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ABSTRACT 

Authors:  Freij, Martin   850424  

  Gartnell, Andreas  880701 

Tutor:  Professor Mosad Zineldin  

Examiner: Professor Anders Pehrsson  

 

Title:  Political Parties’ in Social Media - A case study of political parties’ crisis management in 

social media 

Introduction: The emergence of social media platforms has transformed how organizations 

communicate with stakeholders. The concept of social media is top of agenda for many business 

executives today. While some argue social media to provide unique opportunities for organizations, 

others argue the opposite. The rise of social media enables crises to escalate, implying that 

organizations need to have well-established crisis management strategies. In the Swedish election of 

2014, social media is predicted to have enormous influence on the end result for the political 

parties. Prior to this thesis, no previous research has looked deeper into the context of crisis 

management in social media for political parties in Sweden. It is in the political context where this 

study contributes to the research area. 

Purpose: The aim of this paper is to investigate political parties’ crisis management in social 

media, using strategies developed for commercial organizations, and thereby contribute to the 

research of non-commercial organizations. 

Methodology: A triangulation method was used of semi structured interviews and archival analysis 

on four crises of political parties. Eight parties in the Swedish parliament where deliberately 

selected. However, only four of the parties, Socialdemokraterna (S), Sverigedemokraterna (SD), 

Vänsterpartiet (V) and Centerpartiet (C), had the possibility to participate in the study.  

Conclusion: (S), (V) and (C) all used both Facebook and Twitter as a crisis communication channel 

especially due to its speed and spread. However, (SD) did not use social media as crisis 

communication channel. The crisis management in social media of each party could improve 

immensely, however limited resources of employees and finance was found to be the main reasons 

holding the progress back. Conclusively, dialogue strategies and to some extent response strategies 

used by commercial organizations are indeed frequently used by political parties as well. 

 

Keywords: Social Media, Crisis Management, Dialogue Strategies, Situational Crisis 

Communication Theory, Multiple Case Studies, Political context, Parties, Sweden 
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1. INTRODUCTION 

This chapter highlights the emergence of new media technology and the practical situation of the 

problematized area along with research for political parties in social media. The research 

questions and the purpose of this study are presented based on the background of social media, 

crisis management and political parties, along with a discussion of the actual problem. The chapter 

ends up with a discussion of the study’s delimitations.   

1.1 Background 
 

The Internet has radically changed the way business and communication are managed today 

(Laroche, 2013). It is arguably the first mass medium that allows ceaseless flow of information 

from source to receiver without any gatekeeping or filtering (Pang et al., 2014). The emergence of 

new media technology and the widespread usage of social media platforms have transformed how 

organizations communicate with stakeholders (Christ, 2007). A stakeholder is a person or group 

that is affected by or can affect an organization (Bryson 2004). Social media is defined by Kaplan 

and Haenlein (2010, p. 61) as “… a group of Internet-based applications that build on the 

ideological and technological foundations of Web 2.0, which allows the creation and exchange of 

user generated content.”. This enables users to communicate, create content and share it with each 

other via communities, social networks and virtual worlds more easily than before (Jussila et al., 

2014).  

 

Siah et al. (2010) argued that the rise of social media enables crises to escalate, implying that 

companies need to have well-established crisis communication. There is an increasing demand from 

the stakeholders to converse with organizations dialogically; therefore it is important for 

organizations of all sizes and sectors to have knowledge of how to approach crisis communication 

management (Siah et al., 2010). Thus, it is essential to adapt crisis plans to reflect how the use of 

online communications can help to manage a crisis or how it could prevent a conflict scenario (Pang 

et al., 2014). Crisis management involves the handling of information and meaning throughout the 

crisis management process (Coombs, 2009). The business community along with academics has 

shown vast interest in how social media can benefit or harm organizations (Dix, 2012; Shultz and 

Peltier, 2013). While some researchers argue social media to provide unique opportunities for 

organizations, others argue the opposite (Laroche et al., 2013). The concept of social media is top of 

the agenda for many business executives today (Pang et al., 2014). Decision makers are trying to 

identify ways in which firms can gain profitable use of social media such as Facebook, Twitter and 
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YouTube (Kaplan and Haenlein, 2010). According to the largest study on communication in 

Scandinavia, only 65 % of the companies have a digital strategy (Kommunikatören, 2014). As 

social media activity will continue to ascend, organizations and researchers will increasingly face 

the challenges in understanding emerging features and their implications for individuals, 

communities, organizations and social media platform designers (Kietzmann et al., 2012).  

 

According to Kommunikatören (2014) the most commonly used social medias in Scandinavia for 

organizations are; Facebook, Twitter, YouTube, LinkedIn. The two largest social media channels 

are Facebook and Twitter. According to Facebook (2014a) a business can retrieve great benefits of 

existing on Facebook while active communicating with its stakeholders, it makes the organization 

discoverable, connected and gives insights of stakeholders. Businesses use Twitter to share 

information about their services, gather real-time market intelligence, and build relationships with 

customers, partners and influencers (Twitter, 2014).  

 

In Sweden the effect of social media on community involvement has been debated, especially in the 

government elections of 2010 (Gustafsson and Höglund, 2011). More and more people become 

community committed, especially the younger generation much thanks to social media, but this also 

unseals for more, non-controlled, debates in the online forum (Gustafsson and Höglund, 2011). The 

usage and the budget of social media in the election of 2014, amongst political parties in Sweden, 

are of much higher rate than the election year 2010 (GP, 2013; SR, 2014; SVT, 2014). In media the 

Swedish election of 2014 is called the super election year, where social media is predicted to have 

enormous influence on the end result (SVT, 2014). However, when it comes to the issue of how the 

parties will use social media, they are not as certain. Some parties’ state that they do not have a 

clear strategy so far, others give evasive answers about supporting the party representatives that are 

active on social media (GP, 2013).  

 

Political scandals are constantly thrived in the media; parties relentlessly face the mass media and 

are forced to defend their actions, and above all their position in society (Allern et al., 2012). These 

scandals and crises are especially making its progress into social media where all stakeholders can 

express themselves and make their voices heard in order to directly influence parties (Allern et al., 

2012). An article in GP (2013) implies that nowadays it is not enough for the parties to just send out 

a press release, they have to encourage discussion rather than just inform. It is also inferred that the 

parties no longer set the agenda, but the stakeholders do (GP, 2013). Previous paragraphs implies 

the need for political parties’ and managers of social media channels to clearly know what strategies 
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to use and how to communicate to stakeholders in order to prevent or minimize the effects of a 

crisis. 

 

1.2 Problem Discussion  

  

Crisis management has never been as important as it is today, subsequently because there has never 

been so much accessible information available to so many people (Pang et al., 2014). Moreover, 

crisis communication research has increasingly concerned the relevance of social media channels to 

monitor crisis (González-Herrero and Smith, 2008; 2010). In general, communication theory halts 

behind the utilization of Internet channels and social media (Coombs, 2012). Due to the fear of 

being left behind in the race of succeeding in the social media battle, the vast majority of businesses 

and political parties have ventured into the social media world, although most often with little or no 

strategic thought or plan (GP, 2013; Harvard Business School, 2010). As stated in Romenti et al. 

(2014) and Siah et al. (2010), several authors argue that social media is a double-edged sword 

within the processes of crisis management since it can have both facilitating and challenging roles 

during crisis situations.  

 

Pang et al. (2014) explains that in order to effectively negotiate crises in social media and respond 

with appropriate strategies, communication practitioners need to understand how to act in social 

media environment. Organizations need to participate proactively and actively in discussions online 

and not just observe stakeholders’ conversations (Romenti et al., 2014). Same authors imply that if 

a dialogue strategy is used in the right way in online conversations, during a crisis situation, it can 

be beneficial for the organization in several ways. Despite the widely recognized importance of 

online presence and the high adoption rate of social media, few empirical studies have dealt with 

these issues (Thomas et al., 2012).  

Siah et al. (2010) indicated that further research could be done in examining specific forms of new 

media regarding their role in a crisis situation. As cited in Pang et al. (2014) several authors state 

that social media can be an effective crisis management tool. However, social media can also serve 

as platforms where crises can be triggered, hence social media platforms are increasingly turning in 

to breeding grounds for organizational crises (Pang et al., 2014). On one hand, social media offer 

new platforms and means for organizations to communicate with stakeholders, while on the other 

hand, the same platforms and means can be used to escalate crisis and cause negative effects for the 
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organization (Siah et al., 2010). Future research needs to continue focus on this complicated subject 

matter (Thomas et al., 2012). 

This study sheds light on the opportunities, but also the risks that are posed by social media in 

communicating information because of its lack of gatekeeping, as well as the empowerment of the 

individual. A theoretical framework gathered and reviewed of several authors, mainly Romenti et 

al. (2014) and Coombs (2012), will be integrated on the cases of the chosen political parties in order 

to examine their way of dealing with crisis management in social media. Prior to this thesis, no 

known previous research has looked deeper into the context of crisis management in social media 

for political parties in Sweden. The intention is not to explore relationships, but instead contribute 

with knowledge, as the chosen issue is highly unexplored. It is within the political context where 

this study contributes to the previous research. At present time studying political parties in Sweden 

and their activities on social media is of high relevance, as it is election year and all parties engage 

significantly in online media (GP, 2013). Four parties in the Swedish Parliament (Riksdagen) were 

interviewed and investigated. The chosen parties were Socialdemokraterna (S), 

Sverigedemokraterna (SD), Vänsterpartiet (V) and Centerpartiet (C).  

 
1.3 Purpose, Research Questions and Delimitations 
 

1.3.1 Purpose 

 

The aim of this paper is to investigate political parties’ crisis management in Facebook and Twitter 

using strategies developed for commercial organizations, and thereby contribute to the research of 

non-commercial organizations.  

1.3.2 Research Questions   

 

 RQ 1: In what way are political parties managing crisis communication on Facebook and 

Twitter? 

 RQ 2: To what extent are crisis response- and dialogue strategies used by political parties in 

social media when dealing with a crisis?  

 RQ 3: To what extent do the political parties’ intentions reflect their actions, regarding crisis 

response- and dialogue strategies in social media?   
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1.3.3 Delimitation  

 

This study is delimitated to political parties in the Swedish Parliament (Riksdagen). The chosen 

parties are selected because of their previous crisis situations, which are used as case studies. 

Facebook and Twitter as social media channels were chosen to focus on for the interviews since 

they are recognized as the largest ones. However, only Facebook was used for crisis case dialogue 

analysis, since it is not possible to go back further in history than a certain amount of tweets on 

Twitter. This study excluded parties’ websites and blogs, since it was meant to only investigate how 

parties’ manage crisis communication and dialogue in social media and not on their own controlled 

forums.   
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1.4 Thesis Structure 
 

Chapter 2 – Literature review 

This chapter discusses the relevance and the practice of theories out of theoretical 

perspective. 

Chapter 3 – Conceptual Framework 

The conceptual framework involves key concepts and provides a model developed from the 

literature review used to answer the assumptions.  

Chapter 4 – Methodology 

The methodology chapter presents and justifies the choice of research approach, research 

design, data sources, research strategy, data collection method, sample, data analysis 

method, quality criteria and operationalization. 

Chapter 5 – Empirical data 

Includes the transcription of empirical data collected in the four cases examined for this 

research. 

Chapter 6 – Analysis and results 

The analysis chapter presents a cross-analysis of the empirical data. The analysis provides 

the correlation between collected data and applied theories.  

Chapter 7 – Discussion 

  Discussion of the analysis results in relation to previous research.  

Chapter 8 – Conclusion and Contribution 

This chapter treats the research conclusion, which answers the research questions. It also 

includes a discussion of theoretical contributions and what it provides to previous 

knowledge. 

Chapter 9 – Limitations, managerial implications, further research 

  This chapter treats the weaknesses of the study, the practical advices and the suggestions for 

  further research. 
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2. LITERATURE REVIEW 
 

This chapter provides a literature review of current research and science considered valuable to 

analyze. The theories brought up are: Social Media, Crisis Management with subheadings of Crisis 

Responsibility and Situational Crisis Communication Theory (SCCT), and furthermore Crisis 

Management in Social Media along with subheadings of Dialogue Strategies.  

 

 

2.1 Social Media 

 

The utilization of social media within enterprises is a current and popular research topic (Siah et al., 

2010). Social media continues to have enormous impact on how people behave online, how they 

search, converse, build and maintain relationships, and moreover how they create, modify and share 

content across numerous sites and devices (Kietzmann et al., 2012). As previously mentioned social 

media is user created content and may include text, images, or a combination of the two. The 

common social media include blogs, discussion boards, content sharing communities, and social 

networking (Coombs and Holladay, 2014). Social media has relatively low-entry barriers, which 

has caused it to be very accessible to anyone who can connect to the Internet (Pang et al., 2014). 

However, just as Laroche et al. (2012) and Kietzmann et al. (2012) inferred, there is an ongoing 

debate over the activities of organizations in social media, as social media continues to have an 

immense impact on how people behave online. Hence, the matter of concern on how social media 

can benefit or harm an organization is a hot topic, which is increasingly debated (Dix, 2012). Some 

researchers believe social media to provide unique opportunities for organizations to build their 

brand, foster its relationship with customers and manage sales, while others believe the contrary 

(Laroche et al., 2012).  

 

Vuori (2012) explains that social media tools can be utilized for content generation, community 

building and harnessing information. Same author further evolves that social media can be used 

with employees, contractors as well as customers, partners and suppliers. Nevertheless, it is 

important to grasp that various social media have different purposes and it is of great importance to 

know how they can be used (Vuori, 2012). Siah et al. (2010) express the concern regarding social 

media as a double-edged sword, which on one hand can both monitor online activities and help an 

organization manage crisis, whilst on the other hand it can also create organizational crisis.  
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Montalvo (2011) recognizes factors on how to manage social media; it requires knowledge and 

capability in development of strategies. Organizations need to monitor, identify and take care of 

problems that might hurt the organizations reputation, and therefore it is essential for companies to 

be able to analyze data and to be creative and virtuous in collaboration between departments 

(Montalvo, 2011). They also need to understand that the management of social media will influence 

the customers’ perception of the organizations and its reputation (Montalvo, 2011). 

 

 

2.2 Crisis Management  

 

An organizational crisis is defined by Coombs (2007, p. 2-3) as the “…perception of an 

unpredictable event that threatens important expectancies of stakeholders and can seriously impact 

an organization’s performance and generate negative outcomes”. 

 

Prior studies reveal that the choice for crisis communication strategies is linked to the crisis type 

and responsibility, which can be low, medium or high (Coombs, 2011; Stephens et al., 2005). These 

are described in the Situation Crisis Communication Theory (SCCT) by Coombs (2007) and can be 

divided into three categories. Coombs (2007) clarified the categories; the first crisis category refers 

to what are known as victim crises, where organizations responsibility are low and recognized as 

victims of the crisis along with all other stakeholders. These crises comprise: natural disasters; 

rumors; workplace violence; and product tampering. The second category is known as accidental 

crises. Here, organizations have medium responsibility because the critical events are due to their 

unintentional actions. Included in accidental crises are: challenges; technical error accidents, and 

technical production harm. The third category is preventable crises; this is where organizations 

retain high responsibility as they place stakeholders in danger by conducting themselves 

inappropriately. Included in preventable crises are: human-error accidents; human-error product 

harm; and organizational misdeeds (Coombs, 2007).  

 

2.2.1 Response Strategies 

 

The SCCT primarily underlines that organizations in crisis should, before choosing the most 

appropriate response strategy, take into consideration their stakeholders and their concerns, the 

crisis type, the available evidence, the severity of the damage, the company’s performance history 

and legal issues (Romenti et al., 2014). In addition Coombs (2011) imply that managing crises 
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equals to being able to understand the environment in which organizations operate by continuously 

monitoring this environment for any likely problems it may contain. Therefore, social media have 

received great relevance as an instrument for communication and crisis management, since 

organizations can monitor stakeholders’ perceptions through an analysis of online conversations 

and thereby act upon possible misunderstandings (Romenti et al., 2014). 

 

Romenti et al. (2014) explains that depending on the crisis type and responsibility, different 

strategies and sub-strategies are possible. Furthermore, corporate speeches, corporate 

communication on websites, press conferences and press releases about an organization’s own 

position towards a crisis do not necessarily imply interaction or discussion with stakeholders. 

Hence, due to the limited interaction between organizations and stakeholders, these communication 

approaches are considered monological crisis communications.  

 

2.2.2 The Situational Crisis Communication Theory (SCCT) 

 

SCCT is part of a growing body of research that applies attribution theory to crisis management 

(Coombs, 2012). Attribution theory is based on the belief that people assign responsibility for 

negative, unexpected events (Coombs, 2012; Weiner 1986). Crises are undoubtedly unexpected and 

negative, meaning they prove attributions of responsibility (Coombs, 2012), as mentioned in a 

previous paragraph.   

Crisis response strategies represent the actual responses an organization uses to address a crisis 

(Coombs 2012). There are countless of crisis communication strategies, however in Table 1, ten of 

the most common crisis communication strategies are gathered, the list is adopted from Coombs 

(2012). The SCCT organizes the strategies by determining whether the intent of the strategy is to 

change perceptions of the crisis or of the organization in crisis. Romenti et al., (2014) explains from 

the perspective of Coombs (2012) that the denial strategies seek to eradicate any connection 

between the crisis and the organization, which involves strategies such as scapegoating, attacking 

the accuser or denying. The diminishment strategies try to reduce attributions of organizational 

control over the crisis or the negative effects of the crisis. If the attributions for control of the crisis 

are viewed less negatively, the reputational threat to the organization is reduced. The diminishment 

posture entails excusing and justification strategies. The rebuilding strategies try to improve the 

organization’s reputation where the words said and actions taken are designed to benefit 

stakeholders and to offset the negative effects of the crisis. The bolstering strategies are 
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supplemental to the other three postures. They also seek to build a positive connection between 

organization and stakeholders. This posture comprises the reminding, ingratiation and victimage 

strategies. These strategies focus on the organization, so they would seem rather egocentric if used 

alone, which is why they are used as supplemental. Coombs (2012) explains that with some limits 

organizations can use several crisis response strategies and in a variety of combinations. However, 

the limit appears when combining denial with either diminishment or rebuilding, because that 

creates contradictions. While diminishment and rebuilding accept that there is a crisis, denial argues 

that there is no crisis (Coombs, 2012).  

Denial Posture 

Attacking the Accuser 

 

The crisis manager confronts the person or 

group that claims that a crisis exists. The 

response may include a threat to use force (e.g., 

a lawsuit) against the accuser. 

Denial 

 

The crisis manager states that no crisis exists. 

The response may include why there is no 

crisis. 

Scapegoating 

 

Some other person or group outside of the 

organization is blamed for the crisis. 

 

Diminishment Posture 

Excusing 

 

The crisis manager tries to minimize the 

organization’s responsibility for the crisis. 

The response can include denying any intention 

to do harm or claiming that the organization 

had no control of the events that led to the 

crisis. 

Justification 

 

The crisis manager tries to minimize the 

perceived damage associated with the crisis. 

The response can include stating that there 

were no serious damages or injuries or 

claiming that the victims deserved what they 

received.  

Rebuilding Posture 

Compensation 

 

The organization provides money or other gifts 

to the victims. 

Apology 

 

The crisis manager publicly states that the 

organization takes full responsibility for the 

crisis and asks forgiveness. 

Bolstering Posture 

Reminding 

 

The organization tells stakeholders about its 

past good works. 

Ingratiation 

 

The organization praises stakeholders. 

 

Victimage 

The organization explains how it too is a victim 

of the crisis. 
Table 1 Crisis Response Strategies. Adopted from Coombs (2012). 
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2.3 Crisis Management in Social Media 

 

To communicate with stakeholders through the Internet has become the most popular way for 

companies to communicate (González-Herrero and Smith, 2008), particularly in social media where 

information can spread fast (Jones et al., 2009) and more specifically for communication during a 

crisis (González-Herrero and Smith, 2008). Due to social media anyone can participate in 

discussions about companies, all the time, which has led to issues for managers since the 

monitoring is hard to do manually (Jones et al., 2009). To have a monological approach has become 

a rare option for companies due to social media, people have the possibility to write basically 

anything on different social medias, which has led to more power to the stakeholders (Jones et al., 

2009).  To identify potential upcoming crises it is essential for companies to monitor social medias 

as well as other websites (González-Herrero and Smith, 2008; Vecchio et al., 2011). However 

monitoring is not enough, immediate response to the problem or crises is also necessary (González-

Herrero and Smith, 2008; Vecchio et al., 2011). 

 

Crisis managers need to choose crisis response strategies that protect the organization in the best 

way and it is important that they make informed choices regarding the strategy (Coombs, 2012).  

Organizations do not have a choice whether social media should be integrated in crisis management 

or not, the only choice they have is how to do it (Jin et al., 2014). Crises are not unexpected 

although they are unpredictable, wise organizations know that a crisis will happen, just not when 

(Coombs, 2012). Crisis management has taken an evolutionary step due to the Internet, though it 

still deals with the same issues as before, what has changed is the way information is collected and 

processed and primarily it is managed much faster (Coombs, 2012). Issues that emerge online, more 

particularly through social media, can often be more unpredictable, take dramatic turns and spread 

faster than offline (Coombs and Holladay, 2014). However, social media allows for an immediate 

response and a more interactive communication throughout a crisis (Coombs and Holladay, 2014).  

 

2.3.1 Dialogue Strategies 

 

Romenti et al. (2014) identified, from previous studies, two main dimensions for describing the 

processes of online dialogue: orientation and approach. The two dimensions specifically shows 

different logics of using dialogue in social media opposed to other communication channels 

(Romenti et al., 2014). Dialogue orientation concerns conversational processes’ course that can 

either be addressed to seek agreement, called centripetal, or it can be addressed to enhance multiple 
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viewpoint, in which case it is called centrifugal (Romenti et al., 2014). Dialogue approach regards 

an organization’s perspective when implementing conversations online, this can be an inside-out 

approach, when a company positions in the center of a discussion, or an outside-in approach, where 

a company position itself as an external observer in the discussion of a topic (Romenti et al., 2014). 

Romenti et al. (2014) developed four conceptual types of dialogue strategies when the dimensions 

were crossed, these dialogue strategies allows to analyze the discussions within social media 

channels. The four dialogue strategies are: concertative, transformative, framing, and generative.  

 

An inside-out approach is used in the concertative dialogue strategy, where an organization is 

directly involved and reflects on and discusses their assumptions, position, solutions, and personal 

experiences (Romenti et al., 2014). Organizational messages are developed to create mutuality and 

dependence among participants, the goal is to create convergent opinions and points-of-view 

(Romenti et al., 2014). Engaging stakeholders in the dialogue to assist the organization in order to 

find best response solutions to the crisis is the main purpose of transformative dialogue strategy 

(Gergen et al., 2004; Romenti et al., 2014). Again, an inside-out approach is used where the 

organization creates environments where participants can discuss and analyze topics or issues with 

the intention of making suggestions of improvements (Romenti et al., 2014). 

 

Framing dialogue strategy regards what topics that should be visible as well as seen as important, 

they are chosen by the organization with the intention to reinforce organizational image during 

crisis (Romenti et al., 2014). In an online environment, organizations participate in dialogue to 

clarify their positions and furthermore to shift the attention of the participants to contents and 

knowledge desired by the organization (Romenti et al., 2014). Generative dialogue strategy is an 

outside-in approach that should be carefully used by companies affected by crises since it promotes 

conversations among stakeholders although maintains that companies remain external observers 

(Romenti et al., 2014). This might endorse the level of trust, meant as a type of confidence and 

openness towards the interlocutors with mutual control (Romenti et al., 2014). In crisis situations, 

however, this may not be appreciated by stakeholders who expect from an organization to be fully 

responsible for a critical situation and thus fully engaged in conversations (Romenti et al., 2014). 

Organizations distinguish that different points-of-view and perspectives exists, however the 

organizations do not necessarily seek to modify their opinion or position (Gergen et al., 2004).   
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3. CONCEPTUAL FRAMEWORK 
 

 

The conceptual framework of this research departs from combined insights on literature from the 

main concepts of crisis management, social media and crisis management in social media. 

Subcategories under crisis management are response strategies and SCCT, whereas under crisis 

management in social media there exists different ways of structuring the organizations dialogue 

strategies. The theories and the literature are gathered from an organizational commercial setting, 

whereas this study examines these theories in a new setting, the political context. The contribution 

of this study is to subsidize to previous research area through using these theories in its new context. 

See Figure 1.  

 

Figure 1 Conceptual Framework 
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Two assumptions were formulated in order to analyze if the assumptions were true in a political 

context or if there are any contrary arguments: 

A1: Social media can help an organization manage crisis, whilst on the other hand it can 

also create organizational crisis (Romenti et al., 2014; Siah et al., 2010). 

 

A2: Dialogue strategies used in commercial organizations’ crisis management in social 

media is suitable for- and used by non-commercial organizations (Romenti et al., 2014; 

Pang et al., 2014)  
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4. METHOD 
 

Because of the exploratory nature of this research, a triangulation method was used of combining 

multiple case studies to analyze four crises of political parties and how they dealt with the crises in 

social media. Eight parties in the Swedish parliament where deliberately selected with no 

predefined requirements other than that they all had to use social media. However, only four of the 

parties had possibility to participate in the study. The response of the crises in social media was 

analyzed along with performing semi-structured interviews with the responding parties.  

 
4.1 Research Approach 

 

When acquisitioning new knowledge there are two general research approaches to derive from, 

either deductive or inductive research (Bryman and Bell, 2010). This study used a deductive 

approach, which is a theory testing method that starts with already established theories and 

moreover seeks to understand if the theory applies to specific cases (Hyde, 2000). According to 

Hyde (2000) a deductive approach is used to apply and investigate existing theories in a different 

context, in this study it was used to examine how crisis management in social media works within a 

political context, using previously acknowledged theories. Inductive is the opposite approach of 

deductive, where research entails the collection and the analyzing of observations and data 

collection to be able to state new feasible theories (Bryman and Bell, 2010). Deduction and 

induction tend to share some features and are therefore not always mutually exclusive, where as a 

deductive approach commonly includes some measure of induction (Bryman and Bell, 2010). 

 

This research used a qualitative approach to retrieve a deeper understanding of how political parties 

work with crisis management in social media today. The qualitative approach was used in order to 

investigate how and why of the chosen research area. This study did not try to construct a 

generalization of the population, subsequently because little research has been done previously, 

hence a quantitative approach was excluded. 

 

Qualitative research and quantitative research are two different research methods of gathering data 

(Bryman and Bell, 2010). Researchers agree to the differences between the two methods in terms of 

research strategy (Hyde, 2000). However, social scientists are in agreement that the two methods 

lead to valid research findings in and of their own right, implying that neither approach needs to 

rely on the other one as a secondary source (Yin, 2009). The qualitative research aims to retrieve a 
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deeper understanding of human behavior and the underlying reasons behind such behavior, it 

further investigates the “why” and the “how” of the decision-making (Hyde 2000; Bryman and Bell, 

2010).  

 

4.2 Research Design 
 

This research used an exploratory research design due to the fact that data was gathered through 

interviews in order to get more knowledge regarding a subject and furthermore trying to clarify a 

research problem. The intention of a descriptive research is to describe a phenomenon (Saunders et 

al., 2009). According to Neuman (2003), this particular design is more connected to data gathering 

than the exploratory research approach. An explanatory research design intends to explain “why” 

something is the way it is (Saunders et al., 2009). 

 

The research design concerns how the research purpose is shaped and furthermore how the 

questions will be answered (Saunders et al., 2009). Moreover, what is generated from the empirical 

material as well as the conclusion is highly influenced by the research design (Bryman and Bell, 

2010). There are three main aspects of research design; exploratory, descriptive and explanatory 

(Neuman, 2003; Saunders et al., 2009). Exploratory research design is used when a problem needs 

to be clarified, furthermore data is collected to get more understanding of the problem (Saunders et 

al., 2009). Moreover, it is employed in a creative, open minded and flexible way to achieve further 

knowledge and develop methods for measurement in an unfamiliar subject (Neuman, 2003), an 

unstructured method commonly associated with qualitative research (Bryman and Bell, 2010). 

Bryman and Bell (2010) explains how an exploratory design provides the data needed to establish 

and clarify a research problem possible to further investigate, as it is commonly used when 

investigating the general nature of a research problem. The absence of any deeper knowledge 

combined with the flexible structure makes the exploratory research design appropriate for gaining 

new knowledge to establish or clarifying a research problem (Bryman and Bell, 2010). Common 

methods to accumulate exploratory data are secondary data analysis, focus groups and case studies 

(Burns and Bush, 2003).  

 

4.3 Data Sources  
 

This study collected data from both primary and secondary sources. The primary data was used 

because of its specified purpose, time efficiency and possibility to tailor-made. Secondary data for 
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this study was comprised of reviewing literature in order to gain knowledge within the related or 

closely related areas of research. Moreover, this study used corporate reports, news articles on 

social media, consultant reports on crisis management in social media, and different research 

network reports on the contemporary role of crisis management in social media.  

 

Primary and secondary are two of the most common main data sources (Bryman and Bell, 2010). 

The researcher may use secondary data before gathering the primary data in order to retrieve a 

better understanding of the studied problem (Yin, 2009). Primary data is gathered directly from 

first-hand experience for the purpose of an investigation (Bryman and Bell, 2010). The primary data 

can be collected through different ways, surveys, in-depth interviews, experiments, observations 

and case studies (Christensen et al., 2001). Some disadvantages with the method are the time 

consuming aspects and the possible amount of high costs (Bryman and Bell, 2010). Secondary data 

is divided into two types, internal and external. Internal secondary data are gathered from inside of 

the company, like annual reports, sales figures, customer information and cost information 

(Christensen et al., 2001). External data could be information about a company from newspapers, 

web sites, blogs, forums, governments, television etc.  

 

 

4.4 Research Strategy  
 

Using case study was the most suited strategy for this study because it examines an individual unit 

or several individual units that are investigated, e.g. a group or an event (Yin, 2009). This type of 

strategy seeks to answer questions like “how” and “why”, and focuses on contemporary events. 

Case studies are often descriptive or exploratory (Ghauri and Grønhaug, 2005). This type of 

research strategy is useful when the phenomenon that is investigated is complicated to study outside 

its normal setting, and when it is hard to quantify the concepts and variables of the study. Case 

study is a description of a management situation, and involves multiple sources to collect data, e.g. 

from verbal reports, observations, and personal interviews (Ghauri and Grønhaug, 2005).  

 

When it comes to collecting relevant data, an appropriate research strategy will assist the researcher, 

which also facilitates the possibility to answer the research questions (Yin, 2009). Main factors to 

consider when selecting an appropriate strategy for the study should be the research problem along 

with the focus and purpose of the study (Ghauri and Grønhaug, 2005). Three different conditions 

helped to determine what kind of strategy that was suitable for the study: Form of research 

questions, if it requires control over behavioral events, and if it focuses on contemporary events. 
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These conditions are linked to five different research strategies; experiment, survey, archival 

analysis, history, and case study (Yin, 2009). 

 

4.5 Data Collection Method 
 

The data collection methods used in this research was interviews and archival analysis. The 

interviews were done as standardized open-ended interviews, more known as “semi-structured 

interviewing” (Christensen et al., 2001; Cohen et al., 2011). An interview guide was used, which 

provided exact wording and questions in order for all interviewees to be asked the same basic 

questions in the same order. As stated by Cohen et al. (2011), this increases the comparability of the 

responses. It is of great importance to choose a suitable data collection method when carrying out a 

time-limited study (Bryman and Bell, 2010). Depending on what research approach that is used, 

there are numerous ways of collecting data. As this is a qualitative research, methods considered to 

be quantitative, such as surveys, structured observations and structured interviews have not been put 

into use (Bryman and Bell, 2010). As mentioned in previous chapters, using a qualitative data 

collection method provides empirical data suitable for a deeper and more comprehensive analysis of 

the topic at hand (Christensen et al., 2001). Frequently used qualitative methods are interviews, 

focus groups, observations and archival analysis (Bryman and Bell, 2010; Christensen et al., 2001; 

Patton, 2002). Patton (2002) and Cohen et al. (2011) describes the use of open-ended questions to 

offer flexibility to pursue the interviews in whatever direction appeared to be appropriate. By letting 

the interviewee use his or her own imagination and perception on questions the chance to receive 

richer and more in depth qualitative data will increase (Lichtman, 2010).  

 

Focus group is when a group of people is asked about their perceptions, opinions, beliefs and 

attitudes towards a specific subject. It might be anything from a certain product to a service, 

concept, idea or advertisement (Bryman and Bell, 2010; Christensen et al., 2001). This study chose 

not to use focus groups as a data collection method because the chosen population was not suitable 

for the collaborative setting a focus group requires.  

 

Data collected through archival analysis was done in different stages; first, crises were identified 

amongst the different parties in the Swedish parliament through online sources such as newspapers, 

news releases, parties’ websites, and blogs to acquire background information on the companies and 

to define their type of crisis. To know what was a crisis and not, the definitions gathered in the 

introduction and the literature review helped to decide. Later on, the parties were questioned using 
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semi-structured interviews, in order for them to give their story of how they worked with social 

media and how they stated their crises to be managed. The parties were contacted via Skype and 

telephone. After the interviews were conducted, an archival analysis was done on the content of 

each party’s Facebook page on posts and comments with direct relation to the identified crisis. The 

archival analysis data was then analyzed to find characteristics using the theoretical framework of 

dialogue strategies and response strategies.  

 

4.6 Sample 
 

According to Bryman and Bell (2010) there are two kinds of sampling, random and non-random 

selection. This study used non-random selection because the parties were selected and had to have 

experienced a crisis within the last couple of years. The population of the research was non-

commercial organizations, while the sampling frame consisted of all parties in the Riksdag, 

unfortunately all could not participate due to time constraint. A convenience sample consists of 

respondents currently available to the research (Bryman and Bell, 2010). This study interviewed 

only the four respondents that were available at the time, making the sample a convenience sample.  

Before the interviews, the respondents were contacted in order to ensure that they were using social 

media as a communication channel within their party. Using the names of the parties and the 

respondent’s names in this study was permitted before each interview from every respondent.  

 

As previously mentioned, four political parties were interviewed, all of them originated from the 

Swedish parliament. The Swedish parliament consists of 349 members, here presented with their 

shortened political party acronym; Socialdemokraterna (S) 112 members, Moderaterna (M) 107 

members, Miljöpartiet (MP) 25 members, Folkpartiet (FP) 24 members, Centerpartiet (C) 23 

members, Sverigedemokraterna (SD) 20 members, Vänsterpartiet (V) 19 members, 

Kristdemokraterna (KD) 19 members (Riksdagen, 2014).   

The convenience sample consisted of Socialdemokraterna (S), Sverigedemokraterna (SD), 

Vänsterpartiet (V), Centerpartiet (C). Each of the respondents had responsibility of the social media 

channels in the party’s national organization. 
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Respondent Position Party 

Natalie Sial Digital Campaign Manager Socialdemokraterna (S) 

Joakim Wallerstein Communication Manager Sverigedemokraterna (SD) 

Åsa Örtengrön Press Secretary and Social Media 

Manager 

Vänsterpartiet (V) 

Karin Lütz Social Media Manager Centerpartiet (C) 

Table 2 Interviewed Respondents 

 

4.7 Data Analysis Method 

 

A qualitative study results in a vast amount of empirical data that through data analysis must be 

examined, categorized, tabulated, tested or recombined (Yin, 2009). There are three commonly used 

ways of analyzing qualitative data; analytic induction, grounded theory and data reduction (Bryman 

and Bell, 2010). This research used a data reduction analysis. It could be considered a traditional 

model of research, where the researcher selects a theoretical framework, and then applies this model 

to the phenomenon to be studied (Bryman and Bell, 2010). In this research a new area of non-

commercial organizations was examined, the political context.  

The data analysis method was done through three steps. Data reduction was the first step and the 

process where the data are selected, simplified and coded. Data display was the second step, where 

data was displayed organized and compressed. The final step was Conclusion and verification. This 

is considered to be the process of highlighting patterns, regularities and causal flows in order to 

conclude the actual meaning or reason for things being as they are. 

The interviews were recorded and then transcribed in direct connection to the interviews, as it is 

important to minimize the risk of essential data or observations being left out (Bryman and Bell, 

2010). All empirical data from the interviews were presented under the main questions from the 

interview guide, which in the end of the chapter was summarized in a table to retrieve an overlook 

of the vast amount of information. The empirical data from each party’s Facebook page is presented 

as screenshots of comments and posts in Appendix B. Furthermore, the analysis was divided into 

two separate chapters; the first chapter analyzing the empirical data from the interviews through 

cross-analyzing the parties under one concept at a time from the theoretical framework. The data 

gathered from Facebook was then analyzed through the theoretical framework in so called within 

case, underneath each party’s name. This was done in relation to the used theoretical framework, as 

it in accordance with Bryman and Bell (2010) enhances the generalizability and the understanding 
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of the matter at hand.  

4.8 Quality Criteria 
 

Validity and reliability are used to measure the quality of a research as they strive to determine what 

levels of credibility and strength the study has (Ritchie and Lewis, 2003; Yin, 2007). Validity 

measures to what degree the study investigates what it is supposed to, reliability measures the 

instrument’s stability (Bryman and Bell, 2010). The interview guide and operationalization was sent 

to one person with academic knowledge within the relevant field, and the interview guide was also 

sent to two political involved persons who confirmed the relevance of the questions with minor 

adjustments before conducting the interviews. This was done to increase the content validity, as 

they judged the representativeness of the measure before the main data collection took place.  

In order to establish as high construct validity as possible, a triangulation method was used using 

multiple sources of data. Respondents of the political parties’ in the Swedish parliament received 

the interview guide beforehand in order to reduce misunderstandings before the interview took 

place. To raise the construct validity further and minimize potential errors, the interviews were 

recorded and the collected data was transcribed in to text directly after the interview was finished. 

Multiple cases and cross case-analysis in this study strengthen the external validity of the results. 

The same interview guide was used in all interviews. This provides for the possibility of replicating 

the study, which according to Yin (2007) can make a study more generalized. As this research was 

qualitative the reliability was increased due to a detailed interview guide and a detailed description 

of the data collection method. Conducting multiple interviews also increased the reliability. 
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4.9 Operationalization  
 

The operationalization relates the theoretical definitions, which describes reality through the use of 

theory, hence the table links operationalization to the concepts.  

 
 
Table 3 Operationalization 

S
o

ci
al

 M
ed

ia
 

No. Interview question Theory connection Purpose 

Q1 Can you describe how your 

party works with social 

media? 

o Social Media 

(Coombs and Holladay, 2012; Dix, 

2012; Jussila et al., 2014; Kietzmann 

et al., 2012; Laroche et al., 2012;  

Montalvo (2011); Pang et al., 2014; 

Siah et al., 2010; Vuori (2012) 

To find out how political 

parties in Sweden work 

with social media.  

Q2 What social media channels 

are you using and to what 

extent? 

o Social Media 

 

To retrieve information on 

what social media channels 

that are being used and how 

much in order to get deeper 

understanding of what 

channels are prioritized 

why. 

Q3 Does your social media 

channels have different 

functions? 

a) If yes, what differs 

between the functions? 

o Social Media 

 

To find out what differs the 

usage and functions of the 

channels. 

Q4 How has the handling of 

your social media channels 

changed the past few years? 

o Social Media 

 

To investigate if there is a 

difference of how the 

company works today in 

relation to when previous 

crises emerged. 

C
ri

si
s 

M
an

ag
em

en
t 

  

Q5 How would you define a 

crisis related to your party? 
 Control Question 

  

To retrieve information on 

what the respondent 

perceives a crises to be and 

to put it in relation to the 

definitions in order to 

continue the interview. 

Q6 Does your party have a 

crisis management plan?  

a) If yes, is social media a 

part of it and how? 

o Crisis Management 

Coombs (2007); Coombs (2011); 

Stephens et al., (2005)  

o Crisis Management in Social 

Media 

(Coombs 2012; Coombs, 2014; 

González-Herrero and Smith, 2008; 

(Jin et al., 2014; Jones et al., 2009; 

Vecchio et al., 2011) 

To examine if the party has 

a crisis management plan, 

how it works and what 

magnitude social media 

may have in this plan.  

Q7 Before dealing with a crisis, 

do you make any 

assessment of what type of 

crisis it is and who is 

responsible? 

o Crisis Management 

o Response strategies 

(Coombs 2012; Romenti et al., 2014) 

o Situational Crisis Communication 

Theory (SCCT) (Coombs 2012; 

Romenti et al., 2014; Weiner 1986) 

To investigate what level of 

responsibility the party has 

in a crisis in order to put 

this in relation to crisis 

responses depending on 

level of responsibility. 
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Q8 Does your party use 

Facebook or/and Twitter as 

a tool for crisis 

communication? 

o Crisis Management in Social 

Media 

To confirm or refute if the 

social media channels are 

used or not in the party’s 

crisis communication.  

Q9 Can you describe a crisis 

that happened the last few 

years, which your party 

experienced? 

a) How did your party act 

on social media in relation 

the crisis? 

b) Did you follow any 

specific strategies? 

o Crisis Management in Social 

Media 

o SCCT 

o Dialogue Strategies 

To find information 

regarding a crisis that may 

or may not have been found 

by the authors and examine 

how the party acted on 

social media in this case.  

C
ri

si
s 

M
an

ag
em

en
t 

Q10 A crisis for the party, 

identified by media is 

explained by the 

interviewer: 

a) How did your party act 

on social media to manage 

this crisis? 

b) Did you follow any 

specific strategies? 

o SCCT  

o Crisis Management in Social 

Media 

o Dialogue Strategies 

 

To find out what the 

respondent state they did in 

an identified crisis situation 

in relation to how they 

really acted through 

observing dialogues and 

posts on Facebook. 

Q11 To what extent do you 

perceive social media to 

increase the speed of crisis 

communication for the 

party? 

o Social Media 

o Dialogue strategies 

o Crisis Management in Social 

Media 

To investigate if and how 

social media has changed 

the responsiveness of the 

crisis communication 

landscape. 

Q12 Do you believe that your 

party’s way of using social 

media can be better in 

terms of crisis 

communication? If yes, 

how? 

o SCCT  

o Crisis Management in Social 

Media 

o Dialogue Strategies 

 

To find out if the party see 

improvement possibilities 

and what they are doing to 

improve. 

Q13 To what extent do you see 

social media to be a 

technical tool for increased 

vulnerability in your party’s 

crisis management and 

crisis communication? 

o Crisis Management in Social 

Media 

o Social media 

To investigate if political 

parties see any 

disadvantages of being 

active in social media. 

Q14 How can your party 

improve its monological 

(one-sided) information in 

social media to your 

stakeholders? 

o Dialogue strategies 

o SCCT 

o Crisis Management in Social 

Media 

To retrieve information on 

how the party handles its 

monological approach and 

if/how they can improve it. 

Q15 How can your party 

improve its dialogical 

ability in social media with 

your stakeholders? 

o Dialogue strategies 

o SCCT 

o Crisis Management in Social 

Media 

To retrieve information on 

how the party handles its 

online dialogues and if/how 

they can improve it. 
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Research Methodology 

 

Approach 

 

Research Approach Deductive 

Qualitative 

Research Design Descriptive 

Exploratory 

Data Sources Primary and Secondary 

Research Strategy Case study 

Data Collection Method Semi-structured interviews 

Archival Analysis 

Sampling 

  

Non-random sample 

Convenience sample 

Data Analysis Method Data reduction  

Pattern matching 

Quality Criteria Validity 

Reliability 

Table 4 Summary of research methodology 
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5. EMPIRICAL DATA 
 

This chapter departs from introducing the different parties, what their position is on Facebook and 

Twitter in relation to other parties, what their fundamental values were and what crisis case they 

had. The chapter then continues with a summary of the empirical data from the transcribed 

interviews. The empirical data from the interviews are then gathered by summarizing the most 

conclusive statements in a foreseeable table.  

 

5.1 Case Studies  

5.1.1 Case I Socialdemokraterna (S) 

Socialdemokraterna has more than 60 000 likes on Facebook, which makes them the second largest 

party on Facebook. On Twitter Socialdemokraterna have more than 36 000 followers making them 

the largest party on Twitter (Facebook, 2014b; Twitter, 2014b). 

 

Socialdemokraterna (S) is the largest party in Sweden and originally a workers’ party. Today the 

party’s core values are freedom, equality and solidarity. Socialdemokraterna ruled until the 2006 

election with the support of Vänsterpartiet and Miljöpartiet. Since the beginning of 2012 the party 

leader of (S) is Stefan Löfven. Because of the lack of support from the Swedish voters for the 

Socialdemkoraterna, they had to win support from its coalition partners in order to push through 

parliamentary decisions (Politiskapartier, 2014a; Socialdemokraterna, 2014).  

 

In January 2012 Håkan Juholt, the leader of the political party Socialdemokraterna (S), had to 

resign due to a number of incidents (SvD, 2012; SVT, 2012; Sydsvenskan, 2012). He had only been 

the leader for a short period of time when the media started to dig into his past and found out, 

among other things, that his partner lived in their apartment paid buy the taxpayers, she had also 

been convicted for fraud (Sydsvenskan, 2012). Soon thereafter several people, even some members 

of his own party, demanded him to resign, Juholt was only the leader for (S) for a few months. On 

(S)’s Facebook page the only thing communicated that concerned the resign of Juholt was a link 

they posted, referring to their website. It is unknown exactly what the website they referred to 

contained, because it is no longer available. However, on their website there are a few articles that 

discuss Juholt’s resign. There are about 180 comments made on the posted link on Facebook from 

people asking questions, wanting to discuss the topic etc., but not a single comment made by (S). 

(S) worked actively to consistently have dialogue with their stakeholders. It could be anything from 

conveying their politics and their message to the public, but also to profile representatives and 
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specific issues. Furthermore, they mean that they are also on social media to lower the threshold 

towards political engagement and involvement, where people can be active or find interest in being 

a part of (S) through their social media channels. The motto for (S) in their line of work in an online 

context was openness and transparency. (S) has a team that tweets and posts on Facebook, but 

Natalie Sial is responsible for Web and Social Media.  

 

(S) used primarily Facebook, secondarily Twitter but also Instagram, YouTube, Flickr and 

LinkedIn, but to a smaller extent. According to (S), the social media channels have different 

functions for them as a party. On Twitter they know that their main target group is society-

interested debaters and journalists. However, more and more “regular people” are joining Twitter 

and becoming their own kind of thinkers. (S) do not promote their own representatives on Twitter, 

the representatives have to do that themselves. Almost 60 % of the Swedish population has a 

Facebook account, so in that sense the two medias are not really comparable according to Natalie, 

since Twitter has much lower usage. On Facebook dialogue is stated to be used by (S), which have 

a wide platform of people and where they promote Stefan Löfven with his own page. Facebook 

allows (S) to profile their representatives much more active and thereby create a loyalty band with 

stakeholders through a “like” fan page. Natalie (S) claimed that social media has been normalized 

the last few years and that the parties no longer just have to exist there, but also to be there and 

accomplish things by being bold and answering questions. (S) has high amount of staffing during 

the elections in order to respond to what people write, as they want to participate in as many 

dialogues as possible. The team consists of three times as many people now as it was in the 

elections of 2010 – this alone gives indication of how important social media is and what work load 

it means, said Natalie (S). A crisis for (S) can be when a party representative says something, does 

something or send a tweet that has to be handled. It can also be due to surrounding international 

events that requires the party to be alert, because stakeholders demand comments from the party in 

relation to the event. (S) also mentions that a major crisis for them was when the leader of the party 

had to resign and they were left without a leader for a while. (S) confirms that a crisis management 

plan exists. It is a plan for how they should organize if something happens or in case of emergency, 

then all communication channels are part of the plan. However, (S) does not have a particular plan 

for social media, for instance if someone says something there is an answer that should be tweeted. 

It is a plan for how to organize, there is no prepared timeline. 

 

(S) considers social media to become a media communication channel, similar to meeting the press 

in a crisis situation, where they have a plan and how to respond. The difference in social media is 
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that stakeholders demand more concerning the speed of the response. The respondent often had to 

inform the managers about the importance of making a statement due to many questions and 

interest in a certain event. Furthermore, (S) describes how they have to have a plan for what the 

speaking points are, to get informed about the crisis, who is responsible etc. Social media and media 

is the last thing they use in a crisis. Both Facebook and Twitter were used in crisis communication 

by (S). It was further stated that they did not have the same effect or purpose. Facebook reaches 

more stakeholders while users on Twitter has more interest in the society and bloggers who 

continuously looks at (S)’s Twitter account to see if they have posted something, which is then 

informed to others. (S) brought up the example of the time when they had no party leader. There 

were an enormous amount of journalists who monitored their office and wondered who would take 

over and so on. (S) stated to be very open about the situation and bring the crisis discussion towards 

social media by using a very open dialog approach towards its stakeholders, especially on Twitter. 

They resembled the situation with a press secretary who stood outside of a door and talked to the 

press, but in an online forum.  

Because of the (S) resignation by party leader Håkan Juholt, the party had to do a turnaround 

regarding communication. They chose to be extremely open with everything, revealing election 

strategies online while being open and transparent with everything right from the start. Natalie in 

the (S) believes that if they do not show openness, they will not receive the desirable credibility. 

When Håkan Juholt resigned, they stated to be very open in their dialogue in social media saying 

that “We’ve had a meeting, but we’ve not come to any decision”, this made it possible to use a 

continuous dialogue where people trusted that if something happened they would be the first to 

know. But Natalie also stated that people tend to not only converse with questions, also speculations 

and accusations, you cannot integrate with everything. (S) tried to answer as many questions as 

possible during this crisis, but did not have enough time to answer everything in social media. So 

many people were writing in the newly opened comment feed and too long time went by for the 

questions to be actual to respond to. (S) definitely did not have as large staff as they do when it is 

election campaign. Furthermore, they did not have any conscious strategy when responding to the 

questions and not enough employees.   

(S) implied that social media puts very high pressure on the party’s process of handling crises faster 

than before.  

They meant that their crisis communication can always be better, and that they believe there are not 

any examples of the world’s best crisis management, ever. There is always something that is done 

well and not so well. Many of the steps is to show openness and accessibility, Natalie said that (S) 

did not have enough staff at the Juholt-crisis for instance, but that you need to have a clear plan and 
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never to manage crisis yourself. (S) has a much better preparation and readiness now for potential 

crises and how to make conversation with people online. Sometimes in social media you cannot 

answer straight away but have to standby and think about it, but then one loses momentum. That is 

why one has to choose; is it most important to handle the crisis or to answer the questions, Natalie 

states the accessibility to be of great importance. 

 

(S) implied that it goes in both ways, both positive and negative parts. You cannot, not be in social 

media if you are a political party. On the other hand, nowadays there are high demands on parties to 

have an active presence and try to answer as much as possible. This puts lots of pressure on the 

people that are behind the computer of the party, which requires a high consciousness that every 

tweet or post can matter or be something. As long as one has the contingency then social media is 

no vulnerable technical tool. (S)’s monological information has changed rapidly, their news letters 

are more fun and it is about a giving and taking-relationship, they want response and to let people 

engage. It is also different when they are close to an election. Their posts should have a call to 

action, i.e. an urge towards what the stakeholders should do. (S) tries to be as quick as possible with 

using dialogue and answering stakeholders online. Looking at the Facebook page they are using a 

whole different tone then earlier, said Natalie. (S) have people that are online and engaged in the 

conversations to encourage dialogue. However, trying new things is something very important in 

order to keep pace with social media development. (S) continued developing that, if you do not dare 

to try new things you will never reach out to new people, they are trying to burst the political bubble 

and reach out to the everyday people that they usually do not get their message out to.  

 

5.1.2 Case II Sverigedemokraterna (SD) 

Sverigedemokraterna has more than 78 000 likes on Facebook, which makes them the largest party 

on Facebook. On Twitter, Sverigedemokraterna have more than 12 000 followers making them the 

smallest party on Twitter (Facebook, 2014c; Twitter, 2014c).  

 

Sverigedemokraterna (SD) is a nationalist political party in Sweden, founded in 1988. The party's 

chairman since 2005 is Jimmie Åkesson. Sverigedemokraterna argue that the great migration that 

has occurred in recent years has brought great social and economic hardship for Sweden as a 

country. Moreover, they argue that rootlessness and extensive contradiction, such as gang violence, 

racism and hate towards certain groups, have become part of everyday life in Sweden, as a 

consequence of an overly generous immigration policy. Therefore SD advocates restrictive 
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immigration policies, as well as for society to encourage increased repatriation (Politiskapartier, 

2014b; Sverigedemokraterna 2014). 

 

In November 2012 the Swedish newspaper Expressen published a video on their website showing 

an incident from 2010, the video shows three representatives from (SD) arming themselves with 

iron pipes and shouting hateful and racist words to other people (Expressen, 2012a; DN, 2012).  

Just one month before the video reached the media, (SD)’s leader Jimmie Åkesson, sent a letter to 

all members of the party stating their policy of zero tolerance of racism, any member disagreeing 

with this should leave their post (DN, 2012). On (SD)’s Facebook page there was no reaction or 

statement in direct relation to the crisis or incident. Erik Almqvist, one of the members involved in 

the incident, posted on his own Facebook page that he was surprised about the words stated in the 

video and how he had no memory of that, furthermore he stated that he was remorseful (Expressen, 

2012a).  

 

(SD) stated that social media is a very important part of their media mix, especially since (SD) is, 

and has been, in a very special medial situation. Facebook along with their webpage has been 

extremely important because for them to convey their message and politics because of their limited 

amount of financial funding and the non-friendly and reluctant journalists. Their work on social 

media today is to enlighten their members about things that happen in society that they have 

something to say about while building interest for new stakeholders who could be interested of their 

politics, but which have not decided yet. It is an easy gateway in to the party meant Joakim 

Wallerstein, Communication Manager at (SD). 

 (SD) mainly used Facebook in their national organization. Single politicians also used Twitter or 

their own blogs. To some extent they use YouTube as well, but more like a technical solution than a 

social media channel. (SD) used Facebook actively to communicate to its stakeholders. They do 

have Twitter, but almost never use it, it is pretty much resting and if something happens there, then 

its sporadically, it is not a part of their communication plan. (SD) have gone through a relatively 

large alteration since they were voted into the Riksdag. Everything changed as they went from a 

smaller voluntary organization to a more professional organization with official employees and an 

entire different progress than before. Previously everything was managed as a popular movement, 

while now they are a professional organization both in and outside of social media. They stated that 

they were always, more or less, in a crisis. Furthermore the crises did not affect their work with 

social media very much, not much was done about it.  
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(SD) also has a crisis management plan, however it does not involve social media very much. They 

use semi-intern magazines to make official statements. (SD) does both, and further stated that in a 

crisis it is important to quickly respond and to update frequently. (SD) has a small core of people 

that solves this part. (SD) did not involve social media to their crisis communication much. Joakim 

from (SD) stated that they pretty much had crisis continuously and did not want to mention any 

specific crisis. When presenting the case of the “Järnrörsskandalen” for (SD) they chose not to 

answer very thoroughly despite further questions. Joakim at (SD) started his employment two days 

after the scandal and was not very involved, but he claims the strategy on social media to involve 

tracking of how information runs, who informs, and what the official statement is from (SD). They 

believed that the only effect which have influenced them is that they get a larger spread of the 

statements that they do on their website and their internal magazine. So social media is basically 

just a spillover effect, which of course is of the essence when getting out your response of a crisis as 

quick as possible. 

(SD) implied that everything can be better. However, Joakim explained that (SD) is accustomed to 

handle crises and crisis communication. It is stupid to say that it cannot be better but in regards to 

the organization and the financial means, Joakim believes the crisis communication to be all right. 

(SD) just as (S) implied that it goes in both ways. But on the other hand they mean that their own 

controlled channels they see absolutely no vulnerability of when it comes to crisis management. 

However, Joakim explains that it is very easy to impersonate to be (SD), to use their logo or fake 

things. That is a negative part and a continuous problem that people are impersonating (SD) very 

well but with the wrong message, although this is something (SD) works actively with to try and 

prevent. This kind of pretending can strike hard on the party, he implied. For (SD) it is more a 

financial issue, it costs money to reach many people in a monolog relationship. Ads are important 

for (SD), usually they get denied when they try to advertise. They do not have the same possibilities 

as other parties, so their limitations when it comes to the monological part are money and the right 

to advertise. (SD) meant that it was hard for them to improve and increase dialog since it requires 

huge amount of staff. As of today they do not have the personal resources to be able to do so. It is 

also about if the national organization values online dialogues, then it will be more prioritized. 

 

 

5.1.3 Case III Vänsterpartiet (V) 

Vänsterpartiet have more than 27 000 likes on Facebook, which makes them the third largest party 

on Facebook. On Twitter, Vänsterpartiet have more than 28 000 followers making them the third 

largest party on Twitter (Facebook, 2014d; Twitter, 2014d). 
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Vänsterpartiet is a party that works for justice and equality. They have the same goal in everything 

they do, to change society by making men and women equal, removing class differences and other 

injustices, and to create sustainable solutions. (V) call themselves socialist and feminist party on 

ecological grounds. Vänsterpartiet wants to achieve welfare before profit, while creating jobs for 

everyone and improving the climate. The party leader since 2012 is Jonas Sjöstedt. (V) advocates a 

large public sector with increased tax burden, especially for high earners and big businesses 

(Vänsterpartiet, 2014) 

In May 2014 an opinion piece was written on an online news site, the article was written by 9 

members of (V)’s youth party “Ung Vänster” (Nyheter24, 2014). They stated that they sympathize 

with the extremists from “Revolutionära fronten” and “Antifacsistisk aktion”, known for using 

violence to a high degree, and furthermore called them comrades (Nyheter24, 2014). After district 

leader from the youth party agreed with the article a district leader for (V) stated that Ung Vänster is 

its own organization, and that (V) renounces all violence, especially political violence (UNT, 2014). 

(V) work actively with social media to diffuse their politics and their values. Usually they also 

present debate articles and news with illustrations on Facebook especially. (V) stated that they use 

Facebook primarily, however claiming that they also use Twitter, YouTube and Instagram. (V) used 

Facebook more socially actively than Twitter. They post news about things the party thinks are 

good and important. It could be anything from debate articles, to press releases or news of their 

politics, for instance the spring budget. It can also be used to promote the party leader and what he 

is doing at the moment. Twitter is more used for live reports and quotes from debates and speeches. 

The followers are different on Facebook from Twitter, the ones that follow (V) on Twitter are 

journalists or people that are more interested of politics to a large extent. On Facebook there are 

more individuals that follow us. 

The usage of social media for (V) has increased radically since the election of 2010. They put a lot 

of time and effort into it today, as it is a requirement from the people towards (V) as a party. Several 

people are updating, while Åsa is the person responsible. They also scan through comment feeds to 

see that there are no personal attacks or anything like that in the feed. 

(V) mentioned a crisis to be if anyone stated something that was not true, or if something stated is 

misinterpreted. They considered that a crisis could be many different things.   

A crisis management plan is in development for (V). Social media is a part of the plan to a high 

degree. If a crisis occurs (V) should have an approach for how to handle it, how to communicate it, 
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who should do what, who should say what, if they should send out a PM, who should write it, who 

Tweets and how it should be formulated.  

For (V) it depends on what type of crisis it is that occurs, and therefore hard to come up with a 

general answer to it. First they deal with it internally, and then they decide which type of crisis 

communication the crisis demands. Also, it is decided who should take care of the crisis, how it 

should be communicated, who should contact media etc. They formulate and decide how the crisis 

should be dealt with internally.  

(V) definitely used both medias in their crisis communication. Due to the speed of social media, 

they have to use it. Especially if lies about (V) are spread, it can be denied quickly. It is also 

considered to be very efficient because what is done on social media gets spread to a large extent.  

Åsa from (V) implied that it was hard for her to answer the question since she had only been there 

for 5 months, but during the past few months nothing of magnitude had happened that they did not 

know how to manage. She did not want to evolve with any further comments regarding this matter. 

(V) claimed not to have any larger crises to deal with the past few years. The interviewer brought 

up a scandal that occurred some days before the interview took place regarding the youth party of 

(V), Ung Vänster. Åsa stated that they did not have to handle this crisis through social media. 

However, she continued saying that this could have been a potential crisis that they would have to 

deal with in social media, but this was a scandal that was easy to take distance from. The scandal 

was about use of violence and a simple statement such as “We believe violence should never be 

used, under any circumstances” was enough to maneuver a potential spread of a crisis. Even though 

this was a kind of a crisis, (V) never really experienced any repercussions from it.  

(V) meant that everything in social media needs to go really fast; otherwise you are out of it. If you 

write a Tweet or respond to something it reaches so many in such a short time, which is something 

you really have to be aware about.  

(V)’s crisis communication can definitely be better, but so far they have not met any major crises.  

There are surely things they can do better, Åsa continues saying that they are a strong party, but are 

not very big or rich. She likes to surround herself with good employees, sharp brains and quick feet 

which is really what is required to see what it is all about. Åsa at (V) explained that she usually 

makes a judgment if certain news is relevant or not. A crisis can get enormous spread that cannot be 

stopped, on the other hand you can try and prevent it from happening. (V) acts according to: “This 

could be something, how do we stop it, how do we solve it, how do we comment on it, and what are 

the consequences of it”. (V) means that this gives a higher consciousness and thinking of 

consequences of what you do. A lot of responsibility is put on one person who is responsible in the 

party and how that person formulates and acts. A small grammatical error can cause huge online 
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riot on a party’s social media channel, which it did a few months back for (V). The monological 

information could improve a lot according to (V). Sometimes the message has to be adjusted, for 

instance if a newspaper writes an article about a specific topic (V) communicates within the same 

topic. Also, they try to link stakeholders from Facebook and Twitter to the more monological 

information, for example a post on Facebook explaining briefly the subject and linking the 

stakeholders to their website. (V) meant that through being more active this can be improved, the 

team can definitely be more active. For instance when Åsa (V) put up a topic about feminism on 

Facebook, there were some arguments against the topic, Åsa then switched account and instead 

wrote from her personal account where she could in a more thorough way explain the situation 

without upsetting anyone from the party’s account. From the party account on Facebook, all they do 

is to pretty much answer “Thank you for your feedback, we will take this into consideration, read 

more about our politics on our website.” (V) tries not to involve in the discussions, they believe it is 

positive to keep it alive and they do not want to act almighty and say that what people think is 

wrong. However they are always monitoring commentary feed to see that there are no personal 

attacks or racist comments.  

 

 

5.1.4 Case IV Centerpartiet (C) 

Centerpartiet have more than 9 000 likes on Facebook, which makes them the one of the smaller 

party’s on Facebook. On Twitter, Centerpartiet have more than 16 000 followers making them the 

fifth largest party on Twitter (Facebook, 2014e; Twitter, 2014e). 

 

Centerpartiet (C) is a liberal political party. They are a party of the alliance in of the bourgeois 

alliance with Moderaterna (M), Folkpartiet (FP) and Kristdemokraterna (KD). The party leader is 

Annie Lööf. First and foremost (C) focuses on issues regarding work, business, decentralization, the 

countryside, welfare and the environment. One of the main issues as they see it, is the challenge to 

stop the environmental change along with providing work opportunities for everyone in Sweden. 

They further imply that a durable society where people can grow must build on each and everyone 

to take responsibility for both oneself and for others. (Centerpartiet, 2014; Politiskapartier, 2014c).  

 

In December 2012 (C) published their new “Idéprogrammet”, which presented some quite radical 

opinions such as polygamy, free immigration, limit the amount of laws and rules, and abolish 

compulsory school attendance (Expressen, 2012b; SVT, 2013). The program got instant critique 
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from stakeholders, media, and from members in the party (Expressen, 2012b; SVT, 2013). 

According to a research done in January 2013 the support for (C) among the voters were at an all 

time low (DN, 2013). The leader of (C), Annie Lööf, stated that the turbulence caused by 

“Idéprogrammet” had damaged the party and that she was responsible for it (Jnytt, 2013).  

 

(C) is present on the social media channels to reach their voters and to be where most voters are. 

They try to use distinct pictures, instead of just text, to better convey messages. They also stated 

that they were trying to create debate through asking questions instead of working with push-

message. (C) also use ads in social media to reach even more people and potential votes as it is 

election times. (C) indicated that they first and foremost use Facebook, then Twitter, but that they 

are also on YouTube, Flickr and Instagram. (C) believe that the channels have different functions, 

however on Twitter and Facebook they answer questions and urge people to communicate and 

debate. On Twitter, in relation to the other channels, they also scan the online environment to see 

what people write about them and therefore also engage in dialogues there, even though they are not 

writing towards (C) directly. This is not the case on Facebook, it is much more private than Twitter. 

 

 

(C) did not have anyone employed for the responsibility of social media before Karin in February 

2013. Since Karin was employed, they now have time to answer questions, remove unsuitable 

comments and to post things on the right time. Previously several people had the responsibility of 

social media, this made it a bit messy, and therefore it took time for stakeholders to get answers to 

their questions. According to (C) this is a great improvement from their side, to be more like an 

organization with a structure on how to handle social media, and also use strategies on how to work 

in social media and to be up-to-date. A crisis for (C) is when a negative depiction spreads to a wide 

extent and affects stakeholders’ view of the party. The larger the spread, the greater the crisis, but it 

does not necessarily have to be in social media, it can be in regular media as well. (C) has a crisis 

management plan, however they could not go in to detail how they work with it. If a crisis emerge, 

social media is a part of what (C) should think about and how to handle the crisis. They activate 

themselves through thinking about not only use traditional media but also social media. It is of high 

importance for (C) to determine who is responsible for the crisis management. One person has the 

main responsibility so right things are done at the right time. (C) does not define what type of crisis 

they are dealing with, the crisis is followed in order to see if it seems to escalate or fading out. For 

(C) Facebook and Twitter are two of several tools for crisis communication. It is believed that, even 

if the two channels reach different kind of people, they are not that different. If the purpose is to 
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reach out to media, politicians, political interested and opinion-formers then Twitter is a better tool. 

Facebook is for the more average people that and is used primarily to communicate, but Twitter is 

considered more exclusive and is growing each year.  

  

(C) mentioned the NUON-crisis with Maud Olofsson (former party leader, present leader when the 

situation occurred). According to (C) this is probably the biggest crisis the past few years where (C) 

is taking a lot of hits and damages in media and social media. But they did not want to discuss about 

how they handled it since they wanted to keep their strategies internally. Karin evolved saying that 

the NUON-crisis has been going on for a long time with new information each day in media. The 

same day as the interview took part; Maud Olofsson got a “prickning” (a warning from 

Konstitutionsutskottet) for her actions in this situation. According to (C) everything is on rewind all 

the time where they have to manage this crisis again and again.   

 

The interviewers asked the respondent about the scandal of “Idéprogrammet” that (C) presented last 

year. Karin did not want to go into detail on this case either, however she explained that they have 

an external crisis expert that is working with their current crises. She evolved around the area 

saying that it is all about being there, answering to faulty facts and questions. It is really important 

to respond to these things, otherwise the picture of the party will continue and the crisis will 

continue to breed without having anything to influence it with. (C) stated that it is so much easier to 

get their own message and their own picture out through social media. You do not have to go 

through gatekeepers in media anymore to get your debate article or your opinion published. Karin 

evolves that; if you just have a channel with followers and do the right things then you can easily 

get a spread on your own and in that way handle the crisis. In that sense you no longer need a third 

part. 

There is always room for improvement (C) stated, but in what way they did not want to go further 

into. Disadvantages with being in social media according to (C) can be that some people shout loud 

and have many followers, which means that it is very easy for them to project their image no matter 

if it is the truth or not. Also, anyone with enough followers can create a crisis online, it is easy for 

people to cause damage to organizations by creating falsehood while making it sound truthful. (C) 

tries to be as clear as possible in their monolog, a push-message is not very interesting. They want 

to invite to dialogue through their monolog, which is done by asking questions and being open 

towards the stakeholders. (C) does not want to post a message without taking in to consideration 

what the stakeholders has to say, they want to act on their feedback. (C) stated that during the 

elections they have a whole editorial staff that are responding to questions that are asked, not only 
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on social media, but on all media. They try to answer within 24h on questions that are sensible. (C) 

just as (V) and (S) hide or remove personal attacks or racist comments. They have rules of order of 

their online channels which people are ordered to follow. Karin (C) further evolved that they have 

dialogue strategies for: How to sound, what type of tone, how to respond, what to answer on, and 

what not to answer on. If this post is not in line with the rules of order, they notify the person that it 

will be removed so that the individual is aware of why. 

 

 
Table 5 Summary of cases  

Main concepts  Socialdemokraterna 

(S) 

Sverigedemokraterna 

(SD) 

Vänsterpartiet (V) Centerpartiet 

(C) 

Amount of followers Facebook 60 000+  

Twitter 38 000+ 

Facebook 78 000+  

Twitter 11 000+ 

Facebook 27 000+  

Twitter 27 000+ 

Facebook 9 000+ 

Twitter 16 000+ 

Usage of social 

media 

Daily Daily Daily Daily 

Main social media 

channel 

Facebook Facebook 

 

Facebook 

 

Facebook 

 

Main function Dialogue with 

stakeholders 

Monologue towards 

stakeholders 

Dialogue with 

stakeholders 

Dialogue with 

stakeholders 

Crisis management 

plan 

Yes, incudes social 

media to a high 

degree 

Yes, states not to 

include social media to 

any noticeable extent 

 

Under development, 

includes social 

media to a high 

degree 

Yes, includes 

social media 

Determination of 

assessment and 

responsibility for 

crisis 

Yes, but depends on 

type of crisis 

Yes  Yes, but depends on 

type of crisis 

Responsibility is 

determined, not 

what type of 

crisis 

Social media 

channel used for 

crisis 

communication 

Facebook and 

Twitter 

No crisis 

communication in 

social media 

Facebook and 

Twitter 

Facebook and 

Twitter 

Crisis described by 

respondent 

“Håkan Juholt” Claims to have 

continuous crisis, no 

specific 

No crisis during 

respondents time 

“NUON-krisen” 

Crisis explained by 

interviewer 

“Håkan Juholt” “Järnrörsskandalen”  “Statements by 

Ung Vänster” 

“Idéprogrammet” 
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Stated social media 

usage in regards to 

crisis 

To a large extent  Very little Limited, claims to 

have no crises 

To a large extent 

Social medias’ affect 

on speed of crisis 

communication 

Puts large pressure 

on party’s internal 

process of crisis 

Retrieve large spread 

and speed 

Large awareness of 

what you say 

because of the 

speed and spread 

Large spread, 

excluding 

gatekeepers 

Vulnerability 

because of social 

media 

Puts high demand on 

the party’s activeness 

and large 

consciousness of 

every post 

No vulnerability in 

their own channels. 

Vulnerability when 

others impersonate 

(SD) 

Not vulnerable, but 

puts high focus on 

consciousness 

because of the 

spread 

Some people  

have many 

followers, 

sometimes they 

project wrongful 

images or 

messages 

Monological 

approach 

Trying to be more 

fun and interactive in 

monological feed 

Problems because of 

financial issue and 

getting denied when 

trying to advertise 

Links social media 

to its monological 

posts on websites 

etc. 

Tries to avoid 

push message. 

Wants to create 

dialogue 

Dialogical approach Using openness and 

transparency 

encouraging dialogue 

Does not have 

personal resources for 

active dialogue  

Can be more active 

in their dialogue, 

but tries not to 

moderate to much 

Encourages 

dialogue, using 

different 

dialogue 

strategies, also 

moderates to a 

high degree 
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6. ANALYSIS AND RESULTS 
 

The interviews with the respondents are analyzed through the theoretical framework. Each crisis 

case situation that are brought up in this thesis, are examined on Facebook and then analyzed 

through the theoretical framework.  

 

All parties claimed to work very actively with social media on a daily basis, however conclusively 

each of them focused primarily on Facebook to reach out to their voters and the everyday people. 

Although the parties’ purpose for being active on social media appeared to differ slightly, the 

reasons overall were similar and goes in close association with what Laroche et al. (2012) 

discussed, that social media is an opportunity for organizations to build their brand and moreover to 

foster its relationship with the stakeholders. The parties’ seemed to be aware of the benefits social 

media can bring when reaching out to and communicating with stakeholders. The parties use social 

media just as Kietzmann et al. (2012) evolved, which was that social media is used to build and 

maintain relationships while creating and sharing content across channels and sites. Coombs and 

Holladay (2012) discussed the content of posts in social media, whereas Vuori (2012) stated that 

social media have different purposes and it is of great magnitude to know how they can be used, the 

parties seemed to have an understanding of this. It was indicated that Facebook was used as a media 

to convey a combination of text and images to be as appealing as possible to their stakeholders. 

However, when focusing on Twitter, it consisted to a large extent of text posts concerning quotes 

from debates and speeches. This was primarily done to appeal to the specific target group of 

journalists and political engaged and societal-interested people. Reasons behind these modifications 

of messages are most likely because of the different target groups of the respective channel. 

However, on both Twitter and Facebook, stakeholders were encouraged to engage in discussions 

and debates. 

 

Social media has relatively low-entry barriers, which has caused it to be very accessible as Pang et 

al. (2014) stated. However in a political context the parties’ seem to indicate that Facebook is the 

social media where the so-called everyday people engage in, whereas Twitter seems to have a 

higher threshold in engaging the everyday people. The parties’ way of working with social media 

the past few years have changed dramatically. Increased number of employees and large focus is 

now put on the matter and the strategies around social media by the nationwide party organizations. 

This act in a political context goes in harmony with the statement of Pang et al. (2014) regarding 

the commercial sector, who stated that the concept of social media is top of the agenda for many 

business executives today. The parties explain the resource investments as a reaction to the 
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requirement from the people and stakeholders. Hence, indicating that a party cannot overlook its 

presence in social media today.  

 

A crisis management plan existed for (S), (SD) and (C), whereas (V) was developing one at the 

moment. (S), (C) and (V) had a crisis management plan for social media, but not (SD). According 

to Jin et al. (2014) organizations do not have a choice whether social media should be integrated in 

crisis management or not, the only choice they have is how to do it. This statement can be seen as 

guidance, but is apparently the contrary of how (SD) manage crisis in social media today, where 

social media does not seem to be a part of the crisis management. The weakness by (SD) can be 

further underlined by connecting it to the statement by Montalvo (2011), that organizations need to 

monitor, identify and take care of problems that might hurt the organizations reputation in social 

media. The response strategies (SCCT) presented by Coombs (2012) define different types of 

responses organizations use. In contrary with many commercial organizations, that can have clear 

strategies of what to answer on specific comments from stakeholders, (S) and (SD) does not use this 

kind of strategy. However, (C) and (V) has a lot like an established commercial organization, a plan 

if a crisis occurs in how to approach the situation, how to communicate, who should do what, who 

writes it and how it should be formulated.  

 

Coombs (2011) and Stephens et al. (2005) explained the relation of crisis type and crisis 

responsibility. The crises identified in this study for the chosen parties’ are all seen as preventable 

crises as the organizations retained high responsibility since they place stakeholders in danger by 

conducting themselves inappropriately. Just as identified in the cases of (S), (SD), (V) and (C) 

someone made human-error accidents or organizational misdeeds. According to Coombs (2007) 

these aspects are criteria if a crisis is to be determined preventable or not. In these cases, the 

organization suffered one way or another. However, the response strategies and management in this 

political context seemed to differ some from how previous research displays a commercial 

organization would usually do. Crises are undoubtedly unexpected and negative, meaning they 

prove attributions of responsibility (Coombs, 2012), just as in the cases of this study, depending on 

the responsibility and crisis type, the impact depends on every crisis. For example, (V)’s crisis did 

not have very large impact on the party, as all they had to do was to communicate their standpoint 

clearly. Whereas the crises for (C), (SD) and (S) seemed to have much greater consequence, forcing 

the parties to take actions both by altering strategies and communication.  
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González-Herrero and Smith (2008) discussed how the Internet, and particularly social media, has 

become the most popular way for companies to communicate with stakeholders during a crisis. The 

popularity of using social media for crisis communication can be argued to be of similar importance 

for political parties. The only party that did not seem to use social media for crisis communication, 

or to a small degree at least, was (SD). They could therefore possibly be unsuccessful in managing 

an upcoming crisis through their social media, because, as stated by Jin et al. (2014), organizations 

do not have a choice whether social media should be integrated in crisis management or not, the 

only choice they have is how to do it. Although (SD) argued that their party was always in a crisis, 

they gave the impression of not being prepared for a crisis. The party had most “likes” on their 

Facebook page of all the parties, but seemed unaware of the possibilities of communicating through 

this channel during a crisis. Perhaps they should have Coombs’ (2012) argument in mind that wise 

organizations know that a crisis will happen, just not when.  

 

The crisis brought up by (S), regarding their time when they had no party leader, they stated to have 

used an open dialogue towards their stakeholders. This can be interpreted as trying to use a 

concertative dialogue strategy, where the organization is directly involved and discusses 

assumptions, position and solutions. When it comes to crisis response strategy it can be argued that 

the intention was to use a combination of the rebuilding posture apology, where the manager of the 

crisis states that the organization takes responsibility for the crisis and asks for forgiveness, and the 

diminishment posture justification, where the crisis manager tries to minimize the perceived 

damage associated with the crisis. When analyzing (S) responses and posts on Facebook during the 

crisis of “Håkan Juholt”, (S) turned out to use a combination of generative- and transformative 

dialogue strategy in their social media crisis management. However, this can be seen as unintended 

due to lack of time and staff, and as their intentions was the opposite. As stated in previous analysis 

when discussing the empirical data from the interviews, this strategy should be used with 

precaution, since according to Romenti et al. (2014), stakeholders expect that the organization takes 

full responsibility for the crisis and are fully engaged in the conversations. (S)’ intentions were to 

provide openness and transparency which they succeeded with. However, regarding their intention 

of making conversation with stakeholders one can suggest that they failed in pursuing dialogue with 

their stakeholders during this crisis. The information that was sent out was purely monological.   

 

(C) also mentioned a former crisis called the NUON-crisis. Unfortunately they did not want to go 

into detail regarding how they handled it, more than that they still have to manage the crisis again 

and again due to media coverage still going on. This shows the importance of being prepared for a 
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crisis all the time, even when some time has passed the crisis can resurface, forcing the organization 

to handle the crisis all over again. 

  

When further focusing on the chosen crisis cases of this study, discussing the resignation of (S)’s 

former party leader Håkan Juholt, it became clear that although (S) strived for an open dialogue 

with the stakeholders this was not always the case. When asked why they did not answer any of the 

comments and questions made by stakeholders in the comment field of the post concerning Juholt’s 

resignation, the answer was that they did not have enough time and staff to do this. I.e. their 

intended strategies did not seem to live up to the actions. Instead the strategy in this situation was 

more of a generative dialogue strategy, when they were an external observer rather than 

participating in the dialogue. This strategy should be used with precaution because, as stated by 

Romenti et al. (2014), stakeholders expect that the organization takes full responsibility for the 

crisis and are fully engaged in the conversations. There can be further conflicts in this strategy due 

to that it infers the organization to stick with their opinions no matter what (Gergen et al., 2004). 

When the crisis “Järnrörsskandalen” took place their crisis management was stated to be the same 

as in any other crisis, where they track the flow of information, decide who is going to inform, and 

what the official statement from (SD) should be. This way of communicating and managing a crisis 

can be interpreted as a somewhat passive response strategy with a monological approach rather than 

a dialogue strategy. The response strategy seems to have a limited interaction where the 

communication consists of corporate communication on websites without dialogue, which is closely 

associated with what Romenti et al. (2014) calls monological crisis communication. However, 

without engaging a dialogue approach, with an immediate response and a more interactive 

communication, the crisis might escalate or take new turns due to the power possessed by the 

stakeholders, as described by Coombs (2014) and Jones et al. (2009). During “Järnrörsskandalen”, 

(SD) published one post on their Facebook page about how their party leader Jimmy Åkesson 

received positive feedback in media for the party’s crisis management. Nothing was published or 

written about the scandal or crisis in itself, whereas this response strategy can be seen as a type of 

diminishment posture where the intention is to minimize the organization’s responsibility and 

perceived damage. In (SD)’s case this was not done by responding as Coombs (2012) would 

recommend, with excuses or claiming that no serious damage were made, instead they did not 

publish anything at all on Facebook directly related to the scandal. Probably with the intention to 

lay low until the storm was over. However, (SD)’s actions are in line with their response as they use 

a generative dialogue strategy and monological approach to a large extent. It can be implied that 
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unlike the other parties, (SD) is communicating to its stakeholders on social media, while (S), (V) 

and (C) are communicating with their stakeholders. 

 

The crisis that affected (V), concerning Ung Vänster’s statements, never had to be handled through 

social media. A simple statement was enough, however it was quite clear that (V) was prepared for 

a potential crisis in social media. (V) most likely monitored their social medias as well as other 

medias in order to be as prepared as possible and give a quick response, as described by González-

Herrero and Smith (2008) and Vecchio et al. (2011). (V) Handled the crisis before it became a 

crisis, commenting on the incident in traditional media by a denial posture. As a result of this, they 

believed the scandal not to reach any magnitude worth mentioning or commenting on Facebook. 

The party denied to have any part of violence what so ever and took distance from the article 

written by members of the youth party. This can be closely associated to Romenti et al. (2014) and 

Coombs’ (2012) discussions regarding denial, which seeks to eradicate any connection between the 

crisis and the organization. However, the management of this crisis can be seen as very well coped 

as it never reached social media, most likely because of the preparedness for scandals like this. 

 

Although (C) did not want to go into detail regarding the specific case, their intentions seemed to be 

to respond to faulty facts and questions quickly, otherwise it might develop into a crisis or the crisis 

might spread. I.e. (C) gave the impression of being aware of using dialogue as a strategy to prevent 

and manage a crisis.  (C) used a concertative dialogue strategy when dealing with the crisis of 

“Idéprogrammet”. The party was directly involved in the conversations and discussed with 

stakeholders, just as Romenti et al. (2014) portrays one to do. No previously identified response 

strategy of Coombs (2012) can be directly linked to their posts or comments, however (C) 

participated actively in the dialogue, not by accusing or excusing. The strategy was more 

informative and respectful, the party’s intentions was in this case fully met by their actions on social 

media.  

 

Coombs (2012) meant that crisis management has taken evolutionary step because of the Internet 

suggesting that everything goes much faster and spreads at an increasingly higher speed than in 

offline media. In accordance with this, (S) meant that social media puts very high pressure on the 

party’s internal processes of handling crises faster than before, this was something which was later 

upheld by (SD), (C) and (V), however to a smaller extent by (SD). Just as Laroche et al. (2012) and 

Pang et al. (2014) inferred, not only is it a deed for commercial organizations to prepare for the 

pace of communication in social media, but this can also be reckoned from observing political 
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parties, implying just how important it is to have enough resources in order to manage social media 

justly. Furthermore, this is something that (SD) possibly suffers from because of their lack of 

resources concerning social media. González-Herrero and Smith (2008) and Vecchio et al. (2011) 

implied that it is essential for companies to monitor social medias in order for the organization to 

identify potential upcoming crises, this is something that (SD) may also suffer from because of their 

limited resources. However, just as González-Herrero and Smith (2008) and Vecchio et al. (2011) 

inferred, immediate response to the problem or crises is also necessary, which all parties in this 

study seem to have a high consciousness of, including (SD).  

 

All parties stated that their crisis communication definitely could be better. However, (S), (SD), (V) 

also indicated that resources of time, people and financial means are of great importance, which is 

something that has not been highlighted in previous research. (C) chose not to go further into the 

subject. It is possible that this difference in essential factors between commercial organizations and 

the more resource constraint political organizations evoked because of the different financial 

prerequisites of the two constellations. 

  

Although the parties seemed to be aware of the benefits of social media, they seemed quite unaware 

of the disadvantages. The double-edged sword, discussed by Siah et al. (2010) and Thomas et al. 

(2012), where the negative side of social media can be that it creates the crisis, did not appear to be 

considered at all by the parties. The reason for this might be that most parties seemed to delete 

comments and posts they considered improper or not suitable, i.e. actively choosing the content on 

their Facebook page. If connected to a dialogue strategy it can be interpreted as a framing dialogue 

strategy, where the topics that should be visible and seen as important are chosen by the 

organization. On the other hand, many commercial organizations let their stakeholders make 

comments and posts quite openly, almost as a customer service, where they can make complaints 

etc. which then can spread immensely and lead to a crisis itself. However, comments and posts 

about a party do not necessarily have to be made on the party’s controlled Facebook page to get 

spread and eventually lead to a crisis. The concerns regarding social media as a double-edged sword 

(Siah, et al., 2010), in a political context could probably have less negative magnitude then for 

commercial organizations because of the way political parties’ control their social media channels. 

 

According to all of the parties, the monological information in crisis management can be improved 

in many ways and is going more and more towards interaction with stakeholders. As two of the 

parties said, a push-message is not very interesting anymore. Just as Romenti et al., (2014) inferred, 
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this emphasizes the importance of managing dialogue strategies today in a proper way. There seems 

to be some kind of synergy formation between monological information and dialogical, where one 

refers to the other, but always encourages dialogue between stakeholders or dialogue with the 

organization. Nowadays, thanks to the Internet and social media there is less gatekeeping for the 

parties’ to get their monological information out to the public, which goes in line with the statement 

of Pang et al. (2014) who evolved around the ceaseless flow of information without filtering.  

Some of the parties claim that through being active, one can improve its dialogical ability, meaning 

it is a lot about being present, when the stakeholders need you or requires an answer. As inferred by 

Romenti et al. (2014), if you start using dialogue in several situations, stakeholders also expect that 

dialogue be used in a crisis situation. Previously mentioned, all of the parties have certain rules of 

order in their social media channels, which all people are ordered to follow. This is somewhat in 

harmony with the outside-in approach of the framing dialogue strategy of Romenti et al. (2014), as 

the party can choose what is to be discussed not. However, all parties claim to only influence 

debates and conversations if comments are racist or personal attacks, not otherwise. Whether this is 

the case or not is hard for any external person to know. However, it seems that each party except 

(SD) also use an inside-out approach in terms of a transformative dialogue strategy in order to 

engage stakeholders in dialogue. This is probably done, accordingly with Romenti et al. (2014), to 

let stakeholders assist the organization by discussing and analyzing topics with intentions of making 

suggestions of improvements.  
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7. DISCUSSION 
 

This chapter discusses the analysis results in relation to previous research and assumptions A1 and 

A2 from the conceptual framework. 

 

 

A1: Social media can help an organization manage crisis, whilst on the other hand it can also create 

organizational crisis (Siah et al., 2010).  

 

This research indicates that it is unlikely for a crisis to occur on Facebook and Twitter in this case, 

for most political parties. The reason being that it is not possible to post on their Facebook page 

except for comments, (C) is the only party where one can post freely and choose topic quite freely. 

Commercial organizations sometimes have to deal will complaints etc. on Facebook, for example in 

Romenti et al.´s (2014) research where several cases demonstrated crises that had occurred on 

commercial organizations’ Facebook pages, which furthermore makes them more susceptible to 

crises. The strategies applied by political parties in this research are only used to manage crises that 

have appeared outside social media, while commercial organizations have to deal with both. If a 

complaint or comment is managed with the wrong dialogue strategy it might escalate in to a crisis, 

the risk for this is greater with commercial organizations than political parties. Therefore the 

political parties most of the time only identified one side of the double-edged sword, the positive 

side, i.e. the assumption that social media is a double-edged sword within the processes of crisis 

management for political parties is rejected. Hence, previous research by Siah et al. (2010) and 

Romenti et al. (2014) regarding the social media to create organizational crisis for commercial 

organizations, does not apply political parties in this case. 

 

A2: Dialogue strategies used in commercial organizations’ crisis management in social media is 

suitable for- and used by non-commercial organizations (Romenti et al., 2014; Pang et al., 2014).  

 

Although the political parties used relatively few dialogue strategies developed for commercial 

organizations they are to a high degree suitable for crisis management in social media for political 

parties. Furthermore, the strategies not used is most likely also suitable for political parties, since 

the political parties are less exposed to crises on their social media and no factors proving they 

would not be suitable could be found. An important aspect to take in to consideration for the 

political parties is that the manager should select crisis response strategies that protect the 

organization in the best possible way, just as explained by Coombs (2012), the results showed this 

was not always the case. Hence, although the strategies might be suitable for political parties they 
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must actively prepare and adjust their strategies depending on the crisis situation, one strategy is not 

suitable for all types of crises. A finding from this study that differs from previous research made by 

Romenti et al. (2014) is that the concertative dialogue strategy was used although the responsibility 

of the crisis was not at a minimum level. Moreover, this research has contributed to knowledge 

regarding the suitability and usage of strategies in political parties’ crisis management that are 

usually used in commercial organizations’ crisis management.  
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8. CONCLUSIONS AND CONTRIBUTIONS 

 
This chapter treats the research conclusion, which answers the research questions. It also includes 

a discussion of theoretical contributions and what it provides to previous knowledge.  

 

RQ 1: In what way are political parties managing crisis communication on Facebook and Twitter? 

Facebook is the primarily used social media channel whilst Twitter is the secondly most used. 

According to all parties, Facebook was used to reach the target group of the so-called everyday 

people, whereas Twitter worked as a channel towards political engaged people and journalists. 

(S), (V) and (C) all used both Facebook and Twitter as a crisis communication channel especially 

due to its speed and spread. However, (SD) did not use social media as crisis communication 

channels. This can be seen as an interesting finding in communication means, as (SD) has by far the 

most followers on Facebook of all Swedish parliament parties but does not communicate in crisis 

situations through this channel with stakeholders. The crisis management in social media of each 

party could improve immensely, however limited resources of employees and finance was found to 

be the main reasons why they could not improve in managing social media at the moment. In 

comparison with social media channels of commercial organizations, crises do not arise on parties’ 

social media channels in the same manner. The parties control and adjust posts and comments to a 

larger extent than what is done by commercial organizations, whereas commercial organizations are 

at greater risk for crises arising on the social media channels, which can easily breed if using wrong 

kind of dialogue strategies.  

 

RQ 2: To what extent are crisis response- and dialogue strategies used by political parties in social 

media when dealing with a crisis?  

 

A common dialogue approach appeared to be the generative dialogue strategy, which is an outside-

in approach that according to previous research should be carefully used by commercial 

organizations affected by crises. The findings of previous studies within a commercial context are 

not the same as the discoveries within this research for the political context. The purpose of the 

strategy can be to endorse the level of trust, meant as a type of confidence and openness towards the 

stakeholders. This was not the purpose for the political parties that used this strategy. The reasons 

were lack of knowledge, time and people, i.e. they used the strategy unconsciously, or unwillingly. 
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In crisis situations this strategy may not be appreciated by stakeholders, who expect from an 

organization to be fully responsible for a critical situation and thus fully engaged in conversations. 

Other dialogue- and crisis response strategies used by the parties are denial, concertative- and 

framing dialogue strategy and diminishment, these strategies are used more intentionally with a 

purpose. A monological approach was also used at times, showing that the parties still have some 

improvement to do when it comes to dialogue. Conclusively, dialogue strategies and to some extent 

response strategies used by commercial organizations are indeed frequently used by political parties 

as well. 

RQ 3: To what extent do the political parties’ intentions reflect their actions, regarding crisis 

response- and dialogue strategies in social media?   

(S)’s intentions were to provide openness and transparency, which they succeeded with. However, 

regarding their intention of making conversation with stakeholders they failed in pursuing dialogue 

with their stakeholders during the identified crisis cases. The information that was sent out was 

purely monological. (SD)’s actions are in line with their interview statements as they used a 

generative dialogue strategy and monological approach. What can be concluded from this is that 

(SD) is communicating to its stakeholders on social media, while (S), (V) and (C) tries to 

communicate with their stakeholders. (V)’s management of their crisis can be seen as satisfactory 

managed as it never reached social media, most likely because of their preparedness for scandals 

like this. (C) had a strategy which was most towards pure dialogue with informative and respectful 

conversations with the stakeholders, the party’s stated intentions was in this case fully met by their 

actions on social media in relation to the identified crisis.  

 

8.1 Theoretical Contributions 
 
The results from this study has contributed to the identified research gap, it has furthermore given 

new insight on political parties’ crisis management in social media. Moreover, the study has 

provided knowledge regarding the usage of strategies in crisis communication amongst political 

parties, whereas previous research within the topic has dealt with commercial organizations’ crisis 

communication in social media. The conceptual model developed for this study can furthermore be 

used and adapted in other researches within the subject crisis management in social media, if 

modified it can be used in several different contexts.  
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9. LIMITATIONS, MANAGERIAL IMPLICATIONS AND 

FURTHER RESEARCH 
 

This chapter treats the weaknesses of the study, the managerial implications and the suggestions for 

further research. 

9.1 Limitations 
 

Unfortunately due to the time constraint and moment of when the study was conducted it carried 

various limitations. First off, due to the highly relevant and hot topic that this study had, it resulted 

in difficulties to reach the responsible managers for social media in each party, as they were 

tremendously busy with the European elections that took place the 25
th

 of May. In that sense, the 

relevance and timing of this topic and the subject will most likely attract a lot of interest. However, 

it would be of greater magnitude if all parties in the Swedish parliament chose to participate in this 

study. Many of the parties asked to be contacted after the elections, where they would gladly 

partake in contributing to the research. Another weakness of the study could be that it was supposed 

to focus on both Facebook and Twitter through interviews and content analysis. However, when 

trying to retrieve history on Twitter from past events it was evident to be impossible to retrieve the 

data, as you cannot go back to far enough in previous tweets. This affected the content analysis 

where no data could be analyzed from Twitter causing the study of not being able of performing a 

comparison of Facebook and Twitter via content analysis. Furthermore, this study only shed light 

on two social media channels whereas all parties stated that they used more than two social media 

channels.  

Moreover, this thesis is limited to a Swedish political context, therefore it is possible that a study of 

political parties in other countries may result in completely different conclusions. This thesis is 

positioned as a research paper, whereas it also carries limitations to generalize the findings. The 

generalizability limitations are a result of the empirical data, which is comprised of four case 

studies, while the whole sample framework of the Swedish parliament would consist of eight 

parties. Additionally, some of the chosen case studies offered limited data to make strong inferences 

on the use of dialogue strategies. They were, however, included because this limited data could be 

interpreted as a form of silent strategy. Another limitation of this study and previous studies is the 

time difference between the crisis cases and when the interviews were conducted. This contributes 

to a declination as the parties’ strategies most likely have changed a lot the past few years, which 

actually is shown in this study as well. If the previous crises appeared today, they would probably 
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be dealt in a more thorough manner with better-designed strategies. 

 
9.2 Managerial Implications  
 

The first managerial implication that derives from this study is the importance of having a response- 

and dialogue strategy in order to manage and communicate to the stakeholders when a crisis occurs. 

Another implication is that strategies used in commercial organizations, can to a large extent be 

used by political parties, and moreover probably by other non-commercial organizations.  

This study also sheds light on the importance for management of a political party to engage in 

dialogue with its stakeholders in social media. If a party decides to be present in social media they 

have to be active in that media, which also causes the stakeholders to rely on that the party will be 

active in a crisis situation regarding statements and answers.   

Managers of social media in a political party also have to be aware about the negative aspects of 

social media as a vulnerable tool, the double-edged sword. If a comment is managed with the wrong 

dialogue strategy it might escalate in to a crisis. Most often the vulnerability of social media for a 

political party has appeared to be when representatives from private accounts say something not in 

line with the party’s opinions, whereas a recommendation could be to also let the representatives 

use proper dialogue strategies to avoid conflict with stakeholders.   

  

9.3 Further Research 
 

Due to the scarce research within political parties’ crisis management in social media there is still 

much that can be explored. One suggestion for further research is to actually perform a research, 

which includes all parties from the Swedish parliament. It would give deeper understanding of the 

political context in Sweden as whole and also more relational factors between the blocks. Moreover, 

an international approach with additional cases, i.e. having a larger sample of political parties or 

other non-commercial organizations from different countries, would also help in gaining deeper 

insight. The result would probably be more generalizable due to the international approach with 

more cases; it would also give an insight in the potential difference of crisis management in 

different countries.  

Another aspect that would be interesting for further research is to retrieve larger insight of several 

different social medias, as this could give insight in potential differences between the different 
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social medias.  Not all kinds of social media will produce the same impact in a crisis situation and it 

could therefore be interesting to divide the channels in different segments to see which ones are 

most important to deal with in a crisis, in stakeholders’ point-of-view. Future research could also 

alter the theories used, to see new potential areas and frameworks to work with or without a content 

analysis, while facing a variety of crisis types. Researchers could also explore the real impact of 

dialogue on stakeholders’ opinions about a political party’s performance before, during and after a 

crisis. 
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I. APPENDIX 
 

Appendix A – Interview Guides 
    

English Interview Guide 

 
Before the interviews, the respondents are contacted in order to ensure that they are 

using social media as a communication channel within their party.  

 

 

1. Can you describe how your party works with social media? 

 

2. What social media channels are you using and to what extent? 

 

3. Does your social media channels have different functions?  

 a) If yes, what differs between the functions? 

 

4. How has the handling of your social media channels changed the past few 

years? 

 

Interviewer explains briefly about crisis in today’s society. 

 

5. How would you define a crisis related to your party? 

 

6. Does your party have a crisis management plan?  

 a) If yes, is social media a part of it and how? 

 

7. Before dealing with a crisis, do you make any assessment of what type of 

crisis it is and who is responsible? 

 

8. Does your party use Facebook or/and Twitter as a tool for crisis 

communication? 

 

9. Can you describe a crisis that happened the last few years, which your 

party experienced? 

 a) How did your party act on social media in relation the crisis? 

 b) Did you follow any specific strategies? 

  

 

10. A crisis for the party, identified by media is explained by the interviewer: 

 a) How did your party act on social media to manage this crisis? 

 b) Did you follow any specific strategies? 

 

 

11. To what extent do you perceive social media to increase the speed of crisis 

communication for the party? 



  

 

II 

 

12. Do you believe that your party’s way of using social media can be better in 

terms of crisis communication? If yes, how? 

 

13. To what extent do you see social media to be a technical tool for increased 

vulnerability in your party’s crisis management and crisis communication? 

 

14. How can your party improve its monological (one-sided) information in 

social media to your stakeholders? 

 

15. How can your party improve its dialogical ability in social media with your 

stakeholders? 

 

 

Swedish Interview Guide  

Innan intervjuerna genomförs kontaktas respondenten i syfte att säkerställa att de 

använder sociala medier som kommunikationskanal i deras parti.  

 

1. Kan du beskriva hur ditt parti jobbar med sociala medier idag? 

2. Vilka sociala mediekanaler använder ni och i vilken omfattning?  

3. Har de sociala mediekanalerna olika funktioner? 

 a) Om Ja, hur skiljer de sig åt? 

4. Hur har er hantering av sociala medier ändrats de senaste åren? 

Intervjuaren förklarar kortfattat om kriser i dagens samhälle och deras inspel i 

sociala medier.  

5. Hur skulle du definiera en kris för ert parti? 

6. Har ert parti en krishanteringsplan? 

 a) Om Ja, är sociala medier en del av det och i så fall hur? 

7. Innan ni bemöter en kris, gör ni någon bedömning av vilken typ av kris det 

är och vem som bär ansvar? 

8. Använder ert parti Facebook och/eller Twitter som ett verktyg för 

kriskommunikation? 

9. Kan du beskriva en kris som har hänt under de senaste åren och som ditt 

parti upplevt? 

 a) Hur agerade ert parti i sociala medier i relation till krisen? 

 b) Hade ni några speciella strategier som ni följde? 



  

 

III 

10. En kris för partiet, identifierad av media förklaras av intervjuaren. 

 a) Hur agerade ert parti på sociala medier för att hantera denna kris? 

 b) Hade ni några speciella strategier som ni följde? 

11. I vilken grad anser du att sociala medier kan öka snabbheten i partiets 

kriskommunikation?  

12. Upplever du att ert partis sätt att använda sociala medier kan förbättras 

vad gäller kriskommunikation? 

 a) Om ja, hur? 

13. I vilken grad anser du att sociala medier kan vara ett tekniskt sårbart 

verktyg i ditt partis krishantering och kriskommunikation? 

14. Hur kan ert parti förbättra er monologiska (enkelriktade) information till 

era intressenter i? 

15. Hur kan ert parti förbättra er dialog med intressenter i sociala medier?  
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Appendix B 

Socialdemokraterna (Facebook, 2014b) 

 

 

 

 

 

 

 

 

 

 

Sverigedemokraterna (Facebook, 2014c) 

 

 

 

  



  

 

V 

Vänsterpartiet (Facebook, 2014d) 

No responses made during the crisis in social media, due to that the crisis was managed 

before gaining momentum in social media. 

Centerpartiet (Facebook, 2014e) 

 

 


