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Abstract 

Title: In Facebook we Trust. 

Authors: Amanda Oxwall and Tove Zander. 

Supervisor: Lisa Källström. 

Problem:  Facebook is the most frequent and most used Social Media of our time. Facebook 

shapes new opportunities in communication and collaboration between companies and 

consumers that have not been possible before. Facebook is a marketing channel that gives 

companies an easy and free way of sharing fast information and communication online. 

However, Facebook’s main purpose is to maintain and create relationships online. 

Researchers say that in order to have a long-term relationship with loyal consumers, trust is 

needed.  Therefore, it is interesting for companies to know the important variables that can 

create trust on Facebook. Trust generates loyalty and long-lasting relationship that in turn 

guarantee an income over time. The strengthening the relationship over Facebook is a free and 

fast way of creating these benefits to a company.   

Purpose: This study investigates important variables in the trust building process between 

companies and consumers on Facebook. We also explore how trust can be created in the 

relationship trough the companies Facebook activities. The thesis contains a case study of 

three different companies that use Facebook as a marketing channel. The reason behind the 

case study was to explore how these companies work to create trust. 

Methodology: The study is qualitative research and is based on three existent cases. In-depth 

interviews and observations of Swedish companies were the two methodologies used.  

Conclusions: The Facebook-Trust model was developed and represent how trust can be 

created through over Facebook. Companies can use the Facebook-Trust model in order to 

create trust in the relationship with the consumer. The case study revealed that the companies 

did not work according to the model. Companies are not aware of that they can create trust on 

Facebook. Therefore, the Facebook-Trust model is useful for the companies in this study.   

Key words: Trust, Facebook, Relationship Marketing, Online Trust, Social CRM 
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Chapter 1 - Introduction 

This first chapter gives an overview of the topic that we have chosen to study, how companies 

can build trust trough Facebook activities in order to create a stronger consumer 

relationship. Furthermore the problem formulation is presented followed by the purpose of 

this thesis. This chapter also contains the limitations and finally an overview of the further 

disposition.  

 

1.1 Background  

Trust is important in order to build a relationship. Trust creates loyalty and long-lasting 

relationships; long lasting relationships are less costly for a company and, therefore, trust is 

important from their point of view, as it is the inner core in all kinds of relationships 

(Gummesson, 2008). In the relationship between a company and a consumer the traditional 

trust building process can be explained by the sales persons expertise that has a positive effect 

on the buyer’s trust in the salesperson (Doney & Cannon, 1997). Today relationships between 

companies and consumers have changed, as it is possible for consumers to shop on the 

Internet and to create a relationship with a company online on the Internet. Social Media has 

totally changed the way people build and maintain relationships today. Social Media 

represents a new way of building and retaining relationships through communication and 

activities online and Blogs, Facebook and Twitter are examples and different kinds of Social 

Media (Forsgren & Fors Co PR, 2008).  The relationship between companies and consumer 

on Social Media has in turn affected marketing activities online and become a complement to 

other marketing activities a company using. If a company avoids Social Media, the company 

misses out on new opportunities to build and maintain relationships. Companies lose an 

opportunity to market themselves free, fast and to reach out to all their consumers. Companies 

should act and exist where the consumers are. By modifying old marketing theories so they fit 

the new marketing relationships, companies are enabled to better understand the usage of 

Social Medias. Companies can use Social Media as a complement to other marketing 

activities, as it completes the companies’ participation in order to be where the consumer is.         

 

Social CRM stands for Social Consumer Relationship Management and it is a strategy for 

how to use Social Media in order to reach success. What characterizes Social Media is the 
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possibility for companies to have a two-way communication with the consumer in an online 

environment; the communication process is similar to the communication in real life 

(Forsgren & Fors Co PR, 2008). The question is how companies, with the use of Social 

Media, can create stronger relationships with their customers by focusing on Relationship 

Marketing and trust. The new way of have a relationship with the consumers in a online 

environment through Social Medias makes it possible to always be present where the 

consumers are. By creating a dialogue and letting consumers participate in marketing 

activities, companies can increase satisfaction. Communication should be the base to create 

power in the relationship with the consumer. The main part of a relationship is trust and the 

willingness to trust someone is the efficient social relationship (Rotter, 1967). If the content of 

a relationship lead to build trust; the relationship will be long lasting and that is favorable for 

the companies in order to reach success. Therefore, trust is a very important factor in all kinds 

of marketing relationships. Social CRM can lead to “mutual benefits for both the company 

and the consumer” according to Heller Baird and Parasnis (2011, p.36). 

1.2 Social Media 

The last two decades the evolution of the Internet has created an effective way of sharing free 

information worldwide and this has opened up for new opportunities of knowledge, 

education, communication and information (Bertola, 2010). Web 2.0 is an updated version of 

the Internet, which allows the users of to shape and upload things themselves (O'Reilly, 

2005). Social Media is only one link of the whole consumer relationship chain, but it 

represents a new way of marketing and Social Medias is about to take over with all the new 

technology we have access to. It gives the consumers the strength to create relationships 

online that have not been possible before. One example of web 2.0 is a web page designed 

that allows the users of the site to interact and network with family and friends (O’Reilly, 

2005). Communication online also enables the communication to continue between to persons 

even if there are time differences or there is no opportunity to meet. This phenomenon is also 

applicable on the relationship between companies and consumers in a marketing perspective 

in order for the companies to get the most out of the consumer relationships.   

Marketing activities in an online environment can be demonstrated in many different ways 

(Harridge-March, 2004). The process behind marketing with the help of Social Media is 

building and maintaining customer relationships. The use of Social Media in marketing 

activities gives the company an opportunity to communicate fast and at a low cost, which is a 
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major chance for businesses with a small marketing budget to reach to the consumers. 

According to O’Keefe (1995), modern marketing on the Internet is more flexible than 

ordinary traditional marketing. Social Media gives companies a large potential to come closer 

to their customers, if they manage to do it right (Heller Baird & Parasnis 2011). Social Media 

has changed the consumer relationship since the ability for consumers to share information 

about a product or service increases when the use of Social Media grows. It also shows that 

the human contact online is different than the face-to-face relation. Many persons feel that 

they can express themself more freely on Social Media forums. This means that for 

companies the way of building trust and successful relationships has change with Social 

Media.  

1.2.1 Facebook 

One example of web 2.0 is Facebook, Facebook is also an example of a Social Media; it is a 

web page designed to allow the users of the site to interact and network with family and 

friends (O’Reilly, 2005). The many users of Facebook have made it a place for companies to 

market and sell products, furthermore, to communicate and interact with their customers. 

Statistics show that most companies are using both the Internet and Social media today as the 

new technology have created new opportunities for companies (Chaffey et al. 2006). 

Facebook is today the most valuable of all Social Media brands around the world, according 

to an HWZ
1
 report of 2012. Furthermore, when implementing Social CRM on Facebook the 

goal is to attain success and to get a larger response on the activities and performance 

(Wasserman, 2011).  

 

Marc Zuckerberg created Facebook in 2004 and it is a community site where people can 

create their own profile and communicate with each other. Facebook had more than 845 

million active users in December 2011 and is available in over 70 languages (Facebook, 

2012). The sites average user spends about 55 minutes a day on Facebook. Qualman (2010) 

says that if “Facebook was a country it would be the third largest country in the world”; 

therefore, it is important to understand the power of Facebook. The mission for Facebook is: 

“make the world more open and connected. People use Facebook to stay connected with 

friends and family, to discover what’s going on in the world, and to share and express what 

matters to them” (Facebook, 2012, p.1). 

                                                            
1 HWZ - University of applied Science in Business Administration Zurich 
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There are several purposes of using Facebook as a marketing channel for companies. Instead 

of word-of-mouth (WOM), which can be a slow way to spread information from friend to 

friend, Facebook represents online word-of-mouth (WOM). This means that Facebook is a 

way of spreading information, fast, to your whole network. (Qualman, 2010). There are many 

reasons why companies use Facebook. The two main reasons are that it is cheap and an easy 

way to advertise (Henari & Indrupati, 2012). Another positive aspect is that companies can try 

out marketing campaigns and get response from the online consumers before implementing it 

to the entire market (Harris et al. 2009). According to the response a company can receive 

from their consumers on Facebook, Facebook can be a helpful platform that develops and 

maintains the relationship. The communication should, therefore, be easy, interesting, 

relevant, fresh and measured (Heller Baird & Parasnis 2011).  In order to create a successful 

relationship on Facebook; the definition of success has to be defined. On Facebook success 

can be associated with how many likes companies have. Like is a button on Facebook you 

click to show your support. What your family and friends believe and share with their 

network on Facebook is one important aspect that the companies do not have any control 

over. Another aspect of what generates likes is the way the fans communicate and respond to 

the different post and pictures the companies create. Companies need to continue delivering 

interesting messages in order to capture the consumers’ attention and keep them interested 

(Wasserman, 2011). On Facebook the consumer wants something tangible to give the 

companies alike and interact on the site. Examples of this can be discounts and access to 

certain information about new products before people that are not included on the site known 

about it (Heller Baird & Parasnis, 2011). But important to note is that Facebook is just one of 

many marketing channels for companies today; and just because companies use Facebook 

now, it does not always have to stay that way. We live in a world that is influenced by trends 

and with the development of technology human behaviour changes. For businesses, it is about 

always being where the customer is, at the moment Facebook is the place. 

1.3 Problem  
Facebook is today the most popular Social Media of all kind and people have become used to 

having their relationships over Internet without meeting in real life. This have shaped new 

opportunities also in communication and collaboration between companies and consumers 

that not way possible before. Facebook as a marketing channel creates an easy and free way 

of sharing information to consumers and develop the relationship online. Previous research 
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shows that trust is needed, for a relationship to be long lasting. There are many theories about 

how to create trust in order to develop successful relationships between consumers and 

companies. These theories can be beneficial in order to building trust by activities on 

Facebook. By implement this important variables that have to be included in the trust building 

process on Facebook, the study will show if it is possible to create trust on Facebook in the 

same way as in other relationships. Are there any specific and interesting similarities or 

differences that were found during our study, between the science and the reality? 

         1.4 Purpose 
The purpose of this thesis is to get a deeper understanding of how companies can build trust 

trough Facebook. Furthermore, to find out if the model Facebook-Trust describes how 

companies in our case study work with Facebook. The thesis will provide valuable 

information about how small to medium sized Swedish firms can create trust trough 

Facebook. 

1.4 Research question 

How can companies build trust through Facebook activities in order to strengthen their 

relationships with the consumers? Do the companies work in that way? 

1.5 Limitations 

To explore how companies build trust is a major research field and, therefore, certain 

limitations are made. Social Media is a widely concept that holds twitter, blogs, Facebook 

and web pages in a 2.0 concept. This thesis focuses only on the Social Media Facebook. 

The theories of this thesis are therefore limited to marketing theories that focus on trust 

and Relationships Marketing on Facebook, even if the companies may use other Social 

Medias. The perspective of the research will focus on Facebook and trust from the 

companies point of view. We will interview three small to medium sized firms located in 

Sweden, Kristianstad that are actively using Facebook. The reason for this is because we 

believe that the quality of this study will be better by only focusing on three companies.  

We chose to investigate how small to medium sized companies works with Facebook 

because of their availability. The reason behind this was because we wanted to 

interview the persons who work with Facebook and the development in order to get a 

better response and quality of the investigation. 
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1.6 Outline 
This thesis has the following structure:  

Chapter 1: Introduction. This part presents the research question and gives a background 

understanding to the research area by presenting the purpose of Facebook. The limitations and 

purpose are stated.   

Chapter 2: Research Methods. The research philosophy and approach are presented in this 

part of the thesis as are the choice of theory and methodology. 

Chapter 3: Theoretical Framework. Theories focusing on relationships in online 

environments are discussed. Facebook is also presented in order to get a broad perspective of 

the problems.  

Chapter 4: Empirical Methods. The research strategy and design are presented along with 

how the research will be implemented. A presentation of the sampling method to find this 

study’s research object is presented. Furthermore, the interview guide and the observation 

scheme is presented and motivated.  

 Chapter 5:  Result. The interviews and the observation result, as well as information about 

the three companies we have studied are presented in this chapter.  

Chapter 6: Analysis. Our conclusion of the study is presented in the same order as our model. 

The different areas of the model represent each category that we analyze which are based on 

our interviews and observations from chapter five.    

Chapter 7: Conclusion. This is the last part of this thesis and we will present our conclusion 

of our study as well as possible further research.    
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Chapter 2 - Research Method 

In this chapter different choices of methodology are presented. The purpose with this chapter 

is to give an outline of the method used in this thesis. Chapter two contains research 

philosophies, research approach, and choice of theory and choice of methodology. 

 

2.1 Introduction 
To design a research approach and choosing a strategy the research process “onion” based on 

Saunders et al. (2007) was used. They define the research methodology in different layers and 

all the layers are connected to each other in order to explain different approaches in different 

studies. The first layer explains different philosophies; the second different approaches, the 

third strategies, and the fourth time horizons and in the centre are the data collection methods.   

2.2 Research philosophy 
In what way the researcher looks at the world affects the research philosophy. There are three 

dominant philosophies in the literature to apply according to the research; positivism, 

interpretivism and realism (Saunders et al. 2009). The positivistic approach is related to 

natural science, and you observe the reality in an objective way and then you develop a law 

like conclusion (ibid). The research question of this thesis is to see how variable A influences 

B and together become C; this means a positivistic philosophy will be used. A positivistic 

approach is preferable when you study a social reality where only phenomena you can 

observe will be investigated. Also existing theories from the theoretical framework will be 

used to create an hypothesis that will be tested and confirmed or refused. The result will be 

based on facts from interviews and observations rather the own impressions, according to the 

positivistic philosophy the “value free way” will be undertaken (Sanders et al. 2009).  

2.3 Research approach  
There are two types of research approaches that can be used in a thesis, the deductive and the 

inductive approach (Saunders et al. 2009). An inductive approach means that the study is 

based on a theory that is developed after collecting data for the research. By using a deductive 

approach, on the other hand, the literature helps you to identify theories to build up 

hypotheses or propositions. We have in our study from the literature identified theories about 

how it is possible for companies to build trust in both the online and offline world. From these 

theories have we developed a model that describes one thinkable way for companies to build 
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trust on Facebook. Therefore, have a deductive approach begin adapted in this thesis. A 

deductive approach belongs to the positivistic philosophy and implicates explains of different 

casual relationships between the different variables according to Saunders et al. (2009). We 

will test if the theories match the data that we will collect trough observations and interviews. 

The data will be analyzed and either rejects or confirm the stated hypotheses, and formulating 

theories based on the result.  

2.4 Choice of theory 
The aim of this study is to explore how companies could work with Facebook to create trust 

in the relationship with the consumers. Existing theories will be presented and explained in 

order to give the reader information about how different theories that create online trust. Later 

on will these theories be analysed and modified to create a model that will be used to see how 

different variables together create trust on Facebook. The established theories are within the 

fields of Relationship Marketing, Social CRM and trust.  

2.5 Choice of methodology 
The goal of this thesis is to explore how companies through Facebook can create trust in the 

relationship to the consumer. Therefore, it is relevant to first define what variables that create 

trust. The KMV model by Morgan and Hunt is used to describe what factors creates trust. The 

theory will be analysed and evaluated with help of in-depth interview with Swedish 

companies on Facebook. The choice of in-depth interview was made in order to create a 

qualitative investigation with a detailed understanding of what creates trust on Facebook. In 

order to get a complete study, an observation of the companies’ different Facebook pages will 

be made to compare with the answers from the interviews. In the final analyse the result of the 

different case studies will be compared with our own model Facebook-Trust, to see if the 

companies in reality work to build trust in comprehension to our model. 
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Chapter 3 – Theoretical Framework 

Chapter three will begin with a discussion of Relationship Marketing and the connection to 

trust. The next section describes Social CRM. Finally Social Media with a focus on Facebook 

as a marketing channel for companies, and its ability to create trust online, are presented. 

 

3.1 Relationship Marketing   

Relationship Marketing refers to all kinds of marketing activities aimed at establishing, 

developing and maintaining successful relational exchange (Morgan & Hunt, 1994). 

Relationship Marketing is a rather new concept but it represents an old phenomenon; instead 

of seeing marketing as something solely based on Porter's 4Ps Gummesson (2008) has 

developed a model based on the relationships that exist between a company and a consumer. 

To create a long-term relationship with the consumer the most profitable behaviour from a 

company’s point of view is to invest in the relationship. The focus should be on interaction, 

the relationship and the network to achieve consumer loyalty (Gummesson, 2008). To 

motivate this change in marketing, from the 4Ps to relationships marketing, we look at 

Grönroos (1994), he claims that “a shift is clearly taking place from marketing to anonymous 

masses of customer to developing and managing relationships with more or less well-known 

or at least somehow identified customers” (p.12). The market and the products change and 

even marketing channels and therefore we have to start looking at marketing in a new way. 

Grönroos (1994) also claims that it will be many paradigms in marketing because the 

development of the market will never stop changing; and he finishes the discussion by saying 

that, ”relationship marketing will be one of them” (p.13), and meaning that relationship 

marketing is the new way of thinking. 

 
A company that creates Relationship Marketing by trust has created a bond to the consumer. 

Today, much of that work is done via Social Media. Today it is possible to create a 

relationship with a business online without have been in contact with the company in real life. 

This is because other shares their opinions and thoughts about the company on Social Medias 

and based on that information a person can form an opinion about a company. Kini and 

Choobineh (1998) state that there is a general agreement in the literature that trust is an 

important ingredient of consumer relationship also in the online world.  The online world 
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provides Social Media relationships and enables marketing activities between the consumer 

and the company online. Globalization has intensified the competition between companies 

worldwide and that resulted in an increased need for Relationship Marketing. Hiscock (2001, 

p.32) declares that “The ultimate goal of marketing is to generate an intense bond between the 

consumer and the brand, and the main ingredient of this bond is trust”. Morgan and Hunt 

(1994) claim that relationship commitment and trust are the central parts in successful 

Relationship Marketing but Petrovic et al. (2003) on the other hand claims that there are six 

elements that explain how you create trust. Above the value of Relationship Marketing was 

presented. To be able to create relationships, trust is important and this will be presented in 

the next section trough the KMV Model by Morgan and Hunt (1994) and The Trust Pyramid 

by Petrovic et al. (2003).  

 

3.1.1 Brand image  

Brands can have a symbolic meaning for consumers in three different ways, through causality, 

context and similarities. These factors create brand image according to Durgee and Stuart 

(1987). The development of social media has allowed persons to market themselves as 

brands; the phenomenon is called, self marketing power (Beals, 2008). Self marketing power 

can be explained by taking Facebook as an example; a person want to be associated with 

companies that represent the image the person want to create its own; by liking this companies 

on Facebook the values and image of the companies is applied on the person own image 

(Beals, 2008). The companies advertising create an emotional image for a person that the 

brand is associated with and the public perception of the firm is rather an reflection of its 

actual state or position (Ming, 2002). The companies advertising strategy have to hold a 

consistent theme, because it is valid through the consumers’ direct experience that develop 

brand image over time and stress that brand image is important as such. The authors outline 

four steps to how a company can create brand image; the first one is unique, the second is 

stand out, the third, drive a core message and fourth is live up to your promises (Muniz & 

OGuinn, 2001). Jalilvand (2012) claims that “brand image can be approved by increasing 

product variety, enhancing product quality, offering the products in the price worthy of value, 

and pleasantly providing after sale services. These improvements directly increase the 

purchase intention of the products” (p.9).  
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3.1.2 Online marketing  

Chaffey et al. (2006) claim that companies can benefit in several ways from using online 

marketing. The first one is sell, this means to increase the company’s sales. The second one is 

serve; the company can do this by adding more value to the company by giving the consumer 

more information about products and their services. The third “S” is speak, this means that the 

company comes closer to the customer. One way to do that is by creating a two-way dialog 

trough the web; by doing this the company also find out more about the costumer demands. 

The fourth benefit is save, because companies can save costs by using online functions as 

email and web sites. The use of this function will also create a faster communication. The 

final and fifth benefit is sizzle and this means extending the brand online. In order to 

improving a new position with new experience online, Facebook can help companies to fulfill 

the five “S” in order to succeed. 

Today consumers easily can find publications and reviews about companies online, without 

the companies begin able to control the information. The tricky question for companies is how 

to get control of the information flow online (Harris & Rae, 2009). If companies control the 

information its trustworthiness is doubted. On the other hand, publicity can lead to big losses 

for the company. The fine line between success and failure in Social Media is the main part of 

the discussion, meaning how much information should be controlled and how to control it. 

Harris and Rae (2009) believe that companies must create goodwill because they cannot 

control the information flow on social networks, which is associated with a risk. A 

relationship over Facebook is important and can be used as a complement to other marketing 

activities that the company may use. Trust online is also important when it comes to Social 

Media and Facebook in order to strength the whole relationship and commitment. 

3.2 Trust  
Trust is hard to define and researchers have not been able to agree on one common 

explanation. Deutsch (1958) argue that trust is when a person is willing to depend on someone 

with the belief that they not will become disappointed on their expectations. This definition of 

trust is relevant when describing the relationship view between two people. This theory can 

also be implemented between a company and a consumer. The willingness of a person to trust 

one or more individuals is one of the main factors of an efficient social relationship (Rotter, 

1967). Rotter (1967) continues his discussion by saying that the efficienient adjustment and 

even survival of a social group depend upon trust.  This means that you cannot have any kind 
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of relationship without trust. When you trust someone for the first time, you take a risk the 

trust may not be met (Rule & Friedberg, 2005). Doney and Cannon (1997) claims that “A 

long-term relationship with a trusted supplier could be jeopardized by a company 

representative who proves to be dishonest and unreliable” (p.996). This shows how important 

it is to have trustworthy people through the whole company to remain trust to the consumers.  

The KMV Model of Relationship Marketing created by Morgan and Hunt (1994) has been 

used for over a decade to explain the relationship between the two key variables relationship 

commitment and trust. The model shows relational exchange in marketing between 

consumers and a company where relationship commitment and trust create outcomes of an 

exchange that make both sides pleased (Morgan & Hunt, 1994). 

 

 

 

Figure 3.1 The KMV Model of Relationship Marketing (From: Robert M. Morgan & Shelby D. Hunt. 

(1994). Journal of Marketing, Vol. 58., p. 22.  
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On the left in the model, there are five antecedents, which affect the marketing relationship 

between consumers and a company. These variables represent the most general marketing 

conditions that appear to affect the key mediating variables. The importance of the antecedent 

variables can alter depending on what antecedent you select. The key mediating variables is 

trust and relationship in the centre of the model. On the right you can see the outcome of the 

antecedent variables. The focus in this thesis will be on the antecedents that generate a 

positive trust, communication and shared values. As well as the antecedent Relationship 

benefits that generates a high value to the relationship, by Morgan and Hunt (1994) called 

relationship commitment. According to Morgan and Hunt (1994) communication is all the 

information that are shared between the service provider and the consumer. Shared values is 

partners common belief in how important behaviour, goals and policies are or rather they are 

unimportant, appropriate, right or wrong. Relationship benefits has impact on establishing, 

maintaining and develop a relationship, they also claim that relationship benefits generate a 

highly valued reputation from the partner that deliver benefits in to the relationship (ibid).   

 

According to the importance of communication in the trust building process, communication 

will now be described trough an online perspective. Word-of-mouth (WOM) communication 

has for a long time been classified as the most effective way of forming consumers’ attitude 

and behaviour towards a product. Now day’s eWOM (online communication) is seen as the 

most effective way to effect and create a relationship with the consumers. According to 

Jalilvand (2012) the communication on Facebook is the most powerful eWOM to day and 

eWOM have a strong direct effect on purchase intention. Consumers show a large interest in 

writing and reading experience about a product or service from other consumers and this has 

enabled consumers to form their own impressions. This phenomenon, with reviews online has 

also affected the purchasing decision making process and made it shorter, (Jalilvand, 2012). 

Jalilvand claims that ”It is important to say that positive WOM and eWOM play an important 

role in increasing customers’ purchase intentions, creating a favourable image of the company 

and its brand, and reducing promotional expenditures” (p. 8), that shows the importance of the 

communication variable in online environments like Facebook.  

 

Shared values is the second antecedent we have chosen to pick out from the KMV model, 

Maxham III and Netemeyer (2003) state in their article that shared values between the 

consumer and the company influence how the consumer perceive the company's performance 
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and subsequently evaluates the performance more positive if they had shared values. Shared 

values also has a positive effect on the extra-role behaviour a consumer perceive, and extra-

role behaviour has positive effect on long-lasting relationships and trust creation between the 

two parties (Maxham III & Netemeyer, 2003). This shows that shared values has an indirect 

effect on the consumer outcomes of having a relationship with the company. 

 

The last antecedent chosen from Morgan and Hunts Model is Relationship benefits; in this 

thesis we name it only Benefits. The importance in this factor is what Palmatier (2008) 

explain by the words “key decision maker among costumer that has more difficult to access”. 

The benefits the relationship generates can be a deceive factor for interaction. In the model 

Interfirm Relational Drivers of Consumer Value (CV) by Palmatier (2008) befits is one of the 

relational drivers and he conclude that the full effect of a relationship needs more mediators 

than trust and commitment according to what Morgan and Hunt (1994) presented in their 

model. That explains why we chose to add this antecedent to our model.          

 

According to the information presented about communication, shared values and benefits; this 

three variables play a important role in creating trust in a relationship, therefore we will focus 

on them in our model later on in this chapter.   

3.3 Online trust 
Companies that use Social Media have to create a trusting relationship to the consumer in 

order to have a long-lasting relationship. This is the same for all Relationship Marketing, 

Relationship is the central factor in building trust both online and offline (Keen et al, 2000). 

According to Patokoprpi and Kimppa (2006), online trust is built by four key elements; 

Technology, Reputation, Expertise and Relationship. In the world of Social Media, the 

external criteria are the ones companies have to rely on.  These criteria concern the source of 

the information: who says what, when, and why. Patokoprpi and Kimppa (2006) claim that 

trust is ways of know the other party by the reputation or through a mutual relationship. 

Technology is the website that the company has. The layout and design of the website is 

important and should be professional and attract the consumer in your segment. The site 

should load fast and work without any problems.  Privacy policy is also important when it 

comes to techniques and the consumer wants to feel secure about the information they give 

the company. In order to trust, relationship is the most important factor according to 

Patokoprpi and Kimppa (2006), so it is important for the companies to value the consumer, as 
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it is them that the businesses rely on. This also refers to what family and friends think and 

believes, as they affect your thoughts, opinions and attitude around things.  Reputation is also 

one important key element. As the American scientist, Benjamin Franklin (1706-1790) once 

said about reputation: “It takes many good deeds to build a good reputation, and only one bad 

one to lose it” (Brainyquote, 2012). The consumer can also change the opinion about the 

company and their relationship if the online presentation differs too much to what the 

consumer believe in the offline world. Expertise is another key element that is connected to 

the other three key elements.  By begin professional with everything from good products, 

services, transaction, guarantee and information will the company also be a trustful partner. 

Patokoprpi and Kimppa (2006) claim that trust for consumers build on reputation through a 

mutual relationship. By applying this model of information to receive on Facebook, it is clear 

that the information you receive or the companies your friends like are of importance for you 

to create a perception of the company. For lasting trust to be developed the relationship must 

be established and in a online situation it is based on predictive trust build up on the 

reputation the companies have offline, the technological capability of the consumer and the 

experience the trustee can observe (Patokoprpi & Kimppa, 2006).  

According to the KMV model by Morgan and Hunt (1994), presented in figure 3.1, 

commitment and trust are linked together and trust can only exist when on party has 

confidence in an exchange partner`s reliability and integrity. Confidence generates comfort, 

and these two create loyal customer (Petrovic, 2003). One theory that can explain trust trough 

an online perspective is the Trust pyramid by Petrovic (2003), displayed in figure 3.2.  
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Figure 3.2 The Trust Pyramid  (From: Petrovic, O. Kesela, M. Fallenböck, M. & Kittl, C. (2003) 

Trust in the Network Economy. Vol. 2, p.90). 

 

 

Trust in general leads to consumer satisfaction. The six elements in the pyramid are: state of 

the art security that is understandable language and security. Merchant legitimacy means 

that the brand is important and valuable and helps the consumer in the choice process by 

reputation. Fulfillment clarifies that the web page works without any problems. Clear and 

easy information leads to a positive impact. Tone involves that the consumer wants that 

their personal information they publish on the page is carefully handled and not used 

without their knowledge or approval (Petrovic et al. 2003). Control means letting the 

consumer have access to all information if they are members of the page. Collaboration 

means encouraging the customers to seek contact and information about products and 

services. Consumers can decide to purchase or not by different offerings from the 

companies and that makes the consumers highly valuable (Petrovic et al. 2003). Together 

the six elements from the pyramid can lead to a trusting relationship. The process includes 

both giving and taking and will create an advanced collaboration.  
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3.4 Facebook-Trust Model 

To conclude the theoretical chapter we have developed our own model Facebook-Trust Model 

that will be the base of our investigation. Our model summarises the important parts of the 

theories about how companies can create trust, particularly on Facebook.  The ambition with 

the investigation is to see if the model is valid in reality. This will we do by studying the three 

companies communication and activities on Facebook and also the creation on the Facebook 

pages. The result will clarify if there are any similarities in what science says about the 

creation of trust and what companies actually do in reality. The thesis will also highlight 

certain points that are of special importance in the trust building process over Facebook when 

companies communication with their Facebook fans trough Facebook activities.  

3.4.1 Model background  

The starting point of the model Facebook-Trust Model is the technological platform 

Facebook. The next step in the model is the three antecedents: Communication, Shared 

Values and Benefits. These three antecedents and Facebook need to be fulfilled in order to 

fulfill the outcome of our model that is trust.  

The model contains the three important variables from Morgan and Hunt KMV model from 

1994: Communication and Shared values. These three variables generate positive effects that 

create trust according to Morgan and Hunt (1994). Communication represents all the 

information that exists between the consumer and the company on Facebook; this is the 

central part in an online environment, to interact with the consumers. The next step in the 

model is Shared values. This is the other variable according to Morgan and Hunt (1994) that 

is important if you want to create trust in a relationship. Finally Benefits is the last antecedent 

that is related to the exchange, (Wasserman, 2011) between the company and the consumer on 

Facebook. This antecedent adds a higher value in to the relationship (Morgan & Hunt, 1994) 

by tangible (Heller Baird & Parasnis, 2011) offers on the Facebook site. If the function of 

Facebook and the three antecedents; communication, shared values and benefits are fulfilled; 

indicates the theory that trust should arise between the parties.  
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Figure 3.3 Facebook Trust Model by A. Oxwall & T. Zander 2012 

3.4.2 Facebook 

Facebook enables activities online for the companies to reach the consumers (Jalilvand, 2012) 

and with this interaction online collaboration can occur, something that was not possible 

before (Heller Baird & Parasnis, 2011). We conclude this part of the model in two words, 

security and design; they represent an overall view of what Facebook has to offer in order to 

create trust.  

We define security on Facebook as a guaranty that the company to use the information the 

consumer published in an appropriate way and that adds value to the relationship. In security 

the information about the company is of importance. The company should publics’ valuable 

information about how to contact them, location and opening hours. This information should 

be easy to find for the consumer. The word security also holds the language, how the 

company reach out to the consumer through Facebook, according to Petrovic et al. (2003) and 
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Patokorpi and Kimppa, (2006). On Facebook, the state-of-art security plays an important role; 

the language and the security (Petrovic et al. 2003) have to be completed in order for the 

consumer to interact and network at the company’s Facebook page (O’Reilly, 2005). 

The word design refers to how the consumers are attracted by the message of the layout on the 

Facebook page. This includes the profile and background picture but also how well structured 

the page is with pictures and information, as well as the effort the company puts on Facebook 

design. A good design makes the consumer feel secure and the design should hold a 

professional look (Heller Baird & Parasnis, 2011), in order to attract the consumer. Patokorpi 

and Kimppa (2006) also claim that the technology, including both layout and design are 

important. The fact that the site has easy information is important in the relationship to bring 

it forward. The two variables: security and design is the basic need of the company’s 

Facebook site  

3.5.3 Communication 

The next part of the model is the antecedent communication. The communication on 

Facebook can help companies to build and retain a relationship with the consumer (Forsgren 

& Fors, 2008). Communication can describes as Patokorpi and Kimppa (2006) states: “Who 

says what, and why?” as the communication is summarized in the words; two-way 

communication and quality.  

Communication on Facebook is a fast two-way communication, which characterizes this 

Facebook relationship between the consumer and the company (ibid). Two-way 

communication is what characterizes Facebook, and the dialog with the company and the 

consumer, and more often even a third party. This type of communication opens up for a 

dialog that the company can befit from by asking the consumer valuable question, the answer 

to which the company can use in its daily work to develop the company. The two-way 

communication also enables quick responds in form of comments and likes to the different 

updates. 

The word quality represents what and how the communication word is written. If the quality 

of the communication is high, the consumer values the company higher. Companies should 

strive to make the information unique and stand out; one way to do this is by using a core 

message (Muniz & O'Guinn 2001). The companies have to make the communication even 

more valuable by delivering interesting messages that generate responses from the consumers 
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(Wassermann, 2011). If the consumers can find access to certain valuable information on the 

Facebook page the value of the communication is higher. Chaffey et al. (2006) call that to 

serve; that is adding more value to the information in the communication. That can be done by 

creating interaction that creates consumer loyalty according to Gummesson, (2008), and if the 

company shows expertise and act professionally in the given information, interaction occur 

according to Patokopi & Kimppa, (2006). On Facebook, control, from the consumer point of 

view, is important if qualitative communication should be created (Petrovic et al. 2003). In 

the Trust Pyramid model, consumer control is the next step after merchant legitimacy and, 

therefore, we also consider it important as a further step in this model to create trust. The tone 

plays an important role for the quality of the communication. How the communication or the 

messages published on Facebook is formulated; do they hold a core message, if they target the 

consumer and also if they are relevant for the companies’ relationship with the consumer. By 

using a language that fit to the brand image the consumer recognises the image from other 

marketing campaigns. According to Chaffey et al. (2006) speak is the tool that drives the 

company closer to the consumer, and by using a core message that the consumer recognises 

from other marketing campaigns, Brand Image occur on Facebook (Muniz & O’Guinn, 2001).  

3.4.4 Shared values 

The next part of the model is the antecedent Shared Values. According to Rotter (1968) is 

Shared Values the power in a relationship. We define shared values with the words 

reputation, relationship, trustworthiness, and participation. 

A good reputation is very important and is connected to the company’s Brand Image 

(Jalilvand, 2012). The image that the company has before entering Facebook can be improved 

on Facebook if the company are performing well. Shared values on Facebook can be 

considered equal with the likes that the company get in response. A good reputation often 

generates many likes and with a shared value this becomes when the relationship occurs. 

When a consumer like a company, the company’s publications on Facebook will be seen as a 

newly update. The consumer can both like and comment each update or picture and when 

they do, the friends to this person will also see that this person like this publication. 

What companies your friends like on Facebook are of importance in a person’s choice process 

to like a company or not; Petrovic et al. (2003) named this phenomenon merchant legitimacy 

in his Trust Pyramid Model. This is also connected to if the consumer wants to be associated 

with the company’s brand image. When a person like a company this can be equated that the 
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person have shared values on Facebook. A consumer shows their trustworthiness by sharing 

and expressing what matters to them, and the information flow cannot be controlled by the 

company (Harris & Rae, 2009).  

Shared values enable consumer participation that is important to make the relationship 

between the consumer and the company grow stronger (Rotter, 1967). Wasserman (2011) 

claims that participation on Facebook is shown by likes on company activities and 

performances. Shared Values is shown by likes, and that is evidence for the company that the 

consumer agrees with its product, service, image and communication. The number of likes is 

of importance for the reputation and relationship. Likes shows the consumers’ participation in 

the company’s Facebook activities. In order to earn consumers’ likes on Facebook, the 

company must build up the trustworthiness approach and this has to be fulfilled. If a 

consumer hesitate by question the company’s’ trustworthiness on Facebook, a relationship 

will never start and shared values do not exist.  

            3.5.5 Benefits  

The next antecedent in our model is Benefits. This part of the model represents how 

communication can turn into trust by making the communication tangible.  We define 

communication with the words goodwill, discounts, competition and collaboration. 

Goodwill represents firstly how consumers get something tangible from the company. 

Secondly can this be a good experience between the consumer and the company that the 

consumer share on Facebook, by name drop the company or post it on their time-line (wall).  

The companies can create goodwill that consumers respond to by publishing information on 

Facebook (Harris & Rae, 2009).  

Discounts can the companies’ give their fans on Facebook as a “thank you” for liking the 

company on Facebook. By having competitions on Facebook can the consumer benefits from 

having a relationship with the company on Facebook and in the same time are they trying to 

activate the fans.  Special offers for Facebook consumers also add an exclusivity to the 

Facebook consumers that likes the company and if consumers feel exclusive and special, they 

have a positive attitude to the company when sharing information about it on Facebook. The 

outcome of this benefit is collaboration between the company and the consumer.  

Collaboration on Facebook leads to consumer participation that can benefit the company in 

the long run.   Communication holds something that the consumer receives by exchanging 
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information with the company (Wasserman, 2011) trough Facebook. The consumer can 

exchange information by shape and upload things at the companies’ page (O’Reilly, 2005) 

and, in return, receive a discount at the actual store (Heller Baird & Parasnis, 2011).    

According to The Trust Pyramid by Petrovic et al. (2003), collaboration is important to get an 

advanced relationship that leads to trust.  

3.4.5 Outcome of Facebook-Trust Model  

The outcome of our model is trust. Trust needs to build a long-term relationship according to 

Gummesson, (2008); Keen et al, (2000); Doney and Cannon, (1997). Consumer loyalty needs 

according to Petrovic et al. (2003) and Gummesson (2008). Morgan and Hunt (1994) claim, 

that this creates efficiency, productivity and effectiveness between the consumer and the 

company. The implementation of trust in our model has not been studied or measured in this 

thesis. We believe that Facebook is the source and starting point to build trust on Facebook. 

The companies needs to use Facebook and the three antecedent’s: communication, benefits 

and shared values simultaneously, in order to successfully build a long-term relationship. 

However, the companies may use the antecedents differently; in order to reach out to their 

consumers. The benefits can also differ depending on what kind of company’ it is, if they are 

selling a product or service. Companies can use this model in order to support the usage of 

Facebook with the purpose of building trust with their consumers over Facebook.  
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Chapter 4 – Emperical Methods 

In chapter four we will present our research strategy, time horizon, operationalization and a 

more detailed empirical methodology in comparison to what we presented in chapter two. 

How the case that we have been studied was chosen and how the study was implemented is 

also further presented in this part.  

 

4.1 Research strategy 
The research strategy for this thesis is the case study approach, explained by Saunders et al. 

(2009) to be used if a qualitative approach is implemented. The research question for this 

thesis starts with a “How” and that indicates that a case will be studied and we will also 

implement old research in our study to compeer with our cases (Saunders et al. 2009). The 

approach favors close cases studies with a few cases at a specific occasion and do not leave 

room for statistical generalization (ibid). The cases will be chosen in order to fit the research 

purpose (Saunders et al. 2012). Our purpose with this study is to see if the historical research 

about how trust is created in a relationship can be applied on Facebook today.  

According to that the data collection of this study has both primary and secondary data. The 

given interviews with the three companies is primary data and the observations of these 

companies Facebook activities, is secondary data. The collection of new data is necessary in 

order to get a deeper understanding of the situation today, and considering that the 

phenomenon of companies on Facebook is relatively new. The reason to why we have 

decided to investigate the problem from this angle is because the interview and observation 

will complement each other and we will generate a better result.  

4.2 Sampling method 
Because we do not need to study an entire population in order to generate a result for our 

thesis, a non-probability sampling method has been used when we selected Facebook sites for 

our study (Saunders et al. 2009). The data collection for this thesis was done under a limited 

time period and therefore we consider detailed information more valuable than the achieving a 

high number of interviews. We do not seek to make any statistic conclusions from our study, 

(Saunders et al. 2009) and that is another argument for implementing the non-probability 

method.  
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In order to select representative Facebook sites to investigate we implemented the purposive 

sampling technique, (Saunders et al. 2009) explain it as “enable you to use your judgment to 

select cases that will best enable you to answer your research question(s) and to meet your 

objectives” (Saunders et al. 2009, p. 230). To find companies in Kristiansand that have a 

Facebook page, we searched on Facebook. In order to generate a good quality to our study we 

hade limited our study to three small to medium sized companies, and we also looked for 

companies in different sectors. Further one the choice of companies to be investigated was 

based on two facts that was observable through Facebook. We used a selection scheme in 

which the number of updates last month (+4) and the number of likes (+250), allowed us to 

exclude some companies.  

Table 4.1 Case Observation Scheme  

Companies 1-7 Consumer Likes on Facebook 

>250  

Number of activities last month 

> 4  

1 3821 14 

2 855 5 

3 288 14 

4 458 6 

5 2857 12 

6 345 8 

7 375 17 

 

Table 4.1 displays the observation scheme of small to medium sized firms in Kristianstad that 

are active on Facebook. These seven companies are divided into different coloured groups. 

Company 1 and 5 represents group red, they have a significant number of likes and are active 

on Facebook. Company 2 and 4 represents group green, they have many likes, but they are not 

as active as company 3 and 7 that represents group blue, which do not have that many likes 

but that are active on Facebook. Company 6 does not stand out on any point and is excluded.  

The study is focused on three firms located in Sweden, Kristianstad that are actively 

using Facebook. The low number of studies cases is do to the limited time period and 

therefore we consider detailed information more valuable than the achieving a high number of 
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interviews. The reason for this is because we believe that the quality of this study will be 

better by only focusing on three companies. The fact that we also wanted to add value to 

our study by interviewing the actual person that work with Facebook explain why we 

choose to limited our study to Kristianstad. For our interviews we hade one company from 

each group, and one person from each company responsible for Facebook, and this companies 

was randomly selected by drawn from the six companies that was qualified for our study do to 

our selection scheme. That resulted in company 1 Sparbanken 1826, company 2 Butik Lilla E 

and company 7 Tova, in order to get a wider and deeper picture of how different kinds of 

Facebook companies act to generate likes and activities.     

4.3 Reaserch Method 
Below our the two research method presented and motivated, in order to get a better 

understanding of why the interview guide the observation scheme have the structure that they 

hold. 

4.3.1 Interview 

The interview guide has been constructed from the model Facebook-Trust different parts. The 

same question will be asked in the three cases studies but the follow up question maybe will 

be different according to operation and what the interviewee answers. It is important to ask 

questions regarding every variable in the model in order to test if the model describes the 

reality. The word trust can affect how the interviewees answer the questions and therefore will 

this word not be mention to the different interviewees. The difficulties with interviews are that 

the given information may not be reliable as the person wants to represent another reality or 

that they have another view on the subject. The aim of the interviews is to have the 

interviewees talk freely about their Facebook use. In order to focus on the chosen topic during 

the interview, a list of themes or questions were used (Saunders et al. 2009). However the 

semi-structured interviews give the opportunity to ad questions during the interviews, in order 

to get a deeper understanding of the answers (ibid). The interview will be held face-to-face 

and the interview will be recorded and note taking will be used as a support. A face-to-face 

interview enables the interviewer to witness non-verbal behavior of the respondent; it 

increases the rehabilitee in the data collection because it reduces the risk of misunderstanding 

(Saunders et al. 2009) 

The interview questions and the interview method were tested before implementing it in the 

real study. This was done in order to see how the answers could be used in our study, and if 
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some of the questions could be excluded from the questionnaire. Some questions were 

excluded after the first tested interview. The interviews where done during a specific time in 

line with the cross sectional time horizon (Saunders et al. 2009). The questioner can be seen 

in appendix 1; and the interview is divided into areas that represent the different part of our 

model.  

4.3.2 Observation 

To complete the observations were an observation scheme developed that can be seen in 

appendix 2. The observation was done under a specific time in line with the cross sectional 

time horizon. We tried to be as objective as possible even if we already knew some of the 

information since the interviews already had been made (Saunders et al. 2009). Some of the 

observations will also be compared to what the companies answered from the interviews. The 

scheme also includes analyse of updates, likes and activities on the Facebook page. Some 

statistic was divided into the different months, but we also observe the total number under the 

whole period. 

4.4 Oprationalisation 
Operationalization is used to operationalize concepts for qualitative research, (Saunders et al. 

2009). The vision is to see if the companies are working in unity with the model, in order to 

create trust on Facebook. We will measure this by doing interviews and observation. The two 

methods were intended to study the same variables, but some were only possible to be 

measured by one method. 

4.4.1 Interview  

Facebook. By asking question about the company’s general attitude and consumer’s 

behaviour, we measured how the company use Facebook and if it is a complement to other 

activities. We also asked questions about the companies design in order to measure if the 

company consider the design to be important. From this answered we also where able to 

measure how the company work and how much effort they put into the design. Furthermore, 

to measure the variable security we asked the companies if they had included any future 

information that could be value for the customer. The information that should be included 

was: contact information, phone numbers and responsible person for the site. We also asked a 

question about how often this information was updated. The reason behind this was to 

measure if the company believes that it is important that the information is correct, in order 

for the consumer to trust the company. The last question in this section consider the time 
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spend on Facebook and how many persons that work with Facebook. With this question we 

will measure the effort that the company puts on Facebook and also the strategy behind.  

 

Communication. By asking questions about the possibility to gathering information on 

Facebook and how often they update the site, we measure if the company use Facebook’s 

two-way communication. We also measure if the company see Facebook as a platform where 

they can collaborate with their consumers with this question. By measure the quality of the 

communication we asked questions about fast communication, in order to measure how long 

time it general takes before they respond to the consumer. We also asked questions about the 

tone that the companies have on Facebook. To measure if they had any specific thought 

behind how they communicated on Facebook. The last question was about unity, to measure 

if the companies try to create a unity with text and pictures.  

 

Shared Values. Shared values were measured by asking the companies questions about: 

Reputation, Relationship, and Participation. To measure the variable participation we asked a 

question, if the company tries to create a dialog on Facebook. We also measure both 

participation and reputation by asking if the company courage the consumer to be active on 

Facebook. Furthermore, we asked if the company treated the Facebook fan in a different way 

in order to measure the exclusivity on Facebook. By asking a question about how the 

company handle bad publicity and information about themselves on Facebook, we measure 

the reputation and relationship on Facebook. The variable trustworthiness is not measured by 

the interviews. By asking the company if they try to generate likes as well as what generates 

most likes on Facebook, we were able to measure shared values. 

Benefits. The last section involves benefits. Benefits on Facebook are the same as discount 

and competitions. We measure this by asking if the companies use any competitions or 

discount and what the general opinion of these Facebook activities is. We also ask questions 

of how the company work with these kinds of activities. Benefits on Facebook can also be 

access to certain information exclusively, or before other people, and therefore we asked if the 

Facebook consumer were treated differently.  

4.4.2 Observation 

Facebook. By measuring security we observed how comprehensive the information published 

by the company are. We observed if the following areas were included in the information; 
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company history, business description, responsible person and phone number. We also 

observed these following areas; opening hours, location, map and how long time the company 

has been active on Facebook. By measuring design we observed following variables; unity, 

logotype, background pictures and different categories album information can be published in.  

Communication. By measuring quality we observed the content of the communication and 

also how frequent the company was in their updates. There are different reason and occasions 

behind the updates, which are interesting variables to measure as this also is linked to the 

quality. By measuring two-way communication we observed the different comments on the 

Facebook page and how the companies answered. We also observed the tone in the text 

published by the company in order to see if they had a special tone. Another interesting 

variable to measure is the specific reason behind the update in order to see in what way the 

company are trying to communicate with their Facebook fans.  

Shared Values. By observing the numbers of likes different posts have generated a similar 

pattern could be constructed in order to measure the companies’ participation. Furthermore, 

we observed how many check-ins and how many people that talk about the company the 

result measure the companies’ trustworthiness and also reputation. All this variable in this 

observation is connected to the relationship between the company and the consumer, they are 

interesting to measure in order to see if the company have shared values.  

Benefits. By observing questionnaire, discounts event or a competition and furthermore, 

access to certain information of new products or offers we measure the companies beneficial 

system that create consumer collaboration. The number of likes, comments and the frequency 

of this activities measure what kind of goodwill, if any, the company have and also how 

popular they are see form the consumers direction. 

4.4 Reliability 
The reliability depends on if the study can be replicated or not by someone at another location 

and time and the result will then be the same, Saunders et al (2009) named it consistent 

findings. Reliability is also important for the trustworthiness of the thesis, (ibid). This study is 

based on interviews and observation. The questions for the interviews are based on our 

conceptual model; it is way possible to replicate this study on other companies in other cities. 

The outcome of that study can in some way reflect the outcome of this study. But it is 

impossible to for the interviews to judge if the interviewees answer the questions 
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appropriately and if the answers reflect the reality. However, the observations are based on 

Facebook pages and that is a changing social media. Therefore, the outcome of this study, are 

in some ways, influenced by the analysis. It is also impossible for a human being to stay 

totally objective. Based on the information discussed above, we believe that the reliability of 

this thesis is low.        

4.5 Validity 
In this thesis, validity is created through the use of well-established theories, which have been 

used to form a model. We test this model through interviews and observations to see if reality 

and science have the same opinion about how trust can be created through Facebook. The 

validity of our thesis can be considered, rather low, since we do not know if trust is a relevant 

aspect to examine. The broad theoretical framework supports the theory that trust is important 

in online relationships. When measuring how trust can be created though Facebook general 

and open questions with a easy language were used. That increases the reliability and validity 

of the study. We have also tried to be systematic in our data collection, especially when we 

did observations of the pages. However, the time limitation for this thesis made it impossible 

to collect as much data as wanted and that has influenced the validity negatively. According 

to the discussion above we cannot argue that our findings are totally valid.  

4.6 Generalizability 
Generalizability is as a study that can ”be equally applicable to other research settings” 

(Saunders et al. 2009, p.151). To achieve generalizability to the study, a high number of 

respondents need to be collected (Saunders et al, 2009). We do not argue that these findings 

about how trust can be created over Facebook are applicable to all companies and 

environments; a reason for that is that there were only three interviews and observations with 

different companies in this study. We also focus on small to medium sized firms in a 

particularly city and we made that clear in our discussion that we do not aim to generalize our 

findings. Furthermore, the study focuses on Facebook, which is a network on the Internet in 

constant change. We cannot guarantee that the use and purpose of Facebook remain the same 

over time.  
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Chapter 5 – Results 
 

In chapter five the findings of the interviews and the observations will be presented. A 

presentation of what has been said during the interviews will be presented separately in a 

summarized form. Every interview is divided into four areas according to our questionnaire 

and research model. The findings from the observation of each company will further one be 

presented under each companies interview resume.  

 

5.1 Case: Tova 
The hair shop Tova is located in the central part of Kristianstad. Today is Tova unique with 

their own hair spa were the customer can relax and get different of luxury hair treatments. At 

Tova are there seven different hairdressers working to offer the customers the little extra and 

they believe that the personal feeling is important. Tova offer everything from haircuts and 

coloring, pretty hairdos, beautiful eyebrows and a relaxing moment. On Facebook have the 

shop been active since 2011. 

5.1.1 Interview  

Date and time: 4
th

 of May 2012, 10:00-11:30  

Interviewee: Maria Svensson, Marketing Manager  

Meeting place: Hair Shop Tova’s office in Kristianstad 

Facebook participation: 2011-09-06 

The attitude in general concerning Facebook and the company Tova is that they want to be 

available for their consumers and show up every day in the consumers’ daily life. The 

consumers should have Tova “on top of mind” according to Maria. Facebook is used to show 

the everyday life at Tova. The consumers have responded to the Facebook participation by 

mentioning the up-dates when they visit the salon. Maria thinks that the Facebook format 

inhabits the opportunities to have a site with a personal touch.  The profile picture is the 

design tool they have used and they also use the opportunity that Facebook gives to delete and 

hide events on Facebook to create a unity on the site. The information Tova published about 

the company is to keep as short as possible, she only want to show the unique information 

about the salon. Marias is responsible for Facebook and she works as a filter for all the 

communication and pictures that have been uploaded. But this is about to change and in the 
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future all personal should share the responsibility. Maria has implemented her thoughts about 

Facebook into the company on their Friday morning briefing meetings. During this meetings 

Maria has talk about what is going on at Facebook, at the moment, and also talk about some 

important comments and responses that they have received during the week in order to keep 

everyone at the company updated about Facebook. In general Maria spends five hours each 

week on Facebook, depending on what she uploads she needs more or less time. She does not 

think that they will spend that much time on Facebook in the future and that is something she 

is worried about. Maria thinks it’s important to have someone that “over view” the site and 

she is worried that the quality and strategy she has implemented will fade when everyone at 

the company should work with Facebook.    

The response they achieve from consumers is always analysed within the company and Maria 

also claims “it’s always someone that thinks we update too often, but 9 out of 10 think we do 

a great job”. Bad publication on the site has not shown up, but they have a strategy for how 

they will respond to it when it happens. The conversation will be kept short and the consumer 

will be told to come and visit the salon, in order to avoid a public debate on Facebook. If they 

achieve bad response from consumers, they should respond as fast as possible. Maria tries to 

respond urgently on all questions and comments, but if she needs help to answer the question, 

it can take a few hours. The policy is that the consumer should receive an answer the same 

day. The policy is also to never delete bad response because that will affect the 

trustworthiness. Tova is not using Facebook to gather information from their consumers, since 

“the purpose of Facebook is to communicate in a fun way with our consumers”. However, the 

information they receive is responded to in a general way in order for all consumers to read it 

and learn from it. Maria only answers with her name when she sends personal messages, not 

on the Facebook page, where she answers with the Tova logo. The personal tone at Tove has 

always been important and they try to keep that tone also on Facebook. On the page they 

always try to keep a balance with what they upload on Facebook, to create a unity on the 

page. Tova always has one to two updates each day, only three if there is something very 

special or important. The time for updates is something Maria think is important, Tova wants 

to be seen and not disappear in the information flow. Therefore, they update every day around 

17:00, since at that time many people has left work and also around 13:30, when people are 

back from their lunch break. Many people visit Facebook at these times.    
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The most popular activities and the activities that generate most likes are competitions; this 

type of activity is also something that the consumers share with other friends. Also 

participation communication, when the consumers should share their own stories and 

experiences generate wide responses. Along with personal pictures and behind the scène 

information from the company, also generate likes. When they upload pictures with 

consumers in, they are careful to not show the consumers faces. Tova tries to attract the 

consumer by mentioning Facebook to consumers that visit the salon, but they do not have any 

stickers or marketing in the salon about their Facebook participation. In the future they will 

have the Facebook logo on their price menu and on their business cards. Tova is not keeping 

the Facebook network exclusive, and they do not try to make it exclusive because they do not 

what to miss out on any consumers.  Maria thinks that Facebook nowadays work as “Google” 

and the consumer that search information on Google also searches for information on 

Facebook.  

Each month Tova has a regular competition coming up on Facebook, and that is something 

the consumers know about and during this time they can see how the response from the 

consumers increases. They have competition the consumer has to like Tova to be a part of the 

competition. But they do not have any discounts, since considering the brand image; they do 

not want to be seen as a “discount company”. These activities on Facebook that generates the 

most likes, is not something Tova put value in to, in order to have more of this specific 

activities. The policy is to upload things on Facebook that they consider fun. This has to do 

with the fact that sometimes activities do not generate many like but the consumers mention 

the information when they come visit. Maria thinks it is worth mentioning that the numbers of 

likes on Tova site is constantly increasing, but she do not think that many likes are important. 

That is not their purpose to why they have Facebook. “Tove has Facebook to reach out to 

many consumers, and it more the quality than many likes that they value”. 

5.1.2 Observation 

The observation was done the 15
th

 of May at 10:00am.  

 

Tova had 401 likes, 77 check-ins 34 people who talk about Tova. In the general information 

about Tova included, company history, a business description, phone number, opening hours, 

location, a map and the responsible person is the shop’s mail address. The design of the page 

has a good unity with pictures and text; the photo albums are divided in two different 

categories and the background picture is specially made for Tova. It looks professional, as 
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does the company logo that work as profile picture. When they answer the consumer on 

comments, Tova uses their logo and the Tova name; they have a happy and soft tone with a 

personal touch. Only in a few cases they answer by referring to the phone number or by 

telling the consumer to come visit them.  The observations of the updates the last three 

months, the reason behind the updates as well as how many likes the updates had, can be seen 

in the observation scheme.  

Table 5.1 Tova’s Facebook Updates 

NUMBER OF UPDATES February March April TOTAL 

Updates of the Facebook Page 7 6 16 29 

18 Updates with pictures 5 6 7 
Updates with only text 
Number of published pictures  

2 
4 

0 
11 

9 
10 

11 
25 

	  

Table 5.2 Tova’s Facebook Updates and Likes 

REASON February March April TOTAL  February March April TOTAL 

 UPDATES  LIKES  

Special/day dates 1 1 3 4 18 2 4 24 
Received items 1 1 1 3 0 7 1 8 

Spontaneously 3 3 6 12 36 25 25 83 
Discounts 1 0 2 3 5 0 5 10 
Questionnaires 0 0 0 0 0 0 3 3 

Events 1 0 0 1 0 0 0 0 
Competitions 0 1 4 5 0 1 43 41 

TOTAL 7 6 16 28 59 56 80 169 

	  

5.2 Case: Butik Lilla E 
Butik Lilla E is a children shop located in Kristianstad in the south of Sweden. They are 4 

employees working in the shop including the owner Caroline Christiansen. The store was 

from the beginning a shoe store in the franchise concept of the chain Vincent shoes. Over time 

the shop become more and more popular and expanded. Today they are selling several 

brands and offer clothing, shoes and accessories to children. Caroline started the Facebook 

page in the name of Vincent shoes in Kristianstad but as the shop change direction and name 

a new Facebook was created for Butik Lilla E. 

5.2.1 Interview 

Date and time: 9th of May 2012, 12:00-13:30 

Interviewee: Caroline Christiansen, CEO & Founder 

Meeting place: In front of Butik Lilla E 

Facebook Participation: 2010-01-25 
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The Butik Lilla E started with Facebook when Caroline noted the advertising for companies 

Facebook on her own profile pages “It was not obvious at first that the company should have 

Facebook, I tested because it was for free”. Back then the name of the store was Vincent Shoe 

Store. The Facebook participation took off with Vincent and now she uses it on a regular basis 

for marketing the Butik Lilla E. The company has a small marketing budget and, therefore, 

Facebook is a marketing tool that fits perfectly; it is for free, you reach consumers and they 

participate on Facebook. Furthermore, participate in Facebook is not a compulsorily 

behaviour; if consumers disagree with Butik Lilla E they can chose to leave the page. Butik 

Lilla E has noted a huge change in consumer behaviour and a lot of consumers respond to 

Facebook activities when they visit the store but she also mentions that, “Butik Lilla E should 

not over do Facebook”. Caroline thinks that the new concept of Facebook is “hard to 

manage”, due to the uploading function that does not always uploads the pictures and 

information in the same order as Caroline designs it. The profile picture is always kept the 

same and shows the store logo. Carolina thinks that creates a unity on the page. In addition, 

they change the background pictures after what’s up to date or depending on season. In 

general, they try to have a picture that shows the display window. The company wants the site 

to be kept simple, but the consumers ask for more information: “they want all parts of the 

information”, and they try to respond to that but still keep the page simple. The information 

they publish about the company is for the consumer to reach the company; “the consumer 

should find all the information they request for on the Facebook site”. The information is 

updated on a regular basis in order to inform the consumer what brands there are in the store 

at the moment. Butik Lilla E uses the Facebook site as a webpage; therefore they have lots of 

albums and the consumer can find information of what is in the store at the moment, similar 

to a web shop. Only Caroline runs the site but she updates her colleagues about activities on 

Facebook in order for them to understand if consumers that visit the store refer the Facebook 

site.  Caroline spends about one hour each day; depending on how much time it takes to 

upload the information. Sometimes she thinks she spends too much time on Facebook;  “the 

importance of our Facebook site is to keep the consumer updated, and I don’t think they care 

if I update to often as long as they know what going on in the store at the moment” but at least 

one up date every day. Caroline knows how important Facebook is for the consumers and the 

time spent on Facebook is, therefore, something she prioritizes. She also mentions “it is hard 

to stay away from Facebook when you have a smart phone, because Facebook is so close” 

therefore, she also works with Facebook during her free time.   
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Consumer response on the site is something Caroline thinks is positive and they work with the 

response that they receive and listen to the consumers’ thoughts and ideas. Lilla E wants to 

keep a close dialog with their consumer through the fast Facebook communication. If 

something generates a lot of positive responses they follow that advice. Another positive 

aspect of Facebook is that the consumer gets the strength to speak up. Sometimes Caroline 

receive response on Facebook the normally never comes up. Therefore, Caroline likes the 

“anonymous” part about Facebook.  If she receives positive response she shares that with her 

colleagues in order to generate positive feelings.  

She tries to answer comments as fast as possible but sometimes a comments slip trough, and it 

can take a few days before she notes it and responds, and that makes Caroline feel 

insufficient. She wants to respond as fast as possible; she thinks that makes her look good and 

trustworthy. Caroline answers the consumers’ comments in the same way as they have asked 

the question. If the consumer has a personal tone she also uses that, but if it is a general 

question she answers it with a general answer. She tries to avoid having the consumer visit the 

store to receive an answer, but sometimes Caroline “refers back to old information” published 

on the Facebook site in order for the consumer to find an answer. The consumer dialog is a 

bonus to all the other information Facebook holds. Butik Lilla E works to create a unity in the 

information Caroline uploads on Facebook, and she tries to keep a good unity in her albums 

as well, also in the campaigns she uploads on Facebook. She always has “thoughts behind” all 

publication and puts a lot of effort into them. She often updates when they have new products 

in the store and if they have a special event. She finds that pictures stand out more and that is 

why she tries to use pictures in all the information she publishes.  

Caroline tries to create a dialog by asking the consumers what they request in the store and 

also by supporting the consumer to like or share information with others. But they do not use 

the question tool. Likes are important and if something do not generate as many likes as she 

wants she gets “grumpy”. She has tested different ways and she thinks it is hard to get more 

persons to like the site. But when they have discounts she can see that many consumers like 

the site. They do not talk with their consumers about Facebook because they think that 

Facebook sound “silly”. However, they have talked about putting the Facebook logo on the 

front desk, to highlight the Facebook participation.  
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The Facebook consumers are treated exclusively; they always receive information first and 

have a VIP status. Caroline thinks it is important to “keep the Facebook consumer exclusive”. 

Activities when the consumer can receive something is what generates most likes, also special 

VIP information generates many like. If Butik Lilla E should receive bad publication, they do 

not have a strategy for how to handle that, but she thinks that she wants to keep the bad 

publication private and have the consumer visit the store to solve the problem.  They want to 

use Facebook to market their products and that is the purpose of having Facebook. Caroline 

also thinks it is important that the consumer do not forget about them on Facebook.    

The participation question is not something that they have used and Carolina does not know 

about that function. However, they have competitions/discounts every other month. She says 

“not too often”, it depends on if they think that they need it to reach out to the consumer and if 

they want the consumers to be active. The discounts they publish on Facebook are not special 

for the Facebook consumer. Facebook is a good way to reach the consumer according to 

Caroline, and she always look back at what happened on Facebook in order to keep a variety 

on the site. She also evaluates what they have done and look at what has generated responses, 

in order to use that more. Carolina was the first Vincent stores on Facebook and even if she 

went private, with Butik Lilla E, she still helps the other Vincent store in Sweden with 

Facebook. “I think the participation on Facebook depends on the city atmosphere”.   

5.2.2 Observation  

The observation was done the 16
th

 of May at 13:30 

 

Butik Lilla E had 495 likes, 0 check-ins and 84 people who talked about Butik Lilla E. In the 

general information about Butik Lilla E they have included opening hours and location. The 

information that is not included is the company history, business description, responsible 

person, phone number and a location map.  The design of the page holds a good unity with 

many, big, colourful pictures. The background picture is the display window, with a picture of 

the logo in, and the profile picture is a picture of the logo; this combination gives a very 

professional and united impression. When Butik Lilla E answers consumer comments, they 

uses the logo and the store name. The tone is friendly and they keep the information short. 

Some time the answer is personal, and in some cases more general, depending on the 

question. Butik Lilla E has not in any answer told the consumer to call them or to visit the 

store. The observations of the three last month updates, the reason to update as well as how 

many likes the updates had, can be seen in the observation scheme.    
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Table 5.3 Butik Lilla E’s Updates  

NUMBER OF UPDATES February March April TOTAL 

Updates of the Facebook Page 9 11 21 41 

40 Updates with pictures 9 11 20 
Updates with only text 
Number of published pictures  

0 
307 

0 
169 

1 
396 

1 
872 

	  

Table 5.4 Butik Lilla E’s Updates and Likes  

REASON February March April TOTAL  February March April TOTAL 

 UPDATES  LIKES  

Special/day dates 0 2 1 3 0 31 4 35 
Received items 9 5 11 25 172 113 135 420 

Spontaneously 0 2 4 6 0 0 31 31 
Discounts 0 1 2 3 0 30 36 66 
Questionnaires 0 0 0 0 0 0 0 0 

Events 0 0 2 2 0 0 87 87 
Competitions 0 1 1 2 0 188 13 201 

TOTAL 9 11 21 41 172 362 306 840 

	  

5.3 Case: Sparbanken 1826 
Sparbanken 1826 were founded in 1826 and it is therefore Sweden’s oldest Sparbanken.  The 

bank has 300 employees and 20 different bank offices in five different counties located around 

Skåne in Sweden. The bank has its own telephone bank and a business volume of SEK 55 

billion. The business idea from the beginning was to work for financial freedom by helping 

people to save; this idea has evolved over the years and today the task is to help customers to 

develop their personal finances. Sparbanken 1826 has been on Facebook since spring 2010.   

5.3.1 Interview 

Date and time: 9
th

 of May 2012, 14:00-15:40 

Interviewee: Jörgen Svensson Dahl, Communication Manager 

Meeting place: Jörgen Svensson Dahl’s office at Sparbanken 1826 head office, Kristianstad.  

Facebook Participation: 2010-05-06 

Sparbanken 1826s participation on Facebook started about two years ago. There was no 

specific reason behind the start more than curiosity what it could generate. A few other banks 

were using Facebook and Sparbanken 1826 was inspired by them and saw an opportunity to 

marketing the bank. One goal that the bank has says Jörgen is “to be where our consumers are 

and that includes Facebook”.  
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The Facebook idea that Sparbanken 1826s has is to be available for their consumers, Monday 

to Friday, between regular opening hours. Jörgen described the bank’s Facebook page as an 

“open news flow that both includes consumer benefits such as competitions but also helpful 

information and tips about the consumers private economy”. This mix Jörgen and his 

colleagues believe will create an interesting information flow.   

About the Facebook design, Jörgen Svensson Dahl says that they have put much effort behind 

it to create links and different categories on the site. The bank uses “professional pictures 

from their own portfolio where the mission is to create recognition” and “in Social Media is 

important that different things happen, so therefore, the pictures change according to the four 

different seasons” claims Jörgen.   

Jörgen further believes that design is important but is should also reflect that it is a bank in the 

pictures and the communication. Today Sparbanken 1826 also has customer service on 

Facebook where the consumer can ask questions and get fast answers. 

Furthermore, Svensson Dahl describes the work behind Facebook: “many of the employees 

are involved in different ways and at different positions”. The bank is a big organization and 

well structured that also enables many positive aspects. “We are a group of people in the 

organization that have meetings every week and discuss Facebook, both long and short time 

activities and goals”. In this group says Jörgen; we help each other to post questionnaires, 

updates and other information that we decide on together. In addition the bank also a person 

that is working fulltime with all our digital channels. Beside this, our telephone bank has 

around 20 employees working with customer service answering question on Facebook.  “This 

employees have n specific education in Social Media, but there are guidelines to follow as 

unity is important”, Jörgen states. It is hard to know how much time every person works with 

Facebook as they also have other assignments included in their employment. The 

communication manager underlines that “if you have begun with a project, you have to 

contain and maintain it; our goal is to update at least once a day”.  

Sparbanken 1826 uses different activities on Facebook; open questions and competitions are 

two examples of this, but it is not so often that they really use the information that they get 

from this. What the daily work on Facebook has in common is that it is created with a strategy 

and there is a though behind the publications. The bank uses Facebook as a news-feed 

channel, instead of a meeting place of interaction.  
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“Whenever a consumer asks a question, the mission is to answers the question within an hour 

as it should be a fast medium, but this also depends on the type of question” says Jörgen; ”it 

also depends on the types of question and the severity of them”. The difficult in having 

customer service on Facebook as a bank is the bank privacy, but they try to answer the 

consumer is the best way.  

Over Facebook, Sparbanken 1826 tries to work with consumer learning and what the 

consumer can learn from us. “We also try to tell what is unique for us, and what we do more 

than just begin a bank”.  

Over time Facebook usage has changed, Jörgen Svensson Dahl says “from the beginning we 

posted text and pictures on weekends, but we have decided that we cannot let the consumer 

get used to that”. Jörgen continues to tell us about the strategy behind the different 

competitions which is “to recruit new fans and many likes; the challenge later on is to get 

them to remain fans”. Sparbanken 1826 is a very structured company; both goals, policies and 

statistics are well stored and evaluated. The bank has looked over the different demographic 

variables of their Facebook fans.   

The general opinion is that the activities that create benefits and something tangible in return 

are very popular and something that increase the interest. The Communication manages finds 

that the balance is very important and the bank’s operation should not be forgotten. Finally, 

Jörgen says that Sparbanken 1826 never stops seeking for new ways and ideas to become 

even better in its Facebook use.  

5.3.2 Observation  

The observation was done 15th of May 2012 at 09.30 am. 

Sparbanken 1826 has 3838 fans that like the company on Facebook; 1278 people talk about 

the bank and 65 check-in have been made on the location. The bank has a good description 

about its operation; it is relevant and summarized. The information about people responsible 

for the site is missing, as well as the opening hours for the different offices. A map and 

location to the head office is available for the Facebook consumer.  

Furthermore we also analysed the design of the Facebook page. The use of the logotype is 

good but the background picture has no connection to the bank and cannot be associated with 

any banking activity. Sparbanken 1826 has 7 different categories where the fans can look at 
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different pictures and texts. These categories includes for example: the different organizations 

that Sparbanken 1826 like because they have a relation to, policy’s, a news room and finally 

the concept of begin a ”Close to you” consumer. 

By studying the different comments on the Facebook page and the answers to these, can we 

interpret that the tone is polite and the people working with customer service give general 

answers. 

Table 5.5 Sparbanken 1826 Updates  

 

NUMBER OF UPDATES February March April TOTAL 

Updates of the Facebook Page 25 22 20 67 

Updates with pictures 3 2 1 
Updates with only text 
Number of published pictures  

22 
4 

20 
2 

19 
1 

61 
7 

	  

Table 5.6 Sparbanken 1826 Updates and Likes  

REASON February March April TOTAL  February March April TOTAL 

 UPDATES  LIKES  

Information 3 5 5 13 20 20 22 62 
Spontaneously 4 3 4 11 79 16 77 176 

Discounts 0 0 0 0 0 0 0 0 
Questionnaires 2 3 1 6 11 23 14 49 
Events 8 10 5 23 63 22 20 105 

Competitions 5 1 5 11 19 10 85 114 

TOTAL 22 22 20 64 192 91 218 506 
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Chapter 6 – Analysis 
 

The analysis of the different cases will both look at the results from the interviews as well as 

the observation of the companies Facebook pages. We have our model Facebook-Trust as the 

starting point for this analysis. The structure of this analysis is divided into four main parts 

from the model: Facebook, Communication, Shared Values and Benefits. 

 

6.1 Analysis Structue 
The model we presented in the end of chapter three is the outline for our analysis; therefore 

the model is displayed below. The analysis of the case includes these different parts of the 

model. We will present the analysis in the following order: Facebook, security and tone; 

Communication, two-way communication and quality; Shared Values; reputation, 

relationship, trustworthiness and participation; Benefits, goodwill, discounts, competition and 

collaboration.  

 

Figure 3.1 Facebook Trust Model by A. Oxwall & T. Zander 2012 
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6.2 Analys of the Case Tova  

 Facebook. Tova’s overall impression is that consumers use Facebook as the new Google to 

search after information. They also consider Facebook to be a complement to other marketing 

activities. The hair shop has noticed a change in the consumer behaviour since they begun 

using Facebook. The consumers often comment on their Facebook activities as well as offers, 

when they visit the shop. Tova fulfils the security variable as it has included information that 

could be valuable for the consumer, in order to feel secure. The design of Tova’s Facebook 

page holds a unity with both information and pictures. It has a specially designed background 

picture and the logotype is used as the profile picture. This unity creates a professional 

impression on the Facebook fan. Tova has one person responsible for the Facebook activities 

and she spends about 5 hours each week on Facebook.  

Communication. The requirement of a two-way communication is not fulfilled, as Tova does 

not try to communicate with the consumers by creating a dialog on Facebook. Tova rather 

tells the consumer to come visit the shop in order to solve problems and thas never used a 

questionnaire in order to create a dialog. Furthermore, Tova’s policy is to keep a certain 

quality of the tone; which is friendly, nice and soft. Tova also have a fast communication with 

their consumers and that generates quality for Tova’s Facebook communication. However, 

there are no specific reasons behind the updates and, therefore, the quality requirement is not 

fulfilled.    

Shared Values. Tova’s purpose is not to create a dialog with the consumer; the focus is on 

publishing fun communication and pictures. The check-in number displays that Tova has a 

good reputation and the consumers want to share that they have visit the shop. However, Tova 

does not valuate how many likes and check-ins they have and they do not consider it to be 

important. Tova forces the consumer to like and share information in order to participate in 

activities on the Facebook page. This behaviour affects the reputation, relationship and 

participation negatively. The shop fulfils the requirements for shared values but Tova does not 

know if consumers like them in order to show their trustworthiness or in order to participate 

in activities.  

Benefits. The activities that are required in order to fulfil benefits are included on Tova’s 

Facebook site. The vision is to have a monthly competition; the reason behind this is to keep 
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the consumer interested. The hair shop also has discounts and special offers for their 

Facebook consumers even if Tova does not want to be seen as a discount company. 

Furthermore, they create goodwill that consumers share information about on the Facebook 

page and that in order creates collaboration between the consumer and the company.  

6.3 Analys of the case Butik Lilla E   
Facebook. Butik Lilla E uses Facebook as its only marketing tool. It fulfils the requirements 

on the design as it has a unity with many colourful pictures. The background picture is of own 

design and logotype is presented in the profile picture.  The company puts much effort into 

the design; with structured albums and many pictures. On the variable security, Butik Lilla E 

is the only company that does not meeting the requirements. It has not published any contact 

information, email, responsible person, phone number. The only information that is included 

is the opening hours and location.  Butik Lilla E has one person that works with the Facebook 

page from everything from updates to answering questions. The owner admits that she spends 

very much time on Facebook.  

Communication. The information in the updates is short and informative and the shop uses 

always many pictures to make it more interesting for the consumer on Facebook. Butik Lilla 

E is very good at answering questions from the consumers. The communication is good and 

friendly. Therefore, we believe that the two way communication is fulfilled. Butik Lilla E has 

also very high quality of its communication.  The shop is frequently updated and contains a 

mix of different updates. Butik Lilla E’s tone is adapted to what the consumer writes, if the 

consumer asks personal question the shop tries to answer in the same tone. 

Shred values. Butik Lilla E has a very good reputation and can be considered to be a role 

model for other companies. This can be seen by looking at the number of people that liked the 

company compared to how many likes the company has on the different updates. The 

company would not have so many likes on their updates, if the Facebook fans did not agreed 

with the values. The participation from the consumers is large and frequent. With this can we 

see that the trustworthiness is fulfilled even if the security not was good. Therefore, we 

consider shared values to be fulfilled. Butik Lilla E, thinks that the Facebook consumers 

opinions are valuable and tries to listen to the responses in order to become better. 

Benefits. Butik Lilla E has several benefits on their Facebook page. The shop uses a mix with 

events, discounts and competitions. The Facebook consumer is treated differently with access 
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to certain information and is treated exclusively.  Two categories have the most likes: 

received items, followed by competitions and later received item. Therefore, we believe that 

the variable benefit is fulfilled. The categories received items and competitions have the most 

likes. 

6.4 Analysis of the Case Sparbanken 1826 
Facebook. Sparbanken 1826 has Facebook as a complement to many other marketing 

channels. The bank has one person responsible, for all kind of digital activities, and here are 

Facebook included. Therefore, it is not clear how much time she spends on Facebook 

specifically.  In addition to this the bank also uses consumer service over Facebook, where the 

telephone office is responsible for answering the comments. The bank’s main purpose on 

Facebook is to show an information flow with bank activities. Sparbanken 1826 has well-

presented information and background. Information and telephone number are also included, 

therefore, the bank fulfils the requirements for security. The bank does not fulfil the design 

requirements because the background picture is not representing the bank or any of its 

activities. The purpose is to change the picture according to season. For the moment there is 

there a picture of a piece of wood, and that design is not so attracting for the Facebook fan. 

Communication. Sparbanken 1826 fulfills the two-way communication requirement; it 

answers the consumers on regular bases; and it has questionnaires in order to activate the 

consumer. However, the bank does not evaluate the information in their daily work or the 

participation, hence, the participation is not fulfilled. The quality in the communication is 

fulfilled as the bank has a guideline, in order to communicate in the right way.  

Shared Values. The requirements for shared values are fulfilled in some extent. The bank has 

a reputation outside of Facebook to provide a serious service and that affects the 

trustworthiness on Facebook and even the reputation. This is showed by high number of likes 

and check-ins, in a positive way. The outstanding number of likes and the number of people 

that talks about the bank show the good relationship the bank has with consumer on 

Facebook. However, in many cases the bank does not answer the consumers’ questions right 

on Facebook, instead they tell the consumer are told to contact them by e-mail, telephone or 

to come visit the bank which is not the purpose with a consumer service over Facebook. This 

affects the relationship negatively. We believe that although that the bank meets the 

requirements for reputation, relationships and trustworthiness. Sparbanken 1826 also tries to 
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create participation on Facebook by the questionnaire, but participation from the consumers is 

rather low.  

Benefits. The requirements for benefits are fulfilled in order to cover goodwill, discounts, 

competition and collaboration. The bank cannot create discounts on the service they hold, 

however, there are special offers for Facebook consumers and competitions coming up on 

regular bases. There is support for a mix of competitions and valuable information that create 

collaboration. The high number of likes on this kind of beneficial activities shows that the 

bank creates goodwill that the consumers support.         

6.5 Summary of  the Analysis 
The result of the case studies showed that the one company was good at both design and 

information. The other two companies were either good on the variable security or design. On 

the variables two-way communication and quality, the result showed different standards. It 

was only one company that succeeded on the antecedents shared values. The variable benefit 

is fulfilled by all the three companies and this is the only antecedent that they have in 

common and with on Facebook. As a result of this, the companies do not work in order to 

build trust on Facebook. The company’s focus more on fun activities rather than working for 

creating trust on Facebook The overall impression is that companies still consider Facebook 

to be a relatively new marketing channel therefore; they still try to find out how to target the 

consumers by using Facebook activities.  
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7. Conclusion 
 

In the last chapter, the conclusions of the study are presented. This chapter also includes a 

summary of the dissertation and conclusions of the study. Furthermore a critical review and 

practical implications are presented and finally future research are discussed. 

 

7.1 Summary of the Thesis 

Facebook is one example of a Social Media and it is the most popular one today. This new 

technology has created new opportunities, and changed the way companies work with 

marketing activities. What is special for Facebook is that it enables fast communication and 

interaction, with the consumer. Many of our relationships today are maintained over the 

Internet, and it is much easier to stay in contact with friends and families. This is something 

that also applies to companies.  In order for companies to build and maintain relationships 

with consumers, they have to be where the consumer is. As the consumer is online , the 

companies must follow this trend in order for the relationship not to end. The most important 

variable in a relationship is Trust, and that is also something that is needed in the relationship 

on Facebook. Therefore, we wanted to investigate how companies can build trust through 

Facebook activities. We collected scientific facts about trust building. There are well-

established theories where researchers agree on that trust is needed in order to build long 

lasting relationships. From the developed theories about how to traditionally build trust and 

the more recent theories about online trust, were applied some of this into the new 

environment, on Facebook. The result of this was the Facebook–Trust model. The model 

begins with the technology Facebook, followed by the antecedents: communication, shared 

values and benefits. Facebook and the antecedents need to be achieved, to build trust on 

Facebook in the online environment. The antecedents were designed into a model that 

describes how companies can build trust on Facebook. Because of this, we chose to do a 

qualitative research, in order to get a deeper understanding for our chosen subject and be able 

to explore how companies work with Facebook. 

Later on an interview guide were developed, in order to test the model by asking questions 

and we wanted to ask the same questions to all the companies. The reason behind this was 

also to find out if the companies really worked to create trust. The next step in the thesis was 

to select companies to interview in order to test our develop model in reality. Here were some 
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limitations were made; the companies should be located in Kristianstad, have an active profile 

on Facebook, and we chose companies that operated in different industries. A sample 

selection was made and out of that, companies were contacted. From this, we booked 

interviews with three companies that wanted to contribute. To make the study more reliable, 

an observation was made of the companies’ Facebook pages. The observations were made at 

one time where we looked at a three months period of time. We also developed an observation 

scheme to structure the observation and to look at the same variables. The two methods that 

we used were both collaborating and complemented each other in order parts. After we had 

compiled the interviews and observations, the data were analyzed and discussed in order to be 

able to answer our research question.  

7.2 Conclusion of the Findings 
The purpose of the thesis was to explore how companies can build trust on Facebook and if 

the three companies of our case study worked like that trough their Facebook activities. The 

conclusion summarizes how the companies work with our Facebook-Trust model and what 

activities that have to be improved in order to create trust by the Facebook-Trust model. 

Hence, the research question was:  

How can companies build trust through Facebook activities in order to strengthen their 

relationships with the consumers? Do the companies in this case study work in that way? 

In order to answer our first question a model was created based on what science say about 

how trust can be created. The model is based on science of trust building, and the mission was 

to see if reality showed the same view of how trust can be created over Facebook. The result 

of our study shows that this model represent one way for companies to build trust on 

Facebook. Companies can use the Facebook-Trust model when they work with Facebook to 

create a trustworthy relationship with the consumer. However, our findings show that 

companies are not aware of the opportunity to create trust in the relationship by Facebook 

activities. These answers were found during the investigation of shared values and how 

companies evaluate the number of likes and consumer participation. Companies still consider 

Facebook marketing as something rather new, and they use Facebook for the purpose of 

having a fun and relaxed relationship with the consumers. If companies change their view of 

Facebook and evaluate the Facebook participation more seriously; companies will be able to 

create long-lasting relationships with loyal consumers by using the Facebook-Trust model as 

a guideline in their work.  
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In order to answer our second question a case study of three companies was composed based 

on interviews and observations of the companies Facebook participation. The conclusion of 

the study is that the Facebook-Trust model does not always represent a sustainable way to 

create trust through Facebook. Companies are not conscious of the importance that a 

consumer feals securer in the beginning of a Facebook relationship. Security is created by the 

information the company publishes on Facebook in order for the consumer to feel secure. 

Only one company in our study fulfilled the requirements for security. The reason for that 

company to published valuable information on Facebook is because the company considers 

Facebook to be a search engine for consumers and in order to fulfil the consumer’s 

informative need they published as much valuable information as possible on Facebook. 

However, we can understand that the companies do not evaluate security in the relationship 

with the consumers on Facebook because the participating on Facebook is a relatively new 

phenomenon. Although companies have to see the importance in Facebook communication; 

consumers today use Facebook as a search engine to form an opinion about a company before 

they decide to contact the company outside of Facebook. This has to do with the finding, 

published in this thesis, that consumer feels more anonymous on Facebook; due to the 

distance a online relationship provides. The anonymous part of Facebook is an outcome that 

affects the communication relationship and further affects the relationship; but this variable is 

not something we have studies in this thesis. Furthermore, the Facebook antecedent also holds 

the variable design. The design of the Facebook page is something the companies are aware 

of and this finding can be connected to the fact that companies use Facebook for marketing 

and, therefore, evaluate the design. How the company presents pictures and logotype is of 

importance for the consumer in order to feel trustworthiness in a company on Facebook. The 

three companies in our study had a though behind their Facebook background picture and 

they also had the logotype represented in the profile picture; two important variables in order 

to fulfil the design requirements of this study.     

      

Furthermore, the companies have misunderstood the antecedent communication related to 

what our study mean with communication; in order to generate trust on Facebook. The 

communication should have quality and provide a two-way communication between the 

company and the consumer. Companies are aware of the quality in the communication. Our 

study concludes that our studied companies have a thought behind the information they 
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publish on Facebook in order to target the consumer in the best way. The companies also try 

to hold a tone in the communication in order for the consumers to recognise the companies in 

the written text. But companies do not evaluate the two-way communication that Facebook 

enables. Companies do communicate with their consumers on Facebook but in another way 

then our model present. The consumer on Facebook respond face-to-face on communication 

published on Facebook in order to have a discussion about it. This has a connection to how 

well the companies respond to consumers on Facebook, companies do not respond that well to 

consumer on Facebook, and the two-way communication is unsuccessful. Companies have a 

view of that the communication has to be short and informative when they communicate on 

Facebook. Short and informative answers do not create a dialog with the consumer and that 

could be the reason to why consumer chose to respond face-to-face. If companies have 

Facebook they should be better at using the opportunity to have a two-way communication 

dialog that holds a good quality on Facebook. 

The most significant difference in our study is that companies do not work in order to create 

the antecedent shared values by the Facebook communication. However, companies are 

efficient in creating activities that generate a good reputation in order to strengthen the 

relationship with the consumers. Our study shows that the activities that generate most 

numbers of likes are spontaneous activities and activities that give the consumer something 

tangible, a competition or a discount. These two activities are also the activities that the 

companies use the most. Out of thus finding we concluded that the companies listen to the 

consumer by evaluating the likes, the trustworthiness is fulfilled and trustworthiness is 

required in a sustainable relationship. Consumer show trustworthiness by sharing the 

companies’ activities with their Facebook friends. Furthermore, the number of likes reflects 

consumer participation. Participation depends on how popular a certain activity is, however, 

some activities do not generate that many likes compared to others. A missing point in our 

model that could have been important is the brand image that affects the antecedent shared 

values. We found that the brand image the companies had before they entered Facebook is of 

importance for consumer, if they will like a company on Facebook or not. Our model did not 

conclude this finding. Consumers only like companies on Facebook that they have a 

relationship with outside Facebook. This finding is connected to the fact the no one of our 

studied cases marketed their participation on Facebook in order to generate Facebook 

consumers. Instead the consumer had to find them on Facebook and a consumer does not 
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search for a company that they do not have a relationship to outside of Facebook. 

Furthermore, a consumer does not agree on shared values with a company they do not know 

about.   

The antecedent that had most similarities with the Facebook-Trust model was benefits. 

Companies have beneficial activities, discounts and competitions in order for the consumers 

to participant. Companies are aware of that popularity and the number of likes increase when 

these types of activities are used. In order for the companies to provide beneficial activities 

that are sustainable for their purpose these activities vary. What these activities have in 

common is that they generate a high number of likes. This could also be connected to the fact 

that companies in some way force the consumers to like them or share the information to be a 

part of these activities. This forced behaviour can affect the collaboration between the 

company and the consumers. In order to have shared values the consumers need to feel that 

they only have to like activities that generate a positive felling. Companies could work on the 

collaboration part by proving an opportunity for the consumer to like or to not like but the 

choice should not affect the outcome of the benefit. Furthermore, goodwill has a connection to 

discounts and competitions, therefore, goodwill as something that companies are aware of in 

someway. Goodwill can also bee seen as the exclusivity Facebook consumer can receive by 

liking a company. To provide the exclusive part of the variable goodwill is where companies 

fail; if a Facebook consumer feel exclusive, he or she also feels a stronger connection to the 

company and that increases shared values.  

The over all conclusion of the study that; spontaneous activities generate likes. This could be 

concluded by saying that consumer want the company to act more like a personal friend on 

Facebook. The consumers require the companies to treat them exclusively and share 

information about the companies that only the Facebook friends can receive. This 

spontaneous updates should be done whenever something new or special has happened. But in 

order for companies to upload activities spontaneous they need to spend more time on 

Facebook, about two hour each day seems to be the required time in order to satisfy the 

consumers. The consumers also expect the company to be active on Facebook everyday; 

therefore, companies must develop a policy for how to handle Facebook during the weekends. 

Companies could use the Facebook-Trust model in order to create trust in their Facebook 

relationships with the consumers. However, before companies implement trust on Facebook 
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they need to understand the importance of the Facebook relationship and use the variables of 

the model in a correct way. 

7.3 Critisism 

In this study there are a few points that could be criticized. The purpose of the thesis was to 

explore how companies can build trust on Facebook. The method that was used in the study 

was: a case study of how three companies work in order to build Trust. We did a comparison 

between these cases and our theoretical framework. The framework was based on theories, 

and some variables that could also affect the trust building process on Facebook could have 

been excluded from our model. It would have been interesting to study if there are other 

alternative ways, for companies to build trust on Facebook. This thesis does not investigate 

the outcome of the model that is trust. To investigate if the Facebook consumers trust these 

companies in our study would have strength the research. 

7.4 Practical Implications 

This research is the first one of its kind as it investigates Trust on Facebook. The reason for 

this is that Facebook is a relatively new technology; should however it be mentioned that 

there is much previous research on trust in relationships and some research of trust online. 

This thesis may benefit future researchers in both studies on trust and Facebook. The research 

provides valuable information through the Facebook-Trust model for companies that want to 

create trust in the relationships with their consumers through Facebook activities. Trust 

provides loyalty and long-lasting relationships. Since long-lasting relationships are more 

valuable for firms, is it important to take care of the new opportunities to maintain 

relationships online, because there are several advantages. The study focuses on small to 

medium sized companies in Kristianstad in different industries and other companies with the 

same criteria could use the findings of the conclusion of this study as a guideline. The results 

of the conclusions that were drawn may be of value for companies that want to find a strategy 

in order to build trust. 

7.5 Futurer Research 

In future research it would be interesting to study from the consumers’ point of view. In order 

for this model to be used in the trust creating process on Facebook, the model has to be 

developed further and also be tested on consumers. These findings are only based on what our 

case study of companies resulted in and that resulted in answers that are difficult to implement 

on companies’ Facebook participations.   Have the companies succeeded in the work to create 



 

58 | P a g e  

 

trust in the relationship with the consumer? If the consumer perspective would be 

implemented to this study the result would turn out more valuable for the companies to use in 

order to develop their Facebook participation. Furthermore, this study would be interesting to 

do with the use of the same model in a quantitative way. Our questions could be used online 

in order to have more companies participate. It would also be interesting to see if the result of 

this study would turn out in the same way if the study included other companies in another 

town, also to implement this study in a bigger environment perspective with national 

companies that are active on several markets. In the study the importance of brand image has 

been brought up several times, and therefore it would be an interesting variable for other 

studies to investigate on Facebook. Brand image could be added in the model in order to 

investigate the importance of the affect brand image has on Facebook. Another possible 

subject to investigate in the future is the phenomenon that the people feel a distance online 

and this makes them more secure in expressing themselves. The distance in the 

communication affects the honesty of the relationship, so therefore would it be an interesting 

angle to study. 

7.6 Ethical and Societal perspective 

Relationships between companies and customers have developed online. Our essay presents a 

new way of communicating online trough social media.  This new way of communicating 

online, works as a complementary to the offline communication and affects the whole society. 

We could only imagine the importance of this in the future because of the technical 

development. The relationship will most likely continue to be an online relationship. The 

conclusions of this thesis will provide valuable information of the development in society as it 

reflects how it has shaped a new generation, which request an online relationship. In our 

society we are always available and the new generation, are permanently online. The future is 

depending on the younger generation, because it is they who will consume and work in the 

future. Therefore most companies take this opportunity to gain consumer trust through social 

media. In order not to lose market shares companies must be included in the technical 

evolution. Our thesis can also help the society to understand the importance of both online 

and two-way communication. We also provide a better understanding of how companies can 

use Facebook as a tool of building trust. If a company approaches Facebook seriously, they 

have much to gain. From a critical perspective is it important for consumers to be aware of the 

fact that many companies is trying to reach after, both new and existing, consumers in every 

medium in different and new ways. Our thesis focus on how to build trust and this is 
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something that is essential for all companies and organizations in the society, especially 

nowadays.  
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Appendix 1: Interview Questionnaire 
 

Interview questions 

The interview questions below are formed to cover our research area that is: How companies can build trust 

trough Facebook activities and if the companies work in this way? The questions are divided into four sections 

that all are related to each part of our own developed model Facebook-Trust. 

Company:     Date:           /             2012 

Title on the interviewed person: 

Facebook 

1. What is the company’s attitude and believes in general about the company’s Facebook 

participation? 

 

2. How has the company notice a change in consumer behaviour, since it began to use Facebook 

as a marketing tool? 

 

3. Does the company consider the design on Facebook to be important? 

 

4. How much effort has the company put on the Facebook design of the company’s page?

      

5. Have the company included any future information that could be value for the customer? 

(Such as contact information, phone numbers and responsible person for the site). How often 

is the information updated?  

 

6. How many people are involved in the Facebook page? How much time do these persons 

spend each week working with the site? (Updates, answering questions, publish and taking 

interesting pictures/texts and other material.) 

 

Communication 

1. Have the company used Facebook as a channel for gathering information (comments, 
questions, likes) from the consumer? If yes, have the company analyse this response? 
 

2. How long time does it in general take for the company to respond on the consumer 
comments?  

 
3. In what way does the company respond on these comments? (Personal answers, answers in 

general or a request to get in contact with the company in another way etc.) 
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4. Tries the company to create a unity with texts and pictures? 
 

5. How often does the company update the Facebook page?  
 

6. Are there any specific reasons behind the updates?  
 

Shared Values 

1. Does the company try to create a dialog through Facebook? (In what way?) 
 

2. How does the company try to generate likes?   
 

3. Does the company courage the consumers to be active on Facebook? 
 

4. Do the company try to create participation through Facebook campaigns from the 
consumers? (In which way? Ex: To sharing the information with their friends.) 
 

5. What kind of activates generates most response from the consumer in Likes or Comments? 
 

6. Dose the company evaluate this participation from the consumers? 
 

7. How does the company handle bad publicity and information that shows up on the Facebook 
page from consumers? 

 

Benefits 

1. Have the company have any questioners or open questions on their Facebook site for their 
fans and consumers? If they have, how many could is estimated have been?  
 

2. Have the company have any competition on their Facebook site for their fans and consumers? 
If they have, how many could it estimated have been? 

 
3. Have the company have any discounts on their Facebook site for their fans and consumers? If 

they have, how many could it estimated have been? 
 

4. What is the companies’ general opinion of these activities? 
 

5. How does the company evaluate these activities afterwards? 
 

6. Is the Facebook consumers treated differently or in a special way? (What do they get that 
other consumers don’t, special information, access to competitions, influence in the 
company)? 

 
 
 

Final question: Is there any think you like to add according to what we have talked about? 
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Appendix 2: Observation Scheme 
 

Observation scheme over Facebook 

The time interval of the observation was done between February to April 2012. 

Company:  

Month/Year on Facebook:  _______________ 

 
 INFORMATION 

Company history 

______________________________________________________________________________ 

Business description  

______________________________________________________________________________ 

Responsible person 

______________________________________________________________________________ 

Phone numbers 

______________________________________________________________________________ 

Opening hours 

______________________________________________________________________________ 

Location 

______________________________________________________________________________ 

Map 

______________________________________________________________________________ 

 

LIKES     _________ 

CHECK-INS      _________ 

PERSONS WHO TALKS ABOUT THE COMPANY  _________ 
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DESIGN 

Unity  

______________________________________________________________________________ 

Logotype 

______________________________________________________________________________ 

Background picture 

______________________________________________________________________________ 

Different categories 

______________________________________________________________________________ 

 
UPDATES 

Updates of the Facebook page 

February March   April 

 

__________ ___________   ___________ 

 

Updates with pictures 

 

__________ ____________   ___________ 

 

Updates with only text 

 

__________ ____________   ___________ 

Number of published pictures 

__________ ____________   ___________ 
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Reason behind the update 

Special date/day   _______________________ 

Newly received item   _______________________ 

Spontaneously   _______________________ 

Discounts/offers   _______________________ 

Questionnaire   _______________________ 

Event   _______________________ 

Competition   _______________________ 

How does the company respond to the consumer? 

Personal answers       

______________________________________________________ 

General answers     

______________________________________________________ 

Request to get in contact with the company   

______________________________________________________ 

No answer    

______________________________________________________ 

Language/Tone    

______________________________________________________ 

 

Other comments 

______________________________________________________ 


