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Abstract  
Background – Existing literature suggest that crisis management is essential for companies to be 

able to maintain the company image. However, the literature has no models and theories for the 

relationship between crisis management and brand reputation. Furthermore, even though there are 

literature about the subject, the field is not to be concluded which lay the ground for an exploratory 

research. Additionally, when reading company interviews after crises, some state that the company 

benefitted from the crisis which is essential to explore. If the company performs better after a crisis 

than before, the reasons for this is interesting to explore. 

 

Purpose – The purpose of the thesis is to explore how crisis management affects brand reputation 

and discuss the factors that determines the effect. When doing this, the study adds value to the 

field as it will never be concluded and thus, it will always benefit from additional research. The 

purpose of the thesis is explored from a company point and the conclusion is therefore also in the 

same manner. 

 

Method – The study is of the qualitative nature and the empirical data is collected through semi-

structured interviews with 14 companies and one crisis management expert within the Swedish 

market. As the study seek to modify and develop new theories, it has an abductive research 

approach. 

 

Findings – When concluding the study, it is found that crisis management rather than having a 

direct effect on brand reputation, minimise the negative effect that a crisis can have in the long-

term perspective. Furthermore, the result shows that consumers, as a following of a good crisis 

management and a strong brand, do forget about crises and thus, the brand will not experience 

long term damaged if the crisis management is handled in a correct manner. However, in the short 

term, it can be concluded that the brand will be affected.  
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1 Introduction  

This chapter includes a discussion of the chosen subject for this paper and necessary definitions for the study and the 

in the field of crisis management’s impact on brand reputation. The purpose of the study is also stated in this part to 

give a comprehensive understanding of what the paper will include.  

1.1 Problem discussion 

Crises are something that often gets highlighted in media. When a company is in the focus of the 

media the consumers follow and judge the company in a way that they might not usually do. 

Therefore, as these companies manage the crisis, this will affect the reputation and the brand the 

company have worked to establish. As a brand contains promises and when the companies do not 

meet these promises the brand will be affected (Herbig & Milewicz, 1995). However, when reading 

Jönköpings Posten (2015) written by Johansson about how Atteviks has been affected by the media 

in the very highlighted case of Volkswagen manipulating their emission values, the answer from 

the CEO Dan Jonsson is that their sales increased rather than decreased as a result of the incident. 

When connecting this with what Herbig & Milewicz (1995) said about how brands will be affected 

it is interesting to further investigate how the brand can be affected. As the numbers from Atteviks 

states, it is simple to make the connection that even though the brand that they are distributing is 

in times of crisis, their brand reputation has improved and thus, is selling more than previous years. 

Nevertheless, this could just be a coincidence for the case and therefore not something that could 

be generalisable for all types of crises.  

 

A good brand enhances both brand loyalty and brand equity, which can seriously damage the 

company itself if it is affected (Aaker, 2010). However, how a company manages their crises might 

have a large impact on the brand and could affect it both positively and negatively. When 

considering this, it is interesting to look into what could affect the brand. When building a brand, 

the ultimate goal is to create a strong brand loyalty (Aaker, 2010). One of the fundamentals for this 

is creating a brand with high credibility and trust (Reichheld & Schefter, 2000). For companies to 

gain a high level of loyalty from their customers, it is essential to begin with creating trust in the 

company and brand (Reichheld & Schefter, 2000). According to Fors-Andrée & Ronge (2015), a 

crisis of confidence is one of the most considerable and usual crises among companies today. Thus, 

when building and maintaining brands today, it is important to consider the factor of how a crisis 

can affect the brand. As Warren Buffet said;  
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“It takes 20 years to build a reputation and five minutes to ruin it. If you think about that, you'll do things 

differently” (Tuttle, 2010). 

When considering this, as Sirdeshmukh et al., (2002) mentions, trust does not only lead to loyalty 

but will also help customers to believe that the company is reliable in the future as well, i.e., helps 

the reputation of a company. Therefore, when saving a company from that crisis of confidence 

that Fors-Andrée & Ronge (2015) speaks about, it is essential to consider the matter of trust as a 

factor that could damage the company when working toward a stronger brand. As Fors-Andrée & 

Ronge (2015) states, there are not two crises that are alike. Therefore, enhancing the knowledge 

and exploring further into how crisis management is handled today will contribute to a better 

understanding and making the subject more up to date. Further, there is no existing literature on 

what factors that affect the extent of how crisis management impact brand reputation. Therefore, 

it was found necessary to fill the gap that can be found in the literature.  

 

1.2 Purpose 

The purpose of the thesis is to explore how crisis management affects brand reputation and discuss 

the factors that determine the effect. 

 

1.3 Definitions 

Brand - “A name, term, sign, symbol, design, or a combination of them, intended to identify the 

goods or services of a seller or group of sellers and to differentiate them from those of competitors” 

(Fill, 2013, p.326-327). 

Brand Equity – Brand equity is the link between name and logo/symbol and the product/service 

that is provided to the consumers (Aaker, 1991; Keller 2013). 

Brand Loyalty – “The extent of consumer faithfulness towards a specific brand and this 

faithfulness is expressed through repeat purchases and other positive behaviours such as word of 

mouth advocacy, irrespective of the marketing pressures generated by the other competing brands” 

(Kotler & Keller, 2006, p.165). 

Crisis of Confidence – A crisis when there is a gap between the expectations of a brand and what 

the brand delivers and says. The crisis is based upon customers losing their trust in a brand (Fors-

Andrée & Ronge, 2015).  



 

 

3 

Corporate Reputation – “A corporate reputation is a stakeholder's overall evaluation of a 

company over time. This evaluation is based on the stakeholder's direct experiences with the 

company, any other form of communication and symbolism that provides information about the 

firm's actions and a comparison with the actions of other leading rivals” (Gotsi & Wilson, 2001, 

p.29). 
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2 Frame of Reference  

__________________________________________________________________________________________ 

This chapter includes an overview of the already existing literature that is relevant to the field of studies. This includes 

crisis management and its components, brand management and essential elaborations within the studies and finally 

the connection between crisis management and brand reputation to get an overview of already existing research for the 

stated purpose.  

2.1 Crisis management 

Crisis management is defined as “A set of factors designed to combat crises and to lessen the actual damage 

inflicted by” Coombs (2014, p.5) and deals with how companies act and handle the situation that 

might be damaging to the organisation, which in this case means a crisis. 

2.1.1 Crisis 

A crisis is an occurrence with the potential to harm the company, brand or organisation as well as 

its stakeholders (Fearn-Banks, 2010). Several authors within the field of crises agree that it is 

important to consider preparation and communication together with the fundamentals of crisis 

management to be able to effectively handle a crisis (Augustine, 2000; Luecke, 2004; Fearn-Banks, 

2010; Greyser, 2009; Hegner et al., 2014). It is also important to know what sorts of crises an 

organisation might face, as acknowledging the problem helps the organisation get a better 

understanding of how to manage the crisis (Greyser, 2009). Furthermore, he provided a list for a 

more straightforward handling of crises which contains nine different types of crises that can occur; 

product failure, social responsibility gap, corporate misbehaviour, executive misbehaviour, poor 

business result, spokesperson misbehaviour and controversy, death of the symbol of a company, 

loss of public support and controversial ownership. Fors-Andrée & Ronge (2015) mention that the 

most regular crisis is a crisis of confidence, which could be the result of the above-mentioned types.  

 

2.1.2 Fundamentals for crises 

The most considerable kind of crisis today according to Fors-Andrée & Ronge (2015) is a crisis of 

confidence where there is an imbalance between the brand promises and values in comparison to 

how they act and what they say within the organisation. They argue that the best way to handle a 

crisis is to communicate rather than trying to avoid commenting, something that is widely agreed 

upon by many including Augustine (2000); Luecke (2004); Fearn-Banks (2010); Greyser (2009); 

Bennett & Emrish (2016); Hegner et al., (2014). Another step in successfully managing a crisis 
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according to Johar et al., (2010) is to evaluate the crisis by asking three questions; are the accusations 

true, how severe is the crisis and whether or not customers identify themselves with the brand as 

these are all fundamental aspects that affect the crisis. Furthermore, authors on crisis 

communication including Coombs (2014); Fors-Andrée & Ronge (2015) mention that it is 

important to act quickly, to have consistency throughout the process and that openness is essential 

for handling crises. Responding quickly is fundamental since information nowadays is spread 

rapidly and thus, the key stakeholders could be affected. Moreover, the information and the 

handling of the crisis must be consistent since it is crucial for building credibility for the response 

(Coombs, 2014). Additionally, transparency is one of the foundations for managing crises as it 

often is the sudden accusations that lead to the worst response, something that according to Fors-

Andrée & Ronge (2015) could be prevented by openness. This because transparency could help 

limit these so called surprise claims by giving the full illustration of the situation and organisation.  

 
 

2.1.3 Preparation 

One large factor in crisis management is how preparation for crises are made. When preparing for 

what could happen, it is essential to acknowledge the sources of potential crises. When analysing 

potential crises that could occur it is impossible for companies to list everything since a company 

can be subject to so much. Nevertheless, identifying the major sectors which risk having crises is 

important. Through this, organisations can prepare for or sometimes, if possible, even avoid crises. 

By identifying the major sources to crises in the specific industry, companies can be better prepared 

on how to handle a crisis (Greyser, 2009; Luecke, 2004). When the primary sources of potential 

crises have been identified, it is possible to go further into what exact crisis that can occur for the 

specific company and which one to prioritise. According to Luecke (2004), there are four steps 

when assessing the urgency of the crisis; estimate the negative impact of the risk, estimate the 

probability of the risk, multiply the e.g., monetary harm with the probability of the risk to get the 

expected value of the crisis at risk and lastly rank according to value. When doing this, it is more 

evident as to which risks can become a crisis. Likewise, Greyser (2009) mentions the importance 

of identifying potential sources for crises in order to be prepared. Furthermore, he argues that it is 

of great importance to assess the seriousness of the situation and what consequences it can have 

for the company. 
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When preparing for crises, it is not only important to identify the potential crises but also to work 

to avoid the risks that can be avoided. As earlier mentioned by Luecke (2004) there are four steps 

in prioritising potential crises. Moreover, he continues stating that some of these risks cost more 

than others to avoid. When asking the question; “What can we do to avoid or neutralise this as a source of 

future problems?” (Luecke, 2004, p. 24) it will be found that different precautions have different costs 

attached to them.  

 

Furthermore, avoiding potential crises could be accomplished by always being cautious about 

decisions and actions being carried out by the company. Augustine (2000, p.8) agrees that 

preparation is the first step to good crisis management, although he states that it is usually skipped 

because “Crises are accepted by many executives as an unavoidable condition of everyday existence.” Moreover, 

Augustine (2000) also mentions that the fundamental of preparation is to identify potential risks 

that could create a crisis. Other preparations that could be beneficial to the organisation according 

to Augustine (2000) are making contingency plans, establishing crisis centre and who is included in 

the crisis team, creating pre-set communication and testing these. Fearn-Banks (2010) argues that 

it is also important to work with communication to prevent crises. She states that a corporate 

culture that is more people centred rather than profit-centred could act as a powerful crisis 

prevention tool. For example, a CEO that does not listen to consumer complaints or co-workers 

might be a cause of a crisis. Furthermore, she argues that it is essential to understand what the goal 

of the media is; e.g., in many cases, they want to give the public what they want to know rather 

than what they need to know since they want to sell newspapers and win rating wars.  

 
 

2.1.4 Communication 

Luecke (2004) means that communication and having a media policy are essential tools in crisis 

management as they are tools for suppressing rumours and giving facts to be able to control the 

way that the organisation is seen in media. He also suggests that having a plan, i.e., a media policy 

is of great importance for being prepared. When handling a crisis, it is indispensable to handle the 

media and what is said about the company and its actions. Since the company cannot choose when 

the media examines and writes about it, it is important for companies to have a pre-defined media 

policy. This should, according to Fors-Andrée & Ronge (2015), include who is supposed to handle 

the media and what is supposed to be said. It is crucial that the media policy is well defined and 

anchored with the employees, seeing that journalists often try to get directly to the one that is 
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responsible or the part of the company that they want to talk to. An effective communication, 

according to Johar et al., (2010); Fors-Andrée & Ronge (2015); Coombs (2014) includes being 

quick, open and truthful. Furthermore, Johar et al.,(2010) developed a model for how to handle 

the communication based on the earlier mentioned questions to evaluate the crisis as can be seen 

in Figure 1.  

  

Figure 1 - Crisis Communication Network (Johar et al., 2010, p.60) 
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According to Fearn-Banks (2010) a crisis communication plan, i.e., media policy should include 

purposes, policies, goals and assigned duties to help the communication work go more rapidly if a 

crisis would occur. She also mentions that employees handling the media should be carefully 

selected as this person is the company in the eyes of the public. Another important aspect of crisis 

management is leadership. As reported by Fors-Andrée & Ronge (2015), the CEO has the ultimate 

responsibility for the crisis and how it is handled. However, they state that this does not naturally 

makes it the best alternative for e.g., handling the communication in a crisis as they mean that 

including a CEO too early might make the crisis seem bigger than it is.  

 

2.2 Brand Management 

Brand management is the concept of how to identify and establish the brand personality through 

design, advertising, marketing and how to manage the brand (De Vault, 2016). 

 

2.2.1 Brand 

Many authors on the subject of branding (Aaker,1991; De Chernatony & Riley, 1998; Keller, 2013; 

Fill, 2013) adhere to the definition from 1960, from American Marketing Association. They state 

that a brand is either a combination of a name, term, sign, logo, or design. A brand has the purpose 

to identify products and services from one seller and differentiate from the competitors (AMA, 

1960). De Chernatony & Riley (1998) argued that a brand is much more than just viewing what a 

company offers to differentiate. They determine 12 different types of definitions that they used, 

e.g., brands as adding value, brand as a personality and brand as a risk reducer. According to Fill 

(2013), a brand shows the position of the company in the eyes of the stakeholders. Keller (2013) 

states that a brand is something that has created an amount of awareness and has increased 

reputation in a market. A product can in many cases be duplicated and produced by competitors, 

but a brand is exclusive and rare which cannot be copied by others (King et al., 2007). Brand names 

and brand logos helps consumers to find the product they want, and they also know the quality 

and features to expect from the brand, when they purchase the same brand several times (Kotler 

& Armstrong, 1999). A brand is the concept of giving the product a meaning and create awareness 

for the consumers. Meanwhile, branding is the process to get the brand to consumer’s mind. The 

ambition with branding is to receive loyal customers by offering a product that meets the 

expectation and promises of the brand (Kotler & Keller, 2015). 
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2.2.2 Brand Reputation 

For a brand to be prosperous and more profitable, it is crucial that the brand is credible and have 

a positive reputation. In order to evolve a reputation for a brand, the corporation requires thinking 

in a long-term perspective. The reputation is something that is not earned over a night and it takes 

time to form. If a company obtain a strong reputation over a long time, the probability to have 

satisfied customers will increase. However, if the company do not fulfil their promises, the 

reputation will drastically decrease (Herbig & Milewicz, 1995). Veloutso & Moutinho (2009) 

mentions that the brand reputation appears as a result of the communication and brand image that 

the corporation distributes to its audience. Thus, consumers have a tendency to value a brands 

quality through its previous actions and its presences on the market. Consumers have their positive 

view based on the credibility of the company. Additionally, trust is one of the fundamentals of 

building a reputation, and as mentioned above the customers have expectations of the brand and 

product that the company is required to meet in order to be reliable in the eyes of the consumers 

(De Chernatony, 1999).  

 

2.2.3 Brand Equity 

According to Aaker (1991), Brand equity is one of the most attractive subjects that exist in 

management. Brand equity is the link between name and logo/symbol and the product/service 

that is provided to the consumers (Aaker, 1991; Keller 2013). Brand equity has a financial 

perspective as customers are paying for a brand. The financial aspect in brand is just which price 

the customers are willing to pay to buy just that specific brand (Keller & Lehman, 2006). The brand 

equity is divided into four categories (assets); brand loyalty, brand awareness, perceived quality, and 

brand associations as can be seen in Figure 2. 

  

 

 

 

 

 

 



 

 

10 

 

Figure 2 - How Brand Equity Generates Value (Aaker, 2010, p.9) 

 

These assets are what makes the brand valuable. It is valuable for the company and will help the 

company to manage brand activities. For example, high brand loyalty could reduce marketing costs; 

perceived quality will be a reason to buy the product. Brand equity will not only be valuable for the 

company; it will enhance creating value as well for the customers (Lindgreen et al., 2010). As 

mentioned earlier, the customers will know what to perceive end expect when they are buying a 

particular brand, leading to brand loyalty and a strong brand (Aaker, 2010; Elliot et al., 2011). There 

are different ways of measuring brand equity; either customer based, i.e., from the customer's point 

of view of the brand. How well attracted the customers are to the brand or the company based. 

Aforementioned, the brand equity for companies are that strong brands can reduce the marketing 

cost, help with distribution and expand and develop new product categories. 
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Biel (1991) had a different view of the definition of brand equity than Aaker (1991). Biel meant 

that brand equity is the additional cash flow from connecting the brand with the product. However, 

both of them see brand equity in the form of measuring brand, either in a financial way or the 

perception from the consumer. The financial way of looking at brand equity goes hand in hand 

with the consumer perception. When the brand matches the perceptions and expectations of the 

consumer, it will generate higher profitability for the company (Elliot et al., 2011). Erdem & Swait 

argue in their article from 1998 that they agree with what Aaker said 1991, but they want to add 

the signalling perspective and the importance of credibility. Erdem & Swait (1998) mean that it is 

impossible to create loyalty and value for the consumer if the company is not credible and therefore 

credibility is the key ingredient in brand equity. Brands with high equity disclose the consumers 

with quality signals which will reduce consumers’ anxiety (Erdem & Swait, 1998; Haze et al., 2017). 

Furthermore, Keller & Lehman (2006) contend that brand equity has influence in reducing risks, 

not only in the aspect of quality, but brand equity will also make customers pay more which is 

needed when the company needs to amend a product failure.   

2.2.4 Brand Loyalty 

According to Aaker's model for brand equity (1991) brand loyalty is one of the assets in brand 

equity. Companies are always striving to make the customers committed because that is what 

creates value and brand equity (Aaker, 1991). By having loyal customers', firms will reach higher 

profit since marketing to new customers are more expensive than to the already existing ones 

(Honghao Ruan, 2016). However, loyalty is something more than just purchasing a brand for 

several times. The brand makes the customers feel a connection, and it is an emotional power that 

has been developed during a long time (Theng So et al., 2013). With high brand equity, the brand 

loyalty will increase, and it will be even harder for new companies to enter (Aaker, 2010; Elliot et 

al., 2011). Furthermore, Elliot et al., (2011) also argue that high brand loyalty gives better trade 

agreements and it will be easier to negotiate with retailers. Both the producer and the retailer knows 

there is a demand for the brand and it will sell by itself, and if the store is not willing to purchase 

the product, they will lose customers.  

 

For a brand to become strong in loyalty and equity, the level of trust is determining. Without any 

trust for the brand, there will be no loyalty, which leads to no equity and the brand will have trouble 

to be profitable. By building a long-term relationship, which brand loyalty requires, trust and 

credibility are critical (De Chernatony & Riley, 2000). In 1994, (p.23) Morgan and Hunt defined 

trust as "Existing when one party has confidence in an exchange partner's reliability and integrity". They also 
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stated that trust is the key to loyalty, to build relationships which De Chernatony & Riley also stated 

(2000). Therefore, if a customer is dependable of a brand, trust from that customer will be gained. 

Trust will not only create loyalty, but it will also have an effect of reducing risks, and customers 

feel that the distributor and brand are reliable even in behaviours in the future (Sirdeshmukh et al., 

2002). Furthermore, according to Reichheld, & Schefter (2000), to gain loyalty from the customers 

the company must firstly deserve the trust. There are three different dimensions in trustworthiness; 

operational competence, operational benevolence and problem solving/integrity. Competence 

relies on the knowledge and skills that the companies promise to their customers. Benevolence is 

whether the company listen to their consumers and want to put the customer's interest before their 

own. Integrity refers to the values and principles of the company and how honest and fair they are 

playing (Sirdeshmukh et al., 2002). Likewise, Sirdeshmukh et al., (2002), Veloutsou (2015) agree 

that consumers feel trust when the corporation put the consumer's interest first. A brand needs to 

be consistent to deserve trust.  

2.2.5 Brand Avoidance 

Lee et al., (2009a, p. 422) state that brand avoidance is “Phenomenon whereby consumers deliberately choose 

to keep away from or reject a brand”. Although brand avoidance is only relevant when the consumers 

avoid a specific brand when it is available, and the consumers have the economy for purchasing 

the brand. In other words, there are other circumstances from the brand that affect the consumer’s 

decision (Knittel et al., 2016). Furthermore, Lee et al., (2009b) mention that there are four different 

types of brand avoidance; experiential avoidance, identity avoidance, moral avoidance and deficit-

value avoidance. These four types, as can be seen in figure 3, are descriptions of factors that affect 

the consumer’s choice to avoid a brand.   
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2.2.6 Consumer-brand relationship 

The key for a consumer-brand relationship is that the brand has a personality (Kapferer, 1992; 

Blackston, 1993). They insist that consumers want a relationship with a brand that has a personality 

because the relationship is a logical expansion of the brand. In fact, the brand relationship is an 

important aspect of branding. As a result of this Arnold (1992, p. 42) means that “Brand is an 

expression of a relationship between product and consumer”. It is important to understand and see the brand 

as a person to build a relationship, as a brand personality will generate in brand equity (Aaker, 

2010).  

 

The objective with the consumer-brand relationship is to reach high brand relationship quality 

(BRQ). Furnier (1998) has developed seven different aspects to measure the BRQ; those are 

connected with powerful relationships between people and explain how the relationships between 

consumer and brand should be managed.  

Behavioural interdependence – The degree how important is the brand for the person, and how 

often it is used. Individuals think something is missing if they do not have used the brand in a long 

time.  

Personal Commitment – The two partners belong together, and the consumer is enormously 

loyal to the brand and will buy the brand regardless what happens.  

Love and Passion – An intense relationship and a separation from the brand does not exist, there 

are no brands that could replace that particular brand.  

Figure 3 - Four types of brand avoidance (Knittel et al., 2016, p. 29 ) 
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Nostalgic connection – This dimension is based on memories and for a special phase in a 

person's life. It could be for example that a consumer’s mum always bought that detergent and 

hence the person will purchase it as well.  

Self-concept connection – Is brands that remind the customer who they are, and the consumer 

and brand are sharing the same values.  

Intimacy – Relies on knowledge and understanding of the brand. It is about being aware of details 

of the company and brand.  

Partner quality – This last dimension is about the quality of the relationship and how the brand 

listens, cares, and treat their consumer. This is also how credible and reliable the company and 

brand is.  

 

2.3 Crisis management’s effect on brand reputation 

The importance of crisis management and its impact on brand reputation has been discussed 

throughout the years; questions remain to find out what influences the brand reputation as well as 

why and how (Greyser, 2009). 

 

2.3.1 How to minimise the negative effect on brand reputation 

A well-known fact about managing crisis within corporations is that effective communication plays 

a major part in the process of overcoming brand crisis. This since, communication within 

companies has played a large part in constructing a reputation of a corporation (Greyser, 2009). 

When dealing with crisis management and its impact on brand reputation, several authors appear 

to agree on that telling the truth is important (Johar et al., 2010; Fors-Andrée & Ronge, 2015; 

Coombs, 2014; Greyser, 2009). By telling the truth in the face of an already evident crisis or the 

pre-stages of a crisis, organisations have the opportunity to save its reputation (Fors-Andrée & 

Ronge, 2015). In order to save a brand from being damaged by negative reputations, it is of great 

importance to address the actual problem and the cause of it. The corporation should share a clear 

communication which supports the actions taken by the corporation in the crisis. Although, even 

if communication within an organisation and towards its consumers and stakeholders are of great 

importance, it cannot do it all, actions must also be taken (Greyser, 2009). However, if a company 

faces crisis based on false information, there is still an opportunity to save negative brand 
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reputation. This through clear communication including trustworthy statements supported by 

evidence (Greyser, 2009).  

 

There are numerous types of crisis that can trouble a corporation, the one thing they have in 

common is the caused damage on brand equity. Also, the consumer relationship towards a brand 

is in danger of being damaged if the crisis is not properly handled. Salvador et al., (2017) agreed on 

that brand crisis might be generated by social responsibility gap, product failure, poor business 

results, spokesperson misbehaviour, executive misbehaviour and controversy, corporate 

misbehaviour, loss of public support or controversial ownership. Furthermore, Salvador et al., 

(2017) also argue that consumer loyalty might increase the possibility of brand forgiveness and 

diminish the negative impacts of negative brand impact. Salvador et al., (2017) give further 

explanations of cases where society shows a better understanding towards corporations being 

responsible for their problem and their more forgiving attitude to the company.  

 

Teams that are well-prepared for effective crisis management will obtain a greater chance of 

protecting the company brand and reputation (Dooley, 2012; Fors-Andrée & Ronge, 2015). The 

best crisis management teams are understood of the expectations of the team and what the team 

can expect of others. Within a crisis situation, the main goal is to develop and adapt a strategy that 

respond to consumer and stakeholder expectations (Dooley, 2012). In order for a crisis 

management team to work in the face of crisis, clear roles and responsibilities within the team must 

be adapted, as well as real-case preparation including practice on diverse situations. The crisis 

management team must always strive for improvement within the process of saving organisational 

reputation (Dooley, 2012). Moreover, Feldman (2015) believe that crisis management have five 

prospects of how to solve the brand reputation and recover from a brand crisis;  

Follow words with actions – For your brand to be perceived and remembered positively, 

considering taking actions rather than just talking as actions speak louder than words.  

Review the metrics – Share facts and let them state what is happening.  

Review the response plan – A policy for crisis communication  

Share the response plan – Established policy for crisis communication  

Share the experience with others – Experience is beneficial for all parties involved, and lessons 

can be taken from most situations. 
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2.3.2 How to recover from a brand crisis 

For a company to reconstruct the damaged consumer trust and the negative brand image, 

companies must be aware of the vital steps of how to earn consumer forgiveness (Xie & Peng, 

2009). Within the existing literature, the authors Morgan and Hunt (1994) insists that trust is an 

essential factor for consumers to build and maintain a strong relationship towards a brand. The 

definition of trust according to Sirdeshmukh et al., (2002, p.17) are: “The expectations held by the 

consumer that the service provider is dependable and can be relied on to deliver on its promises”. Furthermore, 

three components of apologetic responses have been acknowledged; Apology, Remorse, 

Compassion, these are for companies to affectively repair the consumers’ belief in corporations’ 

brand and their competence in crisis management (Xie & Peng, 2009). The recovery phase contains 

a public excuse from the company towards its customers (Kim et al., 2004). By making a public 

confession commenting a wrongdoing, company’s sends signals of remorse and its eagerness to 

recover from a brand crisis. Moreover, company responsibility might lead to less negative 

implications of the brand and also show care for consumer concern and emotional commitment 

(Xie & Peng, 2009). Additionally, they agree on the fact that in some cases, financial compensation 

is a fundamental adjustment of the recovery phase. In this situation, companies are required to 

implement compensation of fiscal terms in exchange for economic loss and difficulty. The fiscal 

terms might be, free repair in case of product harm, service failure and products recall. 

 

Finkel et. al., (2002) defines forgiveness as the willingness to give up a destructive behaviour which 

comes as a result of a company’s violation of consumer trust. Hence, some analysists regard 

forgiveness as an intrapersonal attitude while some claim it to be interpersonal. Moreover, 

outcomes of previous research have declared that to reconstruct a credible appearance of a 

company and gain consumer trust, are fundamental stages in order to recover from negative 

attention (Xie & Peng, (2009). Further, they insist on the fact that if companies were able to provide 

a more successful manifestation of their crisis management and responsibility in the case of 

wrongdoing, there is a greater chance of consumer forgiveness and rebuilding a strong relationship.  

 

2.3.3 Brand Forgiveness 

 

Brand forgiveness is the abandonment of dislike or anger towards a company as a result of a 

disagreement between customers and the organisation (Ter Avest, 2013). A brand failure occurs 

when a corporation fall flat resulting in consumers criticising the product rather than the brand 
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itself. However, when experiencing brand failure, it is of significant importance to know if 

consumers are capable of forgiving a brand or not (Ter Avest, 2013). It has also been concluded 

that an organisation with a well-established brand have a more uncomplicated way back to 

regaining customer trust and forgiveness (Cheng, 2012). Moreover, data has been found about the 

influence of good brand relationship and its impact on consumers’ willingness to forgive brands in 

times of crisis and negative publicity (Ter Avest, 2013; Aaker et al., 2004).  

 

One of the most powerful theories within predicting behaviour is the theory of planned behaviour. 

The fundamental element within this theory is to get a better understanding of behavioural 

characteristics as well as a person’s aim to implement a certain behaviour. Furthermore, this theory 

also display how hard individuals are willing to try to perform a certain behaviour (Ter Avest, 2013). 

Furthermore, she insists on the fact that consumer relationship has a large impact on whether 

consumers are willing to forgive a corporate mistake or not, meaning that the more preeminent 

relationship towards a brand, the less negative impact on the brand equity in times of crisis. This 

is also the case according to Cheng (2012), who states that strong brand commitment can be 

connected to consumer behaviour towards a brand, due to the fact that consumers with stronger 

brand relationship have a stronger inclination of being forgiving in brand failure. As stated by 

Simons (1976, p. 80), another part of consumer behaviour within brand crisis is the attitude towards 

brand love, which according to the author is a “Relatively enduring predisposition to respond favourably or 

unfavourably towards something”. Furthermore, Ter Avest (2013) states that one of the objectives of 

consumer behaviour relationship is considered to be brand love, something that will lead to higher 

probability of questioning of harmful information and brand forgiveness.  
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3 Method and Data 

__________________________________________________________________________________________ 

This chapter includes what research philosophy was used during this study, what research approach is used and how the research was 

designed. Moreover, this chapter includes a presentation of the data collection, sampling method, the interviews conducted as well as 

an analysis of the qualitative data. Lastly, the chapter includes a discussion of trustworthiness, limitations and ethics of the research 

conducted. 

3.1 Research Design  

The design of the research is to be qualitative, this in order to get a comprehensive understanding 

of the subject. Moreover, to get this qualitative data, various procedures of the study has been 

made. Furthermore, when carrying out the study, the executed attitude has been of an exploring 

nature. This since the field does not have any major theories and the approach of the research is 

to develop and modify those theories already existing. 

3.2 Research Philosophy  

When conducting a research, there are two fundamental paradigms that concern how the research 

should be conducted; namely positivism and interpretivism (Collis & Hussey, 2014). In the 

positivism paradigm, the research is based upon observations and experiments to discover theories. 

Some of the criticism regarding the positivism paradigm is that people cannot be removed from 

the social contexts in which they exist and they cannot be understood without acknowledging the 

perception each individual has (Collis & Hussey, 2014). Acknowledging this, the positivism 

paradigm is not suitable for the research carried out, and thus, the interpretivism paradigm is 

instead used since it is more suitable for exploring the impact of crisis management on brand 

reputation. According to Collis & Hussey (2014), the interpretivism perspective seeks to explore 

the complexity of the phenomenon at hand and hence, more qualitative research methods are used 

when conducting the research. As the interpretivism perspective uses qualitative methods rather 

than quantitative method, the results are not statistical but instead a subject of interpretation, 

something that is a main focus in this research. Collis & Hussey (2014) mentions a typology of 

three dimensions that differs between positivism and interpretivism made by Morgan & Smircich 

(1980). These three dimensions are first, the ontological, i.e., how the reality is perceived by the 

different paradigms, second, the epistemological assumption, i.e., what is considered to be valid 

knowledge and last, the methodological assumption, i.e., what the process of research looks like. 



 

 

19 

Morgan & Smircich (1980) created a typology table showing the extremists of each paradigm within 

these dimensions, see Table 1.  

Source: Collis & Hussey (2014, p. 49) based on Morgan & Smircich (1980, p. 492), emphasis added 

by the authors.  

As can be seen in Table 1, this research is located more in the interpretivism part of the continuum. 

This since the aim of the research is to explore and hence, interpret the patterns and symbolic 

discourse through a symbolic analysis, yet some elements from a perspective where the aim is to 

map the context, could be recognised. Lastly, a positivism research is highly concerned with testing 

hypothesises through quantitative data collection, something that would be problematic to do when 

exploring crisis management’s effect on brand reputation and discussing the factors that determine 

the effect. This makes the interpretivism perspective more suitable given that the perspective is 

more of the exploring nature through qualitative data collection. Aforementioned, the existing 

literature on factors in crisis management that have an impact on a brand reputation is vague, and 

therefore an interpretivism paradigm is proper for this kind of research (Collis & Hussey, 2014). 

This since a qualitative research is more suitable when exploring a subject, where the information 

is limited, and a quantitative approach is more relevant when testing and ascertain an existing 

theory.  

 

3.3 Research Approach  

When conducting a research, there are three different approaches that can be used; inductive, 

deductive and abductive (Saunders et al., 2012). In the deductive approach, a conclusion is found 

through setting some factors that have to be true for the result to be valid, i.e., when the set factors 

are true, the conclusion must also be true (Ketokivi & Mantere, 2010). This means that in a 

Table 1 - Typology of assumptions on a continuum of paradigms 
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deductive approach a predetermined result is tested which is then concluded to be true or not. In 

an inductive approach, instead of testing if conclusions are true or not, premises are used to try 

untested conclusions, i.e., when looking at the factors, a conclusion can be determined. In the third 

approach, abductive, the research is conducting conclusions based on testing aspects and factors 

as well as modifying theories or creating new ones (Saunders et al., 2012). Acknowledging this, the 

three approaches have different take on the theory, as they seek to do different things as shown in 

Table 2. 

 

Source: Saunders et al., (2012, p. 144) 

 

In this research, as the aim is to further develop the field of crisis management’s impact on brand 

reputation, the most suitable research approach for this study is the abductive approach. This since 

the field does not have a theory which the aim is to test if it is true or false, nor do the field have 

an untested theory to test based on the premises available. Rather than using these approaches, the 

research uses known premises to generate or at least modify theories within the subject. This since 

the research on the subject of crisis management’s impact on brand reputation is limited and thus, 

a deeper exploration of the subject most certainly will lead to new insights and possible new 

theories within the field, something that Saunders et al., (2012) states that the abductive approach 

does. Also, in the study, existing theories around the subject is used together with the new or 

modified theories to get a more comprehensive understanding and exploration of the subject.  

 

The abductive approach can be found several times throughout the research process. For example, 

when conducting the interviews, a semi-structured approach is used not to test if any theory is true 

or false but rather to develop interesting insights within the field. As the questions are open-ended, 

with follow-up questions, the interviews lay the foundation for acknowledging new and interesting 

insight in the field. Moreover, when in this study acknowledging already existing knowledge within 

the field, it can be seen that the existing theories are incorporated together with a further developing 

Table 2 - Deduction, Induction and abduction: From research to research 
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line of questioning, something that according to Saunders (2012), the abductive research approach 

does. Furthermore, as the purpose of this study is to find factors affecting crisis management’s 

effect on brand reputation, it is tacit that the research will lead to new and modified theories of the 

subject, which identifies the abductive approach. Finally, when carrying out the interviews, the 

participants have different opinions, thoughts and approaches on the subjects which imply that 

there are no true or false hypothesise tested, rather new theories are developed through these 

responses.  

 

3.4 Method 

3.4.1 Literature search 

In order to generate the frame of references in this thesis, the data has been obtained from both 

electronically and physically sources. The electronically data in forms of scientific articles and 

electronic books has been found at Google Scholar and Primo, which is the database of the 

University. Both of these databases have a wide range of academic journals and data collection 

which make it simple to find relevant articles. Using Google Scholar was sometimes problematically 

due to the access to the article, as some of them needed payment. When the articles needed 

payment, the articles were instead found at Primo where all articles were accessible. However, this 

was only the case for some articles, meaning that a large number of articles were in fact found on 

Google Scholar. Moreover, the database on Google Scholar gave a good and efficient overview of 

the articles within subject and which ones that could be of use to the research because of the 

number of quotations could be seen.  The physical sources (books), was borrowed from the 

university library. The data collection process is found summarised in Table 3. 
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Table 3 - Visual overview of the data collection process 

 
Source: Developed by the authors 

 

3.4.2 Sampling  

Due to the fact that the research philosophy in this study is interpretivism, a qualitative method is 

relevant. Collecting primary data in this thesis has been made through interviews. These interviews 

have been conducted in a sample due to the impossibility to reach the entire population of this 

field. Since the thesis aims to explore how crisis management affects a brand’s reputation and 

analyse which factor that matters, a non-probability (non-random) approach was relevant to the 

topic when selecting the sample (Saunders et al., 2012; Collis & Hussey, 2014). Saunders et al., 

(2012) urge that a semi-structured interview should include 5-25 participants. Therefore 15 

interviews had been selected in this thesis, one interview with an expert and 14 with companies.   

 

There were two types of respondents in this thesis in order to get the best insight on the topic. 

One of the interviews was an interview with a crisis management expert, and the other were 

interviews with different companies. The expert in the field Jeanette Fors-Andrée, as well as her 

book, was repeatedly showed when searching and looking deeper into the topic. The skills and 

knowledge that she has would help this paper to get a better understanding of how important crisis 

Frame of References 

Databases Primo, Google Scholar 

Main Theoretical Fields Brand Management, Crisis Management 

Search Words Brand; Brand Loyalty; Brand Reputation; Crisis Management; Crisis 

Management’s impact on Brand 

Type of Literature Books, E-Books, Scientific articles 

Criteria to Include an Article The search word had to match the title of the article, keywords, the 

abstract or be included in the content when searching in the text. 
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management is and therefore, she was chosen for an interview. The interviews with different 

companies were made to see their point of view of crisis management and find out if there were 

links to previous research and also connections to the expert’s opinions. For the companies 

included in the research, some requisites were set up. The companies had to be well-established on 

the Swedish market for the consumers, and in industries where there is a high probability of a crisis 

of confidence. Some of the companies were chosen for the reason that they had a crisis that was 

noticed in media recently and some of them because their competitor had a crisis. Another reason 

for companies being included in this research were because of the large consequences that would 

follow a potential crisis, e.g., a company losing customers due to product errors.   

 

The sampling was not made randomly; as mentioned earlier, participants were chosen for several 

reasons and this method is called judgemental or purposive sampling (Collis & Hussey, 2014). The 

judgemental method includes that the participants for the interviews are selected by the researchers 

because of the participants’ expertise and earlier experience in the specific area. This means that 

they know the field well and thus are in a position to share relevant expertise. If the contacted 

person was not able to answer, the email was forwarded to the most suitable person, which is an 

example of snowball or network sampling (Collis & Hussey, 2014). The most suitable person to 

answer the interviews in this thesis would be managers in the communication department, 

preferably the Head of Communication (director) for the reason that they are responsible for the 

communication when something has happened both internally and externally, e.g., a crisis. As Fors-

Andrée & Ronge (2015) stated that in a crisis group the CEO should not lead, the Head of 

Communication should, this was a reason why the Head of Communication was preferred in the 

research. However, in some of the companies, the communication department did not exist, and 

therefore the CEO were selected since they had responsible for the communication. For example, 

participants in the interviews were the Head of Communication of Arla (Gunnar Gidefeldt), 

Volkswagen (Marcus Thomasfolk) and Santa Maria (Eva Berglie) and also some CEOs of 

companies like Estrella (Carina Hanson) and Atteviks (Dan Jonsson). A full list and more detailed 

list of interviews can be found in Table 4. 
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Table 4 – Interviews    

Source: Developed by the authors 
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3.4.3 Interviews  

There are numerous of methods to choose from when gathering qualitative data, inclusive of focus 

groups, protocol, observation, interviews and diaries (Collis & Hussey, 2014). The two most 

relevant methods for this type of thesis would be to use interview and focus groups. For this 

particular research, the most efficient method was found to be interview since it would be 

problematic to gather the respondents for focus groups time due to schedule and location reasons 

among the companies. When using interviews for collecting data, participants that are considered 

to be relevant for the subject are asked to answer questions regarding the concerned topic. The 

aim is to gather information regarding what the participants think, do and feel (Collis & Hussey, 

2014). This since, the focal point of this thesis is to get a deeper understanding of how enterprises 

work with crisis management and its impact on brand reputation. With regard to this, open-ended 

questions were more suitable comparatively to the closed question in order to access the 

exploratory data. Furthermore, when conducting interviews, the structure can be either semi-

structured or unstructured (Collis & Hussey, 2014). 

 

When conducting an unstructured interview, no questions are prepared in beforehand (Collis & 

Hussey, 2014). The semi-structured method is favoured for this research study since the aim is to 

gather qualitative data about crisis management. In semi-structured interviews, questions are 

prepared in advance to encourage the participant to talk about the primary question of significance; 

the interviewer is more likely to develop attendant questions throughout the interview. To cover 

the research study for this thesis, open-ended questions was prepared before meeting with the 

interviewee. These prepared questions worked as an interview guide, and this guide was also 

distributed to the interviewees upon request. The questions can be found in appendices 9.1 to 9.4.  

 

When conducting an interview, there are some issues which are essential to take into consideration. 

Firstly, the level of knowledge, this since in order to carry out a well-constructed interview, the 

interviewer must hold some information about the research topic and the company or organisation 

of the interviewee (Saunders et al., 2012). Secondly, the credibility. Within a semi-structured 

interview, the questions were prepared in advance, and the person to be interviewed did, if 

requested, get the opportunity to take part of the questions ahead of the interview. This, so the 

interviewee was able to prepare, and if crucial discuss with co-workers. Thirdly, the importance of 

location. The place where the conducted interview should take place is dependent on both the 

interviewer and the interviewee (Saunders et al., 2012). In this case, when selecting a location, it 
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was of significant importance that the interviewee felt comfortable with the location. Hence, the 

interviewee chose the location of the interview when conducting the face-to-face meetings. The 

fourth and last issue concerning interviews is the appearance of the researcher. Because lack of 

good appearance may reduce the credibility of the interview and reduce the trustworthiness of the 

interviewer (Saunders et al., 2012), guidelines for the appearance were established to limit the effect 

of this factor. These guidelines included, e.g., dress codes, time management and behavioural 

standard.  

 

There are diverse techniques of how to conduct an interview; face-to-face, telephone or online 

(Collis & Hussey, 2014). Two of these, Face-to-face and telephone were considered to be most 

suitable for this research study. Approximately half of the interviews were held over telephone, as 

this was the most convenient in some occasions, with respect to time and schedule of the 

interviewer and interviewee. There are numerous advantages with telephone interviews, first and 

foremost, diminished costs of travelling due to geographical distance, yet maintain personal contact 

(Opdenakker, 2006). However, the limitation of conducting a telephone interview is that the 

interviewee often agrees on participating during working hours which may reduce the amount of 

time available and the interview could, therefore, be limited to a certain amount of time. 

Furthermore, when conducting telephone interviews the respondents might not be as open to 

answer to question and thus, the quality of the answer is limited (Collis & Hussey, 2014).  Some of 

these limitations were removed when carrying out the face-to-face type interviews. As the 

interviewees were not as limited by time and felt more comfortable, the interview quality was 

enhanced.  Moreover, recording the interview is of importance as the interviewees may 

acknowledge this as a verification of trustworthiness (Collis & Hussey, 2014). Moreover, they 

suggest the researches ask the interviewees for approval before recording any material, something 

that was applied to these particular interviews. Furthermore, a mobile telephone was used as an 

audio recorder, given that the quality of the sound was acceptable. The researches were also taking 

notes during the interview additionally to the recording. 

 

3.4.4 Analysis of Qualitative Data  

When creating and developing semi-structured interviews, there will be questions and answers that 

are not relevant to the thesis, but the questions are essential for the flow of the interview (Saunders 

et al., 2012). There are two ways of analysing the primary data; using a qualitative data computer 

program, or traditional hand-coding (Collis & Hussey, 2014). The computer program demands a 
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complete transcription from the interviews, which is not necessary from the hand-coding. 

Therefore, hand-coding were used in this thesis due to this being more efficient than a computer 

program since the authors can pick up and transcribe only the most relevant information. Although 

there is a risk with hand-coding that some essential information will be missing (Collis & Hussey, 

2014). Therefore, to minimise the risks, increase the credibility and be sure all relevant information 

was transcribed, triangulation was used. Triangulation is when two or more people independently 

analyse a source to see if it is correctly understood (Saunders et al., 2012). In this case, all three 

authors listened independently to each interview and highlighted what they thought was most 

relevant, and then all transcriptions were compared. This transcript was also compared to notes 

taking by the authors in the interviews. 

 

3.5 Trustworthiness  

Saunders et al., (2012) mention that when conducting a research, there are five issues concerning 

quality of the study that the researcher must overcome; reliability, interviewer and interviewee bias, 

validity and generalisability. In this research, as the aim is to gather qualitative information, and the 

interviews are semi-structured and thus, gives the interviewees opinions and thoughts, reliability is 

not the largest concern when conducting this research. This since the companies included are 

within different industries and therefore might have a different take on what is essential. However, 

if there are any common arguments being raised throughout the study, this will help the research 

to overcome the reliability issue.  

 

The concerns of interviewer and interviewee bias were reduced through various measures taken 

both before and during the interviews. Firstly, the interviewer carried out the interview in a way 

putting the respondent in focus and only asking open-ended questions necessary to guide the 

interviewee giving the necessary information. The questions asked were in a manner which 

decreased the interviewee bias as they were not asked to talk about their company in specific but 

rather the experience of crisis management within the company (see Appendices 9.1 to 9.2). As the 

participants were asked in many interviews to talk freely about experience on the subject, this 

helped limit both interviewer and interviewee bias. Furthermore, putting the participants’ opinions 

and experience in focus, created an atmosphere making the participant feel comfortable answering 

the questions asked, further lowering the interviewee bias.   
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Addressing the generalisability issue, the grounds for the research acknowledge that since the 

industries, sizes of companies varied, thoughts on crisis management might also differ significantly 

and thus, would not be completely generalisable. Nevertheless, if common answer was found 

throughout the interview process, some parts of the research might be somewhat generalisable for 

crisis management’s effect on brand reputation. This since as previously mentioned, Saunders et 

al., (2012) argue that a semi-structured interview process for qualitative data collection should 

contain between 5 and 25 participants and the number of participants in this research interview 

process ended up reaching a total of 15 respondents. However, the fact that the companies are 

limited to the Swedish market and not covering all the available industries makes the study fail in 

being fully generalisable.  

 

The validity of this study is arguably high as the purpose of the research is to explore what factors 

impact crisis management effect on brand reputation and the questions asked in the interviews 

made these finding visible as can be seen in Appendices 9.1 to 9.4. Thus, the research reached a 

high level of validity. Furthermore, the empirical findings were analysed by three researchers and 

therefore the interpretations of the findings could be established in a more secure way and hence, 

the validity level increased.  

 

According to Tay (2014), data should be gathered until no new or relevant findings emerge and 

you meet so-called theoretical saturation. The overall level of trustworthiness of the research result 

is increased since as the interviews kept on going, the answers did not differ significantly. This 

indicates that the study has reached a level of saturation that is sufficient for trustworthy results 

and conclusions. Additional interviews would therefore not add any extended value to the 

conclusions and hence, the answers found in the empirical data should be considered as 

trustworthy. 

  

3.5.1 Limitations  

A limitation of this research was the lack of participating respondents who had significant 

experience in crisis management that would have been of value to this research study, as larger 

corporations with previous experiences within the field of crisis management. Another limitation 

essential to this thesis was the time limit of some interviews. This since numerous interviews took 

place during working hours at the participant’s office, where the interviewee had scheduled a 
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limited period for the interview to be conducted. This resulted in that some of the semi-structured 

questions could not be asked because of the time limit and therefore, information of importance 

for this thesis might have been dismissed. Furthermore, the interviewees in some cases did not 

disclose full information about their experiences of crisis management, due to both willingness to 

share was limited in some cases but also in some cases limited by confidentiality agreements which 

resulted in various length of the interviews. Another limitation worth to acknowledge is the 

different interview styles, i.e., interviews conducted face-to-face and by telephone. This research 

question would have taken advantage of conducting all interviews face-to-face since this would 

have given this thesis an extended depth and more developed answers from the interviewee. The 

depth of the answers from the interviewees was also dependant on the amount of experience the 

individual, and the company had regarding crisis management, and thus more information could 

be reached from certain companies. Additionally, the interviews were conducted in Sweden and 

did not cover all industries, which is a limitation for a generalisable result.  

 

3.5.2 Ethics  

In their literature, Saunders et al., (2012) refer to a list of ethical principles that must be 

acknowledged when conducting interviews. The participants attained information regarding the 

audio recording and their possibility to not accept recordings. Furthermore, the participants were 

also informed that if quotes will be used in the research study, they will be asked for approval of 

both the Swedish and the translation of the quotes before publication. During the interviews, some 

of the participants did not fully disclose all information about their cases where crisis management 

had been in effect, something that was not further challenged due to ethical boundaries. 
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4 Empirical Data 

__________________________________________________________________________________________ 

This chapter includes a presentation of relevant finding from the empirical data collection. As the empirical data were 

collected through conducted interviews, quotation have been made to strengthen arguments and theories within the 

study. The data has been divided into categories of what information that was extracted from company interviews in 

one part, and information from the interview with expert in the other. 

   

4.1 Interviews 

For finding the qualitative data interviews were conducted with 14 companies and one crisis 

management expert as previously stated. The interviews were between 16 and 67 minutes and 

through these valuable empirical data got collected. The quotes extracted from the interviews can 

be found non-translated in its original form in appendices 9.5 and 9.6, recordings are available upon 

request. The questionnaire used throughout the interviews were slightly different when 

interviewing the crisis management expert from when companies were asked. Both frameworks 

for the interviews can be found in appendices 9.1 to 9.4. However, it is important to acknowledge 

that for the interviews to generate the best information possible, these frameworks did serve as a 

template and all questions were customised as the interview was ongoing.   

4.1.1 Companies view on crisis management  

When interviewing the companies there were thoughts and opinions that were common among 

the participants but also those that where different. With different amount of experience, it is 

evident that this is something that could affect the thoughts on crisis management and its effect 

on brand reputation. For example, when talking about if there is any framework that work with 

every crisis situation many participants have said that no exact framework could be developed since 

every situation is unique but fundamentals for how to act when it comes to crisis management is 

in effect. For example, Niclas Härenstam at SJ describes that if there would be a catastrophe for 

the company, e.g., someone dies 
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 “Then there are predetermined roles with predetermined checklists in predetermined rooms and then everything 

becomes very coordinated.” 

    Niclas Härenstam (SJ) 6:47 

and he also states that  

 

“When it is these almost crises, then we have different levels for that. Then it is red status, orange status, yellow 

status and green status. Green status is of course when everything is peace and joy and then the different levels is 

decided by our traffic control centre that works around the clock.”  

   Niclas Härenstam (SJ) 6:59 

and  

 

“Then we have particular checklists for the different colours” 

   Niclas Härenstam (SJ) 8:09 
 

This, according to Niclas work as a framework for their crisis management. Furthermore, Jacob 

Broberg at Cloetta states that for Cloetta  

 

“The most issues or crises, 99/100 are local. Something could happen in the Italian or the Finnish or the Swedish 

operation or in England for example. There are manuals and pretty basic things actually, no advanced systems but 

basic manuals, who handles what, and who is responsible for what.” 

    Jacob Broberg (Cloetta) 12:55 

Further, he states that  

 

“We have potential a crisis organisation that we can call global if something happens that affect the whole company, 

whole concern. That I am responsible for in the whole concern. Then you know which functions that would be called, 

meetings and checklists. We have not went so far as some companies with embedded systems and data modules, 

program, there you need to log and fill in all the time. My experience of 25years of work like this, this type of system 

rather is an obstacle, you become a slave to the system. Sometimes it can be more efficient to just have a white-board 

in the crisis board-room, where you write actions and one that transcribe what happens. “ 
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    Jacob Broberg (Cloetta) 13:34 

Also Helen Knutsson at Orkla Foods Sweden mean that they have a fundamental framework which 

they follow as she states  

 

“There is no set standard template for how to handle crisis situations, but we do have a general contingency plan with 

guidelines for how to handle different types of crisis.”  

    Helen Knutsson (Orkla) 2:42 

These guidelines, according to Helen  

 

“Has different scenarios and degrees of how critical or how big of an impact the crisis might have”  

    Helen Knutsson (Orkla) 3:46 

and if an incident occurs 

 

“We categories the incident according to the template, 1. What type of crisis is it? 2. Classify it according to the 

degree of impact it can have.”   

    Helen Knutsson (Orkla) 3:59 

Furthermore, she states that 

 

“It gets classified and from that classification, there are different responsibilities, checklists and templates which we 

follow”.  

    Helen Knutsson (Orkla) 4:17 

and  

 

“One reason that the contingency plan updates frequently, because you learn things all the time, it is a living 

document” 

   Helen Knutsson (Orkla) 3:33 
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All the interviews with the companies implied that all crises are unique and thus no exact 

framework can be developed to fit all scenarios as can be seen in the quotes above where all 

respondents show that the fundamentals that they have to customise based on the situation. This 

is something that all participant agreed upon was necessary to acknowledge for effective crisis 

management. One aspect where the answers did differ among the participants was the view on if 

a well-established brand is beneficial or disadvantageous for the companies’ brand reputation in 

crises. E.g., Gunilla Svensson on SEB states that  

 

“A strong brand, it means a lot, that is how it is. And it is all about that you do the right things from the beginning, 

in every part of the organisation.”  

    Gunilla Svensson (SEB) 25:57 

 

Robert Badics at Bergendahls also agree upon that a well-established company would manage 

better in a crisis as  

 

”The big companies have better readiness to manage in a potential brand crisis.” 

    Robert Badics (Bergendahls) 21:10 

 

Gunnar Gidefeldt at Arla had a different view on how a well-established brand affected crisis 

management. He argued that a well-established brand will gain more attention and thus take more 

damage than a smaller brand. He illustrated this with the example of when Arla got centred in 

media in a global milk crisis due to the fact that they are a well-established brand; 

 

“The milk crisis did not only apply for Arla, it was a global milk crisis. The farmers in other dairies in Sweden or 

globally, had exactly the same problem. It was a classic example of simple media logic, which Uppdrag Granskning 

helped bring up, to lift the big “giant” Arla against the individual farmer, like the David & Goliath example.”  

    Gunnar Gidefeldt (Arla) 15:37 

Many companies agree upon that a well-established brand could be both beneficial and 

disadvantageous for the crisis management. E.g., When Jakob Holmström at IKEA talked about 

this and the experience about this on the company he states that 
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“It is beneficial in the sense that there is a lot of people, especially in Sweden that have a high reliance in IKEA and 

thus, believe and trust what we say. It is disadvantageous at the same time because the other side of that coin is that 

there are those who gladly wants to dispel this and descend the giant IKEA. “ 

   Jakob Holmström (IKEA) 39:49 

He continues stating that  

 

“Because of that, I would say that IKEA have to put up with significantly more press and critical review than a 

smaller company” 

    Jakob Holmström (IKEA) 40:13 

These opinions are something that Marcus Thomasfolk at Volkswagen Sweden agreed upon as he 

states what factors that affected Volkswagen in their times of crises 

 

“I believe that there are many things, partly because we have good products, people trust our products and they know 

that they are good, and that they often receive high scores in tests and have high second-hand value. Cars that suit the 

Swedish market quit good.” 

    Marcus Thomasfolk (Volkswagen) 27:10   

He continues saying  

 

“Furthermore, the selling agents has handled this in a good way, the customers felt comfortable with their reply and 

have had a good relationship, and I believe that this is very important. A strong selling agent network is super 

important” 

    Marcus Thomasfolk (Volkswagen) 27:37 

He also states that trustworthiness is a factor too as he said 

 

“I believe that the trustworthiness was there somewhere because we have worked with these type of questions for a 

long time” 

    Marcus Thomasfolk (Volkswagen) 28:41 
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However, he also agrees upon the fact that larger companies get more media attention when 

arguing that 

 

“That’s how the media logic works, if you are a large and successful in addition, it is much easier to attack” 

    Marcus Thomasfolk (Volkswagen) 29:17 

and 

 

“If we would have been a small company, which were already performing bad, it would not be that interesting and it 

would not receive the same attention” 

   Marcus Thomasfolk (Volkswagen) 29:28 
 

Fredrik Gemzell at Gröna Lund means that a well-established brand will help if, as he states 

 

“I think it will help us a lot if we handle it the right way. We need to go back, why we exist, why does Gröna Lund 

exist, and what are we actually doing?” 

    Fredrik Gemzell (Gröna Lund) 39:52 

 

This is something that Carina Hanson at Estrella agrees upon as she means that if you handle the 

crisis as expected of you as a large corporation, then it will be positive.  

 

“You may expect of the large and larger companies, to handle it in a professional way.”  

    Carina Hanson (Estrella) 21:55 

and she mentions that when these expectations are met that 

 

“It is then we get that back, that trust, that ‘We can trust you. That’s good, that you recalled it, It is so admirable 

that you did that.’ ” 

   Carina Hanson (Estrella) 23:17 
 

Acknowledging these thoughts and experiences it is also important to understand how the brands 

could be affected from the crisis management. When asking the companies how their brand was 
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affected by potential crises and harmful events, the experiences differed. For example, Eva Berglie 

at Santa Maria said that 

 

“We saw that the brand value decreased a little during this period. We do brand-tracking all the time, and we 

noticed a temporary negative effect. However, it could have been much worse. It increased very quickly again, which 

is typical how people react.”  

    Eva Berglie (Santa Maria) 11:17 

 

Gunnar Gidefeldt at Arla said that in the example that he brought up in the interview about the 

milk crisis, the milk was the only product that was affected as he states that 

 

“The milk is where we noticed the largest effect. Cheese, Yoghurt, quark, butter, Bregott, No, no difference at all.” 

    Gunnar Gidefeldt (Arla) 14:26 

 

He also said that the effects were from various actors 

 

“Both from competitors, but also from consumers that actively chose something else.”  

    Gunnar Gidefeldt (Arla) 14:22 

 

However, when talking to Niclas Härenstam at SJ, he states that the effect on brand 

 

“It could be affected both upwards and downwards, it can both be strengthened and weakened by an event. My 

experience is that it often is difficult to measure the effect on brand from separate events, as long as it is not big crises 

of confidence.”  

    Niclas Härenstam (SJ) 27:48 

He continues saying 

 

“However, if it is many smaller events that are repeated, then the brand is affected negatively. “ 

    Niclas Härenstam (SJ) 28:37 
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The thought of a brand that could be diminished is something that Jacob Broberg at Cloetta 

somewhat agrees upon as he states that 

 

“It is solely when there are long, ongoing crises that it, so to speak, becomes affecting.” 

    Jacob Broberg (Cloetta) 28:21 

 

then continues with 

 

“Then you erode that trust that I spoke off, that trust bank.” 

    Jacob Broberg (Cloetta) 29:03 

 

Robert Badics from Bergendahls on the other hand, argues that they have not experienced any 

effects on the brand at all as he states 

 

“No, actually not, sometimes you say that all advertisement is good advertisement. I believe that we sometimes 

overprotect our brand, unnecessarily, to say so. We believe that it is more dangerous than what the result shows. 

Don’t misunderstand me, we are for sure careful with our brand but I sometimes believe that we are too afraid of a 

negative effect. “ 

    Robert Badics (Bergendahls) 17:25 

 

Furthermore, Dan Jonsson at Atteviks means that their brand was not affected by the emission 

crisis as he claims that 

 

”No, it has clanged out a lot, we continue to adjust cars, but there are very few customers who are worried and who 

has questions regards that today. The information has come through clear from the factory and the general agents. It 

feels like it has blown over quiet well” 

    Dan Jonsson (Atteviks) 10:11 
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Furthermore, he commented on the brand of Atteviks saying that 

 

“The in-house brand has probably strengthened.” 

    Dan Jonsson (Atteviks) 19:46 

 

Looking further into if the brand is affected or not could be connected to if consumers forget or 

not when crises occur. Asking the companies about if consumers forget differs from what crisis 

management expert Jeanette Fors-Andrée though, as most of the participating companies believe 

that consumers do in fact forget. For example, Anita Skoogh at SIA Glass states that 

 

“It does not seem like consumers really care in the long term. They might avoid that product for a couple weeks but 

then. I think that you also trust that if the product is on the shelf, then there is no harm in buying it.” 

    Anita Skoogh (SIA Glass) 10:42 

 

That consumers forget is something that Eva Berglie at Santa Maria agrees upon when she states 

that 

 

“People forget. The hardest thing there is, is to break a habit and one often want to appear more moral than what 

one really is in action.” 

    Eva Berglie (Santa Maria) 12:19 

 

This is something that she also implies when talking about the tsunami in Thailand as she says that 

 

“One year after people started going back to Thailand again. Well, then there is pretty much needed to actually 

change a behaviour.” 

    Eva Berglie (Santa Maria) 12:05  
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However, Sara Hoff at HK Scan argues that today everything will remain on the internet or as she 

said 

 

“Today everything is remaining on the internet, so if it would happen that it would be repeated, then you will find 

what happen 10 years ago. Then the problems become bigger and bigger.”  

    Sara Hoff (HK Scan) 24:33 

 

When talking about crisis management in general, the participants all agree upon many points like 

the importance of preparation, analysing the situation and that crisis management in general is very 

important for limiting the damage to the brand. For example, Fredrik Gemzell at Gröna Lund 

states about preparation that 

 

“I think if I have to pick up something of the most important and also is a direct connection to the brand, is to 

manage the communication, and in order to manage it, you need to be prepared. You have to train. You have to 

practice. Practice, practice, practice, practice.”   

    Fredrik Gemzell (Gröna Lund) 47:54 

 

and Jakob Holmström at IKEA mentions when talking about how they handle crises that 

 

“The first step is to visualise the situation and find all fact that is available. The second step, visualise wanted target. 

Where we want to be? And then you look on step one and step two and conducting a plan in step 3 from the gap 

between step one and two.” 

    Jakob Holmström (IKEA) 17:25 

 

Furthermore, Gunilla Svensson at SEB concludes the interview with how important she thinks that 

crisis management is for brand reputation by saying 

 

“I think it means a lot. The longer a crisis goes on in time, it can and will affect the brand. It can take a long time 

to get the trust back from customers, stakeholders and employees.” 

   Gunilla Svensson (SEB) 29:48 
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4.1.2 Experts view on crisis management  

When asking similar questions to the crisis management expert Jeanette Fors-Andrée that was 

asked to the companies, some opinions were similar but some also differed between them. For 

example, when talking about how important crisis management is for brands she agreed with the 

companies stating that 

 

“It is of great importance. Crisis management builds and protects the trust, both internally and externally.”  

    Jeanette Fors-Andrée (Expert) 9:10 

 

and that 

 

“It is when the companies are the most fragile and vulnerable that the right strategies are required. Otherwise things 

can turn really bad.”  

   Jeanette Fors-Andrée (Expert) 9:45 

 

Another aspect that Jeanette Fors-Andrée agrees upon compared to the companies is that it is 

possible to develop a fundamental framework, or method of how to work, but not an exact plan 

as she states that 

 

“There are no finished templates or answers that you can use or apply on next case. Every specific case is unique and 

have to be handled accordingly. Otherwise the wrong thing will be made. But I use a general method which have 

turned out to be successful: to begin with the analysis, ask the most important questions to land in concrete measures 

that is necessary to protect the trust and show action.” 

    Jeanette Fors-Andrée (Expert) 19:33 

 

This method that she talks about and mentions throughout the interview is something that agrees 

with the companies’ view on the subject. For example, she states that good crisis management is 
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“Going to the bottom with the problems, if there are problems. And that means you have to do the analysis, for me 

it is always vital.” 

    Jeanette Fors-Andrée (Expert) 11:50 

This analysis is very similar to what e.g., Jakob Holmström at IKEA said, which could be found 

above, as she explains that it consists of 

 

“I ask these questions that has to be asked. What has happened? How could it happen? And what has to be done 

for it not to happen again? What is correct in this picture, what is not correct? I address these questions.” 

    Jeanette Fors-Andrée (Expert) 3:29 

and  

 

“The next step becomes to answer these questions.”  

    Jeanette Fors-Andrée (Expert) 4:05 

 

When asking Jeanette Fors-Andrée about the role of a strong brand in a crisis she states that 

 

“If you have a strong brand and do not duck when the crisis comes, but rather work openly and systematically with 

the core question, then the chance of gaining loyal customers increases.”  

    Jeanette Fors-Andrée (Expert) 27:47 

 

Something that aligns with what some of the companies said about the strong brand being a 

beneficial factor if it is handled in the right way. Furthermore, when talking about if there are any 

differences in the way large corporations handle crises compared to smaller ones, she said that 

 

“You could think that big companies and brands have a lot of knowledge about crisis management. But the fact is 

that it is the big companies whom have the largest challenges. They are heavily scrutinised and most often they need 

external support.”  

    Jeanette Fors-Andrée (Expert) 26:50 
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This is something that both agrees with some of the companies’ opinions but also disagrees to 

some extent. This since many companies agreed upon the fact that larger companies get more 

attention but they also said that these large corporations have better resources to handle the crisis, 

something as seen above, is not fully agreed upon by Jeanette Fors-Andrée. Furthermore, since 

most of the companies thought that consumers completely forget about a crisis after a while, this 

opinion differed somewhat from the common beliefs among the companies. On this subject, 

Jeanette Fors-Andrée said that 

 

“I do not think people forget, but see when it starts turning.” 

    Jeanette Fors-Andrée (Expert) 14:52 
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5 Analysis 

__________________________________________________________________________________________ 

This chapter includes an analysis of the findings connected to the existing literature. Analysing the result divided into 

external and internal factors have been made for a simplified picture of both findings in the empirical data connected 

to the existing literature.   

5.1 External Factors  

 

When analysing the existing literature within the field as well as the conducted interviews, both 

established theories could be confirmed, and new theories and information was found.  These 

findings are foremost factors that regulate how crisis management impact brand reputation. When 

looking at the conducted interviews as well as the previous literature, both external and internal 

components could be distinguished as factors that affect the effect that crisis management has on 

brand reputation. The external factors are aspects that, rather than determines the how the crisis 

management works, affect the process externally. Since these factors are not something that is 

regulated in the process of crisis management, it is important to acknowledge and analyse how they 

might affect the result of the actions and why.  

 

5.1.1 Strong Brand 

 

One of the factors that the interviews showed affects crisis management impact on brand 

reputation was how a strong brand have an impact. The strong brand, according to the interviewees 

affects the crisis management in several directions. As much as a strong brand helps to limit the 

impact of the crisis due to both resources among a well-established brand and loyalty to the 

corporation among customers, the larger companies do also get more publicity, and thus, the risk 

of experiencing a more severe damage is also increased. However, as Eva Berglie mentioned in her 

interview, people that are loyal towards a brand might avoid the brand for a shorter time, but in 

the long run, people still like the brand to which they are loyal. If the consumers are loyal to the 

brand, the brand relationship will be stronger which according to Aaker et al., (2004); Cheng (2012); 

Ter Avest (2013) will lead to a higher propensity of forgiving a brand in times of crisis. This argues 

for the fact that a strong brand is the most important factor in how the crisis management affects 
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the brand. If the brand is strong enough, people do not really care in the long term, as Anita Skoogh 

said.  

 

Nevertheless, listening to the companies, the majority of companies included in the research 

emphasises that a strong brand is, in fact, both beneficial and disadvantageous, but that the benefits 

of the brand are more crucial in the particular situation of crisis management. It could be connected 

to some of what Fearn-Banks (2010) wrote about that media wants to sell papers and win rating 

wars. Since several companies agree upon that a strong brand brings a larger interest of as Jakob 

Holmström (2017) said: “descend the giant”. Jeanette Fors-Andrée also said that it is often the big 

companies that in fact need the help due to the increased attention in media. One reason for why 

strong brands may be seen as beneficial is what have been discussed above; a strong company have 

loyal customers, the resources that are needed and also higher trustworthiness. On the other hand, 

the disadvantages might be, as mentioned by Marcus Thomasfolk (2017) “That’s how the media logic 

works, if you are large and successful in addition, it is much easier to attack” which indicates that a stronger 

brand will have more attention in media and therefore put companies in stressful situations and 

the damage could be more painful for the company. Additionally, a strong brand could lead to 

customers expecting the companies to have the resources and knowledge to handle the situation 

in a professional way. If this is not the case for the companies, performing at the set expectation 

might make it complicated for the companies, and as previously mentioned by Jeanette Fors-

Andrée, it is often the stronger brands that need help in these situations. However, for one of the 

participants, the benefits of a well-established brand did not compensate for the disadvantages that 

it also brought. Which means that it is arguable that a strong brand is mostly disadvantageous in 

times of crisis. The logic behind this was that the crisis in question concerned a whole industry, but 

it was the participant’s company, i.e., the strongest company, which took the most damage. What 

however could be distinguished from all the interviews is that the brand does affect the crisis 

management in either a positive or negative manner, something that has not been covered in depth 

in previous research.   

 

5.1.2 Forgetfulness 

Forgetfulness is a factor that is not that present in work with crisis management itself, even though 

it might be a factor when thinking about how to handle a crisis is if people forget or not. As the 

interviews have shown, it is a common belief that consumers forget about crises and thus, the 

brand might not be affected in the long run because of this. This aspect is focusing more on the 
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crisis than the crisis management of it all. Since crisis management is “A set of factors designed to combat 

crisis” (Coombs, 2014, p.5) for companies, it is arguable that the factor if people forget or not is 

directly connected to the effectivity of crisis management. Thus, it is also a component in crisis 

management effect on brand reputation. Acknowledging this, the factor of forgetfulness among 

consumers is highly relevant when considering how a crisis management should be handled. If the 

belief is that consumers forget, no matter what, one could question the importance of crisis 

management when considering brand reputation. However, if the belief is rather that the goal of 

crisis management is for people to forget about the crisis, this factor is of great importance to 

companies. The fact that consumers forget was a common belief among the companies included 

in the study, which lay the grounds for thinking in line with what was just described. Would the 

assumption rather be that people do not forget at all, then this would also defend the arguments 

that crisis management is even more important to minimise the damage to a brand than what is 

imagined.  

 

As arguments could be found for both that consumers forget and that they do not, the 

forgetfulness factor can be seen as a fundamental dependent for the stated purpose. The thoughts 

on forgetfulness could be relatively connected to the literature on brand avoidance and brand 

forgiveness as if consumers would end up not forgetting, this could lead to brand avoidance and 

thus, hurt the brand. Meanwhile, if they instead do forget, this could be seen as brand forgiveness, 

something that according to Ter Avest (2013) is essential to know if the consumers can do or not 

as this would limit the damage to the brand. If this would be the case, this is for the companies 

something that is a clear factor that affects the brand, since brand avoidance is a phenomenon 

where consumers choose to reject a brand (Lee et al., 2009a), something that would be a clear 

indicator of a damaged brand. However, as Eva Berglie discussed in her interview, it is very hard 

to break a habit and behaviour, and therefore, for a loyal customer, it might take a lot to reach the 

brand avoidance level. Furthermore, as companies discussed consumers’ forgetfulness, a repeated 

event would according to many, lead to people remembering past events which would hurt the 

brand even more. When considering this, it is even more arguable that forgetfulness is one of the 

most essential factors in crisis management’s effect on brand reputation.   
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5.2 Internal Factors  

When looking at the internal factors that could be distinguished in this research, it is evident that 

these are of great importance for the best result of the crisis management as these factors directly 

affect the process carried out. Even though, aforementioned, there are external factors that will 

have an effect on crisis management and its’ efficiency, the internal factors are the most crucial 

when handling the crisis. As these are aspects that throughout the process are modified to get the 

best possible outcome of the management, acknowledging and analysing these internal factors is 

of importance.  

 

5.2.1 Preparation  

One of the factors that were brought up in both literature and interviews is the importance of 

preparation in crisis management. Although all situations are unique, both literature and interviews 

emphasise the importance of preparing what could be prepared. Therefore, this aspect is crucial 

when talking about a successful crisis management. For instance, even though every situation is 

unique, the empirical data agrees upon what Luecke (2004); Greyser (2009) states that it is 

important to analyse what could happen in the industry and identify potential crisis sources. 

Furthermore, the empirical data also suggest what Augustine (2000) states about developing 

contingency plans, establishing how to act and who is included in the crisis team. Although a 

fundamental framework can be developed, it could not cover exact how to solve the situation.  

Despite this, making these preparations could be critical to be able to meet the demand of a rapid 

response in times of crisis as the interviews suggest that this framework often concerns things like 

who should handle what and other priorities. Therefore, this argues that preparation is one of the 

essential components to limit the brand damage in a crisis.  

 

Moreover, as frequently discussed in the interviews, another part of the preparation is to practice 

in different situations that may occur. Although, even if these specific situations do not appear, the 

companies argue that they will feel more secure for another crisis since, e.g., stress situations, media 

and other aspects that are common when talking about crisis management are trained. However, it 

could be argued that companies can practice too much. A situation that could appear is that the 

companies become paralysed when an actual crisis occur that is not similar to the drill. The reason 

for this is that they know exactly how to act in the drill, but they could be limited in their actions 

since there is a difference in the crisis. This indicates and highlights that every situation is unique 

and therefore could not be practised in beforehand. Although practice and drills are necessary for 
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crisis management, the companies must have in mind that every situation is unique and therefore 

focusing on how to handle the crisis, how to act against media, and who will be responsible and 

not on the crisis itself. This could be connected to what Jeanette Fors-Andrée said in her interview, 

even if the cases are similar to each other she may use different ways to solve it. When preparing, 

all companies included media training, and thus, the components of communication and media 

policy are also something that connects the empirical data to the existing literature as Fearn-Banks 

(2010) mentioned that communication is a part of preparation. Something that Luecke (2004) 

agrees upon as he means that media policy and training is essential in times of crisis, to be able to 

control how the organisation is seen in media.  Since the previous literature talks about the 

importance of a media policy for an effective crisis communication, this is something that, when 

also is brought up by the companies, could be seen as a fundamental factor to limit the effect on 

brand reputation done by crisis management. 
 

5.2.2 Crisis Analysis  

Aforementioned, communication in times of crisis could be harmful if the information is not true. 

Therefore, a crucial part of crisis management is to analyse the situation and find the right 

information to communicate. Both Johar et al., (2010) and the empirical data touches upon on the 

importance of this factor. Jakob Holmström described in his interview the steps that were taken in 

order to manage a crisis in the best possible way. He urged the importance of analysing what the 

situation was, i.e., find all necessary information and also set up the targeted situation after the 

management and lastly, find the solution of how to reach the target from the actual condition. This 

course of actions reminds about the model presented by Johar et al., (2010) (Figure 1) about 

considering if the accusations are true, how severe the crisis is if the customers identify with the 

brand and what further measures should be taken for managing the crisis efficiently. In the 

interviews, the majority of the interviewees argued that they take help from external resources, 

especially when it comes to analysis, stating that seeing the situation from an objective point of 

view is sometimes crucial for the best result. This is due to the fact that if the company is in the 

middle of the situation, according to the participants, they often get stuck in one way of seeing 

things and thus miss critical information for limiting the effect on brand reputation. However, it is 

arguable that, as some participants stated, if help is taken from external sources, unnecessary time 

will be spent on getting them the information and bringing them into the loop, making the crisis 

management inefficient. As previously discussed, in crisis management, a rapid response could be 

a key factor for limiting the negative effect on brand reputation. When considering this, it is 
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arguable that an effective analysis is made, meaning that it is important to consider how much time 

should be spent on the analysis.  

 

Even though the common opinion is that analysis is crucial for crisis management, the amount of 

time that should be spent on it might differ. For example, bringing in external help might make the 

communication have a better message with better information, but this information could be 

useless if it comes too late as the damaged is already done by then. As Fors-Andrée & Ronge (2015); 

Coombs (2014) argued that the communication should be rapid, open and truthful. Acknowledging 

this, a crucial part of the preparation and the fundamental framework might be to establish 

guidelines for how to analyse the situations, whether or not consultants should be used and in 

which parts of the process they should be used. Regardless, with both the literature and 

interviewees emphasising the importance of analysing and giving the right information, this aspect 

of crisis management is not to be overseen, but rather a crucial part of a good result. Argumentation 

could be made for how the analysis is best made, but that it has to be made nevertheless is still the 

shared opinion, and thus, this factor could be seen as essential for crisis management’s effect on 

brand reputation. 

 
 
 

5.2.3 Communication  

 

Many of the interviewees mentioned that what crisis management is all about, is how the companies 

communicate the information to the media and customers. This is something that is agreed upon 

by the existing literature. The communication of a company is the most visible tool in a crisis 

management since this is what connects the company with the media and consumers. Therefore, 

it is crucial for the information to be accurate, true and trustworthy for the company to be able to 

suffer a minimised damaged from the occurring crisis. As previously discussed in this research, 

media often want to give the consumers what they want to know rather than what they need to 

know (Fearn-Banks, 2010). This means that it is important for the information from the company 

to come both correct and that it is clear. Giving the right information is defensible what could be 

considered to be the most important thing to include in crisis communication. Nevertheless, giving 

the right information might not be helpful at all, if it comes too late. This relates to what Fors-

Andrée & Ronge (2015); Coombs (2014) states about it is essential for communication to be rapid, 

open and truthful. 
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As the society today is immensely demanding of a quick response in all regards, it is essential, 

according to the interviewees, that this demand is met. If not, then it is possible that the message 

will spread in the wrong way. As Fredrik Gemzell talked about in his interview, when something 

happens today, it does not take long before it is all available on both social media and in the 

newspaper, making a rapid response crucial to send the right message. If the companies did not 

provide this response to the different happening, then their customers will probably trust the 

message that they get from other sources, which could seriously damage the brand reputation if it 

is a faulty message. Acknowledging what the companies say about this development in crisis 

management, rapidness could be seen as one of the most crucial factors in communication. 

However, even though it is important to answer quickly, it is still crucial to not send a false or faulty 

message since this would hurt the organisation. Jeanette Fors-Andrée discussed in her interview 

that bad crisis management is when companies, lie or do not answer to media, something that many 

companies agreed upon. However, she also states that “the truth often is more complex than what you 

might think” (Jeanette Fors-Andrée, 2017) and hence, might be able to communicate. Still, some 

communication must be made even though this message might not be fully developed.  

 

When considering this, as the common thought is that communication is the essential of crisis 

management, and thus, can be seen as the most dependable factor for crisis management’s effect 

on brand reputation. Because of this emphasis on the importance of communication, should 

something go wrong, this is where, according to both literature and empirical data, the brand would 

be damaged. Another part of communication that is brought up frequently is transparency and 

honesty. All participants in the interviews discussed this as a crucial factor when communicating. 

This is an important factor since a transparent, rapid and honest answer creates trustworthiness in 

the message and the crisis communication. When sending the message to media, it is also 

important, according to both literature and empirical data, that the right person is handling the 

media. As Fors-Andrée & Ronge (2015) states, having the CEO handling the communication might 

not be the right choice. This since sending the wrong person to media could enlarge the situation 

and make it seem more serious than it is or in some cases also give the wrong information. 

Therefore, letting the right people handle media is also vital for minimising the effects of crisis 

management on brand reputation. Acknowledging all interviews conducted in this research, as well 

the literature on the subject, the factor of communication is recognised as a key component in 

crisis management. The communication in itself is evidential dependent upon many smaller factors 
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that could be mediated to be of various importance in different situations. However, the fact that 

communication is what can be seen by the stakeholders makes it crucial for these smaller factors 

to be analysed for an optimised use of the communication. 

 

5.3 Crisis Management effect on brand reputation 

As Greyser (2009) argues, what influences the effect of crisis management on brand reputation is 

something that could be further explored. When analysing the literature and the results from the 

empirical data collection it is evident that many factors affect the impact of crisis management on 

brand reputation. What could be questioned from the result is which factor that affects the most. 

For example, when looking at the fact that many companies argue that communication is what 

crisis management is all about, this could be seen as the absolute key factor. Since it could be argued 

for that without the communication, there would be no crisis management, and thus, the effect on 

the brand reputation would go directly from crisis to a long-term change in brand reputation. 

However, as many companies have stated, it is possible that people forget about the incident in the 

long term because of the strong brand. Then it is arguable that it is the strong brand and the fact 

that people forget that act as the key factors. If people, because of a strong brand do in fact forget 

in the long term, then the crisis management would not be necessary for a company. However, it 

is also defendable that not one of the factor aforementioned would have a big impact without the 

other, i.e., all factors have to work simultaneously for it to affect the result.  

 

Regardless, the factors might have various effect in different situations. For instance, if the 

company who are having a crisis are not very dependable on their brand, this factor would have 

less impact, and thus, the communication, preparation or analysis might be the most crucial factor 

in this situation. However, would the company rather be very dependent on the brand and through 

this, the loyal customers do not care about the crisis, this would be the most dependent factor of 

the situation. Through this, not stating that one of the aspects is not completely ignored but rather 

just have less emphasis. Furthermore, as discussed earlier, the factors do also have negative sides 

which also could affect the importance. For example, the strong brand is said also to bring more 

media attention. This increases the importance of both the loyalty connected to the brand but also 

the importance of having a well-developed communication to handle the situation. Additionally, 

the increased media attention could also lead to a change in the forgetfulness factor as more 

observed crises would be harder to ignore and forget. Regardless of the loyalty for the brand, the 
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added attention in media is something that also increases the importance of good preparation and 

might also complicate the process of analysing the situation, meaning that these factors become 

the most important for minimising the damage to the brand. When acknowledging this, it is also 

evident that if one factor is removed, the other factors will be strongly affected due to them all 

being connected to each other.  

 

Another point that the interviewees all discussed is that, in their experience, the brand was not 

affected in the long run because of the factors mentioned above. If this is the case, then it is 

contentious that the crisis management does not have an impact on brand reputation at all. 

Regardless, it is also evident in the interviews that if the crises were to repeat themselves, i.e., people 

would not forget about them, then the brand would suffer enduring damage. Therefore, the crisis 

management does have an effect both in making sure that the repeated events does not occur, but 

also, aforementioned, it might not be able to reach this state of no effect in brand reputation if it 

was not for a successful crisis management. Hence, the effect that crisis management has on brand 

reputation could be to remove the negative effect rather than seeing a direct effect on the brand. 

Moreover, when asked about the importance of crisis management for the company, the overall 

opinion is that it is indeed crucial for managing a brand and that in a long, always ongoing crisis 

that “you erode that trust that I spoke off, that trust bank” (Jacob Broberg, 2017) and thus, the crisis 

management help limit this.     
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6 Conclusion 

__________________________________________________________________________________________ 

This chapter includes a conclusion of the findings for this research. A model for how crisis management affect brand 

reputation is presented as guideline for concluding the findings and to illustrate the result in an effective manner.   

 

In this research, through reviewing both empirical data and existing literature, it can be 

distinguished that several factors affect the impact that crisis management have on brand 

reputation.  The research has also resulted in a developed model which illustrates the course of 

events in times of crisis and what factors that affect the result as can be seen in figure 4.   

 

 

 

Figure 4 – How crisis management affects brand reputation (Developed by the authors) 
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When looking at this model, it is evident that every crisis will, in fact, affect the brand reputation 

in the short term. This is before any crisis management have been used, and thus the crisis 

management, as stated in the purpose have an effect on brand reputation. However, for the crisis 

management to be necessary, a crisis must have occurred for the company. The crisis management 

in itself exists in three levels which as seen in the model; preparation, analysis and communication. 

The preparation, however, should be done before the crisis, yet it is a part of crisis management 

since it is something that will simplify the work when the actual crisis occurs. Aforementioned, 

every crisis is unique, and thus, preparation can only assist the management and not solve the entire 

situation.  Regardless, this is crucial for limiting the impact of the crisis on brand reputation. Due 

to every situation being unique, doing a proper analysis of the crisis and collecting information is 

another critical step in successful crisis management. Without doing the analysis, it is complicated 

for the right message to be communicated to the public. If the analysis is not done, and the wrong 

message is communicated, then the crisis management would be a defect and not effective. The 

communication is the last step in the crisis management work. This is an essential part since this is 

what is seen from the company by the consumers. If a faulty message is being conveyed, then 

everlasting damaged to the brand would be generated for the company. Therefore, for the 

companies to minimise the brand reputation damage, it is crucial that they are prepared for how to 

act in the situation, do a proper analysis to get the right information and then communicate this 

information at the right time from the right person. 

 

However, regardless if the company have an effective crisis management, the brand will affect the 

result as an external factor, as could be seen in the model. In this research, all the companies were 

well-established, and thus, it can be can concluded that when the company have a strong brand, 

this will affect the crisis management in aspects like media attention, resources available and the 

credibility of the message. This has been evident throughout the research as both interviews and 

literature have shown that a strong brand does affect the outcome. A strong brand does not solely 

affect the crisis management aspect of it all, as it has been concluded to also affect the component 

if consumers forget or not. As could be seen in the Figure 4, a strong brand will affect the 

forgetfulness among consumer. This since a strong brand includes a brand loyalty which makes 

consumers stick to the brand in the long run, and have difficulties of changing their habit of 

consuming the brand. If the crisis management is successful, this will also lead to consumers 

forgetting about the crisis which will lead to the brand reputation not taking any damage in the 

long run. Although, it is important to have in mind that, an effective crisis management will 
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eliminate the risk of the same crisis occurring again, which would offset the model since the step 

of forgetfulness would not be reached. To conclude, and answer the purpose of the research, the 

effect of crisis management on brand reputation is not directly visible; rather it seeks to eliminate 

the negative effect that a crisis can have on a brand. Furthermore, a successful crisis management 

can only be achieved when considering the internal and external factors directly connected to it.  

  



 

 

55 

7 Discussion 

__________________________________________________________________________________________ 

This chapter includes a discussion of the contribution of this study, delimitations of the study as well as suggested 

future research connected to the researched subject.  

7.1 Managerial Implication 

As implied throughout the study, both the empirical and the literature on the subject have 

contributed to this research resulting in a model (See Figure 4) for how crisis management affects 

the brand reputation. Therefore, implicating these finding will lead to a well-established view on 

how to work to achieve an effective crisis management and thus, minimising the effect on the 

companies’ brand. Furthermore, as the findings suggest both internal and external factors that have 

an impact on crisis management, these components are essential to consider not only in times of 

crisis but also as an everyday factor of the successful organisation. As previously mentioned, the 

contribution of this study includes making the field of researched more generalisable, and through 

this, a better understanding of important aspects to consider is found.  

7.2 Limitations 

Due to limited access to available respondents, this thesis is limited to companies on the Swedish 

market within the industries that are included in the study. Thus, the empirical part of the research 

is limited in the generalisation to the Swedish market. Furthermore, companies interviewed are 

well-established companies and hence, results might differ among smaller newly established 

organisations. Additionally, since every situation is unique, the fact that sampling is made, the 

research cannot be made fully generalisable. Another limitation of the research is that the 

companies in some cases did not disclose the complete information about their experience in crisis 

management due to confidentiality agreements and consequently, some information that would 

have been of value to the research was left out. Finally, as the research only included well-

established companies, the result is also limited to this sector. 

 

7.3 Future research 

As mentioned previously in the study, the field of crisis management will always benefit from 

additional research and sampling to make the findings more precise and correct. This since with a 

larger sample size the results could be more generalisable and therefore, more exact answer on how 
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to best handle a crisis could be developed. Furthermore, as this research have found factors that 

affect the impact of crisis management on brand reputation, it would be of interest to further 

investigate for additional factors that could be included. For instance, it would be interesting to 

analyse if the impact would be different from various kinds of crises. Moreover, also analyse the 

impact of the involvement level of the product, i.e., high involvement and low involvement 

products. Another aspect of future research is the consumers’ perspective of crisis management. 

As consumers are the focus for the companies, how they see an effective crisis management would 

be interesting as this could make the companies know better where to put the focus and how to 

convey messages for the best result. As discussed in the study, companies do experience a demand 

for rapid response at times of crisis. Even though it might be crucial to answer to this demand, it 

is also important for the message to be correct and well developed. Examining what the costumers 

value the most could be of interest since this might lead to the conclusion if the focus should be 

on developing a long, more information packed message or if a less developed message, coming 

more quickly would be more appreciated by the consumers.   
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9 Appendices 

9.1 Appendix 1a  Questions for Companies English 

 

Tell us about the company and your values. 

 

What is your experience of crisis management? 

 

What is your view on crisis management in the company? (How do you work with it?) 

 

Do you have some fundamental framework for all types of crisis? 

 

How have you prepared if a crisis would occur? 

 

Have you gone through the crisis that could occur in the company? (What) 

 

Where do you put most effort in a crisis management? Externally (Media) or internally+ 

 

How do you work with social media? (Crisis + Generally) 

 

How has crisis management changed over the years? 

 

Have you learned from other companies? 

 

What would you do primarily if the crisis management not goes as planned, to win back the 

confidence? 
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Does the view on crisis management differ if it is an individual that had misdo, or if it e.g the 

production? 

 

How do you manage employees in a crisis management? 

 

Have you seen the brand be affected from a specific incident? 

  

Do you think a strong brand will help in crisis? 

 

Do you think people forget? 

 

Do you only work internally with crisis management or do you have external help as well? 

 

What would you like to improve in your crisis management and what do you good? 

 

9.2 Appendix 1b  Questions for Companies Swedish 

 

Berätta gärna lite om företaget  och era värderingar 

 

Vad har ni för erfarenhet av utav krishantering? 

 

Hur ser ni på krishantering inom företaget? (Hur jobbar ni med detta?) 

 

Har ni någon grundplan för alla typer av kriser? 

 

Hur har ni förberett er om en kris skulle uppstå? 
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Har ni gått igenom de kriser som skulle kunna uppstå inom företaget? (Vad?) 

 

Vart ligger ni mest vikt vid en krishantering? Externt (Media) eller internt? 

 

Hur arbetar ni med sociala medier? (Kris+generellt) 

 

Hur har krishanteringen förändrats över åren? 

 

Har ni kollat och lärt er från andra företag? 

 

Vad skulle ni göra i första hand om krishanteringen inte går som planerat, för att vinna tillbaka 

förtroende? 

 

Skiljer synen på krishantering om det är en individ som felat eller om det är exempelvis  produktion 

 

Hur hanterar ni anställda i en krishantering? 

 

Hur har ni sett att varumärket har påverkats på grund av en eventuell händelse? 

 

Tror du ett starkt varumärke hjälper i kris?  

 

Tror du folk glömmer? 

 

Jobbar ni bara internt inom företaget eller har ni extern hjälp också? 
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Vad skulle ni vilja förbättra inom er krishantering och vad har funkat bra? 

 
 

9.3 Appendix 2a Questions for Jeanette Fors-Andrée English 

 

Tell us a little about yourself and your background? 

 

What is a crisis for you and when do you get involved? 

 

How do you act if a company contact you about a crisis? Do you have any frameworks that you 

follow? 

 

(How do you prepare companies for a potential crisis management apart from media training?) 

 

How important is crisis management to save or minimise the damage on a brand? What 

consequences does it have? 

 

What do you put emphasis on in crisis management? Externally (media) or internally? 

 

Have social media helped or overturned companies in crises? Why? 

 

What is good crisis management according to you? 

 

What is bad crisis management? 

 

How would you regain trust after a bad crisis management? 

 

How have crisis management changed over the years? 

 

Is there any theories and models that you could customise for each situation? 
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How does crisis management differ between industries? 

 

How does the crisis management differ from a ”supply-chain” perspective vs a single individual? 

 

How could companies work themselves with crisis management? 

 

Is there any difference in the handling of well established and newly established brands? 

 

Does a well established brand help to minimise the damage? 

 

How does one work to limit the spread from employees? 

 

What should companies do about a crisis which have not gained media attention yet still exists? 

 

Why do not everyone tell the truth? 

 

How do you handle the situation if it is just a rumour? 

 

When would there be a good example of trying to hide information? 

 

9.4 Appendix 2b  Questions for Jeanette Fors-Andrée Swedish 

Berätta lite om dig själv och din bakgrund?  

 

Vad är en kris för dig och när blir du inkopplad? 

 

Hur agerar du om ett företag kontaktar dig och har en kris?  Har du några mallar du följer? 

 

(Hur förbereder du företag för en eventuell krishantering utöver medieträning?) 
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Hur viktigt är det med krishantering för att rädda  eller  minska skada hos ett varumärke? Och vad 

har det för inverkan? 

 

Vart lägger man mest vikt vid en krishantering? Är det externt (media) eller internt? 

 

Har sociala medier stjälpt eller hjälpt företag i kriser? Varför? 

 

Vad är bra krishantering enligt dig? 

 

Vad är dålig krishantering? 

 

Hur vinner tillbaka förtroende efter dålig krishantering? 

 

Hur har krishantering ändrats över åren? 

 

Finns det teorier och modeller man kan anpassa efter varje situation? 

 

Skiljer sig krishantering mellan olika industrier/branscher? 

 

Hur hanteras kriser olika om det gäller “supply-chain” (Produktfel) vs enskild individ? (VD) 

 

Hur kan företag jobba själva inom krishantering? 

 

Märker du skillnad i hantering av väl etablerade och nyetablerade varumärken? 

 

Hjälper ett väletablerat varumärke till för att inte ta lika mycket skada? 
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Hur jobbar man för att effektivt begränsa spridningen från anställda? 

 

Vad ska företag göra om de har en kris som inte blivit så fokuserad i media men ändå kvarstår?  

 

Varför säger inte alla sanningen? 

 

Vad gör man om det bara är ett rykte? 

 

När kan det finnas det bra exempel med att försöka dölja? 

 

9.5 Appendix 3  Quotes in Swedish (Companies) 

 

Niclas Härenstam(SJ) 6:47, Då är det förutbestämda roller med förutbestämda checklistor i 

förutbestämda rum och då blir allting väldigt uppstyrt. 

 

Niclas Härenstam (SJ) 6:59 –När det är nästan kriserna, då har vi olika nivåer för det. Då är det 

rött läge, orange läge, gult läge och grönt läge. Grönt läge är ju förstås när allt är frid och fröjd och 

sen sätts de olika nivåerna utav vår trafikledning som ju jobbar dygnet runt.  

 

Niclas Härenstam (SJ) 8:09 – Då har vi särskilda checklistor för de här olika färgerna. 

 

Jacob Broberg (Cloetta) 12:55 – De allra flesta issues eller kriser, 99/100 är ju lokala. Det kan hända 

något i italienska finska verksamheter eller England exempelvis. Det finns manualer och rätt 

grundläggande saker egentligen, inga avancerade system, men grundläggande manualer, vem 

hanterar vad, vem är ansvarig för vad. 

 

 Jacob Broberg (Cloetta) 13:34 – Vi har potentiellt en kris organisation som vi kan sammankalla 

globalt, om det händer något som påverkar hela företaget, hela koncernen. Som jag då ansvarar för 
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i hela koncernen. Då vet man vilka funktioner man ska kalla in, träffas och mötas och checklistor. 

Vi har inte gått så långt som vissa företag har gått med inbyggda datasystem och moduler program 

och där man hela tiden ska behöva fylla i och logga osv. Min erfarenhet av 25års av sånt här arbete 

Att den typen av system snarare är ett hinder, man blir slav under systemet. Ibland kan det 

effektivaste vara bara ha en white-board i krisledningsrummet där man skriver upp actions, där en 

som för anteckningar.  

 

Helen Knutsson (Orkla) 2:42 – Det finns ingen mall för hur man ska hantera krissituationer, men 

vi har en generell beredskapsplan med riktlinjer för hur man kan hantera olika typer av kriser”.  

 

Helen Knutsson (Orkla) 3:46 – Den har ju olika både scenario och olika gradering av hur farlig 

eller hur står påverkan den här krisen kan ha. 

 

Helen Knutsson (Orkla) 3:59 – Så kategoriserar man helt enkelt händelsen enligt den här mallen. 

1: vad är det för typ av kris och 2:  Klassifiera baserat på graden av påverkar den kan ha. 

 

Helen Knutsson (Orkla) 4:17 – Den får en betäckning och utifrån den betäckningen så finns det 

olika ansvarsområden och olika checklistor och mallar så att säga, som vi följer dem här processerna 

efter. 

 

Helen Knutsson (Orkla) 3:33 – En anledning som den här krisplanen eller beredskapsplanen 

uppdateras så frekvent för att man lär sig hela tiden saker, det är ett levande dokument. 

 

Gunilla Svensson (SEB) 25:57 – Ett starkt varumärke, det betyder jättemycket, så är det. Och det 

handlar om att man gör rätt saker från början, i varenda del i verksamheten. 

 

Robert Badics (Bergendahls) 21:10 – De stora företagen har bättre beredskap för att klara sig I en 

eventuell varumärkeskris.  
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Gunnar Gidefeldt (Arla) 15:37 – Mjölkkrisen gällde inte bara Arla, det var en global mjölkkris. 

Bönderna på andra mejerier runt om i Sverige eller globalt hade exakt samma typ av problem. Det 

var ett klassiskt exempel på enkel medielogik, som Uppdrag Granskning var med om att dra upp, 

att lyfta den stora “giganten” Arla mot den enskilde bonden, som David och Goliat exemplet. 

 

Jakob Holmström (IKEA) 39:49 – Det hjälper i den bemärkelsen att det finns manga, framförallt 

I Sverige som har ett högt förtroende för IKEA och därför så tror man och litar på det som vi 

säger. Det stjälper samtidigt för att baksidan på samma mynt så finns det de som gladeligen vill slå 

hål på detta och välta jätten IKEA.  

 

Jakob Holmström (IKEA) 40:13 – Därför skulle jag påstå att IKEA får utstå betydligt mer av press 

och kritisk granskning än ett litet bolag. 

 

Marcus Thomasfolk (Volkswagen) 27:10 – Jag tror att det är flera saker, dels att vi har bra 

produkter, alltså i grunden då, man har haft förtroende för våra produkter och vet att de är bra och 

de har ju ofta fått bra betyg i tester och haft höga andrahandsvärden. Bilar som har passat den 

svenska marknaden ganska väl. 

 

Marcus Thomasfolk (Volkswagen) 27:37 – Sen är det då att återförsäljarna har hanterat det på ett 

bra sätt, att kunderna har känt sig trygga med återförsäljarnas bemötande och haft en bra relation, 

det tror jag är jätteviktigt. Ett starkt åf nät är ju superviktigt.  

 

Marcus Thomasfolk (Volkswagen) 28:41 – Jag tror att trovärdigheten fanns där någonstans” för 

att vi har jobbat mycket med de här frågorna. 

 

Marcus Thomasfolk (Volkswagen) 29:17 – Media logiken fungerar ju så, är man stor och 

framgångsrik dessutom, så är det mycket lättare att attackera. 
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Marcus Thomasfolk (Volkswagen) 29:28 – Hade vi varit ett litet företag, som det hade gått dåligt 

för redan innan, då hade det inte varit lika intressant, och det hade inte alls fått samma 

uppmärksamhet. 

 

Fredrik Gemzell (Gröna Lund) 39:52 – Det  tror jag hjälper oss jättemycket om vi hanterar det rätt. 

Vi behöver gå tillbaka varför vi finns till, varför finns Gröna Lund, vad är det vi egentligen gör? 

 

Carina Hanson (Estrella) 21:55 – Då kanske förväntar man sig av de stora, större bolagen att de 

hanterar detta på ett professionellt sätt. 

 

Carina Hanson (Estrella) 23:17 – Men det är då vi får tillbaka, att trust, att man kan lita på er. Vad 

bra, att ni tog tillbaka det, vad skönt att ni gjorde det. 

 

Eva Berglie (Santa Maria) 11:17 – Vi såg att varumärkesvärdet gick ner lite under den här perioden. 

Vi gör ju brand-tracking hela tiden. Och vi märkte av en tillfällig negativ effekt. Den kunde dock 

blivit mycket, mycket värre. Det gick ganska snabbt upp igen, vilket är rätt typiskt för hur 

människor reagerar.  

 

Gunnar Gidefeldt (Arla) 14:26 – Mjölken, är där vi har märkt den största effekten. Ost, Yoghurt, 

kvarg, smör, Bregott, Nej, ingen skillnad faktiskt. 

 

 

Gunnar Gidefeldt (Arla) 14:22 – Både från konkurrenter men också från konsumenter som aktivt 

valt något annat. 

 

Niclas Härenstam (SJ) 27:48 – Det kan  påverkas både uppåt och nedåt, det kan både stärkas och 

försvagas av en händelse. Min erfarenhet är att det ofta är svårt att mäta varumärkespåverkan på 

enskilda händelser, så länge det inte är stora förtroendekriser. 
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Niclas Härenstam (SJ) 28:37 – Däremot om det är många små händelser som upprepar sig, påverkas  

varumärket negativt. 

 

Jacob Broberg (Cloetta) 28:21 – Det är bara när det är långa pågående kriser som, så att säga det 

påverkar. 

 

Jacob Broberg (Cloetta) 29:03 – Då äter du av det där förtroendet jag pratade om, det 

förtroendekapitalet. 

 

Robert Badics (Bergendahls) 17:25 – Nej, faktiskt inte, ibland säger man att all reklam är bra reklam, 

och där finns en, jag tror att vi ibland överbeskyddar vårt varumärke, i onödan om man säger så.  

Vi tror det är farligare än vad resultatet blir. Du får förstå mig rätt, vi är ju rädda om varumärket 

men jag tror ibland att vi är för rädda för att det ska påverkas negativt. 

 

Dan Jonsson (Atteviks) 10:11 - Nej, det har klingat ut väldigt, vi fortsätter att åtgärda bilarna, men 

väldigt få kunder som är oroliga och som har frågor kring det idag. Informationen har gått fram 

väldigt bra från fabriken/generalagenterna. Det känns som att det har blåst över rätt så bra. 

 

Dan Jonsson (Atteviks) 19:46 – Internt varumärke har nog stärks  

 

Anita Skoogh (SIA Glass) 10:42 – Det verkar inte som att konsumenterna riktigt bryr sig i långa 

loppet. De kanske undviker den produkten i ett par veckor men sen. Jag tror man litar också på att 

står varan i hyllan så är den ofarlig att köpa.  

 

Eva Berglie (Santa Maria) 12:19 – Folk glömmer. Det svåraste som finns är att bryta en vana och 

man vill ofta framstå som mer moralisk än vad man egentligen är i sina handlingar. 

 

Eva Berglie (Santa Maria) 12:05 – Ett år efter började folk åka tillbaka till Thailand igen. Ja då ska 

det ganska mycket till att du ska verkligen ändra ett beteende 
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Sara Hoff (HK Scan) 24:33 – Idag ligger allting kvar på nätet, så skulle det hända att det upprepar 

sig, så får du ju upp det som hände för 10 år sedan. Då blir ju problem större och större. 

 

Fredrik Gemzell (Gröna Lund) 47:54 – Jag tror om jag behöver plocka ut, någonting av de allra 

viktigaste som också då blir en direkt koppling till just varumärket, så är det att klara av att 

kommunicera och för att klara av det så måste man vara förberedd. Man måste träna. Man måste 

öva. Öva, öva, öva, öva 

 

Jakob Holmström (IKEA) 17:25 – Steg ett är att visualisera situationen, ta reda på all fakta som 

finns tillgänglig. Steg 2, visualisera önskad målbild. Var vill vi vara någonstans. Och sen tittar man 

på steg 1 och steg 2 och utformar en plan i steg 3 utifrån gapet mellan steg 1&2  

 

Gunilla Svensson (SEB) 29:48 –Jag tror det betyder jättemycket. Desto längre en kris pågår i tiden, 

så kan och kommer den att påverka varumärket. Det kan ta lång tid att få tillbaka förtroendet från 

kunder, intressenter och anställda.  

 
 
 
 

9.6 Appendix 4  Quotes in Swedish (Expert) 

 

Jeanette Fors-Andrée (Expert) 9:10 – Det är jätteviktigt. Krishantering bygger och skyddar 

förtroendet, både internt och externt. 

 

Jeanette Fors-Andrée (Expert) 9:45 – Det är när företagen är som mest sköra och sårbara som rätt 

strategier krävs. Annars kan det gå riktigt snett. 

 

Jeanette Fors-Andrée (Expert) 19:33 – Det finns inga färdiga mallar eller facit som man kan 

använda eller applicera på nästa case. Varje specifikt fall är unikt och måste hanteras därefter. 

Annars gör man också fel saker. Men jag använder en generell metod som visat sig vara 
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framgångsrik: att börja med analysen, ställa de viktigaste frågorna för att sen landa i konkreta 

åtgärder som krävs för att skydda sitt förtroende och visa handlingskraft. 

 

Jeanette Fors-Andrée (Expert) 11:50 – Går till botten med problem, om det finns problem och det 

innebär att du måste göra analysen, för mig är den alltid A och O.  

 

Jeanette Fors-Andrée (Expert) 3:29 – Jag ställer de här frågorna som måste ställas. Vad har hänt? 

Hur kunde det hända? Och vad gör vi åt det för att samma problem inte ska uppstå igen? Vad 

stämmer i bilden, vad stämmer inte? Jag benar ut de här frågorna.  

 

Jeanette Fors-Andrée (Expert) 4:05 – Nästa steg blir ju då att svara på de här frågorna.  

 

Jeanette Fors-Andrée (Expert) 27:47 – Har du ett starkt varumärke och inte duckar när krisen 

kommer, utan snarare arbetar öppet och systematiskt med kärnfrågan, så ökar chansen att du får 

lojala kunder. 

 

Jeanette Fors-Andrée (Expert) 26:50 – Man skulle kunna tro att stora bolag och varumärken har 

mycket kunskap om krishantering. Men faktum är att det är de stora företagen som har mest 

utmaningar. De är hårt granskade, och oftast behöver de externt stöd. 

 
 

Jeanette Fors-Andrée (Expert) 14:52 – Jag tror inte folk glömmer bort,  men ser när det börjar 

vända.  

 
 

 

 


