans don't know where 
their next meal is coming from. Discover two 
easy ways you can help: 
http://www.walmart.com/hunger  

10838  

09.02.2014 
09:33:52  

walmart    Walmart  Jon is an Air Force veteran and newlywed working 
at G&S Metal Products, a Walmart bakeware sup-
plier in Ohio. “Having a steady job is a big 
deal…We plan to have two kids, we already own 
two cats. That’s the future. Go on trips, see the 
world. The american dream.” Walmart is proud to 
have G&S Metal Products as a supplier and is 
proud to invest in products that supportamerican 
jobs. Learn more: www.walmart.com/americanJobs  

7055  

30.04.2011 
03:05:24  

walmart    Walmart  Our thoughts are with our fellow americans impacted by 
the recent natural disasters. In addition to monetary 
contributions, we are delivering critical supplies like 
water, food and first-aid kits to organizations providing 
disaster relief.  

6855  

20.06.2012 
07:34:04  

walmart    Rachel Marie 
Baldwin  

yep under them old logos wal mart use 
to sell american made products to.... 
them were the days.  

13  

  
15.11.2012 
07:36:06  

walmart    Congressman 
Steve Womack  

Congratulations to Walmart for being named as 
one ofamerica’s most community-minded compa-
nies as part of Bloomberg Businessweek's The 
Civic 50! 
http://www.walmartcommunity.com/recent-
news/walmart-target-mckesson-named-among-
businessweeks-ranking-of-civic-minded-
companies/  

13  
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10.10.2012 
03:36:17  

walmart    Sam 
Shedd  

I love WalMart.i just wish all the products were 
made inamerica by americans.  

16  

  
11.09.2013 
08:44:28  

walmart    Sharon 
Hunter 
Shaw  

When I can go into a walmart and buy made in americathen it 
will return to what Sam Walton dreamed of. Every thing in 
Walmart is made in CHINA. They are no longer an americaN 
company. They have every thing made in china for 25 cents 
and sell it in the US for 30 dollars.  

16  

  
18.10.2012 
02:06:30  

walmart    Shawn 
Lee  

I will not support your Chinese products any longer. You 
go american, Ill be back. americans for americans  

15  

  
animal  14.424  
18.09.2012 
10:19:36  

walmart    Pedigree 
Adoption 
Drive  

Thanks for making the PEDIGREE Adoption Day a huge 
success, Chicago! With your help, we, along with 
Walmart, were able to find loving homes for nearly 40 
dogs! Congratulations to all who have a new furry best 
friend. And thanks to animal Welfare League, TAILS Hu-
mane Society, South Suburban Humane Society and Chi-
cago Canine Rescue for bringing out all of the great 
dogs!  

127  

31.07.2012 
12:29:41  

walmart    Deanne 
Thomsen  

You are the most unethical company and should be 
ashamed of how you are treating living breathing beings 
with such cruelty. There is absolutely no excuse for the 
cruelty of this magnitude. Be a leader. Stop confining pigs 
in torture chambers immediately. Your consumers do not 
want to support this. No amount of money saved is worth 
torturing innocent animals.  

41  

08.01.2014 
04:53:10  

walmart    Ashley 
VanVorst  

This was taken at the CR 6 Elkhart, IN Wal-Mart. There are 
floating fish carcasses, some stuck in the filter. The beta 
fishes and snail are just carcasses in their own bowls. There 
Is some algae film left on some of the tanks. This is neglect 
and inhumane. How terrible! Shame on you for not taking 
care of live animals. And leaving them to rot and other fish 
to suffer. :(((((((  

37  

  
  
assault - 5503  
19.12.2012 
09:05:36  

walmart    Matt 
Verdell  

So you decided to quit selling assault rifles after the recent 
shooting. Now explain to me why you didn't quit selling alco-
hol after the man in Toledo Ohio was drunk and drove the 
wrong way on the express way and killed innocent people. 
Why didn't you quit selling cigarettes after the lady's Innocent 
child died at birth because she smoked when she was preg-
nant. And why did you ban all guns that resemble assault rifles 
even the ones that's shoot a .22 caliber round. But you contin-
ue to carry the ruger 10/22 that shoots the same round of am-
munition , is also semi automatic, and has high capacity mag-
azines available as well as drum magazines. You quit carrying 
the bushmaster ar15 that shoots a .223 caliber round but con-
tinue to carry the ruger mini14 that shoots the same ammuni-
tion, has high capacity magazines available, and to top it off 
even has further range. And you still carry 12 gauge shotguns 
which is one of the most deadly weapons ever made and takes 
no skill what so ever to hit the target. It's fast and easy to load 
and very easy to operate. Not to mention you could hit several 
targets in ONE shot. I'm sure this post will be deleted because 
you will be embarrassed by these cold hard facts. You stopped 
selling the ar15s because not many people go to Walmart to 
buy this specific gun so it really didnt loose you money. The 

31  
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loss in money was my up by all the new people who "think 
your great for stopping the violence" and started shopping 
there. You continue to sell beer and cigarettes because it 
makes you too much money and couldn't bear the loss. Your 
corporation is pathetic and makes me sick.  

  
19.12.2012 
03:47:37  

walmart    Matt 
Rollins  

Dear Walmart, please quit selling bicycles cause people hurt 
themselves with them. Please quit selling drugs in your phar-
macy because kids can get them. Please quit selling assault 
Knives and Forks cause they are used to eat defenseless ani-
mals and make us all fat. Please quit selling boating supplies 
cause someone might drowned. Please quit selling furniture 
cause it could fall on me. Please stop selling lighters and 
lighter fluid because they start fires. Please quit selling Tabac-
co because it kills more people than any other product in your 
store, even mean old Bushmasters. BTW what are you gonna 
do with the leftovers? I'm in the market for a few more.  

31  

17.01.2013 
01:19:50  

walmart    Steve 
Quigley  

Dear People of Walmart: Your company is a vital asset to commu-
nities all over America. Please stop undermining your contributions 
to these communities by selling weapons designed for war. Please 
note: I fully support the lawful sale of rifles for hunting and sport, 
but I urge you to draw the line at military-style assaultweapons and 
ammunition. Thank you.  

29  

14.12.2012 
11:06:39  

walmart    Chris 
Pedigo  

You could do the country a great service today by pulling all assault 
rifles from your inventory. No one outside of our military and police 
force needs one.  

23  

16.01.2013 
11:31:30  

walmart    John R. 
Clark  

There is NO reason why ANYONE other than a soldier or a police 
officer needs an assault weapon. For you to sell them to any idiot 
that walks in your store is beyond belief to me. If you want my busi-
ness you will take a stand against violence and stop selling these 
weapons of war, murder and mayhem, if not then there is always 
Krogers. The second amendment does NOT guarantee the right to 
own any weapon you want to, if it did there would be fools walking 
around with bazookas, and based on current behavior, you'd be 
selling them. Show some backbone, take a stand.  

23  

  
16.01.201
3 
11:10:42  

walmar
t  

  Pame-
la 
Page  

please please 
please stop selling 
assaultweap-
ons.......no citizen 
should have one. 
we are a civilized 
country and these 
kinds of guns have 
no place in the 
hands of any citi-
zen!!!!!  

20
  

sta-
tus  

POS
T  

159616034235_10151426003439
236  

en
  

  
families - family 42.843  
26.05.2013 
05:00:02  

walmart    Walmart  Vote here to help Operation Homefront assist 
militaryfamilies in your community. 
http://h.spr.ly/603085e  

23723  

20.06.2013 
06:01:08  

walmart    Walmart  $14 million in grants to five nonprofit organiza-
tions, means 2.6 million children and their families 
will have access to meals and nutrition education 
this summer.  

7088  

26.11.2012 
11:27:03  

walmart    Amanda 
Lynn  

I am very disappointed at the Cranberry twp pa store. I was 
denied to use the family dressing room to nurse my daugh-
ter. No customers waiting. The employee ( Ruth ) said it was 
only for families .. I am disgusted! A mother feeding her 
baby isn't that a family??!!! Then while I attempted to 

5076  
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breastfeed my daughter in the room the employee made fun 
of me to other employees and workers. I had to sit and lis-
ten and started to cry in embarrassment. I told a manager 
but I was so angry and embarrassed I left the store in 
tears!!!! So disappointed!!! The discrimination is unac-
ceptable. A mother feeding her child is a family. I do not 
think I will continue to shop for a store that does not sup-
port "families"  

  
24.10.2013 
03:00:06  

walmart    Walmart  Together, we are working with Share Our 
Strength to help families around the country 
learn to shop, cook, and eat better. 
http://bit.ly/1aGblYk #FoodDay2013 #livebetter  

3054  

10.11.2012 
11:51:10  

walmart    Eric 
Michoff  

Really Walmart..Black Friday shopping at 8pm on 
Thanksgiving? I'm sure your employees don't have-
families they want to be with. It's a shame that a dol-
lar is more important than a family. Money comes 
and goes...family doesn't. You should be ashamed.  

3603  

  
because – 50.315 posts   
18.10.2012 
06:02:00  

walmart    Kayla 
Lawson  

Dear Goodland Kansas Walmart, I am so disappointed in 
how you treat people. A few days ago me and my daughter 
were leaving your store when we saw a homeless man I 
decided to teach my daughter a lesson, she's only 3 but the 
younger they start the more difference they make, anyways 
we were leaving and we saw a homeless man his sign said 
"homeless and hungry" it did not say "give me money I 
want beer" so we got out of the truck walked up and hand-
ed him 10.00 I asked him why he doesn't just go inside in-
stead of Down The road to get fast food.. He told me 
"ma'am they won't let me in even with money to spend" I 
was so livid that I went inside and asked if this was true 
they said "yes because they don't like to advertise that they 
are a place for bums to mooch off other people" so I took 
my child and left. Today I was coming out of the store again 
I saw the same man. This time instead of buying walmarts 
products to feed him I went to McDonald's and got him 
food. He told me that he is blind and a ex navy seal. And 
this is where he ended up. I invited him to church on Sun-
day and he joked that he could t see how to get there and I 
told him not to worry about it that I would take him. He gave 
me a hug and told me I had a kind heart. So before you 
judge people on how they live you might want to get to 
know them first. I will never be spending more than 30.00 at 
your Walmart again even if tht means I have to drive 30 
miles to the closest Dillion's. have some respect. What if it 
was you.. It's embarrassing enough he has to sit on a street 
corner and have pictures taken of him.  

9365  

  
05.09.2012 
03:27:09  

walmart    Alicia 
Pautke  

Walmart you need to fix the store at 12 mile and gratioit in 
roseville michigan. As a consumer I feel the need to say this. 
Your store is so busy there's never enough parking but 
that's not the whole issue. Your staff is rude and lazy, why 
are your employees allowed to walk around the store calling 
each other obscene names? Your stock is always out or 
very out of place making it difficult to locate any needed 
item. The store is over crowded and filthy, customer service 
has carts full of stuff blocking the restrooms and I have yet 
to see the store clean at all. On top of that I may run in for 
one item and have to wait for a half hour just to check 
outbecause there's 4 registers open at 5 pm but earlier in the 
day when it wasnt flooded with people there were 10. It 

6689  
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makes me not want to go there. Your employees have taught 
my child several obscene words in one shopping trip alone 
and the manager did nothing about it. Fix these problems or 
I will no longer be a walmart consumer.  

27.12.2012 
02:12:38  

walmart    Katie 
Diaz  

You have ALOT of complaints on your page, so hopefully 
this will brighten your wall... After standing in line for a solid 
hour and 27 minutes at your Walmart store #52 in Hot 
Springs, AR., we finally made it up to the front of the line. 
There was a young mother with an infant child in her buggy 
trying to buy WIC. The scanners weren't working well due to 
recent power outages from the winter storms and it wouldn't 
accept her WIC vouchers. The other customers behind her 
let out audible moans and their own words of disgust. The 
young lady was literally in tears because she couldn't afford 
the milk formula and other various WIC items on her own 
(anybody who has ever had WIC, knows that it IS expen-
sive!). So, to avoid any further embarrassment, my mother, 
Nora Kellogg, without hesitation, graciously stepped forward 
and swiped her own debit card so this new mother and her 
infant could get their needed nourishment. This young lady 
gave us all a bear hug and even the cashier and others 
around us thanked my mother!! Such a JOY to be able to 
help others in need!! <3 Acts 20:35 "In all things I have 
shown you that by working hard in this way we must help 
the weak and remember the words of the Lord Jesus, how 
he himself said, ‘It is more blessed to give than to receive.’” 
Proverbs 19:17 "Whoever is generous to the poor lends to 
the Lord, and he will repay him for his deed." <3 :)  

6448  

26.02.2011 
09:23:31  

walmart    Walmart  because of your support, The Salvation Army Red set a new 
record. Red Kettles located at Walmart stores and Sam’s 
Club locations raised $37 million and $5 million respectively. 
Thanks for your donations, which along with Walmart’s di-
rect donation of $1 million for hunger relief, will support 
nearly 30 million Americans. Learn more: 
http://blog.salvationarmyusa.org/?p=5478  

5654  

  
gestation - 7146  
22.10.2012 
02:36:45  

walmart    Emerald 
Reyes  

I was shocked and horrified by the animal abuse recently 
documented on hidden camera by Mercy For Animals at 
one of your pork suppliers. I expected better from your 
company. The video shows pregnant pigs locked in nar-
row gestation crates so small they are unable to even turn 
around, walk, lie down comfortably, or engage in most 
other natural behaviors. And lets not forget the piglets that 
are mutilated and having their testicles ripped off or hav-
ing their body slammed to the ground. The treatment of 
pigs at your supplier is absolutely unacceptable. Your 
company has the power and the ethical responsibility to 
require your pork suppliers to phase out these inherently 
cruel gestationcrates. Many of the country’s largest gro-
cery retailers and fast-food restaurants have already done 
so. Further, nine US states have banned pig gestation 
crates. What are you waiting for? It is time that your com-
pany takes a stand against animal abuse by ending the 
sale of pork from suppliers who could treat any animal so 
in humanely. Until your company decides to do the right 
thing, I will be taking my business elsewhere. Sincerely, 
Emerald Reyes  

37  

12.03.2014 
05:02:21  

walmart    Nick Cooney  Here is a photo of someone not having fun at all, thanks to 
Walmart's decision to purchase pork from farms that use ges-
tation crates. Not one day out of the cage, ever.  

35  

11.02.2014 walmart    Toma Hawk  I will never spend another cent at Walmart. Your refusal to 23  
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08:27:52  push for a ban on gestation crates for pigs shows your true 
colours, and they are green, this green: $$$ The amount of 
suffering that pigs, and all captive animals face, is extreme and 
a huge statement to the morals or lack thereof of your "busi-
ness". "Highest standards for the treatment of animals", eh. 
Right. Sorry but I'm definitely #notbuyingit  

26.02.2014 
06:41:23  

walmart    Kristin Henry  Why did you remove my post Walmart? I'll repost it: You make 
me sick Walmart! Everything about you makes my skin crawl, 
but in particular your continued support of meat suppliers who 
use gestation crates. You have the ability to change consump-
tion for the better, so accept your moral responsibility and do it 
now!  

23  

10.01.2014 
08:49:28  

walmart    Sharon 
Fletcher  

I'd love to see a ban on pork altogether...but in the meantime, 
a ban on suppliers using gestation crates would be the right 
thing to do!  

21  

26.02.2014 
09:35:51  

walmart    Uncivil Land-
scapes  

bla bla bla " highest standards for the treatment of animals." 
means nothing!!! - make a policy clearly stating that you will no 
longer purchase pork from facilities/ companies that use gesta-
tion crates. You are the last major retailer in the country that 
has not banned cruel gestation crates, SHAME ON YOU!  

20  

19.07.2012 
02:00:20  

walmart    Phil Letten  An animal with legs should be able to turn around, walk, run, 
and engage in other basic, natural behaviors. It's time to follow 
the lead of Costco, Kroger, Safeway, and your other competi-
tors in taking a stand against horrific animal abuse and commit 
to do away with cruel and inhumane gestation crates.  

20  

  
situation - 31,624  
02.09.2012 
07:54:26  

walmart    Doc Khan  I witness the most horrific scene at one of your stores 
& was shocked how an elderly was treated. An elderly 
woman was shopping, looked like she was on a fixed 
income. She was very polite & a super sweet old lady 
with a very quiet posture. She was purchasing a few 
items such, milk, bread, fruits & other necessary 
household items. Aside from all her items, she had 
some flowers, which seems little odd with everything 
else she was purchasing. She went up to the register 2 
spots in front of me and began to put all her items on 
the counter. After the final tally of her bill, she was 
short less than a $1. The person at the register told the 
lady she had to get rid of 1 of her items. The lady said, 
“Young man, I need all these items.” He looked at her 
and said, “Well, let get rid of the flowers.” She looked 
at him and said, “These flowers are for my husband’s 
grave, he passed away a few years ago & she said she 
visits his grave every week.” He looked at her & to my 
dismay he said, “Guess you won’t be visiting him this 
week.” He picked up the flowers & threw them in to the 
side. I was in shock, totally shock. The elderly woman 
gathered her items & left the store with her head 
down. I’m sure she was sad & I was even sadder the 
way she was treated. When it was my turn, I picked up 
the flowers & purchase them and ran out to give them 
her. I found her outside in her car, she was crying. She 
couldn’t thank me enough & said she had nothing to 
offer me for my kindness. I told her she already did, by 
her smiling. I left all my items on the counter & was so 
disgusted with what I saw & did not wanted to even go 
back in. Even being a person with degrees in multiple 
fields, from my HR management skills I required over 
the past 10 years, your employee failed to assess im-
portant of thesituation. There were many ways he 
could have handle this differently. In the world of 
business, your customers & employees are your true 

29076  
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assets. In this case, NEITHER was represented. A 
company is only good as its assets, even if your short 
a less than a $1.  

31.07.2013 
01:30:06  

walmart    Walmart  "I can apply my skills honed in the Army to lead people 
under pressure, make decisions in tough situations, and 
inspire people to be part of something greater than them-
selves." Evie Chitty, Market Manager  

7856  

13.02.2013 
10:18:05  

walmart    Natalie 
Ready  

We just made a quick trip to Walmart to get some Val-
entines Day goodies and groceries.... While we were in 
the bakery/produce section Ashton asked if he could 
get something and I told him to go and ask his Dad. 
Within a matter of 30 seconds Ryan and I realized that 
Ashton wasn't by our side or anywhere within site?! 
So, we looked around the fruit aisle and then one aisle 
over to the frozen foods section... Ashton was no 
where to be found??? A sight sense of fear flushed 
over me but thought surely he was just hidden behind 
something. After about 2 minutes that really felt more 
like 20 minutes we realized that it was not the "typical" 
situation! Ryan instructed me to stay by the basket 
with LaKasey as he rushed through the store and then 
out the front doors to the parking lot! I stood there in 
total shock and could literally feel my heart hurting as 
I started to hear the voices of the shoppers and cash 
registers and scanners closing in on me!! I panicked 
as I realized that us against the 10,000+ sq ft store was 
far too much to even try. So, I ran up for the first 
Walmart Employee I saw and said, "I need your help! I 
can't find my son!" She simply asked me one ques-
tion, "Give me a brief description?" I said, "5 years 
old, Blonde hair and red shirt." She instantly sent a 
message over her phone and they announced a Code 
Adam over the intercom! I then saw several Walmart 
employees rushing to the exits and then in a total of 1 
minute from me contacting the Walmart Gainesville - 
Lawrence St Employee Ashton was found at the back 
of the store by another Walmart Employee!!! I can't 
express how overwhelming pleased I was with the fast 
acting and reliable training that you clearly teach your 
employees! Every employee treated it as the FIRST 
Priority! Thank you!!!!  

1617  

03.09.2012 
05:01:42  

walmart    Stephanie 
Rodgers-
Norsworthy  

I know that nothing will ever come of this post, but I'm go-
ing to post it anyway. I was at Walmart in Mayfield, KY a 
couple of nights ago and was completely appalled by the 
pathetic customer service there. I, along with about 100 
other people, stood in line for 30-45 minutes in the only 2 
registers that were open. Several people had called the 
store while standing in line and the manager on duty at the 
time did nothing about it. I informed the CSA on the phone 
that they should have been calling their store manager 
and/or asst store manager to get them up there to help if 
they were so bad off. But again, nothing was done to rem-
edy thissituation. Once up to the cashier, she went on to 
inform me and several others that all the employees in the 
store hours had been cut due to it being "that time of year" 
for managers to be getting their yearly bonuses and since 
payroll is the easiest controlled expense, employees' 
hours are cut to save money on their bottom dollar so that 
the managers receive bigger bonuses. I used to work for 
Lowe's and I know for a fact that this does actually take 
place...as sad as it is. Shame on Walmart executives for 
allowing this to take place! This will be my last post to 
Walmart. I will no longer be shopping at any Walmart. That 

704  
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is just BAD customer service. Not only are you making 
your employees suffer by cutting their hours, but it's creat-
ing a hostile work environment for them and making your 
customer service suffer greatly! I wouldn't be surprised if 
Walmart lost a great deal of customers over this. All for 
what?! The almighty dollar.....hope it was worth it. Greed is 
a horrible awful thing!  

  
  
workers – 11890 times  
01.09.2013 
01:31:06  

walmart    Walmart  Find out how our commitment to buying more U.S. prod-
ucts is helping create jobs for American workers at com-
panies like Hanna’s Candles. http://youtu.be/fFvxpxAyf9k  

22364  
  
  

06.02.2014 
11:31:13  

walmart    Walmart  Let’s make great things. U.S. manufacturing is coming 
back, creating new jobs for American workers. Learn 
more: www.walmart.com/AmericanJobs  

16693  

  
(also employee branding)  
08.07.2013 
04:31:07  

walmart    Walmart  "Did you know that 500 Walmart workers are promoted 
every day? Learn more about our commitment to our team 
members: http://walmarturl.com/12d53Mn  

2274  

  
07.02.2014 
11:31:17  

walmart    Walmart  Let’s make something together. See how the rise of Ameri-
can manufacturing is creating new jobs for American 
workers. Learn more: www.walmart.com/AmericanJobs  

1359  

  
17.10.2012 
01:25:24  

walmart    Matt 
Waltz  

Why is it every time i go into our Walmart at 56073 they have 
24 checkouts with only 2 open with the slowestworkers and 
lines of mad people?,Sure makes Target look better!  

456  

  
  
19.10.2012 
09:37:31  

walmart    Emily 
Smith  

Today I went shopping at Walmart in Columbus, Ga.. I just 
want to say, if your workers are not happy with their job, then 
tell them to quit. I am tired of being greeted or checked out 
by people with frowns who don't smile back.  

328  

  
  
27.02.2013 
04:58:14  

walmart    International 
Labor Rights 
Forum  

Feb 27: workers announce plan to hunger strike until 
Walmart and H&M pay up on owed wages. 
http://tinyurl.com/axjk4t9 March 1: Victory!!! From CLEC 
in Cambodia: workers went up against Walmart and H&M 
and won! Walmart supplier, Saramax Apparel Group, 
contributed $100,000, H&M supplier New Archid contrib-
uted $45,000 to complement the sale of assets which will 
total $60,000. Legal settlement demanded for 156 work-
ers is approximately US$205,000. Hunger strike has 
stopped. Now starts the difficult process of physical 
payments. It’s a historical victory for Cambodian work-
ers and the first of many more!  

81  

  
  
Funny:   
30.07.2012 
05:19:14  

walmart    Tyson Whit-
aker  

My friend was wondering if you sell any sort of traps 
to catch like large animals maybe children...  

116  
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Appendix 3 - H&M - CSR Posts  

Conscience:   
23.03.2012 
05:01:05  

hm    ELLE  Want that bespoke H&M dress Michelle Williams wore at the 
BAFTAS? Read on. You'll be pleased to note you can do it with a 
clean green conscience too... 
http://www.elleuk.com/fashion/news/h-m-goes-exclusive  

262  

14.09.2011 
12:02:58  

hm    Camille 
Bennett  

Who cares? I'm sure the computer/phone you're commenting on this 
status with is full of "hazardous" chemicals and "unethically gained" 
metals and such. The only way to be "responsible" is to grow your own 
cotton and make your own clothes. It's insane to boycott clothes from a 
store because an extremest organization puts them on a list. Get over it 
and quit trying to be sociallyconscience.  

15  

  
25.01.2012 
01:13:57  

hm    Lawrence Kuan  I stopped shopping at H&M when I saw a sign that said 
"We're environmentally conscience" posted next to a sign 
that said, "Don't think! Just buy! Our return policy is now up 
to 30 days!" I got kicked out of H&M a few moments after I 
brought that up.  

8  

14.09.2011 
10:14:17  

hm    Simon Reichel  Come on H&M! Go detox and my conscience will finally allow me 
to buy your product!  

5  

07.05.2013 
12:06:33  

hm    Simon Rippon  I have been a regular customer of H&M but I can't in goodcon-
science continue to buy "cheap" clothes at the cost of lives and 
livelihoods. Please sign the Bangladesh fire and building safety 
agreement, and pay suppliers everywhere enough for your gar-
ments so that workers can support themselves and their families 
(whatever other companies or governments choose to do). Your 
waiting for others to act or to legislate is not good enough!  

5  

15.09.2011 
03:15:50  

hm    Jonathan Puchi 
Guzman  

Please DETOX!! I live in Sweden and almost all the people I know 
buy their clothes in HM. You have nice clothes so no wonder that 
its so popular, but consider the importance of our world and DE-
TOX! I would like to shop at HM with clean conscience. You have 
great power and because of that also great responsibility.  

5  

11.12.2012 
11:11:00  

hm    Markus Opheim  http://livingwage.cleanclothes.org/ H&M should provide better 
wage standards for your employees, ensuring that some minimum 
criteria are reached. Considering your great profits made this 
should be possible. Humans should get better conditions in your 
business, out of consideration of their basic needs, minimum re-
spect for them, their families and their dignity, as well as ensuring 
that consumers can buy your otherwise fine clothes with better 
conscience. Current practices are for instance not in accordance 
with fundamental human rights. I would also encourage other 
people to react against these immoral (and indeed unnecessary) 
exploitative practices. This is not to say that H&M should provide 
wages equal to the relatively high wages enjoyed in industrial 
countries, but that the standards need to (and indeed can) be 
raised in order to empower humans to cover their absolutely fun-
damental needs for them and their families. I think this is a moral 
verdict with which both consumers and indeed people within H&M 
would associate (or at least someone), and therefore we should 
react and put some pressure on H&M. So that H&M would see it 
as profitable to provide standards consistent with our humanitari-
an intutitions (not unrealistic ones).  

5  

29.03.2013 
07:46:35  

hm    Maureen 
O'Connell  

H&M - Have a conscience and pay fair wages to your 
workers abroad.  

3  

02.05.2012 
09:31:02  

hm    Vanessa 
Wisnewski-
Hernandez  

Why is H&M advertising with Village Voice Media, which 
earns millions from ads for sex with children? I want to 
shop at H&M again with a clear conscience. Pull your ads 

3  
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now!  
02.05.2012 
09:20:11  

hm    Cristina Gonzalez  Why is H&M advertising with Village Voice Media, which earns 
millions from ads for sex with children? I want to shop at H&M 
again with a clear conscience. Pull your ads now!  

3  

07.05.2013 
12:23:53  

hm    Miguel Leal  PLEASE sign the Bangladesh Fire and Building Safety 
agreement. We all have to live with our conscience. The 
days of unethical clothing has to stop. Thank you in antic-
ipation  

2  

  
Children – 167 times  
03.08.2011 
03:46:18  

hm    H&M  We have donated $100,000 to support UNICEF's relief efforts in East 
Africa. More than 12 million people in East Africa desperately need 
help due to drought, conflict and rising food prices. Over half a mil-
lion of children fighting severe malnutrition could lose their struggle 
to survive. If you would like to contribute to UNICEF's relief at the 
Horn of Africa, go to http://bit.ly/ptHDtT  

2526  

  
18.11.2010 
08:06:52  

hm    H&M  Lanvin has designed an organic cotton bag to raise money for 
UNICEF and H&M's All for children project! Available in selected 
stores the same day as the Lanvin <3 H&M collection, 30% of the 
sales price will go to children in need. Read more at 
http://www.awaazdo.in/home.php. What do you think of this collabo-
ration and the design?  

1680  

10.08.2011 
03:24:53  

hm    H&M  Save The children and Bob Marley have launched a campaign to raise 
funds for the desperate situation in East Africa. If you would like to get 
involved, share this video with your friends and download Bob Marley & 
The Wailer's "High Tide or Low Tide" now at http://bit.ly/o96urw. Several 
celebs such as David Beckham, Lady Gaga and U2 are already support-
ing the campaign, and so can you! Read more http://bit.ly/ppA6c3.  

1456  

08.03.2011 
05:18:18  

hm    H&M  Fans, you voted for Hanna Nyman’s tote design “Give some love” as your 
favourite! Available now in selected stores worldwide, what do you think 
of the H&M and UNICEF collaboration "All for children"?  

1423  

  
13.05.2013 
05:41:54  

hm    Change.org  This morning, H&M and ZARA agreed to join other brands in 
supporting a fire and building safety program for garment fac-
tories in Bangladesh. The announcement comes as search 
efforts for survivors of a garment factory collapse several 
weeks ago comes to a close with the death toll over 1,100. Arif 
is calling on US brands like Gap, Walmart, The children's 
Place and JC Penny to join H&M and Zara in preventing future 
deadly tragedies in Bangladesh.  

132  

  
18.10.2012 
08:06:35  

hm    UNICEF 
USA  

Today, H&M launches a special collection of children’s clothes, 
books and toys to benefit UNICEF USA. H&M will donate 25% of 
the sales price of each All for children item sold to support 
UNICEF’s projects in Bangladesh promoting children’s rights to 
education and protection among vulnerable communities. More 
information: http://bit.ly/QxhbSd  

126  

  
11.04.2013 
09:04:56  

hm
  

  Emily 
Wilson  

Whenever I try on clothes from H&M I remember how badchil-
dren are at sewing.  

61
  

28.05.201
0 
04:39:25  

hm
  

  Yas-
mine 
Bar-
kani  

H&M are child labour in worst class, your clothes is made from chil-
dren age 13 and up, if you don't believe go to the link 
http://www.scandasia.com/viewNews.php?news_id=2524&coun_code
=ph  

37
  

  
24.10.2012 
06:21:35  

hm    Melissa How can you sleep while you know there is childrenworking 
all day all night on your "new collection" ??  

9  
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Ahmed  
  
06.05.2013 
08:06:03  

hm    Jane Lev-
erick  

Not until you can replace your dead workers with more des-
perate women willing to risk their lives to feed theirchildren, I 
imagine.  

9  

  
should   
17.03.2009 
10:55:59  

hm    H&M  is opening in Lebanon in fall 2009, and in South Korea and Israel 
in spring 2010. Where do you think we should open next?  

7013  

  
21.11.2011 
08:11:30  

hm    H&M  is opening new stores this week in China, Egypt, France, Germany, 
Norway, Romania, United Arab Emirates and United Kingdom. We 
are also coming to Jordan and Morocco this autumn, Bulgaria, In-
donesia and Thailand in 2012 and we are launching shop online in 
the US in autumn 2012. Where do you think we should open next?  

1638  

  
16.05.2011 
08:00:18  

hm    H&M  is opening new stores this week in China, France, Germany, Spain, 
USA and United Kingdom. We are also coming to Jordan, Morocco 
and Singapore in autumn, and we are launching shop online in the 
US in the beginning of 2012. Find out more on http://www.hm.com 
or download the H&M Apps for further details! Where should we 
open next?  

1426  

  
30.08.2010 
08:00:06  

hm    H&M  is opening new stores this week in Lebanon, Slovakia, South Korea, 
UK and USA. Find out more on www.hm.com and http://m.hm.com/ 
(mobile). Or download the H&M iPhone app from iTunes to see all 
details. Which H&M store worldwide is your favourite and where do 
you think we should open next?  

1212  

  
10.03.2010 
04:38:33  

hm    H&M  In what colors should H&M produce this leather jacket for 
men?  

1107  

  
  
05.10.2012 
06:04:05   

walmart      Walmart   Buy one, feed two. When you purchase Pedigree dogfood, 
Pedigree will give a donation to a shelter.   

18847   

01.03.2013 
01:22:12   

walmart      Walmart   "In the end, as First Lady, this isn’t just a policy issue for 
me. This is a passion. This is my mission. I am determined 
to work with folks across this country to change the way a 
generation of kids thinks about foodandnutrition." - First 
Lady Michelle Obama in a Walmart store in Springfield, MO 
earlier today.http://news.walmart.com/news-
archive/2013/02/28/first-lady-michelle-obama-celebrates-
walmarts-progress-on-making-food-healthier-more-
affordable   

13286   

19.03.2013 
05:00:06   

walmart      Walmart   Did you know that last year we donated more 
than 26 million pounds of food in the state of 
Texas alone through our food donation program? 
"Like" if you support the fight to end hunger in 
America.   

8531   

24.01.2013 
06:32:27   

walmart      Walmart   Do you use eco-friendly cleaning products at home? See 
howPRIDECleanbiodegradable products help the planet and 
create job opportunities for people with disabili-
ties:http://www.walmartgreenroom.com/2013/01/having-pride-in-
your-cleaning-products/   

2485   

28.01.2013 
07:00:06   

walmart      Walmart   Explore our latest frontier in sustainable storytelling with The-
Leaderboardon the Mother Nature Network website. It’s the new, 
Walmart-sponsored hub where you can learn how people, prod-
ucts, companies and organizations are helping the environment. 

2228   
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Check it out:http://www.mnn.com/leaderboard   
13.12.2012 
06:00:02   

walmart      Walmart   On Saturday, we’ll join Wreaths Across America to remember 
our fallen heroes,honorthose who serve, and teach our chil-
dren about the sacrifices made by veterans and their families 
to preserve our freedoms.   

37374   

24.07.2013 
04:31:10   

walmart      Walmart   We arehonoredto employ veterans and support them and 
their families in every way we can. "Like" to join us in saluting 
America's heroes.http://walmarturl.com/1c2DOet   

30385   
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