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ABSTRACT 

 

Abstract 
 
The globalization of business and the widespread access to media due to technology 
has made organizations more exposed than ever. If companies do not know how to 
handle the media in case of a crisis the damages of the crisis might be increased. Thus, 
companies need to be aware of how to communicate with the media at all times. 
Therefore, the purpose of this study is to gain a deeper understanding of how Swedish 
companies communicate with the media at times of corporate crisis. In order to serve 
the purpose of the study we have conducted case studies on ABB and Skandia, two 
companies that both have been in a corporate crisis that received media attention.  
 
The main conclusions that can be drawn from this study is that companies need to 
keep the media relations in mind at all times in order to remain in good relations with 
the media. Companies should have a pre-established crisis communication plan and a 
spokesperson that can be relied on in case of an imminent crisis. Further, the study 
revealed that in order to effectively communicate during a crisis, companies must 
determine their target audiences that they want to reach out to through the media. 
Finally, in the post-crisis phase, it is essential that companies show an honest interest 
in solving the crisis. 



 
SAMMANFATTNING 

 

Sammanfattning 
 
Globaliseringen av företag och den omfattande tillgången till media, skapat av dagens 
teknologi, har gjort att företag blivit mer och mer exponerade. Om företag inte vet hur 
de skall hantera media vid en kris, finns det en risk att krisen förvärras. Företag måste 
därför vara medvetna om hur man ska kommunicera med media. Syftet med denna 
uppsats är att få en djupare förståelse om hur svenska företag kommunicerar med 
media vid en kris. För att uppfylla vårat syfte har vi genomfört fallstudier på ABB och 
Skandia, två företag som båda varit involverade i kriser som fått medial 
uppmärksamhet.  
 
De främsta slutsatserna från denna studie är att företag alltid bör ha media i åtanke för 
att kunna skapa en bra relation med dem. Företag bör även ha en 
kriskommunikationsplan och en utsedd talesman att tillgå om en kris skulle uppstå. 
För att företag ska kunna kommunicera effektivt med media under en kris så måste de 
fastställa vilka de viktigaste intressenterna är som de vill nå ut till via media. Efter att 
krisen lagt sig så är det viktigt att företag tydligt visar sitt intresse av att lösa krisen.  
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1 Introduction 
 

his chapter will start off by providing the reader with an insight into the area of 
research. Firstly the reader will be introduced to what a crisis is and how it 

affects companies. Secondly, we will provide a problem discussion concerning the 
area of our research. This leads to the purpose of this thesis, which is followed by the 
research questions we shall address. The chapter will end by providing an outline of 
how the thesis will be disposed. 
 

1.1 Background 
 
Corporate reputations and image has become a critical consideration for today’s 
companies (Schwartz, 2000). This is vital in order to attract investors, customers, and 
the best employees (ibid). While developing a good business reputation takes a long 
time, it can be destroyed overnight in one single event (ibid). A corporate reputation is 
put on severe test when a business faces a crisis (Gonzáles-Herrero & Pratt, 1996). 
Darling and Kash (1998) point out that companies should know that when dealing 
with a crisis, a firm is in fact dealing with reputation management. 
 
Crises in Corporations 
According to Chong (2004) the only certain thing about the business world today is 
that managers must prepare themselves for uncertainty. Crises can cause failure to an 
organization and hubris and complacency will not help managers to become better 
crisis managers (ibid). Additionally, Fearn-Banks (2002) states that company size is 
irrelevant when talking about crisis, it can happen to a multinational corporation, a 
one-person business or even an individual. 
 
Arpan and Pompper (2003, p.292) define a crisis as “an event that is unpredictable, 
major threat that can have a negative effect on the organization, industry, or 
stakeholders if handled improperly”. The authors continue by stating, “A crisis can 
threaten an organization’s ability to function and maintain its legitimacy and 
reputation” (ibid, p.293). According to Grunig (1992) a conflict between an 
organization and its publics occurs when the organization is moving in an opposite 
direction from what its publics desires. If these conflicts are not anticipated and 
resolved by the organization before the publics make “an issue” of it, the company 
might be facing a crisis (ibid). 
 
A crisis can take many forms and arise from all kinds of sources (Skoglund, 2002). 
Skoglund (2002) divides the sources of a crisis to originate from either an external 
source, or an internal source. Examples of internal sources for an organizational crisis 
are computer breakdown, embezzle, product failure, environmental accidents, fire, 
and bribery (ibid). External sources for a corporate crisis can be bomb threats, 
kidnapping, lawsuits, sabotage, sudden and extreme business cycle fall, volatile 
currency, and hostile takeover offer on the company (ibid).  
 
During the last decades the number of corporate crises and scandals have been endless 
and growing with increased frequency (Shrivastava & Mitroff, 2001). In the 20th 
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century there have been 28 large industrial catastrophes each killing between 50 and 
3000 people (ibid). According to a study made by the Institute for Crisis Management 
in the USA the most common crisis in the USA during the 20th century was sexual 
harassments and firing of CEOs (Skoglund, 2002). A Japanese study revealed that 
English organizations perceive sabotage and product failure as the most probable 
causes for a corporate crisis (ibid). According to Skoglund and Olsson (1995) every 
company can face an event that may lead to a crisis in the company. The crisis often 
leads to a negative effect to the company when it comes to business opportunities 
(ibid). Therefore, companies need to see crises as a business matter that seriously 
might harm the company (ibid). 
 
Crisis Management 
According to Darling and Kash (1998) strategic planning has helped companies to 
forecast and cope with a variety of forces, issues, and problems beyond the firm’s 
operating control. However, Darling and Kash (1998) further state that these issues 
and crises seem to be neglected in many companies. Business is about risk taking, 
therefore every organization must count that something might go wrong (Skoglund, 
2002). Today it is no longer a questions of “if” a business will face crises, it is rather a 
question of “when”, “what type” and “how prepared” the company is to deal with it 
(Darling & Kash, 1998). Hence, it is essential that the organization prepare to meet 
the possible crises in order to protect human beings and also the commercial aspects 
of the organization (ibid).  
 
Darling (1994) states that crisis management is not mismanagement. Companies 
usually engage in crises situations due to inappropriate or inadequate planning or the 
absence of any kind of substantive planning at all (ibid). Further Darling (1994) 
argues that crisis management is not a quick-fix solution. It involves identifying, 
studying and forecasting crisis issues and setting forth-specific ways that would 
enable a company to prevent or cope with crises (ibid). According to Williams and 
Olaniran (2002, p. 296) crisis management can be defined as: “…the strategic 
planning to prevent and respond during a crisis to remove some of the risk and 
uncertainty of the situation”. 
 
Darling and Kash (1998) declare that business leaders confirm that crises are common 
in every business but firms do not take productive steps to address crisis situations. A 
survey done on Fortune 500 companies revealed that 85 percent of the companies’ 
Chief Executive Officers said that a crisis in business is inevitable, still only 50 
percent of these had taken any productive action in preparing a crisis plan (ibid). 
Darling and Kash (1998) further state that companies go through a great time-span to 
plan their financial growth and success. However when it comes to crisis management, 
companies often fail to prepare for eventualities that may lead to company failure 
(ibid).  
 
Ashcroft (1997) claims that effective management of information is vital to the 
operations of most organizations. Ashcroft further states that “Without adequate 
communication an organization will soon grind to halt” (ibid, p.325). Therefore, good 
corporate communication goes hand in hand with effective management of 
information (ibid).  



 
INTRODUCTION 

 3

Crisis Communication 
According to Payne (1994) companies must consider and protect the reputation of the 
company in a crisis situation. However, major disasters make newsworthy stories 
because of their unusual character and also because of the general human interest in 
them (ibid). According to Darling and Kash (1998) a very important step towards 
dealing with a crisis is effective communication. The authors also point out that 
companies that freely share information stand the best chance of managing difficulties 
(ibid). Therefore, communication with the media becomes a major consideration for 
the company if they want to survive a crisis (ibid). 
 

1.2 Problem Discussion 
 
The growing importance of effective crisis communication within businesses is 
partially caused by the increasing mass media reporting of corporations (Gonzáles-
Herrero & Pratt, 1996). Further, a company crisis has an enormous impact on the 
corporate reputation and the financial and social status of the organization (ibid). 
Williams and Olaniran (2002, p. 296) define crisis communication as “the verbal, 
visual, and/or written interaction between the organization and its publics (often 
through the news media) prior to, during, and after the negative occurrence”. 
 
When an organization faces a crisis the pressure on the management is extremely high 
and there could be a temptation to “pull up the drawbridge” and shut out the media 
completely (Payne, 1994). Ucelli (2002) points out that ineffective crisis 
communication is often caused by the CEO’s inability to realize what the public views 
as a crisis and the lack of knowledge and interaction with the “new” news 
environment. With the “new” news environment the author refers to peoples access to 
news through the internet and the ability to read about updated news all over the 
world on a twenty-four seven basis (ibid). Due to these facts, Ucelli (2002) points out 
the importance of a thorough knowledge and being open to the news forces and 
stakeholders, since they posses the power to “reinterpret” a company’s reputation in 
order to be a successful crisis communicator. 
 
One of the most common causes that make a crisis more severe is the absence of a 
crisis communication plan (Skoglund & Olsson, 1995). If companies cannot handle 
crises there is a risk that it becomes more severe and the company is stuck in a 
“negative spiral” (ibid). Zerman (1995) states that planning in order to be prepared to 
handle the communication and answer questions promptly to journalists is the key to 
surviving a crisis situation. Recently, more and more companies have begun to 
discover the value of being prepared for crises (Skoglund & Olsson, 1995). 
 
However, adopting and practicing a crisis plan is not an easy task and the result of a 
successful plan is usually nearly invisible (Turner, 1999). Successful crisis 
communication might lead to the media covering other stories and business might go 
on as usual and the organization is just simply back to its status quo (ibid). This might 
be the reason why many organizations do not create a crisis communications plan 
until after they have gone through a tragic situation (ibid).  
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Media 
The globalization of businesses and the widespread access to media due to technology 
has made organizations more exposed than ever (Schwartz, 2000). According to 
Ucelli (2002) the news environment of today is not limited to local boundaries, it is 
constantly updated, it is not necessarily filtered through traditional reporters and 
researchers, and rumors and falsehoods can spread as widely as the truth. Zerman 
(1995, p. 25) declares the power of the media by stating “The mass media 
(newspapers, radio and television) has the power to make or break a business”.  
 
Company crises are often exposed to the publics by the media and the power of 
today’s media (Skoglund & Olsson, 1995). According to the authors this means that 
the publics often judge companies on how they handle the crisis rather then what the 
cause of the crisis is (ibid). Today the media demands companies to be more open and 
willing to share information, which was not the case earlier (ibid). When a company is 
involved in a crisis the general public does not usually have first hand information 
regarding the incident (Fitzgerald & Arnott, 2000). Therefore, the first information is 
usually provided to the publics by third-party sources, such as company 
representatives or the media (ibid). Due to these facts, effective media communication 
has become more important nowadays than ever before (ibid). 
 
Almost every week the media reports about companies in crises (Skoglund & Olsson, 
1995). When a crisis strikes an organization the journalists are usually very quick to 
respond (Skoglund, 2002). An example of this was when a SAS plane crashed in Italy 
it only took about 15 minutes for the first journalist to appear at the SAS headquarters 
in Stockholm (ibid). In addition, the media also plays a major role in the expansion of 
a crisis by distributing information about it locally, nationwide, and even 
internationally  (Shrivastava & Mitroff, 2001). Zerman (1995) states that it is essential 
for a business manager to know how to manage the mass media in order to maximize 
the public aspects of the organizations continuity program. 
 
Further, an important part of crisis communication is to establish stable relations with 
the media (Skoglund & Olsson, 1995). Also the media that usually does not report so 
much about the company must be considered (ibid). The authors take up an example 
with the Estonia disaster. Most of the media coverage during that crisis was handled 
by journalists with a limited knowledge about the company (ibid). A company fairly 
unrecognized by the media owned half of the Estonia ship (ibid). Therefore, the 
journalists covering the crisis did not know so much about the ship nor the owners of 
the ship (ibid). Thus, the journalists took material they had prompt access to when 
reporting about the crisis (ibid). Most of these facts originated from external sources 
instead of facts provided by the shipping company (ibid). 
 
Arpan and Pompper (2003) also discuss that media communication during a crisis 
must not be neglected. However, the communication process is complicated by three 
factors, which the authors define as: risk, timing, and control (ibid). Arpan and 
Pompper´s description of the terms are presented below: 
 
Risk 
This can be explained as the tension between the legal aspects and the social 
responsibilities that a company’s communicator is faced with. In order to preserve the 
company’s image to its publics the company should admit any existing problems, 
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state the company policy, and be open with the media. On the other hand the legal 
strategy promotes denial and as few comments and statements as possible in order to 
avoid lawsuits. (ibid) 
 
Timing 
This deals with the flow of information and who is in control of it, the organization or 
the media? Organizations might try to delay the information long enough for the crisis 
to be resolved and ending up with no media cover at all. At the same time the media is 
trying to break news about a crisis before anybody else releases the news. (ibid) 
 
Control 
Is the degree of control that the organization has over what will be reported in the 
media. Active media communication might enable the organization to shape the 
information that will be addressed in the media. On the other hand, if the organization 
chooses not to actively communicate with the media it loses some control over what is 
being addressed. Consequently, when the organization is debating on how to respond 
to a crisis, the media might already have framed a story in order to meet their 
deadlines.  (ibid) 
 
According to Gonzáles-Herrero and Pratt (1996) every crisis is followed by a post- 
crisis phase where a company tries to get back to the position before the crisis. In the 
post-crisis phase the organization must still pay attention to the cause of the crisis and 
how it develops (ibid). Williams and Olaniran (2002) further argues that companies 
must consider media communication before, during, and after the occurrence of a 
crisis. 
 

1.3 Statement of Purpose and Research Questions 
 
The preceding problem discussion has shed light upon existing research within the 
field of media communication in a corporate crisis. In this thesis we hope to 
contribute to research by providing an insight into how Swedish companies handle 
media communication when facing a severe crisis that has caused media coverage. In 
view of the background and problem discussion provided above, the purpose of this 
study is stated as follows:  
 
To gain a deeper understanding of how companies handle communication with the 
media in a corporate crisis. 
 
With a view to the fact that company-media relations at times of corporate crises go 
through several phases we provide the following research questions to serve our 
purpose: 
 

 How can companies’ communication with the media in a pre-crisis phase be 
described? 
 How can companies’ communication with the media during a crisis be 

described? 
 How can companies’ communication with the media in a post-crisis phase be 

described? 
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1.4 Demarcations 
 
The purpose of this study is to gain a deeper understanding of how companies handle 
communication with the media in a corporate crisis. Therefore we will only focus on 
the company’s view of communicating with media. We will not provide the reader 
with a comprehensive picture of how the entire communication process can be 
described in a crisis. This is because we want to get a clearer insight into a company’s 
communication with media. Time limitations also forced us to limit our thesis to only 
study this aspect of crisis communications.  
 

1.5 Outline of the Thesis 
 
This thesis is divided into six chapters starting off with the introduction chapter. The 
second chapter provides a literature review that presents theories relevant to our 
research questions. A conceptualization and the emergence of our frame of reference 
finishes chapter two. In chapter three the reader will be provided with a motivation 
and description of the methodology used in the thesis. Chapter four presents the 
empirical data collected for this thesis. In chapter five the collected data as presented 
in chapter four will be analyzed and compared with the conceptual framework 
presented on chapter two. Finally, chapter six outlines the findings, conclusions and 
implications of this thesis.  
 

 
Figure 1.1 Outline of the Thesis 

SOURCE: Authors’ own Construction 

1. Introduction 

2. Literature Review 

3. Research Methodology 

4. Empirical Data 

5. Data Analysis 

6. Conclusions & 
Implications 
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2 Literature Review 
 

he introduction chapter presented a background and a discussion of our area of 
research. We will continue the thesis by presenting the theories connected to the 

research questions stated in chapter one. We selected the theories based on their 
ability to answer our research questions and serve our purpose.  The theories will be 
presented in the same order as the research questions were stated in chapter one. 
Finally, the chapter will end by providing an emerged conceptual framework. 
 

2.1 Communication with Media at Times of Corporate Crisis 
 
The existing literature on how companies should communicate with the media during 
a corporate crisis is quite limited but still provides the reader with good information of 
the area. We feel that the theories we have chosen to this chapter correlates well with 
our purpose and research questions and will give us enough information to carry out 
the work of this thesis. Literature on how companies should communicate with the 
media after a crisis has been hard to find and not many authors have investigated this 
subject. We will mostly rely on empirical examples when investigating the post-crisis 
communication with the media due to lack of relevant literature. As stated by 
Williams and Olaniran (2002), crisis communication has to be considered by 
companies before, during, and after the occurrence of a crisis. Gonzáles-Herrero and 
Pratt’s (1996) Symmetrical Crisis-Communication model deals with all these phases 
and will therefore be used to answer all three questions and thus serves as a 
foundation for this thesis. 
 
Fearn-Banks (2002) states that people handling the public relations in an organization, 
(includes media communication) prior to or during a crisis, need to know why they 
must use various strategies and tactics. They also need to know what strategies are 
successful (ibid). Marsh and Robbins (2004) claim that every situation is unique and 
having a plan in place will provide the framework for strategic communications that 
will help companies protect their reputation during a crisis. Having good relationships 
with the media will also make it easier to work with them when a crisis strikes (ibid). 
 
Gonzáles-Herrero and Pratt’s Symmetrical Crisis Communication Model 
Gonzáles-Herrero and Pratt (1996) present a model crisis communication model that 
is applicable in all the phases of crisis communication that we will study. This model 
shows that planning is the foundation of crisis management and that an organization 
should develop a contingency plan to effectively prepare the organization for an 
imminent crisis. The authors present an integrated model for effective crisis 
communication management presented in an adapted version in figure 2.1. Gonzáles-
Herrero and Pratt (1996) argue that the model is both applicable when facing 
accidental and operational crises as well as when facing crises origin from 
mismanagement. Gonzáles-Herrero and Pratt (1996) state that the Symmetrical Crisis 
Communication Model integrates issues management with crisis management, which 
is usually not viewed as a traditional function of issues management. 
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According to Gonzáles-Herrero and Pratt (1996, p.81), every aspect of the model is 
affected by two assumptions: “(a) every crisis has a life-cycle, which can be 
influenced; and (b) that the best strategy for avoiding a negative media coverage-or its 
recurrence-is to engage in symmetrical, reputation-enhancing, socially responsible 
activities.” Further, Gonzáles-Herrero and Pratt (1996, p. 80) state: “…the practice of 
crisis communication should be viewed as a long-term process rather than a series of 
response patterns that follow some disasters”.  
 
We decided to present an adapted model in order to give the reader an overview of 
what is being used and are of relevance for this thesis. The points presented in our 
adapted version of the model correlates well to our three research questions and will 
thus be explained further in the thesis. The model presents an outline of the crisis 
communication process and points out what a company must consider in certain 
phases of the crisis communication. Further, the model also shows possible outcomes 
of a crisis depending on how an organization approaches crisis communication. The 
following page presents Gonzáles-Herrero and Pratt’s (1996) model, and the 
preceding page will further explain the model more thoroughly.  
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Figure 2.1 Symmetrical Crisis Communications Model  

SOURCE: Adapted from Gonzáles-Herrero & Pratt (1996) 
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In the following section, we will further explain Gonzáles-Herrero and Pratt’s (1996) 
crisis communication model as presented in figure 2.1. According to Gonzáles-
Herrero and Pratt (1996), Planning-Prevention is the starting point of the actual crisis 
management process. This section is linked to our first research question and is 
presented as RQ1 in our adapted version of the authors’ model. In this phase a 
company: 
 

 Sets a proactive policy on the issue. 
 Reanalyzes its links with its multiple constituencies. 
 Prepares general or specific contingency plans. 
 Designates the potential members of the crisis-management team. 
 Identifies the likely company representative who will handle the media 

relations. 
 Selects the room that will serve as the crisis-operations center and equips it 

accordingly. 
 Educates its internal audiences on the crisis procedures that will be followed 

and tests those procedures through simulations and crisis exercises. 
 Determines the message, target, and media outlets that will be used in 

implementing the crisis-communication plan. 
 
According to Gonzáles-Herrero and Pratt (1996), the Crisis step provides implications 
on what a company should consider during the actual presence of the crisis (ibid). 
This stage correlates with our second research question and is presented as RQ2 in our 
adapted version of the authors model. At this stage an organization: 
 

 Designates the definite crisis management team from among those in the 
previous phase. 
 Designates a company representative and trains her or him to handle media 

relations. 
 Improves the crisis plan and integrates news now available to management. 
 Develops communication materials (e.g., the position statement, questions and 

answers), which must be the basis for the rest of the crisis documents and 
materials (e.g., video news releases), as well as for all public communications. 
 Preempts negative publicity and communicates with its constituencies the 

actions being taken to solve the problem. 
 Targets its message to the appropriate audiences, obtains third-party support 

from an expert, and implements an internal communications program. 
 Controls rumor mongering by providing the media with prompt, accurate 

updates. 
 Gets normal work done by assigning backups for individuals assigned to the 

crisis team. 
 

Gonzáles-Herrero and Pratt (1996) state that in the post-crisis phase, the crisis is 
not over yet and the organization must still consider the issue that caused the crisis 
and also pay attention to the media (ibid). This step correlates with our third 
research question and is presented as RQ3 in our adapted version of the authors’ 
model. In this final stage Gonzáles-Herrero and Pratt (1996) suggest that an 
organization continues to: 
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 Pay attention to its publics and express the company concern about, and 
interest in, solving the problems in its entirety.   
 Monitor the issue until its intensity is reduced, in case a sudden change in the 

course of the curve reactivates the issue. 
 Inform the media of its actions. 
 Evaluate how the crises plan, if one existed, worked and how management and 

employees responded to the situation. 
 Incorporate this feedback into the crisis plan, improve it, and prevent future 

crises. 
 Develop long-term symmetrical communication programs to reduce damages 

caused by the crisis. 
 

2.2 Communicating With the Media in a Pre-Crisis Phase 
 
The literature connected to research question one deals with how organizations 
prepare and plan the communication with media if or when a crisis strikes. Besides 
the parts dealing with pre-crisis communication from Gonzáles-Herrero (1996) and 
Pratt’s communication model we will present Ucelli’s crisis communication planning, 
Skoglund and Olsson’s (1995) points on pre-communication planning and Marsh and 
Robbins (2004) pre-crisis communication plan.  
 
As stated in the problem discussion, several authors emphasize the importance of 
crisis communication planning in order for an organization to survive a crisis 
(Gruning, 1992; Johnson & Peppas, 2003). Skoglund and Olsson (1995) further 
mentioned that one of the most common causes that makes crises more severe is the 
absent of a crisis communications plan. Gruning (1992) claims that crisis management 
plans should be managed in cooperation between the public relations department and 
the organizational planning department. Johnson and Peppas (2003) and Gruning 
(1992) further declare that a crisis management plan should be integrated into an 
overall strategic management plan in order to identify and address imminent crisis 
effectively. Furthermore, Johnson and Peppas (2003) emphasize the importance of 
assigning teams of professional experts in order to prepare organizational responses in 
order to minimize the damages of a crisis (ibid). This will also enable the organization 
to promptly respond to an upcoming crisis and thus reduce the damage the crisis 
might cause (ibid).  
 
Strategic Crisis Communications Planning According to Ucelli (2002) 
Ucelli (2002) states that the best way to manage or even avoid a crisis is thorough 
planning for a variety of emergencies. The author states guidelines to follow in order 
to prepare the organization for an imminent crisis (ibid). The following points was 
stated by Ucelli (2002): 
 

 Develop key messages and clearly written communications materials for the 
press. 
 Devise the communications protocol. For example, to whom are 

media/stakeholder calls directed, and how are key executives alerted when a 
crisis strikes? 
 Prioritize media relationships. For example, who are your most important 

press/media that cover your company? Return those calls first. 
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 Seek third-party validation from recognized experts about your company or 
your industry. Establish contact before a crisis with these experts, who might 
be university professors at leading business schools who have studied your 
industry or company, or consultants’ familiar with your company. When a 
crisis strikes, the press will have these experts as an additional “resource” for 
information about your company or industry. 
 Develop a stakeholder strategy. The press is not your only stakeholder – 

employees, customers, investors, outside organizations, among others must all 
be included in your communications plan. 
 Train spokespeople to handle media inquiries and other potentially difficult 

interactions. For example, set up a simulation to replicate a media interview. 
 Create a detailed, step-by-step crisis manual for immediate response to issues 

or crises. It must be readily accessible to all managers, whether they are at 
home, in the office, or traveling. 
 Set up a monitoring and early warning alert system. Having in place an 

advance warning system to interact and act on issues while they are still 
emerging will sometime stop a problem from becoming a crisis. 
 Create a system for responding; a business recovery plan; and procedures to 

communicate with all your audiences- including investors, employees, media 
and consumer activist organization. Assign areas of responsibility and decide 
how to communicate up and down the chain of command.  

 
Building Media Relations According to Skoglund and Olsson (1995) 
To prepare for an eventual crisis, Skoglund and Olsson (1995) declare that companies 
should identify a couple of main news media and some journalists that might be good 
to have contact with. This is not done to get the journalists to write positive articles 
about the company. Instead, this is important in order to provide the journalists with 
knowledge about the company. In a crisis situation, it can be hard to inform all 
journalists due to time limits. Therefore, it is good to have a couple of known 
journalists to focus on (ibid). 
 
Skoglund and Olsson (1995) further state that it is important to be open to the media 
when a company faces crisis. If companies overlook this fact, there is a risk that no 
trust will be established between the company and the media. According to Skoglund 
and Olsson (1995) companies can build relations with the media by: 
 

 Arranging seminars about their business 
 Sending material to journalists and news editorial staff. 
 Continuous contact with the media and provide up to date information about 

the company. 
 Sending out good news about the company to the media. 

 
Marsh and Robbins (2004) Pre-Crisis Communications Plan 
Marsh and Robbins (2004) point out that planning what your organization will do 
before an emergency occurs is important in order to maintain a good reputation of the 
company. Having a good communication plan in advance enables a company to 
proactively communicate the company’s point of view and the positive actions the 
company is taking to handle the crisis (ibid). Marsh and Robbins (2004) further state 
some points that companies should consider when developing a media 
communications plan in a pre-crisis phase. 
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 Create a team and put the details in writing 
 Establish key messages 
 Identify your audiences 
 Select a spokesperson and prepare for the media 

 
Marsh and Robbins (2004) argue that the first point deals with the establishment of a 
team and each team member should have an assignment during a crisis, for example, 
decide who will gather information, communicate with employees, notify families of 
victims, deal with emergency officials, and handle incoming calls. Team members 
should also be able to quickly contact other members at the onset of a crisis and 
maintain communications during the crisis (ibid).  
 
The second point, establishing key messages, handles the negative scenarios that may 
occur (Marsh and Robbins, 2004). These may be accidents, lawsuits, environmental 
disasters or criminal investigations (ibid). In addition, Fearn-Banks (2002) points out 
that some of the most common types of crisis for companies are; bribery, chemical 
spill or leak, kickbacks, mergers and acquisitions, protest, demonstration and sexual 
harassment. 
 
Further, Marsh and Robbins (2004) state that after the team has identified potential 
emergencies, they should try to identify the audience who will receive the company’s 
message and information. Key audiences include employees, partners, customers, 
suppliers, distributors, shareholders, the community where the business is located and 
the communities where the company employees reside. The crisis plan should also 
include up-to-date information about who to notify, including the news media, law 
enforcement and any regulatory bodies that are relevant to the company’s industry. 
(ibid) 
 
The fourth advice from Marsh and Robbins (2004) is to select a spokesperson so he or 
she can prepare for the communication with the media. This person’s job is to make 
official statements, address the media and other relevant community groups. The 
person should be articulate, informed and comfortable speaking to the media. 
Preparations can be made by having role-playing exercises with tough questions. (ibid) 
 
According to Marsh and Robbins (2004), when a company is in the middle of a crisis, 
the first thing a company should do is to inform all the employees. Rumors can often 
start within the company and therefore it is important to keep the employees updated 
with the right and as much information as possible. When communicating with the 
media the company should ensure them that steps have been taken to solve the 
problem and guarantee that it will not happen again. If the information the 
spokesperson has is incomplete he or she should promise to follow the provided 
information up and also do so. If there is any erroneous information the company 
should contact the reporters and editors and give them the correct information (ibid). 
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2.3 Communication with the media during a crisis  
 
As the problem discussion suggested, effective communication with the media during 
the actual crisis is essential in order for an organization to survive a crisis (Skoglund 
& Olsson, 1995). Besides Gonzáles-herrero and Pratt’s communication model we will 
use theories by Ucelli (2002), Zerman (1995) and Williams and Olaniran (2002) to 
investigate how companies communicate with media during a crisis. We found 
several theories from previous researches concerning the crisis communication during 
the actual crisis. This particular phase of crisis communication seem to have been 
emphasized most by previous researchers. However, we believe the selected theories 
will give us a good overall picture and also a more in-depth approach to our second 
research question. The following section provides theories dealing with the media 
communication during the actual crisis.  
 
Crisis Communication When a Crisis Strikes According to Ucelli (2002)  
Ucelli (2002) presents steps for an organization to consider during the actual crisis 
time. The author further declares that an organization should consider the following 
elements when communicating with the media during a crisis: 
 

 The CEO must be front and center. Visibility cannot be delegated. Leadership 
cannot be delegated. The two go together. 
 Respond quickly. The first 24 hours of a crisis is critical. 
 Do not speculate on facts not yet known or knowingly mislead journalists. 
 Do not sugar coat the truth. 
 Speak with one voice. Coordinate the corporation message with all department 

heads and top-level executives in order to unify both internal and external 
communications. 
 Err on the side of “over” communications. It is far better to frequently update 

the media, employees, and post updates on your Web site than allow rumors or 
uncertainty to spread. Treat all inquiries seriously. Be cognizant of media 
deadlines, and staff 24 hours a day if needed. 
 Talk to all the stakeholders, not just the media. Use your case to make your 

case directly. Use the press access that a crisis brings to “make your case”.  
 What you say must reflect what you do. Actions must be consistent with 

words. 
 Use crisis as an opportunity to demonstrate leadership. 
 Plan for tomorrow. By being prepared to handle a crisis effectively and 

communicate clearly, you will be demonstrating leadership that not only 
rallies your stakeholders in an emergency but also gives them confidence you 
can be counted on as a reliable partner in a variety of futures. 

 
Zerman’s (1995) Ten Elements of a Crisis Communication Program 
Zerman (1995) declares that it is essential for an organization to know how to 
communicate the organizations viewpoint during a crisis. Further, Zerman (1995) 
states that it is of great importance that the company spokesperson knows how the 
media operates and also realize the value of cooperation with the media. The author 
further states in order to communicate effectively an organization must emphasize 
communication throughout the year and not only during a crisis (ibid). Additionally 
an organization must be prepared for every possible disaster and communicate 
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effectively when the disaster becomes a fact. In order for an organization to 
communicate successfully with the media during a crisis Zerman (1995) presents ten 
fundamental elements that the crisis communication plan should consist off: 
 

 Assign one spokesperson and one back-up person who can be available to the 
media 24 hours a day. The persons should be in senior positions and known 
both to the employees and to the media.  
 Act promptly when disaster strikes. At all times remain helpful to the media 

and do not play favorites. Instead get the news to all the media and do not give 
exclusives. 
 Permit safe access to the disaster area. You have a job to do and so does the 

media, and it is always better to have them on your side. 
 Do not deny the existence of a crisis when it is obvious that one exists. Silence 

might imply guilt or that you have something to hide. 
 Do not provide specific information about any victims until their families have 

been notified.  
 Do what you can to console the suffering and support the community. 
 If possible, and it is appropriate, set up a properly equipped media centre. 
 Have a plan in place for monitoring the media at a crisis time. 
 Keep employees, customers, suppliers, community leaders and shareholders 

informed of developments as they occur. 
 Say thank you. Be profuse with your thanks to those who have helped or who 

offered their help. 
 
Williams and Olaniran (2002) Crisis Response Strategies 
Williams and Olaniran (2002) presents different strategies on how to approach the 
media during a crisis. These strategies can be applied as a tool to resolve a corporate 
crisis and restore the image and reputation of the organization. The approach 
strategies suggest different choices for the organization on what to communicate to 
the media during a crisis. Williams and Olaniran (2002) state that the different 
approaches are varieties of different degrees of defensiveness and accommodation 
that the company wishes to communicate regarding the crisis. Which one of the 
response strategies an organization should utilize depends on the organization’s 
perceived level of responsibility and by the nature of the crisis. Williams and Olaniran 
(2002) point out the following response strategies available for organizations have 
been brought up in a recent research: 
 

 Attack the Accuser 
 Denial of the Crisis 
 Excuse 
 Justification 
 Ingratiation toward Stakeholders 
 Corrective Action 
 Apology 
 Silence 

 
Attack the Accuser 
According to Williams and Olaniran (2002) attacking the accuser is when the 
organization “confronts the person or group who claims that a crisis exists” (p. 307). 
This is an attempt by the organization to deny the existence of the crisis or separate 
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the crisis from the organization. The authors state that this strategy is most appropriate 
when the crisis is initiated by rumors or when challenging the crisis. Organizations 
might use this strategy in the determination phase of the crisis in order to emphasize 
that they were not guilty. (ibid) 
 
Denial 
Denial of the crisis is fairly similar to the strategy of attacking the accuser in the 
attempt to deny the existence of the crisis or separate it from the organization. This 
strategy might be an appropriate choice when the crisis is caused by a natural disaster 
or by rumors. However, the authors state that a study revealed that this was the least 
appropriate and effective study in order to restore the image of the corporation 
(Williams and Olarinen, 2002). 
 
Ingratiation Toward Stakeholders 
The ingratiation strategy deals with bolstering, transcendence, or praising the involved 
parties. However Williams and Olarinen (2002) state that this strategy “will only be 
successful if the organization already has a strong reputation” (ibid, pp. 301-302). 
 
Excuse 
The excuse strategy emphasizes the message that there was no evil intent, or that the 
damage was minimal, in order to distance the organization from the crisis. This 
strategy tries to minimize the responsibility of the organization by claiming that the 
organization had no control over the event causing the crisis or denying any intention 
to do harm (Williams and Olaniran, 2002). 
 
Justification 
Justification is somewhat similar to the strategy of excuse in its attempt to distance the 
organization from the crisis. The strategy of justification could be appropriate when 
the crisis is caused by malevolence.(Williams and Olaniran, 2002) 
 
Corrective Action 
According to Williams and Olarinen (2002) corrective action is an attempt to make 
corrective changes in order to prevent a similar crisis to happen again. This would be 
the most appropriate response strategy if the crisis has evolved from an accident, but 
can also be appropriate even when the organization is not responsible for the crisis. 
The corrective action strategy was revealed to be the most appropriate and effective 
response strategy in order to restore the image of an organization. It may also be a 
successful strategy when regaining legitimacy in the eye of the stakeholders. (ibid)  
 
Apology 
Williams and Olarinen (2002) state that apology can be either a full or a limited one. 
The authors state, “A limited apology allows the organization to recognize certain 
elements of a crisis while limiting damage from the crisis” (ibid, p.310). This strategy 
lets the organization recognize some aspects of the crisis and also permit to some 
wrongdoing while still denying the responsibility for other aspects of the crisis (ibid). 
A full apology sacrifices those options. However, if misdeed is the cause of a crisis 
the organization should utilize the strategy of full apology. (ibid) 
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Silence 
Still another response strategy towards a crisis is the usage of silence during the crisis. 
According to Williams and Olarinen (2002), organizations are advised to remain 
silent so that any statements made will not harm the organization during in a possible 
lawsuit. However, this strategy is a risky one and instead the authors suggest, “A 
prompt admission of responsibility by an organization with a willingness to undertake 
corrective action can expedite the organization’s effort to rebuild its legitimacy” (ibid, 
p. 306). 
 

2.4 Communication With the Media in a Post-Crisis Phase  
 
As discussed in chapter one, the crisis communication process should proceed even 
after the actual crisis. According to Gonzáles-Herrero and Pratt (1996) every crisis is 
followed by a post-crisis phase when the company tries to regain its previous 
reputation. The existing research of crisis communication has not investigated post-
crisis communication to a very high extent. Thus, we found very few models and 
theories covering the area of post-crisis communication. Therefore, in addition to the 
literature we found, the following section of the thesis will also present previous 
empirical examples of how organizations have handled the media communication in a 
post-crisis phase.  
 
Parsons’ (1996) Post-Crisis Communication Suggestions 
Parsons (1996) states that as soon as the press’ interest in a company crisis is 
diminishing the company should begin to fade away. However he continues to declare 
that the organization should not forget about the crisis when it has passed, instead 
evaluation is needed. The company must examine how well the media contact was 
handled, and what can be improved in the crisis management plan for the future. (ibid) 
 
Brown’s (2003) Conectiv Power Delivery 
Brown (2003) describes how his company Conectiv Power Delivery, handled the 
media communication after facing a storm crisis that affected 40% of the company’s 
one million customers. The author declares that the company took the following 
means in their post-crisis communication: 
 

 Fielded a heavy volume of media calls. 
 Put out daily press releases updating the media on the company’s progress. 
 Communicated customer information through the media. 
 Regularly updated the internal and external websites. 
 Coordinated messaging with the Call Center. 

 
Puchan’s (2001) Empirical Case on Mercedes-Benz 
Another empirical example of how to handle post-crisis communication is Mercedes-
Benz handling of their A-class crisis. Puchan (2001) states that in order to restore their 
reputation and to get back on track Mercedes relied heavily on their strong corporate 
image. The company also made a cleaver media coup after the A-class technical 
problem had been solved. Mercedes-Benz invited the test-drivers who had 
experienced airtime in the A-class scandal for a new test session in Barcelona. “Now I 
really like this car” was one of the headlines that were published after the second test 
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session. Puchan (2002) states that this type of third-party endorsement was very 
helpful for Mercedes-Benz in order to restore their brand reputation. 
 

2.5 Conceptual Framework 
 
In the following section a conceptual framework based on the literature provided 
above will be presented. The theories selected for the conceptual framework were 
based on their ability to serve our purpose and answer the research questions. The 
conceptual framework will serve as a base for our interview guide and for the analysis 
of our collected empirical data. We will present the conceptual framework in such 
way that it will include the theories that support our three research questions. 
According to Miles and Huberman (1994) the meaning of conceptualization is to 
explain, by using graphics or text, the main things that later on will be studied. This 
chapter will end of with a discussion and a graphical outline of how the research 
questions correlate to each other. 
 

2.5.1 Companies’ Media Communication in a Pre-Crisis Phase 
 
The literature dealing with this phase of crisis communication is fairly extensive, 
therefore we have selected models and theories that we believe will answer research 
question one best. The theories for research question one will be based on the points 
dealing with media communication suggested by Ucelli (2002). We believe this 
theory is most appropriate when answering our research question one since Ucelli 
(2002) puts most emphasis on media communication in her crisis communications 
model. Further, we will add some aspects raised by Skoglund and Olsson (1995) as 
well as Gonzáles-Herrero and Pratt (1996) in order to make the conceptual framework 
more comprehensive. Marsh and Robbins (2004) also bring up the importance of 
selecting a media spokesperson. We decided to include Marsh and Robbins (2004) in 
addition to Ucelli’s (2002) points because these authors bring up a more thorough 
discussion about the selection of a media spokesperson. We will only present the 
points from the mentioned authors that are relevant for this study, and thus leave out 
the points irrelevant for the purpose of our thesis. The following section will present 
the theory connected to research question one. 
 
Strategic Crisis Communications Planning (Ucelli, 2002) 
 

 Develop key messages and clearly written communications materials for the 
press. 
 Devise the communications protocol.  
 Prioritize media relationships.  
 Seek third-party validation from recognized experts about your company or 

your industry.  
 Train spokespeople to handle media inquiries. 
  Create a system for responding; a business recovery plan; and procedures to 

communicate with all your audiences- including investors, employees, media 
and consumer activist organization.  
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Point From the Symmetrical Crisis Communications Model by Gonzáles-Herrero and 
Pratt (1996). 

 
 Determine the message, target, and media outlets that will be used in 

implementing the crisis-communication plan. 
 
Building Media Relations (Skoglund & Olsson, 1995) 
 

 Arrange seminars about the business 
 Send material to journalists and news editorial staff. 
 Continuous contact with media and provide up to date information about the 

company. 
 Send out good news about the company to the media. 

 
Points From Marsh and Robbins (2004) Pre-Crisis Communications Plan. 
 

 Identify your audiences 
 Select a spokesperson and prepare for the media 

 

2.5.2 Companies’ Media Communication During a Crisis 
 
The theories posted by Ucelli (2002) and Zerman (1995) will serve as the base 
research question two. The most relevant points mentioned by the above stated 
authors will be presented, and thus the points irrelevant for this thesis will not be 
included in the conceptual framework. In addition we will add the points regarding 
media communication mentioned by Gonzáles-Herrero and Pratt (1996) that make a 
contribution to the conceptual framework in order to make it more comprehensive. 
We will also include all of the eight crisis response strategies, discussed by Williams 
and Olaniran (2002) in the conceptual framework for research question two. These 
points contribute an aspect to research question two that the other authors have not 
brought up.  
 
Crisis Communication When a Crisis Strikes (Ucelli, 2002) 
 

 Respond quickly.  
 Do not speculate on facts not yet known or knowingly mislead journalists. 
 Do not sugar coat the truth. 
 Speak with one voice. Err on the side of “over” communications.  
 Talk to all the stakeholders, not just the media.  

 
Ten Elements of a Crisis Communication Program (Zerman, 1995) 
 

 Spokesperson assignment and back-up. 
 Remain helpful to the media and do not play favorites.  
 Permit safe access to the disaster area.  
 Do not deny the existence of a crisis when it is obvious that one exists.  
 Do not provide specific information about any victims until their families have 

been notified.  
 Do what you can to console the suffering and support the community. 
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 If possible, set up a properly equipped media centre. 
 Have a plan in place for monitoring the media at a crisis time. 
 Keep employees, customers, suppliers, community leaders and shareholders 

informed of developments as they occur. 
 
Gonzáles-Herrero and Pratt´s (1996) Symmetrical Crisis Communications Model 
 

 Develop communication materials.  
 Preempt negative publicity and communicate with the company’s 

constituencies the actions being taken to solve the problem. 
 Target the message to the appropriate audiences, obtain third-party support 

from an expert.  
 Control rumor mongering by providing the media with prompt, accurate 

updates. 
 
Crisis Response Strategies (Williams & Olaniran, 2002) 
 

 Attack the Accuser 
 Denial of the Crisis 
 Excuse 
 Justification 
 Ingratiation toward Stakeholders 
 Corrective Action 
 Apology 
 Silence 

 

2.5.3 Companies’ Media Communication in a Post-Crisis Phase 
 
The theories for research question three will contain the relevant points regarding 
media communication stated by Gonzáles-Herrero and Pratt (1996). Further, we will 
include some relevant points made by Parsons (1996). In order to make the theories 
regarding research question three more thorough we will include the empirical 
examples from the Conectiv Power Delivery and the Mercedes-Benz cases. We 
believe these theories combined with the empirical examples will be relevant in order 
to answer research question three.  
 
Gonzáles-Herrero and Pratt´s (1996) Symmetrical Crisis Communications Model 
 

 Pay attention to the publics and express the company concern about, and 
interest in, solving the problems in its entirety.   
 Inform the media of the actions being taken. 

 
Post-Crisis Communication Suggestions (Parsons, 1996) 
 

 Fade away as soon as the press’ interest in a crisis is diminishing 
 Evaluate how well the media communication was handled during the crisis 
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Empirical Case on Conectiv Power Delivery (Brown, 2003) 
 

 Field a heavy volume of media calls. 
 Put out daily press releases update the media on the company’s progress. 
 Communicate customer information through the media. 
 Regularly update the internal and external websites. 

 
Empirical Case on Mercedes-Benz (Puchan, 2001) 
 

 Third-party endorsement in the media 
 

2.6 Emerged Conceptual Framework 
 
In order to view how our three research questions are related to each other we will 
present a graphical outline in figure 2.2 of our emerged conceptual framework. The 
outline also shows the different phases of the crisis communication process that 
companies go through. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.2 Emerged Conceptual Framework 

SOURCE: Authors’ own Construction 
 
In each box in figure 2.2 we have listed the theories that we have used in order to 
form our conceptual framework. The presented emerged conceptual framework shows 
that companies should communicate with media before, during and after a crisis in 
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order to be successful in handling crisis communication. If this is done it will be 
easier for companies to handle each phase whenever a crisis strikes a company. By 
preparing for a crisis companies can handle the media easier during the actual crisis 
and by continuing the communication after the crisis and evaluating the media 
communication, improvements on the future communication with the media can be 
made. Table.2.1 outlines the theory and the authors for each theory in the conceptual 
framework. 
 

Table 2.1 Theory and author(s) 

Theory Author(s) 
Strategic Communications Planning Ucelli (2002) 

Symmetrical Crisis Communications Model Gonzales-Herrero and Pratt (1996) 

Building Media Relations  Skoglund and Olsson (1995) 

Pre-Crisis Communications Plan  Marsh and Robbins (2004) 

Crisis Communications When a Crisis Strikes Ucelli (2002) 

Ten elements of a Crisis Communications Program Zerman (1995) 

Crisis response Strategies Williams and Olarinan (2002) 

Post-Crisis Communication Suggestions Parson (1996) 

Empirical Case on Conectiv Power Delivery Brown (2003) 

Empirical Case on Mercedes-Benz Puchan (2001) 

SOURCE: Authors’ own Construction 
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3 Methodology 
 

hapter two presented the literature and the conceptual framework that this 
thesis will rely on. This chapter will present and discuss the methodology 

adapted when writing the thesis. At the end of the chapter we will present a graphical 
outline that may serve as a roadmap of how we have conducted the thesis.  
 

3.1 Research Purpose 
 
According to Saunders, Lewis, and Thornhill (2000) the research purpose can be 
classified into exploratory, descriptive, or explanatory studies. Saunders et al (2000, p. 
97) further state that an exploratory research purpose tries to “…clarify your 
understanding of a problem”. Exploratory studies are meaningful if the researcher 
seeks new insight, ask questions, want to assess phenomena in a new light, or want to 
research what is happening (ibid). According to Saunders et al (2002, p. 97), the 
object of descriptive research is “to portray an accurate profile of persons, events or 
situations”. Zikmund (2000) also state that descriptive research seeks answers to who, 
what, when, where, and how questions. This type of research may serve as ether an 
extension or as a forerunner to exploratory studies (ibid). Explanatory studies tries to 
establish relationships between variables and the emphasis is on studying a certain 
situation or a problem (ibid). Saunders et al (2002, p. 98) argue that the different 
research purposes does not exist in isolation and may thus be “mixed and matched” 
when doing research.  
 
This study will mostly be descriptive since it tries to describe the field of companies’ 
media communication before, during, and after a corporate crisis. We will investigate 
two Swedish companies and thus hope to provide a detailed description of how crisis 
communication with the media is handled within these companies. Finally, the study 
will be somewhat exploratory since we are investigating companies post-crisis 
communication, which presently lacks relevant theories. 
 

3.2 Research Approach 
 
According to Wiedersheim-Paul and Eriksson (1997) academic research can be 
approached in different ways. Literature describing academic research make the 
distinctions of either applying a deductive or an inductive approach, and also if the 
study has a qualitative or a quantitative approach. These classifications will be further 
explained in the following section of the thesis. 
 

3.2.1 Deductive Versus Inductive 
 
According to Zikmund (2000) the generation of theory may occur from either a 
deductive approach to research or from an inductive approach to research. Saunders et 
al (2002) state that deductive research refer to the development of theory and the 
designing of a research strategy in order to test the theory. Inductive research on the 

C 
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other hand collects data in order to develop a theory from the data analysis (ibid).  The 
foundation of this thesis is the literature and theories established by previous authors 
within our field of research. From those theories we will develop our own conceptual 
framework that will serve as a base for our data collection. Thus, we are empirically 
testing if the existing theories are accurate, therefore the approach to this research is 
deductive.  
 

3.2.2 Qualitative Versus Quantitative 
 
According to Wiedersheim-Paul and Eriksson (1997), research may be categorized 
into either quantitative or qualitative research. Denscombe (1998) further argues that 
the distinction between quantitative and qualitative relates to the treatment of the data, 
rather than the research method as such. Qualitative research is characterized by its 
effort to not generalize but instead make descriptions of situations as a whole in order 
to get a deeper understanding of the research problem (Holme & Solvang, 1991). 
Qualitative research enables the researcher to collect an abundant amount of 
information from several variables, however from a low number of entities (ibid). 
Quantitative research on the other hand has the characteristics of being measurable 
and presented in the form of number and statistics (Holme & Solvang, 1991). Further, 
quantitative research approaches the research problem from a broad perspective and 
studies few variables on a large number of entities (ibid).  
 
Considering the purpose of the study and the discussion above we believe it will be 
most appropriate to apply a qualitative approach to this research. The thesis will shed 
light upon the research problem from several different angles by studying a number of 
variables of our two selected cases. Therefore, this thesis does not intend to make any 
generalizations but instead hope to gain a deeper understanding of the research 
problem. Further, the purpose of the research does not support measurement in 
numbers or statistics, which further validate the choice of a qualitative research 
approach.  
 

3.3 Research Strategy 
 
The number of different research strategies differs depending on which author within 
the field of methodology you decide to rely on. However according to Yin (2003) a 
researcher can choose from the following strategies when conducting academic 
research: experiments, surveys, case studies, history, and archival analysis. A 
researcher must consider the three following conditions in order to choose the most 
appropriate strategy: 
 

1. The type of research question posed. 
2. The extent of control an investigator has over actual behavioral events. 
3. The degree of focus on contemporary as opposed to historical events. 
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Table 3.1 provides an outline of how the different research strategies relate to each of 
the conditions posted above. 
 

Table 3.1 Relevant Situations for Different Research Strategies 

Strategy Form of Research 
Question? 

Requires Control of 
Behavioral Events? 

Focuses on 
Contemporary 
Events? 

Experiment How, why? Yes Yes 
Survey 

 
Who, what where how 
many, how much? 

No 
 

Yes 

Archival analysis Who, what, where, 
how many, how much?

No Yes/No 

History How, why? No No 
Case study How, why? No Yes 

SOURCE: Yin (2003) 
 
Considering the conditions and table 3.1 above we have decided that  the choice of a 
case study seems most appropriate for this thesis. The research questions we want to 
answer all include the word “how”, we have no control over behavioral events, and 
we will focus on contemporary events. Hence, the choice of a case study meets all the 
criteria mentioned by Yin (2003) for conducting a case study. Zikmund (2000, p. 107) 
further argues that the purpose of a case study is “to obtain information from one or a 
few situations that are similar to the researcher’s problem situation”. In addition, case 
studies are a good strategy for exploring existing theory and also a way for the author 
to challenge existing theory and provide a source of new hypotheses (Saunders et al, 
2002).  
 
Since this study will try to collect extensive and deep data from two empirical cases 
we believe a case study is the most appropriate strategy to apply. Further, we will 
explore existing theory by comparing our empirical data with the theories forming our 
conceptual framework. By studying two companies that recently have been 
conducting crisis communication with the media we will be examining cases that are 
similar to our research problem and this is in coheres with Zikmund (2000) and 
Saunders et al (2002) view of case studies. Yin (2003) argues that studying multiple 
cases provides a better understanding by comparing the cases in a cross case analysis. 
The results for multiple case studies are also considered more robust compared to 
single-case studies (ibid). Therefore, we have chosen to examine two different cases 
in this thesis. 

3.4 Data Collection Method 
 
Yin (2003) argues that there are six main sources for data collection and he defines 
them as: documentation, archival records, interviews, direct observation, participant 
observation, and physical artifacts. Yin (1994, p.91) states that:  “a major strength of 
case study data collection is the opportunity to use many different sources of 
evidence”. This use of multiple sources for studying the same phenomena is called 
triangulation and it aims to make the study more reliable (ibid).  
 



 
METHODOLOGY                              

 26

Yin (2003) argues that interviews are guided two-way conversations where the 
interviewer asks the respondent questions in a fluid rather than a rigid way. Using 
interviews as the main source of data is ideal when in-depth information about 
something is preferred (Holme & Solvang, 1991). With the provided discussion of the 
usage of interviews as a method for data collection we feel that this is the most 
suitable data collection method for this thesis. Since we are only investigating a few 
number of entities and since we want to gain a deeper understanding of the research 
problem this is the most appropriate data collection method for this thesis. 
 
Both Yin (2003) and Denscombe (2000) mention three types of interviews and define 
them as: open-ended, focused, or structured. Focused interviews gives the interviewer 
a chance to control the interview and the topics that are discussed at the same time as 
the respondent is given a chance to speak unreservedly about his thoughts and insights 
of the topic (Denscombe, 2000). Since most of our interview questions are rather 
complex and more thorough explanations are wanted, we believe that a focused 
interview is most appropriate. Further, most of our interview questions are of an open-
end character, which further supports the use of a focused interview. This type of 
interview also gives our respondents a chance to talk freely about the topic and us a 
chance of asking follow up questions when needed. Our interviews followed the 
interview guide provided in Appendix B. 
 
Since our case companies are based far away from Luleå we were not able to conduct 
a face-to-face interview with our respondents, due to lack of time and financial 
resources. Therefore, the most convenient option for this research was to conduct 
telephone interviews with our respondents. The interviews were held the 25th and 26th 
of November 2004 and they each lasted about one hour. 
 
In addition to interviews, documentation was used as a secondary source of data. 
According to Yin (2003) documentation offers advantages due to the fact that it is 
stable because it can be re-examined repeatedly. For this thesis we studied corporate 
web pages, and press releases covering our case companies in order to receive more 
thorough knowledge about our cases. Most background facts about the companies and 
about the particular crises covered in this thesis were received through 
documentations. 
 

3.5 Sample Selection 
 
The sample selection for this thesis was made with consideration of the purpose of 
this study, which is to gain a deeper understanding of how companies communicate 
with the media in a corporate crisis. Due to time and financial limitations we were 
able to investigate two case companies when conduction our research. Miles and 
Huberman (1994) state that a sampling frame, guided by the study’s purpose, research 
question, and conceptual framework is required to make a relevant sample selection. 
Since the topic of this thesis is communication with the media at times of corporate a 
crisis we started our sample selection by considering Swedish companies that have 
been in a crisis that received media attention. We believe that these types of 
companies have the ability to serve the purpose and answer the research questions of 
the thesis in a good manner. Through brainstorming and discussions with our 
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supervisor we began our sampling by examining which Swedish companies have 
recently been in a crisis that received media coverage. 
 
The second step was to search web sites of the companies that were brought up in the 
first stage of the sample selection for further information about their crises and also 
looked for contact information. We took initial contact by e-mail with several public 
limited companies that we found out had been in some kind of crisis during the last 
five years. From those companies we chose to interview the two companies that were 
most eager to cooperate with us: ABB and Skandia. Miles and Huberman (1994) 
argue that investigating contrasting cases can enhance the understanding of one 
single-case. If the findings hold in one setting, and also hold in a comparable setting, 
but do not hold in a contrasting case, the findings are more robust. Therefore, our 
choice of investigating companies of different branches is valid. 
 
Holme and Solvang (1991) state that the researcher should chose to interview 
someone who exist in a relevant position or someone who can contribute with a 
unique perspective to the research. When the initial contact had been established we 
made phone calls in order to get in contact with an appropriate person within the 
company to interview. In order to serve the purpose of this thesis we decided to 
interview someone within the company who was in a higher managerial position 
dealing with media communication. The respondents we wanted to interview must 
also have been actively working with the communication during an actual crisis. In 
order to serve our respondent criteria we decided to interview Anders Sörman, 
information manager of ABB Ludvika, and Gunilla Svensson, press manager at 
Skandia.  
 

3.6 Analysis of Data 
 
Data analysis is the process of examining, categorizing, tabulating, or in some other 
way recombining the collected data (Yin, 2003). Analyzing qualitative data collected 
from interviews intends to make sense of the collected words in order to be able to 
answer the previously stated research question (Miles & Huberman, 1994). This 
process of analyzing can be divided into three different stages: 
 

1. Data Reduction. Selecting, focusing, simplifying, abstracting, and 
transforming the data in order to enable conclusion drawing. 

2. Data Display. Display the reduced data in an organized compressed way in 
order to simplify the conclusion drawing. 

3. Conclusion Drawing/Verification. Decide what things mean, note regularities, 
patterns, explanations, possible configurations, casual flows, and propositions. 
(ibid) 

 
The analysis of the empirical data in this thesis will follow the outline as presented 
above. Hence, chapter four will present our empirical findings in a focused and clear 
way in order to be able to draw some conclusions from our findings later on in the 
thesis. Following the empirical data presentation, provided in chapter four, we will 
perform a within case analysis comparing the empirical data of this thesis to the 
conceptual framework. This is done in order to further reduce the data and present it 
in a more organized manner. The two within case analyses are followed by a cross 
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case analysis comparing our two cases with each other. This will enable us to discover 
similarities, differences, and patterns of our empirical data and thus simplify the 
conclusion drawing in chapter six. Both the within case and the cross case analysis 
will partly be explained in tables in order to describe and present the data more clearly. 
Finally, in chapter six we will draw conclusions and possibly make some implications 
based on the analysis of our data. 
 

3.7 Quality Standards 
 
When writing a thesis it is important to judge the quality of the research (Yin, 2003). 
Yin (2003) further suggests four tests when determining the quality standards of a 
case study research: 
 
 Construct validity: establish correct outfitted measures for the concepts being used. 
 Internal validity: establish a casual relationship, whereby certain conditions are 

shown to lead to other conditions, as distinguished from false relationships.  
 External validity: establish the domain to which a study’s findings can be 

generalized. 
 Reliability: demonstrating that the operations of a study can be repeated with the 

same results.  
 

3.7.1 Validity 
 
The construct validity can be increased by using three tactics; multiple sources of 
evidence, establish a chain of evidence, and to have key informants review the draft of 
the case study report (Yin 2003). In connection to the statement above we have used 
interviews and documentation, made references to all sources used in the thesis. 
Finally, to eliminate possible misunderstandings or interpretations, our supervisor has 
reviewed our draft report repeatedly. Our supervisor also reviewed the interview 
guide and it was also e-mailed to the respondents in advance of the interview. Both 
respondents preferred this in order to get a chance to prepare for the interview.  
 
Yin (2003) states that pattern matching compares an empirical based pattern with a 
predicted one. The internal validity in the thesis has been increased by using the 
analytic tactics of pattern matching, comparing the empirical data with theory. Due to 
the fact that this thesis is mainly descriptive, no further considerations have been 
taken to internal validity. 
 
Zikmund (2000, p. 253) defines external validity as “the ability for an experiment to 
generalize the results to the external environment” According to Yin (2003) External 
validity deals with the issue of knowing whether the findings from a study can be used 
to make generalizations and a single case study is a poor base for making any 
generalizations. Even though this thesis contains two case studies the external validity 
can be considered as fairly low since it is hard to make generalizations by looking at 
only two cases. 
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3.7.2 Reliability 
 
Reliability has to do with whether another researcher will get the same results or not, 
if performing the same investigation at another time (Yin, 2003). Further, Yin (2003) 
states that the goal is to make sure that the errors and bias of the study is being 
minimized.  According to Wiedersheim-Paul and Ericsson (1997) there are numerous 
factors affecting the reliability, for example; the respondent’s lack of knowledge, a 
negative attitude towards the interview, tiredness, or stress.  
 
When collecting our data, we called each company up and told them about the topic 
and purpose of our research and asked to talk to the most suitable person within the 
company. We believe both respondents had very good knowledge within the area of 
our research and were the right people to interview. Neither of the respondents 
seemed stressed and they were very helpful and interested in performing good 
interviews. Yin (2003) states that the use of a tape recorder when conducting an 
interview gives the researcher a chance to interpret the information more accurately. 
According to Denscombe (2000), the use of a tape recorder also gives other 
researchers a chance to easily control the collected data. Two telephone interviews 
were conducted and a tape recorder was used in order to double check the answers 
later. The respondents were informed about the usage of a tape recorder and they had 
no objections. The interview was conducted in Swedish since it is the mother tongue 
of both the respondent and the researchers.  
 
After the interviews were made and the data was compiled we e-mailed the data back 
to the respondents for them to read it through. Since the interview was made in 
Swedish and then translated into English we e-mailed the respondents the compiled 
data in English, which gave them the opportunity to proofread and make sure 
everything was correct. In the case of Skandia, the respondent first wanted a Swedish 
version of the compiled data to proof-read and then the final version in English so she 
could proof-read that one too. This was done to make sure that the information was as 
correct as possible.  
 
On the following page figure 3.1 will present a graphical outline of the methodology 
applied for this. This will provide the reader with a simplified and easy-to-follow 
view of how we have conducted this thesis.  
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3.8 Outline of Methodology 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.1 Outline of Methodology 

SOURCE: Authors’ own Construction 
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4 Empirical Data: Case Studies of ABB and Skandia 
 

he previous chapter outlined the methodology used when conducting this 
research. This chapter will provide the reader with empirical data collected 

from interviews conducted with Anders Sörman, information manager at ABB in 
Ludvika and Gunilla Svensson press manager at Skandia Sweden. Each case will start 
with a company presentation followed by a presentation of the data from the 
interviews in the same order as the research questions were stated. 
 

4.1 Case One: ABB’s Media Communication in a Crisis 
 
ABB, or Asea Brown Boweri Ltd which is the full company name, is a leading 
company within the field of power and automation technologies that enable utility and 
industry customers to improve performance while reducing the environmental impact. 
The ABB group employs about 105 000 people in over 100 countries. In 2003 the 
company reported a $ 767 million loss with revenues ranging up to $18 795 million 
(www.abb.com). ABB Sweden employs about 10 000 people and the biggest national 
subsidiaries are Västerås with about 5000 employees and Ludvika with about 2500 
employees (www.abb.se). 
 
During the winter of 1997 a factory of ABB Ludvika called Västra Högbygget had an 
explosion accident. The explosion blew out several windows from the factory. 
Fortunately, this happened during lunch hours when all employees were having lunch 
in another facility therefore none was injured. The damages on the factory were 
limited and were completely repaired within a week. However, this accident received 
extensive media coverage in the local media. Anders Sörman, who has been the 
information manager of ABB’s Ludvika region since seven years, handled the media 
communication during the explosion crisis in Västra Högbygget. When explaining 
how ABB handled the media communication during the crisis we will in this thesis 
focus on the particular crisis ABB was facing due to the explosion in Västra 
Högbygget. The data regarding ABB’s crisis communication was collected through an 
interview with the information manager of ABB Ludvika, Anders Sörman. 
 

4.1.1 ABB´s Media Communication in a Pre-Crisis Phase 
 
ABB has no general plan of how the company should communicate with the media in 
case of a corporate crisis. Instead, every business unit has their own crisis plan 
depending on the type of business. However, the media communication during a crisis 
is fairly similar across all business units. The guidelines of the crisis plan do not 
describe in detail what to do or how to do it. Instead, the specific actions being taken 
depend on the type of crisis and it is up to the local information manager and the crisis 
team to determine how to approach the media.  

T 
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However, the respondent states the following points that the company tries to consider 
when communicating with the media in case of a company crisis: 
 

 As quickly as possible gain an understanding of the situation by collecting as 
much information as possible as quick as possible. 
 Immediately confirm as much as possible about the situation to the media.   
 Ask to get back to the media when the company has gained further 

information about the crisis. 
 Never speculate on facts. 
 Never confirm names of victims and preferably not gender of the victim either. 

 
ABB does not have a stated policy of how fast the media should be notified in case of 
a crisis. Although, the company has an overall information policy that states that the 
information should be fast, open, and honest. Neither do they have a general policy or 
statement that they provide the press with. Instead, the company tries to answer as 
much as possible of the media’s questions before they have further investigated the 
crisis.  
 
ABB has some guidelines to follow when typing press releases, however the content 
of the press release depends on the specific case. Although, these general guidelines 
are not the most appropriate way to inform the journalists about a certain crisis. 
Instead, the best ways to inform journalists are through phone or with face-to-face 
contact. The usage of a news agency is also a good way of informing journalists about 
a crisis within the company since all the media will be provided with the same 
information at the same time. 
 
ABB regularly sends out press releases about the company in order to keep the media 
updated. This continuous contact is important in order to show the media the 
company’s concern about its work, and also to show that it has good intentions with 
its business. Further, the company has recently made an information videotape about 
the company that the media has been provided with. This was done so that the media 
would have updated pictures and movies to publish whenever they have something to 
write about ABB. The information manager states that locally he keeps contact with 
the media at leas once a week even if nothing unusual has happened within the 
company. The information manager further argues that bad news should all be 
released at one time to the media. However, good news can be spread out and released 
at several different times. 
 
Occasionally ABB has had seminars in order to inform the journalists about their 
business. However, locally ABB is such a dominant employer that the journalists 
already possess a thorough knowledge about the company. All media are considered 
important by ABB, although some media are still prioritized over others. The local 
press is given most consideration since these influence the employees of ABB the 
most. The business press, such as Dagens Industri, and also news agencies are also 
prioritized highly when ABB is informing the press about a crisis. 
 
In the media communication in a pre-crisis phase ABB is at times using third-party 
sources. This is mainly done when they are releasing debate articles about their 
industry. This is done in order to increase the reliability of the article is increased if 
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the company uses some kind of experts to confirm what is being discussed in the 
article. 
 
The most important target audience that ABB hope to reach through their media 
communication is the employees, because if the employees are not satisfied or feel 
uncomfortable there is a chance that the production might halt. Further, the labor 
unions are of great consideration both before and during an actual crisis. This is 
because journalists often turn to the labor union in case of a company crisis and 
therefore it is important to establish and maintain good relationships with the union. If 
ABB listens to the union and regularly inform them about the organization the 
company usually does not have to fear their media statements. 
 
ABB has a general policy stating that in case of a crisis a manager as high up as 
possible in the corporate hierarchy should handle the media communication. However, 
if the crisis is only involving a certain business unit, the manager of that business unit 
should handle the press contact. The company tries to let the same person handle the 
media contact during the entire crisis. On the local subsidiaries, the information 
manager of that subsidiary handles the local media contact in case of a company crisis. 
Because the local communication manager is known by the journalists and they are 
aware of how to get in contact with him twenty-four seven this is the most appropriate 
way to manage the local media communication. In some cases ABB delegates the 
information responsibilities of a crisis to others within the company, for example to 
people involved with important customers. It is important to keep all stakeholders 
informed about the situation and how it might affect their relationship to the company. 
 
The information manager and the others involved in the media communication within 
ABB have all gone through media training. This is sometimes handled internally and 
sometimes external consultants are employed. Occasionally it might be effective to let 
a journalist handle the training in order to get their view of the information process 
and thus increase the quality of the training. 
 
To further improve ABB´s media communication the company arranges annual 
exercises where certain crisis (i. e. bomb threats, outage, fire) situations are practiced. 
These exercises examine how well the organization is prepared to handle a certain 
crisis and what needs to be improved. In order to practice the media communication 
during these exercises actors are hired to act as journalists covering the crisis story 
during the exercise. 
 

4.1.2 ABB´s Media Communication During a Crisis 
 
During the explosion in Västra Högbygget it took about two-three minutes before the 
first journalist contacted Mr. Sörman, who is the information manager of ABB in 
Ludvika. The information manager immediately confirmed to the media everything 
they knew about the accident at that point of time. However, before any further 
information was given to the media the information manager and the production 
manager coordinated what should be said and that the information manager should 
handle all the media communication. ABB emphasize the importance of establishing 
exactly what can be said to the media before the first actual statement is made. All the 
calls received by ABB about the crisis were directed to the information manager. This 
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was considered most appropriate since the local journalists already knew the 
information manager and how to get in contact with him. ABB also believes that it is 
better for the journalists to talk to someone who posses the competence to 
communicate in a simple, understandable manner.   
 
During the crisis in Västra Högbygget ABB prioritized and communicated in first-
hand with the local media. This was done mainly because the affected stakeholders 
get in contact with these media first. These local journalists were also the ones that 
first became aware of the accident and came to the disaster area immediately after the 
occurrence of the accident. The contact was exclusively done with face-to-face 
contact or with telephone contact with the journalists. At the first two days of the 
crisis the media contact was intensive and the information manager communicated 
with about seven journalists the first day and three the following day.  
 
The most important issue to communicate at that early stage of the crisis was to 
inform the media that there were no human beings injured. This statement was 
important both considering the reputation of ABB and also to calm the employees and 
their relatives and also to avoid speculation about the accident. In addition to that the 
information manager stated to the media that the company was investigating what had 
happened and promised that ABB would not let any employees into the building 
before it was completely safe.  
 
ABB did not intentionally keep back any information from the journalists. However, 
because of the severe amount of smoke on the disaster area the company had 
difficulties establishing any details of the accident. Therefore, the information they 
were able to give out was very limited at an early stage of the crisis. No journalists 
were allowed access to the explosion area.  Further, due to the very specific 
circumstances of this accident the company believed that it would be difficult to make 
use of any third-party statements regarding the crisis. In addition, the scope of the 
crisis did not demand any external communication help and for that reason all the 
information provided to the media was controlled by ABB.  
 
ABB believes that it is good to mention that the production is going on as usual, if 
that is the case. The company should also inform the media about what actions have 
been taken to deal with the crisis up top that point. According to ABB it is not 
mandatory to answer the telephone if you know a journalist is calling and the 
company has not decided on what to communicate to the media. It is therefore better, 
in some cases, to take a few minutes and decide on what to say and then call the 
journalist back. 
 
If the company handles the media accurately during a crisis the media may have 
positive effects on the situation. In this case the company was able to communicate 
through the media that there were no injuries, which of course is a positive side to the 
situation. In addition they had the chance to show their concerns about their 
employees and that they were most important to the company, not the production. 
This is good for the company’s policy and for their PR. 
 
The employees were not the only stakeholders that ABB considered when 
communicating with the media during the explosion accident in Västra Högbygget. 
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Other stakeholders that also had to be considered when communicating with the 
media were: customers, shareholders, suppliers, community leaders, and politicians. 
 
During the entire period of the crisis that the company received media exposure, the 
information manager monitored and stored all that was published about the company. 
The information manager reads and files what has been published about the company 
everyday even if they are not currently in a crisis. 
 
Regarding different tactics on how to approach the media communication during a 
crisis ABB believes that attacking the accuser is rarely an appropriate strategy to 
choose. ABB claims that this approach will always harm the relationship to some 
stakeholders. However, if the company is accused of something incorrectly this 
approach might be appropriate. 
 
Denying that a crisis exists is something ABB has never done, and our respondent 
believes this would never work. It is up to the external environment that the 
organization operates in to determine whether or not a company is in a crisis. If the 
crisis exists it is up to the organization to handle it. Using the approach of simply 
excusing what has happened has been used at some times by ABB.  In those cases the 
company took full responsibility and stated that some things had to be dealt with. 
 
Ingratiating or praising stakeholders is also a strategy that ABB has applied when 
communicating with the media. ABB once praised the employees for preventing a 
crisis that could have had economical effects on the company. ABB emphasized their 
competent employees instead of the insufficient machinery in their media 
communication and thus received favorable PR instead of negative publicity in the 
media. 
 
The strategy of communicating corrective actions during a crisis must be used with 
caution. ABB emphasizes the importance of being very careful of promising 
something that cannot be lived up to later. When communicating during a crisis one 
might easily be tempted to say something that may be difficult to implement in 
practice. Therefore it is often better to state that it is too soon to state what can be 
done and ask to get back with further information later. 
 
At ABB silence might be an appropriate strategy at certain times. For example if the 
company has been inaccurately accused of something due to misunderstandings. It 
could damage the company more than it does well if the issue is brought up in the 
media once again. A company should avoid being seen in the media in connection 
with negative words to such a high degree as possible. Instead of bringing up 
inaccurate issues once again it may be better to ignore the whole thing and let it die 
out by itself. 
 

4.1.3 ABB´s Media Communication in a Post-Crisis Phase 
 
ABB does not have an actual plan of how to handle the media in a post-crisis phase. 
However the company tries to follow some guidelines in their post-crisis media 
communication. When the actual crisis has calmed down it is important to not let go 
and forget about the crisis entirely. If that is done it is possible that the crisis will be 
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brought up again in the media and then it is usually more difficult to handle compared 
to the initial crisis. During the explosion in Västra Högbygget ABB faced a second 
stage of the crisis about a week after the explosion. Journalists called the company 
and asked what they had done in order to solve the crisis and if the production was re-
established. ABB is very careful to treat the media properly and continue the 
communication also after the crisis. The company tries to meet the media’s demands 
as fairly as possible until the media has dropped the crisis.  
 
ABB chose to not inform about the explosion crisis on the internal nor the external 
web page. The internal information about the explosion was exclusively handled 
through face-to-face contact with the employees. The reason for not publishing any 
information on the external web page was because ABB does not want to “damage” 
the external webpage with negative information. 
 
Although ABB accurately tries to communicate with the media in a post-crisis stage 
they do strive to reduce the communication as much as possible. It does not make any 
sense to wake up something that has been left behind. If the company over-
communicates with the media when the interest of the actual crisis has died out, there 
is a risk that the media will find a new angle of the crisis and bring it up again. Hence, 
the company communicates about the crisis as long as the media has an interest in it. 
 
ABB deliberately tries to handle all the post-crisis media communication internally 
and thus chooses not to use any third-party sources at this stage of the crisis. ABB 
claims that it is difficult to control what kind of information and ideas the external 
source will reveal. Thus, it could lead to an unnecessary boost of the initial crisis. 
 
The evaluation of how the media communication was handled during a company 
crisis is something that ABB is emphasizing more at present than in the past. However, 
this stage is often over looked by companies in their crisis communication. The 
persons within the company that were involved in the crisis handle the evaluation of 
ABB’s media communication. They discuss how the crisis was handled and what 
improvements could be made in the media communication.  
 
In some cases ABB’s communication with the media could be handled more promptly 
the respondent argues. The number of persons within the company involved in the 
decision of what to communicate to the media could be one explanation to the 
somewhat slow media communication. Sometimes things are deliberated too 
extensively before establishing the company viewpoint of a certain issue, which slows 
things down. 
 

4.2 Case Two: Skandia’s media communication in a crisis 
 
Skandia was founded in Sweden in 1855 and their main business was insurances. As 
early as in the first year, Skandia opened offices in Oslo, Copenhagen, S:t Petersburg, 
Hamburg and Rotterdam. In 1964 the new Skandia concern was presented. The 
concern was a fusion of five different corporate groups that before had been 53 
Swedish insurance companies. Today Skandia has gone from a traditional insurance 
company to an international company active in 20 countries spread out on four 
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continents with insurance, bank savings and long-term fund savings as their main 
business and in 2003 they had 5936 employees in Sweden (www.skandia.se).   
 
It has been called the biggest scandal in the year of 2003 in the trade and industry and 
behind all this is the public limited company Skandia. A handful of people within the 
company bought luxury apartments for themselves and their children and renovated 
them for Millions of SEK, money taken from the company. But a bigger scandal in 
terms of the amount of money involved was Skandia’s two options program. At the 
expense of the stockowners two Billions SEK was shared among almost hundred 
people with leading positions within Skandia. This was due to the fact that the “roof” 
that should limit bonuses had been removed. The scandal led to a lot of media 
attention during the year and three Skandia managers (not within the company 
anymore) got prosecuted (Skandiaskandalen, 2003). 
 
For this thesis we interviewed Gunilla Svensson who is press manager at Skandia on a 
corporate level. Gunilla Svensson’s role is to coordinate and make sure that media 
talks to the employee with the most knowledge with reference to the question. 
 

4.2.1 Skandia’s Media Communication in a Pre-Crisis Phase  
 
If the Swedish society is hit by a major crisis (power failure, financial interference, 
and non-working ATM machines) that indirect or direct affects Skandia, the company 
has an already defined crisis plan to put into effect. Press manager Gunilla Svensson 
is one of the members of the Swedish crisis group. Skandia also has an overall crisis 
group that is put into effect if the crisis is of a bigger character, affecting the whole 
concern. This crisis group contains of people with different backgrounds, for instance 
computer experts, communicators and employees in charge off security and it is the 
security manager within Skandia who designs the crisis group. As one way to prepare 
for crises Skandia has had a one-day drill with other insurance companies, where they 
train for different crisis scenarios so the employees know how to act if a crisis occurs 
in real life.  
 
It is very important for Skandia to be available to media as much as possible. This is 
something that has been important during the last year due to the crises within 
Skandia. If a crisis occurs, Skandia have no pre-written material to hand out to the 
media. This is because it is hard to know what kind of crisis Skandia may be involved 
in. 
 
Skandia states that it is very important to keep the employees informed, making sure 
the internal communication works if a crisis strikes the company. By keeping the 
employees up-to-date with information about the crisis and Skandia’s standpoint in 
the issue it can help the company to move in the same direction. Since Skandia is a 
public limited company it is of interest to them that all necessary stakeholders are 
informed about the crisis. Skandia has also invited journalists to seminars where they 
inform them about the company and their products. 
 
Skandia states that previous experiences have shown that when a company is exposed 
to heavy media attention it is very hard to keep the employees informed with thorough 
information about the situation and what has been said to the media. It is also very 
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hard to keep the media informed with all relevant facts regarding the different 
products Skandia offers when a company is in a crisis. It is first today the media is 
noticing Skandia’s information that their subsidiary company Skandia Liv is a solvent 
company. It was very difficult to get the media interested in Skandia Liv when the 
crisis was in its climax.  
 
Skandia is a public limited company and is therefore obligated to follow certain rules 
including how to communicate with the media. All financial information that may 
affect the Skandia stock should be handed out to stockowners, analyst and the media 
at the same time. Skandia does not have any pre-written material that can be used 
when a crisis occurs. Since Skandia is a public limited company it is important that 
the material (press releases, advertising) they hand out has a clear and correct message 
and that the information is published to the media as soon as possible. If Skandia has 
something interesting to publish they often use press releases. Examples on press 
releases Skandia publishes are information regarding financial reports, news about 
new managers within Skandia or that they have obtained a distinction.  
 
There are no newspapers or TV stations that Skandia feels are more important 
compared to others to keep contact with. Skandia’s policy is to be as available as 
possible to all the media since they know journalists usually have a very tight time 
schedule. 
 
Skandia tries to handle all public relations themselves and has not used any third-party 
sources to manage this. Although, Skandia’s subsidiary company Skandia Liv has 
worked with an external public relations agency for almost a year now helping them 
with information to their customers. 
 
The employees working with communication have all gone through some media 
training. It is important for these people to understand the role of the journalists and 
how they work but it is also important to understand how much information and what 
kind of information they can hand out depending on their role within the company. 
 

4.2.2 Skandia’s Media Communication During a Crisis 
 
The crisis that hit Skandia in 2003 came gradually and reached its climax in 
November and December the same year. At this time it was hard for Skandia to give 
the journalists the in-depth information they wanted. This was due to the heavy media 
attention the crisis got and also because Skandia did not have enough time to form an 
own opinion regarding the questions from the media. Skandia did not intentionally try 
to hold back information. What Skandia did was to immediately deal with the crisis 
by looking at what had happened and how they were going to deal with it. However, 
before Skandia made any comments to the media they made sure they had a clear 
standpoint in the matter and informed the employees about the situation. 
 
During the crisis it was the press manager Gunilla Svensson and the former manager 
of communication Odd Eiken who was responsible for the media communication. 
Odd Eiken made most of the press conferences and statements during the crisis. But if 
a person had more experience and knowledge about a certain question that person 
could be delegated the responsibility to answer that question.  
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During the crisis their everyday duties were to answer questions from media and when 
it was necessary arrange press conferences and publish press releases. Even though 
there was heavy media interest, Skandia did not use any external experts during the 
crisis since they believed they could manage it all by themselves internally. Media 
knew that it was Gunilla Svensson and Odd Eiken that were the ones to contact within 
the company. Skandia also monitored what media wrote about them during the crisis. 
 
Skandia used different “tools” to be able to reach out and inform their customers and 
other interest parties about the company. This could be letters or advertisements in 
customer magazines informing them about the crisis and the products they had to 
offer. For Skandia it was really important to explain to the media and to the customers 
that actions were taken to manage these scandals and that Skandia did not try to 
defend what had happened.  
 
Skandia used two main strategies to manage the crisis and informing the media. 
Firstly Skandia made it clear what actions they were taking (corrective action) 
regarding the renovations and the options program. Secondly Skandia also dissociated 
themselves from the renovations and the options program showing that the company 
did not tolerate it. After the strategies were pinpointed Skandia informed their 
employees about the whole situation and how Skandia wanted to act before giving out 
any information to the media.  
 
The press manager said that she was, during the entire crisis treated with respect in 
her role as press manager. All this made it easier for her to respect the journalists’ role 
and her own work. 
 

4.2.3 Skandia’s Media Communication in a Post-Crisis Phase 
 
Today, when the crisis has calmed down, Skandia’s external communication is mostly 
linked to the different reports Skandia gives out. Skandia is now working hard on 
becoming a “normal” company again.  They want to show their publics that it is 
through hard work they are going to get “back on track” and out of the crisis. By 
taking these steps towards being a “normal” company, Skandia is getting more and 
more questions from the media about their products and offers and fewer questions 
about the actual crisis and the legal consequences of the crisis. 
 
Today Skandia is working hard with product development, steps on taking back lost 
market share and developing clear and easy-to-understand offers to their customers. 
By making sure these steps get out to media and other interest parties Skandia hopes 
to bring attention to the all the positive matters Skandia has to offer. Today Skandia 
has advertisement in both newspapers and TV showing that steps are being taken in 
order to become a better company. On Skandia’s homepage they have published 
information about the crisis and that Skandia wants to regain their trust from their 
customers, employees and the society. They have also established a code of conduct 
on how they should act towards their stakeholders (www.skandia.se). 
 
Skandia does not intentionally cut down on their communication with the media in the 
post-crisis phase, instead they try to work pro-actively by showing the good products 
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they can offer. Further, Skandia receives less publicity due to the fact that the crisis in 
Skandia is not of the same interest as it was six months ago. Skandia have not used 
any third-party endorsers since they believe they can handle it all by themselves. 
 
Skandia has not evaluated how the media communication during the crisis has been 
handled but it is not impossible that an evaluation will be conducted in a near future. 
The reason for not conducting any evaluation so far is because it may be easier to 
evaluate your own work if you give it all some time and distance. Skandia feels that 
they have a good relationship with the media but there can always be improvements in 
the media communication. 
 
Finally, to be able to move on and leave a crisis like the one Skandia has been in it is 
important that all employees in Skandia are updated with information about the crisis 
and how Skandia’s plan on handle the crisis is coming along. This internal 
information is very important and can be much harder to control and handle then the 
external communication. 
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5 Data Analysis 
 

n chapter four the empirical data from the two studied companies was presented. 
This chapter will present an analysis of the findings from the two cases. According 

to Miles and Huberman (1994), analysis of qualitative data may be organized into 
three stages: data reduction, data display, and conclusion drawing/verification. This 
chapter will start of with a within case analysis that enables us to compare each case 
against the theory brought up in the conceptual framework in order to reduce our 
collected data. We will then present a cross case analysis comparing the two cases 
against each other in order to further display the data in a more clear way that 
simplifies our conclusion drawing in chapter six.  
 

5.1 Within Case Analysis of ABB 
 
The following section of the thesis begins with comparing the theories outlined in the 
conceptual framework presented in chapter three with the empirical data gathered in 
case one. Consequently, we will examine any possible correspondence or differences 
between previous literature within this field of research and our empirical findings 
from investigating ABB. Each research question will be presented separately and 
followed by a graphical outline of what has been discussed. This will give a more 
clear illustration of how well the empirical findings of the ABB case match with 
theory. 
 

5.1.1 ABB’s Media Communication in a Pre-Crisis Phase 
 
ABB has no specific media communications plan, but instead they have one crisis 
plan for every business unit. These plans consist of some guidelines that explain how 
the company should act towards the media in case of a crisis. It also states what kind 
of information the company should strive to communicate to the press and what 
should not be communicated. This plan is similar to Ucelli’s (2002) argument that 
businesses should devise a communications protocol and create a system for 
responding, in other words a business recovery plan, that the company can follow in 
case of an imminent crisis. Ucelli (2002) further states that a plan like that should 
prepare the organization for the communication with all its audiences.  
 
ABB does not have a general policy or statement developed in advance that they 
provide the press with in case of a crisis. Instead of having a pre-determined message, 
the company has some guidelines to follow when constructing press releases. This 
correlate somewhat with Ucelli (2002) who state that companies should develop 
written communications materials that can be provided to the press. However, both 
Ucelli (2002) and Gonzáles-Herrero and Pratt (1996) state that a company should 
have pre-established key message that can be provided instantly to the press, which 
was not the case of ABB. 
 
ABB keeps regular contact with the press and tries to keep them informed and 
updated at all times in order to nourish the media relationships. The information 
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manager is in contact with the local media at least once a week even if nothing 
particular has happened. Further, ABB recently has made an information tape about 
the company that has been released to the broadcasting media. This was done in order 
to inform them about ABB’s business and also so the media has some updated 
pictures about ABB to broadcast whenever they have something about the business to 
report about. The information manager argues that it is good to spread out the good 
news about the company and not release them all at once. However, it is best to 
release all bad news at the same time. Skoglund and Olsson (1995) also emphasize the 
importance of keeping continuous contact with the media when the business is going 
on as usual. The authors also discuss the importance of keeping the media updated, 
especially with good news, and also to provide the media with press material about 
the company (ibid).  
 
All media are considered important by ABB, however the local press is prioritized 
first, followed by the business press and news agencies, which are also considered as 
very important media outlets. Both Ucelli (2002) and Gonzáles-Herrero and Pratt 
(1996) state that a company should determine which media to communicate with in 
case of a crisis. Ucelli (2002) further argues that a company also has to prioritize 
between the media in order to respond to the most important media first which is in 
coheres with how ABB is doing it.  
 
Further, ABB is using third-party sources in the media communication in a pre-crisis 
phase in some cases. It is mainly done when the reliability of a debate article needs to 
be increased or in order to confirm what is being discussed in the media. This 
correlate with Ucelli (2002) who state that companies should seek third-party 
validation from experts about you company or industry in the media communication 
in a pre-crisis phase. The author states that this gives the media an additional resource 
for information about your company or the industry (ibid). 
 
Occasionally ABB has arranged seminars in order to inform the media about the 
company. However since most journalists are very aware of the company this is most 
often not necessary. Skoglund and Olsson (1995) state that companies should inform 
the media about their business as a way of nurturing the company-media relationship 
in non-crisis times. According to the authors this is a good means for establishing trust 
between the company and the media. (ibid) 
 
The most important stakeholders that ABB considers when communicating with the 
media in a pre-crisis phase are the company’s own employees. Also the labor unions 
are considered as highly important stakeholders that need to be focused on in the 
media communication. According to ABB all stakeholders that have some kind of 
interest in the company must be considered when communicating with the media. 
Several authors within the field of crisis communication also bring up the importance 
of identifying and selecting the target audiences. Ucelli (2002) argues that a company 
must have a plan of how to communicate with all its audiences in case of an imminent 
crisis. Further, both Gonzáles-Herrero and Pratt (1996) and Marsh and Robbins 
(2004), state that any crisis communication plan should identify the most important 
target audiences that the company intends to communicate with through the media in 
case of a crisis. 
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ABB has a general policy that in case of a company crisis the media communication 
should be handled by a manager as high up in the company hierarchy as possible. 
However, if a crisis is only involving a certain business unit, the manager of that 
business unit might handle the media communication. The local communications 
manager, who in turn might delegate some information responsibilities to other parties 
within the organization, always handles the local media contact. This pre-
establishment of spokespersons correlate with Marsh and Robbins’ (2004) discussion 
that a company must select a spokesperson that should handle the media contact in 
case of a crisis. However, ABB has several potential media communicators, 
depending on the characteristics of the crisis, this was not considered by previous 
researchers within this field of study. 
 
The information manager and all others within the company that are dealing with 
media communication has gone through media training and preparation in order to be 
able to handle the media in case of a company crisis. Ucelli (2002) and Marsh and 
Robbins (2004) also discuss the importance of training and preparing the company 
spokespersons to handle the media communications.  
 
As a way of preparing and training the media spokespersons, ABB annually arranges 
exercises where certain crisis situations are practiced. These exercises reveals how 
well the organization is prepared to meet certain crisis and also what needs to be 
changed to further improve the crisis plan. ABB further argues that it might be 
effective to hire journalists to handle the media training within the company in order 
to observe their view of media communication. Ucelli (2002) and Marsh and Robbins 
(2004) discuss the importance of media training and mentions that a company could 
simulate a media interview in order to prepare the company spokesperson for the 
media contact. However the type of comprehensive crisis exercises that ABB applies 
were not mentioned in the literature forming the conceptual framework.  
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Table 5.1 Within case Analysis of ABB: Media Communication in a Pre-Crisis Phase 

Theoretical Framework Empirical 
Match Additional Findings 

Develop a communications plan/protocol; a system 
for responding YES ABB has some general 

guidelines 

Develop key messages NO  

Develop written communications materials for the 
press PARTIAL ABB has guidelines for 

constructing press releases 

Continuous contact with the media YES 
Sent out a company 
information tape to the 
media 

Send out good news about the company to the media YES  

Prioritize media relationships  YES Local media 

Seek third-party validation  YES  

Identify your target audiences  YES Employees 

Select and train spokespersons who will handle the 
media relations YES Annual crisis exercises 

Arrange seminars about their business PARTIAL Has been done occasionally

SOURCE: Authors’ own construction 
 

5.1.2 ABB’s Media Communication During a Crisis 
 
During the Västra Högbygget crisis it took about two–three minutes before the first 
journalist contacted ABB and they had to confirm the existence of the crisis. However, 
our respondent further argues that it is not always necessary to immediately answer 
the phone a journalist calling, instead it might be better to call the journalist up after a 
few minutes when establishing what to communicate to the media. The fast media 
response by ABB correlates to Ucelli’s (2002) argument that a company should 
respond quickly to the media whenever a crisis occurs. The fact that the information 
manager, who was in charge of the media communication during that crisis, 
immediately confirmed that an explosion had taken place is in cohere with Zerman’s 
(1995) discussion that a company should never deny the existence of a crisis.  
    
Before the first statement about the details and circumstances about the explosion was 
made the communication manager and the production manager coordinated what 
should be communicated to the media, and also established that all media contact 
should be handled by the communications manager. The information manager 
emphasizes the importance of examining what has happened and establishing what 
should be said before the first media statement is made. The decision to establish the 
company statement and leave all media contact to the communications manager 
correlate well with the statement made by Ucelli (2002) that a company should speak 
with one voice during the crisis. Zerman (1995) also brought up the importance of 
assigning a spokesperson during the crisis. However the author also states that a 
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company should assign a back-up communicator, which was not the case with ABB 
(Ibid). ABB’s handling of the crisis also correlate with the discussion by Ucelli (2002) 
that a company should never speculate on facts when communicating to the media 
about what has happened.  
 
During the explosion in Västra Högbygget ABB prioritized the communication with 
the local media, mainly because of the effect these media has on the local stakeholders 
and also because these media were the first ones to discover the crisis. However, the 
company allowed no access for any journalists into the explosion area. This is in 
contrast to Zerman’s (1995) discussion that a company should not play favorites 
among the media, but instead remain equally helpful to all the media. Zerman (1995) 
further states that a company should permit safe access for journalists to the disaster 
area. This is contrary to what ABB did during the explosion crisis in Västra 
Högbygget. 
 
Further, ABB kept continuous contact with the media during the most intense period 
of the crisis through face-to-face contact or via telephone. ABB believes these 
methods plus using a news agency are the most effective ways to inform journalists 
about a company crisis. The first two days of the crisis needed most media contact 
and after that the media communication slowed down for about a week. According to 
Gonzáles-Herrero and Pratt (1996) a company should provide the media with prompt 
and accurate updates about the crisis. Zerman (1995) further stated that a company 
should set up a media centre for handling the press, neither this was done by ABB.  
 
The media is monitored and filed by the information manager at all times, regardless 
if the company is in a crisis or not. There was no exception to this procedure during 
the explosion crisis in Västra Högbygget. This correlate to Zerman’s (1995) statement 
that a company should have a plan for monitoring the media during a crisis. ABB 
takes this one step further and monitors the media at all times and not just during a 
crisis. 
 
The company informed what they knew about the crisis so far and that they would not 
let any employees in to the explosion area before they had completed the investigation 
of the situation. It was important for ABB to show their concern about their 
employees and they emphasized that no human beings were injured during the 
accident. Gonzáles-Herrero and Pratt (1996) state the importance of communicating 
the actions being taken which also was done by ABB. According to Zerman (1995) a 
company should also do its best to console the suffering and the community, which 
also is in coheres with what ABB did during the explosion crisis.  
 
ABB did not use any support from third-party sources during the media 
communication about the explosion. This decision was made due to the specific 
circumstances of the crisis. However, according to Gonzáles-Herrero and Pratt (1996) 
a company should obtain third-party support in the media communication during the 
actual crisis in order to increase validity in their media statements. 
 
ABB considered not only the employees but also several other stakeholders in the 
media communication during the crisis. The company also had publics such as 
customers, shareholders, suppliers, community leaders, and politicians in mind when 
communicating about the crisis. This correlate to several authors’ statements that a 
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company must inform and talk to all shareholders when informing about a crisis 
(Gonzáles-Herrero & Pratt, 1996; Zerman, 1995; Ucelli, 2002). 
 
In the crisis referred to in this case there were fortunately no injuries. However, the 
company has a policy that declares that if there are any victims the names and gender 
of the victims should not be revealed to the media. Zerman (1995) also emphasize the 
importance of never providing specific information about victims, at least not until 
their families have been notified. 
 
Additional points suggested by the information manager but not brought up in theory 
is the advantage of mentioning to the media that the production is going on as usual, if 
that is the case. Further, although not used in the explosion crisis, the usage of a news 
agency to release information to the media can be a good strategy. By doing this all 
the media are provided with the same kind of information at the same time. Neither 
this was mentioned in the previous literature within this field of research. 
 
Table 5.2 Within case Analysis of ABB: Media Communication During a Crisis  

Theoretical Framework Empirical 
Match Additional Findings 

Respond quickly YES  

Do not deny the existence of a crisis YES  

Do not speculate on facts or knowingly mislead 
journalists YES  

Speak with one voice YES  

Spokesperson assignment and back-up PARTIAL No back-up was assigned  

Do not play favorites with the media NO Local media was prioritized

Permit safe access to the disaster area NO Not possible due to the 
circumstances 

Do what you can to console the suffering and support 
the community YES  

Have a plan in place for monitoring the media at a 
crisis time YES Done on an everyday basis 

Keep all stakeholders informed of developments as 
they occur YES  

Provide media and other stakeholders with prompt, 
accurate updates of the crisis and what is being done 
to solve it 

YES  

Obtain third-party support from an expert NO  

SUORCE: Authors’ own construction 
 
Crisis Response Strategies 
The tactic on how to approach the media during the explosion accident in Västra 
Högbygget can be seen as a mixture between the two approaches of corrective action 
and ingratiation towards stakeholder. ABB communicated what had been done in 
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order to solve the crisis and investigated what had gone wrong. Further the company 
also promoted their concern about their employees and emphasized that no one was 
injured. According to Williams and Olaniran (2002) corrective action is about making 
changes in order to prevent a similar disaster in the future. Ingratiation toward 
stakeholder is about showing the company concern about the employees and other 
stakeholders (ibid).   
 
None of the other mentioned response strategies were applied during the explosion 
crisis however the information manager stated that they could be applied in other 
crisis situations. Although, he argues that denying the existence of a crisis should 
never be done. However, this was mentioned by Williams and Olaniran (2002) as one 
strategy to approach a crisis.  
 
Table 5.3 Within case Analysis of ABB: Crisis Response Strategies 

Theoretical Framework Empirical 
Match Additional Findings 

Attack the Accuser PARTIAL Could be applied  

Denial of the Crisis NO  

Excuse PARTIAL Could be applied 

Justification PARTIAL Could be applied 

Ingratiation toward Stakeholders YES  

Corrective Action YES  

Apology PARTIAL Could be applied 

Silence PARTIAL Could be applied 

Other Strategy NO  

SOURCE: Authors’ own Construction 
 

5.1.3 ABB’s Media Communication in a Post-Crisis Phase 
 

ABB does not have an outlined plan of how to handle the media communication after 
the actual crisis, but instead follows some guidelines. The information manager states 
that it is important to not forget about the crisis too quickly. Instead the company 
should continue the communication and treat the media properly also in the post-crisis 
stage. About a week after the explosion in Västra Högbygget ABB informed the 
media about what had been done in order to solve the problem and to prevent from 
such a thing to happen again. Previous research has not brought up the importance of 
emphasizing media relationships in a post-crisis phase. However, Gonzáles-Herrero 
and Pratt (1996) bring up a discussion that companies should inform the media about 
what actions had been taken. Further, the authors also state that a company should 
show its concern in solving the crisis (ibid). 
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Although ABB tries to continue the media contact they do strive to reduce the media 
communication after the actual crisis. There is no point in reminding the media about 
something that has been left behind. This is also something that Parson (1996) brings 
up and state that a company should fade away as soon as the press’ interest in a crisis 
is diminishing.  
 
The company did not inform anything about the crisis or what had been done in order 
to solve it on neither the internal homepage nor the external homepage. This was done 
because the company did not want to damage the external webpage with negative 
information. All internal information was done through face-to-face contact with the 
employees. Also the media contact in the post-crisis stage was handled through face-
to-face or telephone contact. This is in contrast to what the Conectiv Power Delvery 
did when handling their crisis (Brown, 2003). As one means to communicate how the 
company had solved the crisis they regularly updated both the internal and the 
external websites (ibid). 
 
The usage of third-party sources in the post-crisis stage is not something ABB relies 
on. Due to the lack of control over what the third-party source might communicate it 
could lead to a boost of the initial crisis. However, this was a tactic applied by 
Mercedes-Benz during the post-crisis communication of the A-class crisis (Puchan, 
2001).  
 
The persons within ABB that were involved in the media communication do the 
evaluation of the crisis communication. They discuss how the communication was 
handled and what could be improved. Parson (1996) discusses the importance of 
evaluating the media communication during a crisis. The author argues that this is an 
essential part of crisis communication in order to facilitate future improvements (ibid).   
 

Table 5.4 Within case Analysis of ABB: Media Communication in a Post-Crisis Phase   

Theoretical Framework Empirical 
Match Additional Findings 

Express company concern in solving the crisis YES  

Inform the media of the action being taken and the 
company’s progress YES  

Fade away as soon as the press’ interest in a crisis is 
diminishing YES  

Field a heavy volume of media calls NO  

Communicate customer information through the 
media NO  

Regularly update the internal and external websites NO  

Third-party endorsement in the media NO  

Evaluate the crisis communication with the media YES All involved employees 
participated 

SOURCE: Authors’ own Construction 
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5.2 Within Case Analysis of Skandia 
 
In this section we will continue comparing the theories from the conceptual 
framework with the empirical data from Skandia. Each research question will be 
presented separately and followed by a graphical outline of what has been discussed. 
This will give a more clear illustration of how well the empirical findings of Skandia 
matches the theory. 
 

5.2.1 Skandia’s Media Communication in a Pre-Crisis Phase 
 
If there is a crisis in the Swedish society that indirect or direct affects Skandia, they 
have a defined crisis plan to take help of. Gunilla Svensson, press manager at Skandia, 
is a part of this group and handles the external and internal information. If there is a 
crisis that is of a bigger character that affects the whole Skandia concern, then 
Skandia has another crisis group containing employees of different backgrounds, for 
example computer experts, communicators, and people in charge of the security. 
Skandia has had a one-day drill with other companies within the insurance and 
banking business where they trained on how to act in different crisis scenarios. This 
correlates well with what Ucelli (2002) states. Ucelli (2002) claims that the best way 
to handle or avoid a crisis is to plan for different emergencies by establishing key 
messages. One should also devise a communication plan and create a system for 
responding, for example who will handle the media, and make sure the journalists get 
in touch with the right people within the company. 
 
Skandia does not have any pre-written material to hand out to the media if a crisis 
occur and this is because it is hard to know what kind of crisis Skandia may be 
involved in. The best way to prepare for a crisis is to make sure Skandia is available 
to the media and to their own employees so both can be informed and up-dated about 
the crisis. This does not correlate so well with theory. According to Ucelli (2002) and 
Gonzáles-Herrero and Pratt (1996) companies should develop written communication 
materials and key messages, which can be given out to the press when a crisis strikes 
a company.  
 
Skandia is a public limited company and are therefore obligated to follow certain rules 
when it comes to communicating with the media. All financial information that can 
affect Skandia’s stock must be given out to stockowners, analyst, the media and other 
interest parties at the same time. The information Skandia gives out to the media and 
other interest parties can be press releases, where Skandia announces that they have 
received a distinction, information about a new manager within the company, 
advertisement about their products or other news Skandia believes are interesting to 
publish. Skandia also gives out information to the media in connection to their 
financial reports. This correlates well with the theory by Skoglund and Olsson (1995). 
The authors emphasize the importance of keeping continues contact with the media all 
the time and not only when business is bad (ibid). Further Skoglund and Olsson 
(1995) claim that companies can build relationships with the media by providing 
journalists with material and news about the company, especially good news.  
 
There are no news agencies, TV stations or other media outlets that Skandia consider 
to be of more importance then others to have contact with. Skandia says that they try 
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to be as available as possible to all media and tries to answer all questions from the 
media since they know journalists have deadlines to follow. This is somewhat 
different to what both Ucelli (2002) and Gonzáles-Herrero and Pratt (1996) point out. 
The authors claim that companies should determine which media to communicate 
with in case of a crisis (ibid). Further Ucelli (2002) states that companies should also 
prioritize a couple of media in order to they can respond to the most important media. 
 
Skandia does not use any third-party sources when writing press releases or articles, 
since they believe they have enough knowledge and experience to manage this by 
their own. This does not correlate with the theory by Ucelli (2002) who states that 
companies should try to seek third-party validations from external experts about the 
company or the industry. Ucelli (2002) further points out that companies should try to 
establish contact with an expert before a crisis occurs so when a crisis strikes the press 
will have these experts as an additional resource for information about the company.  
 
Skandia states that it is very important to keep the employees informed and make sure 
the internal communication works if a crisis strikes the company. Skandia motivates 
this by saying that keeping the employees up-to-date with information about the crisis 
and Skandia’s standpoint in the issue can help the company to strive in the same 
direction. Since Skandia is a public limited company it is of interest to them that all 
necessary stakeholders are informed about the crisis. This correlates with what Ucelli 
(2002) who argues that companies must have a plan of how to communicate with its 
audience if a crisis occurs. Gonzáles-Herrero and Pratt (1996) and Marsh and Robbins 
(2004) all state that a crisis communication plan should contain information about the 
most important target audiences that the company intends to notify and communicate 
with if a crisis occurs.  
 
Skandia also arrange seminars occasionally in order to inform journalists about 
Skandia and their products. This correlates with Skoglund and Olsson (1995) who 
state that companies should inform the media about their business in order to 
nurturing the company-media relationship in non-crisis times. According to the 
authors this is a good means for establishing trust between the company and the media 
(ibid). 
 
Skandia does not have only one person in charge of all media communications instead 
Gunilla Svensson’s role as press manager is to coordinate and make sure that the 
media can get in touch with the employee who are most suited and have most 
knowledge in reference to the stated questions. Hence, Skandia has several potential 
communicators, depending on the character of the crisis. This correlate quite well 
with Marsh and Robbins’ (2004) who state that companies must select a spokesperson 
responsible of the media contact in case of a crisis. 
 
The employees who work in connection with media communication in Skandia have 
all had some kind of internal communication and media training. It is important to 
understand how to handle the media, the role of the journalist and what kind of 
information and how much information that can be handed out depending on the 
position of the employee. Marsh and Robbins (2004) also point out that companies 
should train spokespeople to handle the media inquiries and other difficult interactions 
that may occur. Marsh and Robbins (2004) and Ucelli (2002) all suggest that 
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companies can prepare and train the spokespeople by replicating media interview 
exercises with tough questions. 
 

Table 5.5 Within case Analysis of Skandia: Media Communication in a Pre-Crisis Phase 

Theoretical Framework  Empirical 
Match Additional Findings 

Develop a communications plan/protocol; a system 
for responding YES   

Develop key messages NO  

Develop written communications materials for the 
press NO  

Continuous contact with the media YES  

Send out good news about the company to the media YES 

Since Skandia is a public 
limited company the may 
also have to publish 
financial news that are not 
seen as good news. 

Prioritize media relationships  NO  

Seek third-party validation  NO  

Identify your target audiences  YES  

Select and train spokespersons who will handle the 
media relations YES  

Arrange seminars about their business YES  

SOURCE: Author’s own construction 
 

5.2.2 Skandia’s Media Communication During a Crisis 
 
During the crisis in 2003 it was the press manager Gunilla Svensson and the former 
manager of communication Odd Eiken who were responsible for the media 
communication. When the crisis struck Skandia an important issue was to 
immediately gathered information about the crisis and plan on how to deal with it so a 
statement could be made. Skandia did not have any intention to deny the existence of 
the crisis. This correlates with Zerman’s (1995) statement that companies should not 
deny the existence of a crisis when it is obvious that one exists. Ucelli (2002) further 
states that companies should respond quickly if a crisis occurs and the first 24 hours 
are crucial. Skandia tried to respond as quickly as possible but it was important for 
them to have a clear standpoint in the matter before making any statements.  
 
Before Skandia made any comments to the media they made sure they had a clear 
standpoint in the matter and informed the employees about this. Skandia had two 
persons that were in charge of the media communication and these two both had high 
positions within the company and were known to both the employees and the media. 
This correlates with Ucelli’s (2002) statements that companies should speak with one 
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voice, coordinate the corporate message with all departments in order to unify both 
internal and external communications. Additionally companies should never speculate 
on facts when communicating with the media (ibid). Zerman (1995) points out that 
companies should also assign a back-up person who can be available to the media and 
this person should have a senior position and be know both by the employees and the 
company.  
 
During the crisis Skandia’s everyday duties was to answer questions from the media, 
arrange press conferences (if necessary), publish press releases and keeping the 
employees and media updated on the situation. Skandia also monitored what media 
wrote about them and this is something Skandia does continuously and not only in a 
crisis situation. This correlates with theory from Zerman (1995) who states that 
companies should frequently update the media, employees, customers and other 
interest parties. Zerman’s (1995) also state that a company should have a plan for 
monitoring the media during a crisis. Skandia takes this a step further and tries to 
monitor the media at all times. 
 
Even if the crisis got a lot of media attention and the pressure from media was high, 
Skandia did not use any third-party validations since they believed they could manage 
it internally. This does not correlate with the theory from Gonzáles-Herrero and Pratt 
(1996). They claim that companies should obtain third-party support from an expert in 
order to increase the validity in statements (ibid).  
 
To be able to reach out to and inform the media and other interest parties, Skandia 
used different “tools”. These “tools” were letters or advertisement in customer 
magazines where Skandia informed them about the crisis and also about their 
products. It was important for Skandia to explain to media and their customers that 
actions were taken to handle the scandal and that Skandia did not try to defend 
anything. This is similar to what Zerman’s (1995) statement that companies should 
keep customers, suppliers, community leaders and shareholders informed of how the 
crisis is developing. 
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Table 5.6 Within case Analysis of Skandia: Media Communication During a Crisis  

Theoretical Framework Empirical 
Match Additional Findings 

Respond quickly PARTIAL 
Making a statement within 
24hrs was not crucial in this 
case 

Do not deny the existence of a crisis YES  

Do not speculate on facts or knowingly mislead 
journalists YES  

Speak with one voice YES  

Spokesperson assignment and back-up YES  

Do not play favorites with the media YES  

Permit safe access to the disaster area NOT 
APPLICABLE  

Do what you can to console the suffering and support 
the community 

NOT 
APPLICABLE  

Have a plan in place for monitoring the media at a 
crisis time YES 

This is something Skandia 
does all the time and not 
just in a crisis. 

Keep all stakeholders informed of developments as 
they occur YES  

Provide media and other stakeholders with prompt, 
accurate updates of the crisis and what is being done 
to solve it 

YES  

Obtain third-party support from an expert NO  

SUORCE: Authors’ own construction 
 
Crisis Response Strategies 
To manage the media and the crisis Skandia used two main strategies. Firstly Skandia 
made it clear what actions they were going to take (corrective action). Secondly they 
also dissociated themselves from the scandal, showing that the company did not 
tolerate what had happened. Williams and Olaniran (2002) state that there are 
different strategies companies can use when approaching the media during a crisis. 
Which strategy to use depends on the nature of the crisis and the organization’s 
perceived level of responsibility. Note that the strategies Skandia chose only dealt 
with the crisis in year 2003, which is explained more in-depth in the beginning of 
chapter four.  
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Table 5.7 Within case Analysis of Skandia: Crisis Response Strategies 

Theoretical Framework Empirical 
Match Additional Findings 

Attack the Accuser NO  

Denial of the Crisis NO  

Excuse NO  

Justification NO  

Ingratiation toward Stakeholders NO  

Corrective Action YES  

Apology NO  

Silence NO  

Other Strategy YES 

Skandia dissociated them 
from the scandal, showing 
that they did not tolerate 
what have happened.  

SOURCE: Authors’ own Construction 
 

5.2.3 Skandia’s Media Communication in a Post-Crisis Phase 
 
In the current post-crisis phase most of Skandia’s media communication is linked to 
the different reports the company is giving out. The company is also releasing and 
updating a lot of information about the crisis and what has been done in order to solve 
it on the web page. The external web page works as a tool for communicating with all 
of Skandia’s stakeholders. Gonzáles-Herrero and Pratt (1996) also discuss the 
importance of informing the media of what actions the company has taken in order to 
solve the crisis it has been in. 
 
The company is also communicating with its customers through print and 
broadcasting media, both focusing on the same theme. The web page also works as a 
means for communicating to the customers how Skandia is dealing with the crisis. 
This correlate well with what the Conectiv Power Delivery did when dealing with 
their crisis (Brown 2003). Brown (2003) also emphasized on communicating 
customer information about the crisis they had been in through the media.   
 
The message that the company currently hopes to communicate deals with how the 
company is working and what actions has been taken in order to “get back on track” 
in order to become a “normal” company again. Skandia wants to shift focus in the 
media from the crisis towards more positive side of the company. Further, they are 
focusing heavily on product development and communicating easy-to-understand 
customer offers. In the crisis communications model Gonzáles-Herrero and Pratt 
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(1996) discusses the importance of expressing the company concern about the crisis, 
and showing an honest interest in solving it. 
 
Skandia does not intentionally reduce the media communication in the post-crisis 
phase, however Skandia states that the media’s interest has begun to focus away from 
the crisis and Skandia has received less media attention compared to six months ago. 
Instead of focusing the media information on the crisis, Skandia is trying to focus the 
communication on more positive sides of the company. This correlate somewhat to 
Parson’s (1996) discussion that a company should try to fade away as soon as the 
press’ interest in a crisis is diminishing. Even if Skandia is not trying to fade away the 
company does reduce the communication about the crisis to the media.  
 
Skandia has not used any third-party endorsers in their post-crisis communication. 
However Puchans’ (2001) argues that companies could use third-party endorsement in 
a post-crisis phase.  
 
Skandia has not evaluated how well the media communication was handled during the 
crisis. However an evaluation might be done in the future. Parson (1996) advises 
companies to evaluate how the media communication during a crisis has been handled 
in order to make future changes and improve the crisis communication. 
 
Table 5.8 Within case Analysis of Skandia: Media Communication in a Post-Crisis Phase   

Theoretical Framework Empirical 
Match Additional Findings 

Express company concern in solving the crisis YES  

Inform the media of the action being taken and the 
company’s progress YES  

Fade away as soon as the press’ interest in a crisis is 
diminishing PARTIAL 

Shift focus from the crisis 
and enlighten the good 
about the company 

Field a heavy volume of media calls NO  

Communicate customer information through the 
media YES  

Regularly update the internal and external websites PARTIAL No data about the internal 
website 

Third-party endorsement in the media NO  

Evaluate the crisis communication with the media NO Maybe in the future 

SOURCE: Authors’ own Construction 
 

5.3 Cross case Analysis of ABB and Skandia 
 
The following section will present a cross case analysis between the two case 
companies presented in this thesis: ABB and Skandia. We will present any similarities 
or differences between the cases. This will further display the data in a more clear 
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way in order to simplify the conclusion. Each research question will be discussed 
separately followed by a graphical outline presenting the data in a clearer way. 
  

5.3.1 Companies’ Media Communication in a Pre-Crisis Phase 
 
Both of the studied cases have some kind of pre-established plan of how the media 
communication should be handled in case of a corporate crisis. ABB has some 
guidelines for every business unit stating how to act towards the media and what kind 
of information the company should strive to communicate. Skandia also has a plan of 
how to handle both the internal and external information if the company is affected by 
a crisis. If the company is faced with a crisis of a larger scale, the company has a 
crisis group that handles the crisis. The development of key messages and pre-
established communications materials is something neither of the studied companies 
applies in a pre-crisis phase. Although ABB has some guidelines on how to construct 
press releases, the main message is not established beforehand.  
 
Both companies emphasize continuous contact with the media and other important 
stakeholders. Especially good news should be released frequently according to both 
companies. This is done in order to constantly keep the media informed and up dated 
about the company. ABB keeps regular contact with journalists and has also released 
an information tape about their organization. Skandia referred to the fact that they are 
a public limited company and therefore are obligated to give out the same information 
at the same time to all stakeholders. Skandia mainly handles the information through 
press releases, advertisements, and financial reports. Seminars in order to inform 
journalists about the business and their offerings are done occasionally by both 
studied companies. However, ABB state that this it not very necessary since most 
journalists already possess a thorough knowledge about their company.  
 
Both ABB and Skandia stress the importance of communicating and remaining 
available to all the media. Although, ABB further argues that they do prioritize the 
local media first followed by business press and news agencies. Skandia on the other 
hand, state that they try to be equally available and answer questions to all different 
media. 
 
The two studied cases differ in their view of using third-party sources in the pre-crisis 
phase. ABB state that third-party sources are sometimes used in order to increase the 
reliability of a debate article or in order to confirm something that is discussed in the 
media. In opposite, Skandia argues that they posses enough knowledge about their 
business to manage all information themselves.   
 
Regarding the identification of target audiences both companies state the employees 
are the most important group to consider when communicating with the media. 
However, both companies also state that all stakeholders have to be kept in mind 
when communicating. ABB argues that besides the employees they also highly 
prioritize labor unions when communicating in a pre-crisis phase. 
 
Both companies state that they have certain selected persons within the company that 
should handle the media communication in case of a crisis. ABB’s policy states that a 
person as high up as possible in the company hierarchy should handle the media 
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communications. At ABB the local communications manager handles the local media 
contact. He might delegate some of the information duties to others within the 
company that possess a better knowledge of the specific crisis. This is similar to the 
press manager within Skandia who also delegates the media contact to the one within 
the company with the best knowledge about the crisis. Both companies provide 
training to the employees in charge of the communication, in order to prepare them 
for the media communication. ABB annually arranges crisis exercises in order to 
practice certain crisis situations.  
 
Table 5.9 Cross Case Analysis: Media Communication in a Pre-Crisis Phase 

Theoretical Framework Empirical Match 
ABB 

Empirical Match 
Skandia 

Develop a communications plan/protocol; a system 
for responding YES YES 

Develop key messages NO NO 

Develop written communications materials for the 
press PARTIAL NO 

Continuous contact with the media YES YES 

Send out good news about the company to the 
media YES YES 

Prioritize media relationships  YES NO 

Seek third-party validation  YES NO 

Identify your target audiences  YES YES 

Select and train spokespersons who will handle the 
media relations YES YES 

Arrange seminars about their business PARTIAL YES 

SOURCE: Authors’ own construction 
 

5.3.2 Companies Media Communication During a Crisis 
 
When the explosion occurred in Västra Högbygget it only took two-three minutes 
before the first journalist contacted ABB so a quick response to the media needed to 
be done. In the case of Skandia their scandal was not as sudden as ABB’s but Skandia 
still tried to respond as quickly as possible to the media. It was important for both 
companies to get an idea of what had happened and establishing what to say, before 
making any media statements. 
 
Neither ABB nor Skandia tried to deny that a crisis had occurred. In the case of ABB, 
the information manager immediately confirmed that an explosion had taken place. 
Skandia also made it clear that the crisis was nothing that could be defended or denied.   
 
Both ABB and Skandia made it clear which people who were in charge of the media 
communication when the crisis struck. For ABB it was the communication manager 
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who handled the media and for Skandia it was the press manager Gunilla Svensson 
and former manager of communication Odd Eiken who handled the media 
communication. ABB had no back-up communicator during the crisis. Skandia has a 
department that handles the communication and the communication strategies. Hence, 
they have additional employees who can assist in the communication if needed. 
 
When the explosion hit ABB they prioritized the local news media because they were 
the ones that first called the company about the explosion but they did not permit any 
safe access for the journalist to the area where the explosion had occurred. ABB also 
showed their concern to their employees and was glad that no employees were injured. 
Skandia did not favor any media during the crisis, instead they tried to reach out and 
inform all interested media.  
 
During the crisis both ABB and Skandia kept their employees, the media, customers 
and other interest parties informed and updated about the crisis. Besides answering 
questions from the media, Skandia made press conferences and published press 
releases during the crisis. ABB mostly had face-to-face and telephone contacts with 
the journalists.  
 
Both ABB and Skandia are monitoring the media at all times regardless if the 
company is in a crisis or not. During the crisis in ABB it was the information manager 
who was handling the monitoring. In Skandia there are employees in charge of 
monitoring the media and what the media write about Skandia and this was also done 
during the crisis. 
 
Neither of the two companies used any third-party validations during the crisis. ABB 
did not need any third-party validation due to the character of the crisis. Even if the 
media attention on Skandia was huge during the crisis, Skandia felt that they did not 
need any external help to manage the crisis since they believed they had enough 
competent people within the company. 
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Table 5.10 Cross Case Analysis: Media Communication During a Crisis  

Theoretical Framework Empirical Match 
ABB 

Empirical Match 
Skandia 

Respond quickly YES PARTIAL 

Do not deny the existence of a crisis YES YES 

Do not speculate on facts or knowingly mislead 
journalists YES YES 

Speak with one voice YES YES 

Spokesperson assignment and back-up PARTIAL YES 

Do not play favorites with the media NO YES 

Permit safe access to the disaster area NO Not applicable 

Do what you can to console the suffering and 
support the community  YES Not applicable 

Keep all stakeholders informed of developments as 
they occur YES YES 

Have a plan in place for monitoring the media at a 
crisis time YES YES 

Provide media and other stakeholders with prompt, 
accurate updates of the crisis and what is being 
done to solve it 

YES YES 

Obtain third-party support from an expert NO NO 

SUORCE: Authors’ own construction 
 
Crisis Response Strategies 
For ABB the tactic on how to approach the media was a mixture between corrective 
action and integration towards stakeholders. ABB informed what had been done in 
order to solve the crisis and investigated the things that had gone wrong. ABB also 
promoted their concern about their employees and emphasized that no one was 
injured. Skandia also used corrective action since they made it clear that action was 
taken to deal with the situation. Skandia’s second strategy was to dissociate them 
from the scandal and taking a stand that they did not tolerate what had happened.  
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Table 5.11 Cross Case Analysis: Crisis Response Strategies 

Theoretical Framework Empirical Match 
ABB 

Empirical Match 
Skandia 

Attack the Accuser PARTIAL NO 

Denial of the Crisis NO NO 

Excuse PARTIAL NO 

Justification PARTIAL NO 

Ingratiation toward Stakeholders YES NO 

Corrective Action YES YES 

Apology PARTIAL NO 

Silence PARTIAL NO 

Other Strategy  NO YES 

SOURCE: Authors’ own Construction 
 

5.3.3 Companies’ Media Communication in a Post-Crisis Phase 
 
Both of the studied companies stated that they communicated to the media an interest 
in solving the crisis they had been involved in. In the case of ABB the company stated 
during the first days of the crisis that they were investigating what should be done in 
order to prevent from such a thing to happen again in the future. Skandia on the other 
hand is working a lot with communicating what actions the company has taken in 
order to “get back on track”. They try to shift the focus away from the crisis by 
explaining how they are working now and what actions have been taken in order to 
solve the crisis. 
 
Informing the media about what actions have been taken is something both the studied 
cases focus on in their post-crisis media communication. ABB communicated with 
journalists about a week after the explosion and stated how things were working at 
that moment and what had been done in order to solve the problems they had been 
faced with. Most of the information that Skandia releases about what has been done to 
resolve the crisis is communicated through company reports. A lot of information to 
the media and other stakeholders as well is provided through the external web page. It 
contains information about how Skandia has worked and how they are working to 
overcome the crisis. 
 
ABB is intentionally trying to reduce the communication regarding the crisis they 
have been faced with as soon as the press’ interest in it is diminishing. ABB see no 
point in bringing up an issue if the press has lost its interest in it. Although, they stress 
the importance of always remaining helpful and respectful to the media. Skandia on 
the other hand is not trying to reduce their media communication in the post-crisis 
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stage even tough the press’ interest in the crisis has reduced. However, instead of 
communicating about the crisis they are trying to shift the focus of the communication 
to something more positive.  
 
ABB did not provide any customer information through the media after the explosion. 
However, Skandia is heavily focusing on informing customers about how the 
company is overcoming the crisis they have been faced with. They are using 
broadcast media, printed media, and also the external webpage in order to reach out 
with information regarding the crisis to their customers. 
 
ABB did not reveal any information about the crisis on neither the internal nor the 
external webpage. Skandia on the other hand relies heavily on communicating with 
several stakeholders through their external webpage. The webpage is updated with 
information about what the company is doing to overcome the crisis. 
 
None of the investigated companies used third-party endorsement in their media 
communication in the post-crisis stage. ABB stated that, since it is difficult to control 
the information that third-party sources will reveal, it might do the company more 
harm than good to use this kind of information at this stage of the crisis. Skandia 
believed they could manage the communication without the use of any third-party 
endorsers. Further, none of the investigated companies stated that they made a large 
number of media calls in order to deal with the crisis communication in the post-crisis 
stage. 
 
The studied companies differ in their view on evaluation of the crisis communication. 
ABB evaluates how the crisis communication has been handled during a specific 
crisis by gathering all the involved persons within the company to discuss their views 
of the communication. This evaluation serves as a foundation for improvements for 
future crisis communication. The evaluation of a crisis is not something Skandia 
emphasizes at this phase of the crisis. However Skandia stated that it might be done in 
the future when the involved parties have gained some perspective on the crisis. 
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Table 5.12 Cross Case Analysis: Media Communication in a Post-Crisis Phase   

Theoretical Framework Empirical Match 
ABB 

Empirical Match 
Skandia 

Express company concern in solving the crisis YES YES 

Inform the media of the action being taken and the 
company’s progress YES YES 

Fade away as soon as the press’ interest in a crisis 
is diminishing YES PARTIAL 

Field a heavy volume of media calls NO NO 

Communicate customer information through the 
media NO YES 

Regularly update the internal and external websites NO PARTIAL 

Third-party endorsement in the media NO NO 

Evaluate the crisis communication with the media YES NO 

SOURCE: Authors’ own Construction
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6 Conclusions and Implications 
 

hapter five provided an analysis and comparison of the empirical data and the 
conceptual framework. In this chapter we will answer the research questions 

stated in chapter one by drawing some conclusions based on the analysis in chapter 
five. Thus serving the purpose of the study which was: 
 
“To gain a deeper understanding of how companies handle the media in a corporate 
crisis” 
 

6.1 General Discussion 
 
According to Miles and Huberman (1994) conclusion drawing and verification is the 
final analytical activity where the researcher tries to notice regularities, patterns 
(differences/similarities), explanations, possible configurations, causal flows, and 
propositions. We would like to highlight some points that might be good to consider 
regarding this thesis. It has to be considered that the conclusions presented in this 
chapter cannot be seen as generalizations, since they are only based on the two cases 
studied in this thesis. ABB and Skandia are not in the same business, which also 
makes it impossible to draw any generalizations from our findings and conclusions. 
Instead we will compare the two cases in order to find similarities between the two 
cases and between the cases and the existing theory. We would also like to shed light 
upon the fact that the crises these two companies have been in are of different 
characters, and that affects how companies act when a crisis strikes. ABB’s crisis was 
an explosion, which is a more unpredictable crisis then the crisis Skandia was 
involved in. We will end the chapter by providing implications for management, 
theory, and future research. 
 

6.2 Conclusions 
 
The following section presents the conclusions that can be drawn from this thesis.  We 
will repeat the research question stated in chapter one and answer each question based 
on the findings of this study. 
 

6.2.1 How Can Companies’ Communication With the Media in a 
Pre-Crisis Phase Be Described? 
 
The findings of this study indicate that companies have some kind of plan or 
guidelines on how to handle the media contact in case of a company crises. However, 
the specific details of the plan have to be adapted to suit the characteristics of the 
crisis. Our two cases further reveals that the pre-establishment of key messages that 
can be communicated to the media in case of a crisis is not adapted by the studied 
cases. Instead, the messages have to be conducted for every crisis separately. 
 

C 
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Further, the studied cases illustrate the importance of continuous media contact even 
if the company is not facing a crisis. In order to establish good relations between the 
organization and the media company spokespersons must be available to contact at all 
times. If a company always shows respect for the journalists work and remains helpful 
the chance of establishing a good media relationship is greater. 
 
Based on the findings of this study it can be concluded that companies must clearly 
establish its target audiences. In order to avoid misunderstandings with its 
stakeholders companies must be aware of whom to consider when communicating its 
information to the media. Both the studied entities stated that all stakeholders must be 
considered when communicating with the media. The employees were mentioned as 
the most important target audience for the studied companies. However, it should be 
noted that public limited companies are obligated to follow certain rules when 
communicating any information that might affect the company’s stock rate. Thus, 
such information must be communicated to all stakeholders simultaneously.  
 
This study illustrates that companies should assign certain company spokespersons 
that will handle the media contact in case of a company crisis. Although, delegating 
information responsibilities to the person most suitable to answer certain types of 
questions might be effective in order to communicate accurate information. However, 
one or a few company representatives should have the overall responsibility over the 
communication in order to coordinate the communication effectively.  
 
Further on, this study suggests that everybody within a company that will be in 
contact with the media should go through some kind of media training in order to 
prepare for the communication during a crisis. Both our cases revealed that crisis 
exercises are applied in order to train the organization for an imminent crisis. To 
further improve the organizations ability to handle the media ABB revealed that 
journalists were hired to conduct the media training. This provides the organization 
with a different view on the company-media relationship. 
 
Thus, the following is concluded: 
 

 Companies have guidelines of how to respond to an imminent crisis. 
 In order to establish good media relationships companies emphasize 

continuous contact with the media. 
 I order to effectively communicate with the media companies establish its 

target audiences. 
 Companies assign and trains spokespersons that will be responsible for the 

media contact in case of a company crisis. 
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6.2.2 How Can Companies’ Communication With the Media During 
a Crisis Be Described? 
 
Since both companies have employees and even departments who handle the 
everyday communication both internally and externally they are well prepared and 
well trained if a crisis occurs and know how to act during a crisis. Both cases stated 
that delegating communication responsibilities to the person within the company with 
the most thorough knowledge about the question improves the media communication.   
 
Both companies believe that it is important to not deny the existence of a crisis to the 
media when it has occurred. Our findings show that responding quickly is important 
but it is of more importance to get an insight into the problem, know what the 
company’s standpoint in the matter is and informing the employees before talking to 
the media. Speaking with one voice that is having a clear stated message to the media 
and other interest parties are of big importance for both cases so no information can 
be misunderstood.  
 
During the actual crisis companies try to be as available as possible to the media and 
other interest parties. It is found that companies try to keep employees, media, 
customers and all necessary stakeholders updated with information about the crisis 
and what is being done to solve it. This is done by arranging press conferences, 
sending out press releases, answering questions via e-mails and the telephone. Both 
companies also believe it is important to monitor what media write about them and 
this is done not just only during a crisis, it is done all the time. 
 
Even if the crisis of ABB and Skandia were of different characters our findings show 
that both companies used the same strategy on how to approach the media. Both 
companies addressed to the media and other interest parties that actions were taken in 
order to deal with the crisis and making sure that this would not happen again.   
 
Theory used in this thesis suggests that companies should use third-party validation 
before and during a crisis. However, neither of the companies used any third-party 
validations in the crises connected to this thesis. This is because the companies felt 
they could manage the situations internally. As we stated earlier, both companies have 
employees and departments who deals with the internal and external communication 
in each company. Therefore they are well prepared and know how to act in case of a 
crisis. Media also knows whom to contact since both studied cases have assigned 
spokespersons that are responsible for handling the press.  
 
Thus, the following is concluded: 
 

 Companies have spokesperson(s) who handles the communication with media 
during a crisis. 
 Gathering information about the crisis and informing the employees before 

talking to media is of great importance for companies during a crisis. 
 No third-party validations are needed since both companies have enough of 

resources internally to handle a crisis.  
 To keep media, employees and other interest parties informed companies use 

press conferences, press releases and answer e-mails and phone calls. 
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 Companies are monitoring what media writes about them at all times and not 
just during a crisis. 

  

6.2.3 How Can Companies’ Communication With the Media in a 
Post-Crisis Phase Be Described? 
 
Post-crisis communication was the phase of a crisis that showed least similarities 
between the two studied organizations. The studied companies acted somewhat 
differently in several of their post-crisis media communication activities.  
 
The study has revealed that even though the crisis has passed the organization must 
not forget about the media. In the post-crisis phase the communication should 
continue and the journalist should be treated respectfully in order to remain in good 
relations with the media. As long as the media has an interest in the crisis the 
company should keep informing about it. However, the case companies of this study 
both stated that the organization should aim at reducing the communication about the 
crisis when it has passed. Further, one of the studied cases stated that they gradually 
tried to shift the communication about the crisis towards a more positive side of the 
company. 
 
Regarding the post-crisis media communication the investigated entities illustrates the 
importance of communicating an honest interest in solving the crisis. Companies 
should show a concern for the stakeholders involved in the crisis and communicate 
this through the media. Both studied companies stated that thorough information to 
the media about what has been done in order to solve the crisis was critical in the 
post-crisis phase. Companies should also communicate what has been done in order to 
avoid a similar crisis to happen in the future.   
 
The studied cases in this thesis had a somewhat different view of evaluation of the 
crisis communication. One of the cases emphasized the importance of evaluation after 
the crisis communication had slowed down. However, the other studied case said 
evaluation was not needed at the moment. Although, stated that it might be done later, 
when the organization has gained some perspective on then crisis. 
 
Our two studied entities also differed in their usage of the web page as a tool of 
communication in a post-crisis phase. ABB stated that they did not want to “damage” 
the external web page with bad news about their company. Skandia on the other hand 
heavily relied on the external as well as the internal web page when communicating in 
the post-crisis phase. They posted information about the changes and actions being 
taken to solve the crisis also answered frequently asked questions about the crisis. The 
fact that the studied organizations differ in their usage of a web page might be due to 
the different characters of the crisis and also the different branches the studied 
companies operate in. Since Skandia’s crisis was of such a large scale resulting in 
heavy media attention this might be a reason for the company to rely on the web page 
when communicating in the post-crisis phase. 
 
None of the investigated companies applied third-party sources as a tool of 
communication in the post-crisis phase. It was perceived as too risky by one of the 
companies. Depending on what the source communicates, it might give a boost to the 
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crisis instead of helping to solve it. The other studied case revealed that there was no 
need for any external help, since the organization possessed enough knowledge 
internally to handle the communication. Depending on the crisis and the specific 
circumstances of the crisis it might in some cases be difficult to find an external 
source with enough knowledge about the crisis in order to comment it. 
 
Thus, the following is concluded: 
 

 In a post-crisis phase the media communication continues although companies 
try to reduce the communication about the crisis. 
 Companies communicate an honest interest in solving the crisis and what has 

been done in order to solve it. 
 Companies do not apply the usage of third-party sources in a post-crisis phase. 

 

6.3 Implications 
 
In this section we will highlight some recommendations for managers that this study 
has revealed. We will further present our contributions for theory and also some 
suggestions for future research.  
 

6.3.1 Implications for Management 
 
It is essential for managers not to neglect the importance of crisis communication and 
preparing the organization for an imminent crisis. Keep in mind that planning for a 
crisis is something managers of all companies, no matter size of company, should 
emphasize. Therefore, managers should develop some kind of plan or guidelines of 
how the organization will respond to the media in case a crisis should occur. Further, 
managers should assign certain persons within the company that will be responsible of 
the media communication if a crisis would strike the organization. In order to further 
prepare the organization for the media contact during a crisis, managers should 
provide media training for the persons handling the media communication during a 
company crisis. In order to provide a deeper understanding about how the media 
operates, managers could hire journalists to handle the training of the media 
communicators within the company. 
 
When communicating with the media during a crisis, managers must have all 
stakeholders in consideration in order to remain in good relations with all audiences. 
Further, managers should communicate an interest in solving the crisis and show 
empathy and respect for all the involved parties. Since no crisis is similar to another, 
managers should keep in mind that all crisis plans needs adaptation to the situation. 
However, no matter what kind of crisis, the organization should always communicate 
with one voice and be consistent in the media communication. 
 
The post-crisis phase of any crisis communication might actually be the pre-crisis 
communication of an up coming crisis. Hence, post-crisis and pre-crisis 
communication might go hand in hand and thus crisis communication could be 
viewed as a never-ending process. Therefore, managers should view the crisis 
communication and the media relationships in a long perspective. This could be done 
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by always remaining helpful and available to the media and treat them and their job 
with respect. 
 

6.3.2 Implications for Theory 
 
The purpose of this research has been to gain a deeper understanding of how 
companies handle the media in a corporate crisis. By conducting two case studies we 
have explored how companies communicate with the media before, during and after a 
corporate crisis and then we have explained our findings and finally drawn 
conclusions. There are limited numbers of theories on how companies should 
communicate with the media in a post-crisis phase. In order to answer our third 
research questions we had to include some empirical examples. We hope that our 
findings regarding research question three can be used in order to further investigate 
how companies communicate with media in a post-crisis phase. We have also found 
that the theories’ suggestion on how to deal with the media depends on what kind of 
crisis the company is in. Therefore we could not apply all theory to both cases. 
 

6.3.3 Implications for Future Research 
 
This thesis has explored how companies communicate with media at times of 
corporate crisis. As this thesis has progressed we have found some aspects and related 
areas in connection communication that would be interesting to further investigate in 
future researchers: 
 

 It would be interesting to investigate how the internal communication during a 
crisis is handled since both companies stated that it is very important during a 
crisis. 
 A study about the different roles employees have during a crisis would also be 

interesting to examine more in-depth. 
 One of the studied cases revealed that companies often overlook the evaluation 

of crisis communication. Therefore a more thorough study investigating how 
the evaluation could be done would provide a deeper insight into this area of 
crisis communication. 
 This study only focused on the company perspective on corporate-media 

communication. Therefore, a suggestion for further research would be to study 
how the media views the corporate-media communication. 
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Appendix A- Interview Guide (English) 
 
General Information 
 
Name and position of respondent: 
 
Years within the company: 
 
Media Communication in a Pre-Crisis Phase 
 
1) Does your company have a pre-established plan of how the media should be 
handled in case of a company crisis? 
a) If yes, describe the plan 
b) If no, why don’t you have a plan?  
 
2) Does your company have a policy on how fast a statement to the media should be 
made in case of a company crisis?  
a) If yes, why? 
b) If no, why not? 
 
3) Does your company have a general policy that can be communicated to the media 
in case of a company crisis?  
a) If yes, describe the policy. 
b) If no, why don’t you have a policy? 
 
4) Does your company have prepared general press material that the media can be 
provided with in case of a company crisis?  
a) If yes, describe the material (content, type of material)  
b) If no, why not?  
 
5) Does your company have a ranking of which media to prioritize in the crisis 
communication?  
a) If yes, what media is prioritized?  
b) Why are those media prioritized?  
c) If no, why isn’t any media prioritized?  
 
6) Does your company have contact with third-party sources (experts) that can be 
used in case of a crisis?  
a) If yes, what kind of sources (experts)?  
b) Why are those sources used?  
c) If no, why not?  
 
7) Does your company have a spokesperson that should handle the media 
communication in case of a crisis?  
a) If yes, who is that/are they?   
b) In what position is that person(s)? 
c) Why is that/those person(s) chosen as a spokesperson?  
d) If no, why don’t you have a spokesperson? 
 



 
APPENDIX A 

 

8) Has the spokespersons received training on how to handle the media 
communications? a) If yes, describe the type of training?  
b) If no, why not? 
 
9) Does your company strive to reach out to any specific stakeholders with the media 
communications during a crisis?  
a) If yes, why are those stakeholders important? 
b) If no, why not? 
 
10) Does your company send out general information about the company to the media?  
a) If yes, what kind of information?  
b) How frequently is that information sent out?  
c) If no, why not?  
 
11) Does your company intentionally send out good news to the media in order to 
communicate a positive image of the company?  
a) If yes, why?  
b) If no, why not? 
 
12) Is there something you would like to add concerning media communications in a 
pre-crisis phase?  
 
Media Communication During a Crisis 
 
13) How fast after the discovery of the crisis did your company make a statement to 
the media?  
 
14) Did your company immediately admit the existence of the crisis?  
a) If yes, why? 
b) If no, why not? 
 
15) Did your company have an established policy concerning the company viewpoint 
before the first media statement was done?  
a) If yes, why? 
b) If no, why not? 
 
16) How much information did you provide the media with at the first contact?  
a) Was any information intentionally withheld from the media? 
b) If yes, why? 
c) If no, why not? 
 
17) Which persons within the company handled the media contact during the crisis?  
a) Were those persons previously known by the media?  
b) How could the journalists get in contact with those persons?  
c) Did they all communicate the same information about the crisis? 
 
18) Did the media have any positive effect for your company during the crisis?  
a) If yes, in what way? 
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19) Was the media used to intentionally reach out with information to other 
stakeholders than the media?  
a) Which were the primary stakeholders that your company wanted to reach out to? 
b) Which were the secondary stakeholders? 
 
20) Were some media prioritized when communication during the crisis?  
a) If yes, which media were prioritized? 
b) Why were these media prioritized? 
c) If no, why not? 
 
21) What kind of communication material did your company use in the media contact 
during the crisis?  
 
22) Did your company apply third-party sources (experts) in the media contact?  
a) If yes, what kind of sources? 
b) Why were these sources applied? 
c) If no, why not? 
 
23) How often did your company make media statements during the crisis?  
 
24) Which of the following strategies would you like to say your company applied 
when communicating during the crisis?  
 

• Attack the Accuser 
• Denial of the Crisis 
• Excuse 
• Justification 
• Ingratiation toward Stakeholders 
• Corrective Action 
• Apology 
• Silence 
• Other strategy 
• A mixture of strategies 
• No particular strategy 

 
a) Why were those strategies applied? 
 
25) Is there something you would like to add concerning your company’s media 
communication during the crisis?  
 
Media Communication in a Post-Crisis Phase 
 
26) Does your company have a specific plan of how the media communication should 
be handled after a crisis?  
a) If yes, describe that plan? 
b) If no, why not? 
 
27) Do you continue to inform the media about the actions being taken to solve the 
crisis?  
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a) If yes, how is that information handled?  
b) If no, why not? 
 
28) Does your company use third-party sources in the media communication in a post-
crisis phase?  
a) If yes, are these the same sources that were used during the crisis?  
b) Why are third-party sources used in this phase of the crisis?  
c) If no, why not? 
 
29) Do you intentionally strive to reduce the media communication after a crisis?  
a) If yes, why? 
b) If no, why not?  
 
30) Does your company evaluate how the media contact was handled during the crisis?  
a) If yes, how? 
b) If no, why not?  
 
31) What improvements do you think your company could do with the crisis 
communication with the media?  
 
32) Is there anything you would like to add concerning media communication in a 
post-crisis phase or concerning crisis communication in general?  
 
Thank you for your cooperation!  



 
APPENDIX B 

 

Appendix B- Intervju Guide (Svensk) 
 
Generell information 
 
Respondentens namn och titel: 
 
Antal år inom företaget: 
 
Media kommunikation Före en Kris Inträffr 
 
1) Har Ert företag en färdig plan för hur media kommunikationen ska skötas ifall 
företaget hamnar i en kris? 
a) Om ja, beskriv hur planen ser ut 
b) Om nej, varför inte? 
 
2) Har Ni någon policy ang. hur fort Ni ska göra ett uttalande till media om en kris 
skulle inträffa?  
a) Om ja, varför? 
b) Om nej, varför inte? 
 
 
3) Har Ni någon generell policy som Ni kan kommunicera till pressen vid en eventuell 
kris? 
a) Om ja, hur ser den policyn ut? 
b) Om nej, varför inte? 
 
4) Har Ni något förberett generellt press material som ni kan skicka ut om en kris 
inträffar? 
a) Om ja, Hur ser det materialet ut (innehåll, typ av material)? 
b) Om nej, varför inte? 
 
5) Har Ert företag någon rangordning på vilka medier ni i förstahand prioriterar vid er 
kris kommunikation? 
a) Om ja, vilka medier prioriteras? 
b) Varför prioriteras just de medierna? 
c) Om nej, varför inte? 
 
6) Har Ni kontakt med några tredjehands källor (experter) som ni kan använda Er av i 
Er media kommunikation vid en eventuell kris? 
a) Om ja, vilka är de källorna (experterna)? 
b) Varför just de källorna (experterna)? 
c) Om nej, varför inte det? 
 
7) Har Ni någon speciell talman som ska sköta media kontakten under en kris? 
a) Om ja, vem/vilka är det?   
b) Vilka befattningar har dom? 
c) Varför är just den/dem personerna utvalda som talesman? 
d) Om nej, varför har Ni inte det? 
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8) Utbildas de personerna för att hantera media kontakten? 
a) Om ja, hur ser utbildningen ut? 
b) Om nej, varför inte det? 
 
9) Vill Ni nå ut till några speciella intressenter (intressegrupper) via Er media 
kommunikation under en kris?  
a) Om ja, varför just de intressenterna? 
b) Om nej, varför inte? 
 
10) Sänder Ni ut allmänt material om Ert företag till media? 
a) Om ja, vilken typ av information skickas ut? 
b) Om ja, hur ofta skickas sådant material ut?  
c) Om nej, varför inte det? 
 
11) Skickar Ni medvetet ut goda nyheter till media som förmedlar en positiv bild av 
Ert företag? 
a) Om ja, varför det? 
b) Om nej, varför inte? 
 
12) Är det något Ni vill tillägga angående Er media kommunikation innan en kris 
inträffat? 
 
Media Kommunikation Under En Kris 
 
13) Hur länge dröjde det efter upptäckandet av krisen innan Ert första uttalande till 
media? 
 
14) Erkände företaget direkt till media att en kris uppstått? 
a) Om ja, varför? 
b) Om nej, varför inte det? 
 
15) Hade företaget en klar policy angående företagets ståndpunkt till krisen innan 
första media uttalandet gjordes? 
a) Om ja, varför det? 
b) Om nej, varför inte? 
 
16) Hur mycket information gav Ni ut vid första media kontakten? 
a) Hölls någon information medvetet undan journalisterna? 
b) Om ja, varför? 
c) Om nej, varför inte? 
 
17) Vilka inom företaget skötte kontakten med media under krisen? 
a) Var de personerna sedan tidigare kända av media? 
b) Hur kunde journalister komma i kontakt med dessa personer? 
c) Gav de olika personerna ut samma information om krisen? 
 
18) Hade media någon positiv effekt för Ert företag under kris hanteringen? 
a) Om ja, på vilket sätt? 
 



 
APPENDIX B 

 

19) Användes media medvetet till att nå ut med information till interna 
intressegrupper, kunder, aktieägare under krisen? 
a) Vilka intressegrupper ville Ni primärt nå ut till med Er media information? 
b) Sekundära intressegrupper? 
 
20) Prioriterades vissa medier före andra i Er kris kommunikation? 
a) Om ja, vilka medier prioriterades? 
b) Varför prioriterades just dessa? 
c) Om nej, varför inte? 
 
21) Vilken typ av kommunikation använde Ni Er av i Er media kommunikation under 
krisen (press-material, tv-material)? 
 
22) Använde Ert företag tredje hands källor (experter) i informationen till media? 
a) Om ja, vilka var dessa källor 
b) Varför användes tredje hands källor? 
c) Om nej, varför inte? 
 
23) Hur ofta gjorde Ni media uttalanden under kris tiden? 
 
24) Vilken av följande strategier skulle Du säga att Ert företag använde sig av under 
krisen:  
 

• Klandra/angripa anklagaren (Attack the Accuser) 
• Förneka krisens existens (Denial of the Crisis) 
• Ursäktande (Excuse) 
• Avstånds tagande från krisen (Justification) 
• Hedra de inblandade, (Ingratiation toward Stakeholders) 
• Klargjorde vilka åtgärder som skulle åtas (Corrective Action) 
• Be om förlåtelse, erkänna sin skuld (Apology) 
• Tystnad, medvetet inte göra något uttalande (Silence) 
• Någon annan 
• En blandning av flera 
• Ingen särskild strategi 

 
a) Varför användes just den/de strategin/strategierna? 
 
25) Vill du tillägga något angående Ert företags media kommunikationen under själva 
krisen? 
 
 
Media Kommunikation Efter Krisen 
 
26) Har Ert företag någon specifik plan om hur media kommunikationen ska skötas 
efter att en kris lagt sig? 
a) Om ja, hur skulle du beskriva den planen? 
b) Om nej, varför inte? 
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27) Fortsätter Ni, efter krisen, att informera media om de åtgärder ni vidtagit för att 
lösa krisen? 
a) Om ja, hur sker den informationen? 
b) Om nej, varför inte? 
 
28) Använder Ni tredje hands källor (experter) i informationen till media efter att 
krisen lagt sig? 
a) Om ja, skiljer sig dessa källor (experter) sig från dom ni använt Er av under krisen 
(om sådana använts då)? 
b) Varför används tredje hands källor i denna fas av krisen? 
c) Om nej, varför inte? 
 
29) Försöker Ni att medvetet minska Er media kommunikation när en kris lagt sig? 
a) Om ja, varför? 
b) Om nej, varför inte? 
 
30) Utvärderar Ni hur media kommunikationen har skötts under krisen? 
a) Om ja, hur går de till? 
b) Om nej, varför inte? 
 
31) Vilka förbättringar anser Du att ni kan göra i företagets kris kommunikation till 
media? 
 
32) Vill Du tillägga något angående media kommunikationen efter att krisen lagt sig 
eller om kris kommunikation i allmänhet? 
 
Tack för Din medverkan! 
 
 
 




