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Abstract 

Purpose: The purpose of this thesis is to, through a case study on a consumer electronics 
retailer in Jönköping, provide an empirical analysis of the link between the use of Facebook 
and social capital within the workplace. 

Background: The existing research on how employees‟ Facebook usage affects social capi-
tal in the work place is far from extensive. Moreover, previous research focuses on large in-
ternational organizations with their own internal social network site, and how this usage af-
fects the organization‟s social capital as an entity. Therefore, the authors of this thesis iden-
tified a need to examine only a single unit‟s social capital within an organization and its link 
to the employees‟ Facebook usage.  

Method: In order to answer the purpose of this thesis, a case study was performed on a 
consumer electronics retailer in Jönköping, Sweden. A mixed method, sequential explana-
tory design was applied in this thesis by; quantitative data collection in the form of ques-
tionnaires and then qualitative data collection in the form of semi-structured interviews. 
The questionnaires provided an overall insight to the situation at Electronicum, but also a 
guideline on where to focus when collecting the qualitative data. Eight employees were in-
terviewed. 

Conclusion: The results indicate that Facebook affected the social capital mainly through 
its ability to quickly spread information and attitudes, but also to a large extent by its ability 
to extend social interaction, both offline and online. Trust was affected through Facebook‟s 
ability to create bridging and bonding activities between employees. Moreover, the social 
capital components of shared norms and citizenship were influenced by Facebook. How-
ever, the most distinct link was between Facebook and knowledge sharing. There was a link 
between the use of Facebook and the increase in off-work activities which indirectly influ-
enced the social capital at the work premises.  



 

 
3 

Kandidatuppsats inom Företagsekonomi 

Titel:   “Add as Friend” 
 
Underrubrik:   A Case Study on Facebook and its Effects on  

Social Capital in the Workplace  
 
Författare:   Kitzia Casasola 
   Linn Olsson 
   Marie Solberg 
 
Handledare:  Olga Sasinovskaya 
 
Datum:   May 2010 
 

Nyckelord:  Sociala Nätverk Websidor, Facebook, Socialt Kapital, Förtroende, 
Kunskapsdelning, Delade Normer, Medborgarskap. 

 

Sammanfattning 

Syfte: Syftet med den här uppsatsen är att genom en fallstudie på en elektronikkedjas butik 
i Jönköping, beskriva länken mellan användning av Facebook och det sociala kapitalet på 
arbetsplatsen.  

Bakgrund: Den forskning som gjorts på effekterna av Facebookanvändning på 
arbetsplatsers sociala kapital är långt ifrån omfattande. Tidigare forskning har fokuserat på 
stora internationella organisationer med interna sociala nätverk websidor, och hur de  
anställdas användning av dessa har påverkat organisationen som helhet. Härmed 
identifierade författarna ett behov av att undersöka hur anställdas Facebookanvändning 
påverkar socialt kapital hos en enhet inom en sådan organisation. 

Metod: För att kunna uppfylla syftet med den här uppsatsen gjordes en fallstudie på en 
elektronikkedjas butik i Jönköping, Sverige. En blandad förklarande sekventiell metod 
design användes genom kvantitativ datainsamling i form av enkäter och sedan kvalitativ 
data insamling i form av semi-strukturerade intervjuer. Enkäterna fungerade som en 
generell översikt av situationen på Electronicum men även som en riktlinje var fokus skulle 
placeras under den kvalitativa data insamlingen. Åtta anställda från butiken intervjuades.  

Slutsats: Resultaten visar att Facebook påverkade det sociala kapitalet huvudsakligen 
genom sin förmåga att snabbt sprida information och attityder och även till stor del genom 
Facebooks förmåga att utöka kontakten mellan anställda, offline som online. Facebook har 
en inverkan på en arbetsplats tillit genom dess förmåga att skapa överbryggande och 
sammanbindande aktiviteter. Även det sociala kapitalets komponenter ”delade normer” 
och anställdas känsla av ”medborgarskap” påverkades av Facebook. Länken mellan 
kunskapsutbyte och Facebook var dock tydligast. Det fanns en länk mellan Facebook 
användande och offline umgänge utanför jobbet vilket indirekt hade ett inflytande på 
arbetsplatsens sociala kapital. 
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1 Introduction 

This chapter provides the reader an introduction to the topic of this thesis. After the background informa-
tion, previous research, problem discussion and a description of the company are presented, the purpose of the 
thesis and the research questions are introduced. This chapter is concluded with definitions that will be used 
in the report as well as the delimitations of this study. 

1.1 Background 

Millions of people are using Social Network Sites (SNSs) to connect, meet, and share in-
formation (DiMicco, Millen, Geyer, Dugan, Brownholtz & Muller, 2008). With sites such 
as Facebook boasting over 400 million monthly active global users (Facebook, 2010b), on-
line SNSs have fast become a well established part of everyday life among the general pub-
lic.  

One of the reasons why the global public has so eagerly embraced this new wave of online 
social network applications is because SNSs enable users to bridge the gaps that lay be-
tween them (Ellison, Steinfeld & Lampe, 2007). Also, such computer mediated communi-
cation has brought the online world closer to the offline world (Ellison, Steinfield and 
Lampe, 2006). These sites allow users to present themselves through online profiles and 
accumulate "friends" who can post comments on each other's pages. Members can view 
each other's profile, establish or maintain connections with others, and form online com-
munities based on common interests. Because these sites revolve around social interaction 
and connectivity, they constitute as a rich knowledge sources for those interested in the af-
fordances of social capital (Ellison et al., 2007). 

The term Social Capital first appeared in social community studies in the mid sixties (Na-
hapiet & Ghoshal, 1998). Since then, researchers have mainly focused on its influence on 
human capital and economic business performance (Baker, 1990). Social capital has been 
defined in various and scattered ways (Adler & Kwon, 2002). However, for this thesis, the 
definition by Nahapiet and Ghoshal (1998, p. 243) has been applied:  

“The sum of the actual and potential resources embedded within, available through, 
and derived from the network of relationships possessed by an individual or social 
unit. Social capital thus comprises both the network and the assets that may be 
mobilized through that network. ” 

Because social capital consists both of the network, as well as the resources that can be ac-
cessed from the network, one can distinguish different key features such as; trust, know-
ledge sharing, shared norms, and citizenship (Nahapiet & Ghoshal, 1998). These four 
components intertwine and relate one to another. For example, the knowledge sharing is 
improved by social interaction since this generates trust, and trust increases the keenness to 
share information and knowledge (Nahapiet & Ghoshal, 1998). 

Facebook, the SNS analyzed in this thesis, is a rich knowledge source for social capital due 
to two things; first, the heavy usage pattern that has been demonstrated by its members, 
and second, the technological capacities that bridge online and offline connections (Ellison 
et al., 2007). SNSs provide an efficient tool for users to create and maintain networks 
(Steinfield, DiMicco, Ellison & Lampe, 2009). Furthermore, social network research within 
organizations argues that informal relationships among coworkers are important means 
through which organizational knowledge and expertise can be shared (Hansen, 1999). 
These networks, in return, provide access to information and opportunities that would 



otherwise not be available to the user. Thus, Facebook can have a pivotal role in creating 
social capital within the workplace (Steinfield et al., 2009).  

Interestingly, while recent research has discovered the existence of a link between the use 
of SNSs and social capital (Steinfield et al., 2009), similar research has linked the internet to 
both an increase and decrease in social capital (Nie, 2001; Bargh & McKenna, 2004). Be-
cause there is little empirical research that addresses whether members use SNSs to main-
tain existing ties or to form new ones, the social capital implications of these services are 
unknown (Ellison et al., 2007). With this in mind, one can see that the link between Face-
book usage and social capital in the workplace is an understudied topic for research (Stein-
field et al., 2009) and deserves further investigation.   

1.1 Previous Research 

As one of the youngest and most referred to SNS, Facebook has provoked a great deal of 
interest among academic researchers (Facebook, 2010a). Its novelty, popularity and wide-
spread use has caught the attention of sociologists, psychologists, computer scientists, edu-
cators and philosophers who have set out to study and explore the implications and social 
impacts of Facebook (e.g. Facebook, 2010a; The Facebook Project, 2010c). 

Much of the existing academic research on Facebook has focused on identity presentation 
and privacy concerns (e.g., Gross & Acquisti, 2005; Stutzman, 2006) which is understanda-
ble considering the amount of information Facebook participants provide about them-
selves online. In addition, it can be said that a large majority of the research carried out has 
focused on college and university student use of Facebook, paying particular attention to 
the content being posted on the site and the preferences being demonstrated by the stu-
dents (Skeels & Grudin, 2009).  

Interestingly, a shift in research focus has begun taking place as more and more graduates, 
many of whom adopted Facebook as college students, have begun entering the job market. 
Consequently, the research has gradually shifted from strictly focusing on Facebook from a 
personal network perspective to studying its usage as a professional networking tool (e.g. 
Skeels & Grudin, 2009; DiMicco et al., 2008; Facebook, 2010b). 

These studies have aimed to determine whether SNSs can have beneficial business applica-
tions or if they are useful only for social purposes. Some studies have shown that the pro-
fessional use of SNSs can indeed take place and has been observed in the workplace 
through a common employee use of gathering and providing information within the organ-
ization (DiMicco et al., 2008). However, others have found that the use of SNSs inside the 
workplace largely mimics the use of it outside the workplace, which is mainly for social 
purposes (DiMicco & Millen, 2007). Thus, one can see that the findings have been incon-
clusive so far. The authors of this paper believe this is largely due to the fact that SNSs, 
their usage, and their user culture have been in constant evolution since the sites‟ introduc-
tion in the mid 2000‟s.  

Important to include in this discussion is the example of IBM and their study of the pro-
fessional uses of SNSs. Their social computing research team, which recently conducted a 
series of in-depth studies focusing on the professional use of social networking software 
(e.g. Steinfield et al., 2009; DiMicco et al., 2008) found some interesting results after their 
one-year study was complete. The research team studied Beehive, an internal SNS devel-
oped by IBM itself and used throughout the worldwide organization by employees. By de-
veloping a survey instrument which included items addressing SNS usage and demograph-
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ics they found that an organizational SNS was associated with both the structural and mo-
tivational conditions that enable users to get to know others while exchanging resources 
and information (DiMicco et al., 2008). 

An interesting part of the study was the link IBM was able to establish between the em-
ployee use of their internal SNS, Beehive, and the increased level of social capital within the 
organization. The study showed that social capital translated into the workplace because 
Beehive supported both the maintenance of existing social ties and the formation of new 
connections. 

1.2 Problem Discussion 

As mentioned previously, the research available for Facebook and other SNSs has mostly 
focused on the privacy concerns of these sites. The issues studied when it comes to SNSs 
revolve around the individual user and focus more on the social and network benefits of 
the individual. Having found many research articles on these topics, but few on the organi-
zational use of SNSs, especially the relationship between these sites and the social capital 
within an organization, the authors can only conclude that this research field is somewhat 
narrow.  

However, the authors of this thesis consider this to be a very relevant and interesting field 
to study because it deals with the relationships and interaction that takes place between col-
leagues in an organizational setting. By establishing better relationships among the em-
ployees, that is, increasing the social capital, the information flow and the exchange of ex-
pertise in the organization may take place more efficiently (Huysman & Wulf, 2006). The 
IBM study (DiMicco et al., 2008) examined the social capital within their organization and 
it provided further insight into the type of impact an SNS can have on an organization‟s 
social capital. However, many questions arose which the study did not answer. Though it 
was obvious there was much to learn from the study regarding internal SNSs. It was still 
unclear whether the same benefits could be found through the use of a public SNS, for ex-
ample Facebook.  

The organizational layout of IBM is not compatible with many smaller or medium sized en-
terprises (SMEs). Moreover, not all firms have the funding or intellectual resources to set 
up their own internal SNS. For these reasons, the authors felt inclined to further the re-
search begun by IBM by taking it in a slightly different direction. By doing this, the re-
search could be more applicable and of better relevance to a larger number of firms, espe-
cially SMEs. The generalizations made in this thesis will particularly be relevant to the other 
stores within the organization, and perhaps to other similar companies. The company the 
authors have chosen for the case study is part of a big consumer electronics chain with 
around 60 stores throughout Sweden. Although it is part of a big organization, the particu-
lar site the authors have examined only has around 60 employees and can, therefore, be 
compared to an SME1. 

Moreover, there is no research similar to IBMs study performed in Sweden, at least none 
that the authors came across during their numerous hours of research. In addition to this, 

                                                 
1 It is important to keep SMEs in mind since they make up such a big part of the European, and especially the Swedish, economy. For 

instance, in the year 2009, 99 percent of Europe‟s non-financial business economy consisted of SMEs (Audretsch, van der Horst, Kwaak, 
& Thurik, 2009). Sweden is above the EU-27 standard of SMEs with a 99.8 percent (European Commision, 2005). 



the existing research concentrates on the employees‟ usage of internal SNSs during work 
hours and how this affects their relationship with their colleagues. It does not look into 
how the usage of SNSs outside of work hours affects the employees during their work 
hours.  

As a result of this, the research focus for this thesis shifted first away from an internal SNS 
to a public SNS since all firms can easily access public SNSs without difficulty or added 
costs. Facebook was chosen for reasons of popularity, reach and its increasing focus on 
professional and business usage, in addition to the fact that it was probably already being 
used by most of the employees. Second, the research shifted away from a large internation-
al organization, and was substituted by a smaller organization. Moreover, the focus is only 
on one of the sites in this organization, which make it compatible with an SME. Lastly, the 
authors chose to focus on how the usage of Facebook outside of work might affect the so-
cial capital within the organization. 

The authors believe this new research, building off IBMs recent studies, may fill in certain 
gaps left behind by the previous research conducted in the area of social capital and SNSs. 
More specifically, this paper will describe how employees usage of SNSs affects the social 
capital found within a large retailer store specializing in consumer electronics in Jönköping, 
Sweden.  

1.3 Electronicum 

The organization that cooperated in this research project voiced a desire to be kept ano-
nymous. For this reason, the authors have taken the liberty of giving the organization the 
fictive name of Electronium. This was done for comprehensive purposes and in order to fa-
cilitate the reading and understanding of the work.  

The anonymity of the organization, in addition to complying with the organization‟s wish-
es, also fell in line with the authors‟ desire to not disclose the name of the firm. The au-
thors believed this anonymity would eliminate any biased thoughts or preconceived opi-
nions that readers might have regarding the firm prior to reading the research, which might 
affect his or her view of this thesis. 

The authors chose to focus their thesis on the Jönköping unit, however, Electronicum 
stores are situated all over Sweden. Electronicum is a large chain of retail stores with its 
head offices located in Stockholm, Sweden. Nevertheless, the head office does not manage 
each of the units. Instead each store has its own management team consisting of head and 
middle management.  

Electronicum sells consumer electronics and has been present in the Swedish consumer 
goods market for several years. The organization can be compared with the American con-
sumer electronics retailer „Best Buy‟ when it comes to the product range. Electronicum 
sells products such as cameras, computers, white goods (e.g. refrigerators and laundry ma-
chines), brown goods (e.g. TVs and sound systems), and mobile phones. These product 
areas represent the different departments referred to in this study. Electronicum also have a 
business section that specializes in providing individualized treatment to small and medium 
sized businesse customers. 

Electronicum was chosen as the case study for this thesis since the work environment pos-
sessed four qualities the authors felt was relevant to the topics being dealt with. Firstly, be-
ing a retail store dealing in electronic consumer goods, Electronicum‟s employees deal firs-
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thand with customers. In more ways than one, Electronicum´s employees are the face of 
the organization and represent the store on a daily basis. Thus, the employees need to 
demonstrate good customer service and possess the ability to work together effectively. 
Previous research in this area suggests that in order to accomplish this, there needs to be 
healthy levels of social capital between them. 

Secondly, since most of the previous case studies have been performed on organizations 
where employees are situated behind computers, with access to internal SNSs during work 
hours, the authors wished to research social capital effects stemming forth from SNS use in 
a setting where “desk-jobs” where virtually non-existent. Electronicum is a well-suited 
place for this since the vast majority of employees do not work from a desk or with com-
puters.  

Thirdly, the age demographics at Electronicum seemed to fall in line with the researchers‟ 
interest in investigating a sample group consisting mostly of younger participants. It was 
the authors‟ view that a predominantly younger sample group could portray a more accu-
rate view of how the “Facebook generation” uses this SNS and how their usage affects 
what goes on in the workplace.  

Finally, perhaps the most intriguing quality was one the authors did not originally have in 
mind when selecting Electronicum. This quality was the significant change that happened 
within the company at the same time as the empirical data was being gathered. The signifi-
cant change, which the authors were not aware would happen, was a series of layoffs that 
took place. 

1.4 Purpose  

The purpose of this thesis is to, through a case study on a consumer electronics retailer in 
Jönköping, provide an empirical analysis of the link between the use of Facebook and so-
cial capital within the workplace. 

1.5 Research Questions 

1. How do the Facebook usage patterns between Electronicum‟s employees affect of-
fline interaction? 

2. How does the employee usage of Facebook affect the social capital components of 
trust, knowledge sharing, shared norms and citizenship, both on an individual and on a 
group level in the work place? 

3. How does Facebook benefit or disadvantage the social capital at Electronicum?   

1.6 Definitions 

 Electronicum: A fictive name for the consumer electronics retailer that this thesis 
is performing its case study on.  

 Yellow: A fictive name for the internal website at Electronicum. 

 Social Network Site (SNS): in computers, an online community of individuals 
who exchange messages, share information, and, in some cases, cooperate on joint 
activities (Encyclopedia Brittanica Online, 2010). Some examples of SNSs are: 
www.facebook.com, www.myspace.com, www.linkedin.com.                                                    
 



 Small and medium sized enterprises (SMEs): In order to be defined as a me-
dium sized company within Europe, the amount of employees within the company 
have to be less than 250, the annual turnover has to equal or be less than 50 million 
Euro, and the annual balance sheet total equals or is less than 43 million Euro. The 
figures for the definition of a small company are 50 employees (or less), 10 million 
Euros, and 10 million Euros, respectively (European Commission, 2005). 
 

 Social Capital: There are numerous definitions of social capital, however, this is 
the definition used for this thesis: “The sum of the actual and potential resources 
embedded within, available through, and derived from the network of relationships 
possessed by an individual or social unit. Social capital thus comprises both the 
network and the assets that may be mobilized through that network” (Nahapiet & 
Ghoshal, 1998, p. 243). Nahapiet and Ghoshal (1998) also emphasize that social 
capital is something that originates from high quality relationships.  

 Trust: An asset potentially embedded in the relationships within a network and ac-
cessible through successful management of social capital (Lin, 1999). The ability to 
be vulnerable to another actor (Kramer & Tyler, 1996) since the belief exists that 
this actor has good intents and interest in the vulnerable actors‟ outcomes (Ouchi, 
1981; Ring & Van de Ven, 1994), sufficient competence (Szulanski, 1996) and in 
the actors‟ reliability (Ouchi, 1981; Giddens, 1990).  
 

 Knowledge sharing: Knowledge sharing is the exchange of knowledge. Know-
ledge has been identified as a critical resource for organizations to grow and gain a 
competitive advantage (Miller & Shamsie, 1996). This is especially true for organi-
zations that operate in changing environments (Miller & Shamsie, 1996).  
 

 Shared norms: A determination of a standard behavior within a social group. It re-
flects common values, goals and culture (Shared norms, Britannica Encyclopedia). 
Refers to written as well as unwritten rules and mutual understandings within an 
organization (Gulati, Nohria & Zaheer, 2000) or in similar words: a so-called collec-
tive mindset (Klimoski & Mohammed, 1994). 

 

 Citizenship: Organizational citizenship is according to Organ (1988) “employee 
behaviors that go beyond the role requirements, that are not directly or explicitly 
recognized by the formal reward system, and that facilitate organizational function-
ing” (Organ, 1988, cited in Bolino, Turnley & Bloodgood, 2002, p. 505).   

1.7 Delimitations 

In order to make the study more interesting and more feasible, two constraints were im-
posed prior to the inception of the study in order to narrow down the scope of the study. 
First, the research does not cover the Electronicum organization as a whole, rather, only 
one particular retail store within the organization. Second, in regards to employee use of 
SNSs, this study is limited to the use of Facebook, meaning no other SNSs were investi-
gated. 
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1.8 Outline of the Thesis 

The structure of the remaining part of the thesis is presented below.  

This chapter presents the theories used to under-
stand the empirical findings and perform the data 
analysis. The theories selected for this chapter are 
taken from within the social capital concept.  

 

This chapter describes the procedure of the data col-
lection and the analysis. Description of the sample as 
well as a discussion about the reliability, validity and 
generalizability is also presented.  

 

This chapter presents the results from the empirical 
data collected. This chapter is divided into two parts; 
the results from the questionnaires and a summary of 
the notes from the interviews.  

 

This chapter analyses the empirical findings and 
connects these to the theories presented in the frame 
of reference. The analysis chapter is divided into 
three parts, with each research question being the 
heading for each part, respectively.  

      

The conclusion summarizes the main findings that 
answer the research questions, which in turn answer 
the purpose of this thesis.  

 

 

This final chapter presents criticism of the study and 
the chosen methods. It also gives suggestions for fur-
ther research. 

 

Frame of Reference 

Method 

Empirical Findings 

Analysis 

Conclusion 

Discussion 

 



2 Frame of Reference 

This chapter presents the theories on social capital that are used in the analysis of the empirical data. It be-
gins with explaining the choice of theory and a deeper introduction to the concept of social capital with four 
of its components; trust, knowledge sharing, shared norms and citizenship. Then it continues with the pres-
entation of the two theories chosen for this thesis and ends with a description of the importance of social capi-
tal for organizations such as Electronicum.   

2.1 Choice of Theory 

The purpose of this thesis is to examine the link between Facebook and the level of social 
capital in the work place of Electronicum. It is, therefore, crucial to look into theories on 
social capital. The theories presented below were chosen according to how well they related 
to the purpose of this study and also how influential the theories were in the research field 
of social capital. A common feature among scholars is the tendency to divide this compli-
cated notion into dimensions and, thus, refer to it as a multidimensional concept (Claridge, 
2004a).  

Since social capital is such a broad and complex concept, the authors chose a theory devel-
oped by Nahapiet and Ghoshal (1998) that breaks it down into different dimensions; a 
structural, a relational and a cognitive dimension. This helped the authors to manage and 
link the empirical data to the theory in a straightforward way. Moreover, this theory – 
among most other theories on social capital – recognizes the four components of trust, 
shared norms, knowledge sharing and citizenship that the authors chose to focus on.  

In addition to this, Putnam‟s theory of bonding and bridging social capital has had a major 
impact on the research of social capital as he is one of the most cited authors in the re-
search field (Pawar, 2006). The notions of bonding and bridging are frequently reoccurring 
throughout the research field and, therefore, this theory was also added to the frame of ref-
erence. This theory further helped the author identify the different types of social capital 
that existed among the employees within Electronicum. Finally, this chapter ends with de-
scribing the importance of social capital for organizations like Electronicum. In order to il-
lustrate this, the authors had to examine the risks and benefits associated with managing 
social capital.  

2.2 Social Capital 

Originally described as a relational resource comprised of personal ties (Portes, 1998), 
modern research has broadened the conceptualization of social capital. Theoretically, social 
capital has been conceptualized at multiple levels including; national, individual and organi-
zational. (Griffith & Harvey, 2004). Needless to say, the research performed in this field is 
extensive. Recent research has broadened the spectrum of where social capital can be ap-
plied including areas such as business, public relations and marketing.There exists a wide 
variety of definitions of social capital (Claridge, 2004b). The definitions are many and vary 
on what facet they have chosen to focus upon within social capital (Nahapiet & Ghoshal, 
1998). Examples of this diversity are illustrated by the following different scholars‟ versatil-
ity of definitions. 

2.2.1 Definitions 

Social capital is “the features of social organization such as networks, norms, and social 
trust that facilitate coordination and cooperation for mutual benefit”(Putnam, 1995, p. 67). 
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Bourdieu and Wacquant (1992, p. 119) define social capital as “the sum of the resources, 
actual or virtual, that accrue to an individual or a group by virtue of possessing a durable 
network of more or less institutionalized relationships of mutual acquaintance and recogni-
tion”. Baker (1990, p. 619) defines it as “a resource that actors derive from specific social 
structures and then use to pursue their interests; it is created by changes in the relationship 
among actors”.   

Furthermore, Burt (1992, p. 9) argues that social capital is “friends, colleagues, and more 
general contacts through which you receive opportunities to use your financial and human 
capital”. Burt (1997, p. 355) also defines the concept as “the brokerage opportunities in a 
network”. The definition adopted in this thesis is the definition developed by Nahapiet and 
Ghoshal (1998, p. 243): “the sum of the actual and potential resources embedded within, 
available through, and derived from the network of relationships possessed by an individual 
or social unit. Social capital thus comprises both the network and the assets that may be 
mobilized through that network”.  

2.2.2 Trust, Knowledge sharing, Shared norms and Citizenship 

As mentioned previously, the definitions of social capital vary according to what facet of 
the concept scholars have chosen to focus upon (Adler & Kwon, 2002). However, some 
components seem to repeat themselves under different divisions, namings or groupings 
throughout the research. Examples of such components are; trust, knowledge sharing, 
shared norms and citizenship (Claridge, 2004c). The authors of this thesis have chosen to 
focus upon four components of social capital that are relevant for the case study on Elec-
tronicum. Namely; trust, knowledge sharing, shared norms and citizenship. Arguably, there 
are no rigid borders between the four components in the way that they tend to blend with 
each other.  

2.2.2.1 Trust  

Similar to the discussion of defining social capital there is confusion in the literature as to 
how trust is associated with social capital (Adler & Kwon, 2002). Therefore, the authors 
consider it necessary to decide on a definition for this component. Some scholars view it as 
an asset resulting from social capital (Lin, 2001b), some equal it to social capital (Fuku-
yama, 1995) some view it as a source of social capital (Putnam, 1993), and the list contin-
ues. Notwithstanding, there is no confusion regarding the assumption that there exists a 
closely-knit relation between social capital and trust (Leana & Van Buren III, 1999). For 
this thesis, the authors have chosen to adopt the perspective of Lin (1999) arguing that 
trust is an asset embedded in a network‟s relationships.  

2.2.2.2 Knowledge sharing 

According to Nahapiet and Ghoshal (1998), social capital is both the network and the re-
sources that can be assembled from that network. One of these resources is knowledge 
sharing (Nahapiet & Ghoshal, 1998). Knowledge within an organization is crucial for its 
function and it has, consequently, been accepted as an important resource by economists 
(Nahapiet & Ghoshal, 1998). It is the information transfer that takes place between people 
(Miller & Shamsie, 1996). Previous research has proven informal social interaction to be 
important for effective knowledge sharing (Steinfield et al., 2009; Van Maanen & Schein, 
1979). Similarly, Nahapiet and Ghoshal (1998) argue that social interaction indirectly en-
hances knowledge transfer since it creates trust, and trust in itself, promotes the willingness 
to share knowledge.  



2.2.2.3 Shared Norms 

Shared norms are a social group‟s standard behaviour and it reflects the common values 
and culture that are shared by the members of this group (Britannica Encyclopaedia, 
Shared norms). The norms can be written down rules but for this thesis the main focus is 
on those norms that exist merely as unwritten rules and mutual understandings within a 
group (Gulati, 2000). Shared norms is a reoccurring notion in the field of social capital, in-
cluded in many scholars‟ theories and research such as Nahapiet and Ghoshal (1998), Put-
nam (2000), and Ouchi (1981). This component of social capital can express itself in shared 
languages and codes (Cicourel, 1973) and through a workplace‟s shared culture and general 
attitudes (Gulati, 2000). The shared culture refers to how shared norms of behaviour man-
age relationships (Inkpen & Tsang, 2005).  

2.2.2.4 Citizenship 

Citizenship behavior takes place when the employee goes beyond his or her work respon-
sibilities in order to benefit the organization (Bolino et al., 2002). This behavior occurs 
most often when the employee is pleased with his or her job task, is inspired and supported 
by the management, and committed to the organization (Bolino et al., 2002). According to 
Putnam (1993), high civic participation by individuals in communities often goes hand in 
hand with high social capital in these communities. Transcribing this to organizations, em-
ployees that are committed to the organization and show civic behaviors contributes to the 
development of social capital in that organization (Bolino et al., 2002). That is, organiza-
tions that have employees of this caliber often tend to show higher levels of social capital 
(Bolino et al., 2002). Moreover, employees who have inspiring and supportive leaders tend 
to show more citizenship behavior (Bolino et al., 2002).   

Graham (1991) argues that there are three types of citizenship within organizations; ob-
edience, participation, and loyalty. Obedience relates to how willing the employees are to ab-
ide and agree to the organizational regulations, rules and procedures. Participation describes 
the employees‟ willingness to take part of the organizational activities (Graham, 1991). That 
is, everything related to the organizational life. Finally, the loyalty of the employees portrays 
how willing the employees are in putting the organization first, as well as how they defend 
and promote it (Graham, 1991). Moreover, employees who have inspiring and supportive 
leaders tend to show more citizenship behavior (Bolino et al., 2002).   

2.2.3 The Umbrella Concept 

Due to the various definitions of social capital many researchers refer to social capital as an 
umbrella concept (Brunie, 2009; Hirsch & Levin, 1999; Ellison et al., 2007; Adler & Kwon, 
2002). Some have even referred to it as a notion that has taken on “a circus-tent quality” 
(De Souza Briggs, 1997, p. 111) or as Narayan and Pritchett (1997, p. 2) described it “to 
mean many things to many people”. The breadth of social capital as a phenomenon illus-
trates how one social tie or feature can often be used for different purposes depending on 
the major factors influencing relations between people (Adler & Kwon, 2002). The follow-
ing sections will describe how this umbrella concept can be narrowed down and clarified by 
dividing it into levels and dimensions. 

2.2.3.1 Levels of Social Capital  

An effective way of gaining a perspective of and analyzing social capital is to observe it 
through either a micro (individual), meso (group), or macro (societal) level (Claridge, 
2004a). Social capital is a complex concept that may behave and give different conse-
quences depending on the context and setting of which it operates within (Brunie, 2009). 
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Social capital can be conceptualized at different levels of analysis, all ranging from the mi-
cro level to the macro level (Tsai & Ghoshal, 1998) as illustrated in the figure below. In this 
case study the focus will be on the micro level (individuals) and on the meso level (groups) 
which includes the organizational setting of Electronicum.  

  

 

 

 

 

 

 

 

 

 

 

Figure. 2 Illustration of the Interaction of Levels at which Social Capital Exists. Source: Claridge (2004) 
www.socialcapitalresearch.com/levels  

2.2.3.2 Dimensions of social capital  

It is commonly agreed between scholars that social capital is a multidimensional concept 
(Hean, Cowley, Forbes, Griffiths & Maben, 2003). However, the focus and content of di-
mensions varies among researchers of social capital (Adler & Kwon, 2002). Putnam (1995) 
underlines the importance of identifying and agreeing on what dimensions this multidimen-
sional concept consists of. Brunie (2009) as well as Lin, Cook and Burt (2006) state that it 
is crucial for researchers not to adopt a single definition within the umbrella spectrum of 
the social capital views and instead, admit to the fact that the social processes building so-
cial capital are interrelated and operate simultaneously for different purposes. Brunie (2009) 
argues that the umbrella structure is in need of being broken down into smaller and more 
manageable facets that in detail correspond to the various social settings in life. Arguably, 
clustering the dimensions of social capital  is the first step when unlacing the umbrella 
arms. In the following section the different dimensions will be presented according to the 
view of Nahapiet and Ghoshal (1998).  

 

2.3 The relational, structural and cognitive dimension 

One of the two theories chosen for this thesis are the dimensional approach developed by 
Nahapiet and Ghoshal (1998) who argue that there are three major dimensions of the phe-
nomenon; relational, structural and cognitive social capital. Although they distinguish be-
tween these three clusters, they still recognize the fact that the dimensions are highly inter-
related (Nahapiet & Ghoshal, 1998). Moreover, trust and knowledge sharing are recurring 
themes in all three dimensions. The structural dimension is the configuration of the organi-

 

 [Type 
 

  Micro          Individual 

  Meso            Group 

 Macro              Societal 



zation‟s network and the linkages between people or units. The cognitive dimension refers 
to resources that provide shared representations, interpretations and systems of meaning 
among the parties and the relational dimension reflects the quality of the relationships. 
These researchers‟ studies support the argument by Adler and Kwon (2002) in that it 
shows how social capital consists of a mix of social processes that are deeply intertwined 
with each other. Each of the following dimensions below facilitates the exchange of re-
sources within a firm (Tsai & Ghoshal, 1998).  

2.3.1 The relational approach 

The relational dimension focuses on the nature a network‟s relationships (Nahapiet & 
Ghoshal, 1998), and is mainly concerned with the accessible resources embedded within 
these relationships such as the earlier mentioned asset of trust (Tsai & Ghoshal, 1998). Re-
lationships high on reciprocity and trust facilitate the sharing of knowledge and resources 
within a firm (Inkpen & Tsang, 2005), improve teamwork and facilitate overall organiza-
tional functioning (Jones & George, 1998).  

According to Bolino et al. (2002), the relational dimension is very much similar to Grano-
vetter‟s strong ties dimension which was defined as close relationships characterized by 
high levels of trust, reciprocity and emotional support. Bolino et al. (2002) argue that an 
organization with high levels of relational social capital have co-workers that identify, trust 
and like each other. Previous research shows that under such conditions, co-workers are 
more flexible and higher performing (Bolino et al., 2002).  

Furthermore, the tendency of members identifying with each other expands to group iden-
tification,  which then enhances citizenship (Bolino et al., 2002). Such group identification 
is associated with greater cooperation and communication in organizations (Campion, 
Papper & Medsker, 1996; Kramer & Tyler, 1996).    

2.3.2 The structural approach 

The structural dimension is not concerned with the individuals‟ social capital but instead 
with the structure of social capital (Nahapiet & Ghoshal, 1998). That is, the overall pattern 
of the linkages between relationships in a network (Nahapiet & Ghoshal, 1998). The key 
elements of this approach are the frequency, hierarchy and connectivity of the relationships 
rather than the resources embedded within them (relational approach). When making the 
distinction between the relational cluster and the structural cluster, the founders of the 
theory apply Granovetter‟s (1985) notion of relational and structural embeddedness. In this 
theory, structural embeddedness refers to the structure of impersonal linkages within a giv-
en network whereas relational embeddedness refers to the personal and specific quality of 
the relationships within the same network (Granovetter, 1985).  

Granovetter (1985) and Gulati (1995) have conducted studies indicating that a higher de-
gree of density in a network - intense and continuous social interactions - promotes trust-
ing relationships. This recurrent and close contact makes people feel they know each other 
which in turn increases the levels of trust between the actors (Bolino et al., 2002). 

2.3.3 The cognitive approach  

The cognitive dimension encompasses a shared code and norms within a network (Naha-
piet & Ghoshal, 1998). In an organization a shared vision and a collective set of goals act as 
a bonding mechanism between members and are examples of how to develop this dimen-
sion of social capital (Tsai & Ghoshal, 1998). A study by Coleman of child safety in Jerusa-
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lem conducted in 1990 concluded that some collective norms in a society can be identified 
as one facet of social capital that benefits the society as a whole, even though links between 
individual members of the society are absent. This suggests how the cognitive dimension 
can add positive effects on collaborative action not only on a meso level (as in this case 
study) but also on a macro level (as a society as a whole).   

Regarding trust, the cognitive dimension can also promote this embedded asset in relation-
ships, since; shared values and common goals have proven to bring people together and to 
encourage trusting relationships (Tsai & Ghoshal, 1998). Furthermore, a clear perception 
of the common norm at a work place and a shared vision mitigates misunderstandings and 
improves the capability of exchanging ideas and knowledge between employees (Tsai & 
Ghoshal, 1998).  

2.4 Putnam’s Bonding and Bridging Social Capital  

The second theoretical framework chosen for this empirical analysis is that of Putnam 
(2000) on bridging and bonding social capital. Putnam‟s work has had an important role in 
the research field of social capital (Boix & Posner, 1996). Putnam builds upon the theory 
by Granovetter who described “weak ties” as the acquaintances that people are less likely 
to socialize intensely with compared to “strong ties” that are characterized by friends and 
family (Granovetter, 1973).  

2.4.1 Introducing Bonding and Bridging Social Capital  

Social capital can be divided into two categories named bonding social capital and bridging so-
cial capital (Putnam, 2000). Putnam (2000) refers to bonding social capital as being related 
to “strong ties” since this social process is characterized by reinforcing already existing rela-
tionships. On the contrary, bridging social capital is associated with Granovetter‟s notion 
of “weak ties”,  the connecting activity of disparate members of a community, not so much 
forming deep personal relationships but rather loose although resource and opportunity 
rich relationships (Norris, 2002). Putnam (2000) states that bridging social capital brings 
together different kinds of people (diverse in age, beliefs, norms and culture), whereas 
bonding social capital brings together similar individuals. Bridging and bonding social capi-
tal is related but not equivalent, and also not mutually exclusive (Putnam, 2000). 

The positive side of bridging social capital is that it connects different people and can the-
reby promote the broadening of social horizons and harmonize opposing perspectives 
(Williams, 2006). By Putnam it has been referred to as being “inclusive”. That is, individu-
als from different networks connect and can possibly exchange resources with a broad va-
riety of connections (Putnam, 2000). The downside of bridging social capital is the lack of 
emotional support provided from such loose connections. The ties are weak, but Grano-
vetter (1973) argues that what they lack in closeness they make up in the breadth of the 
network. Subsequent research has indicated that more of the weak ties (bridging relation-
ships) are better for an organization than a few strong ties (bonding relationships), and that 
the diversity from a weak tie network provides more gains than bonding networks.  

The positive effects from bonding social capital are the tendency to create solidarity and 
access to emotional support and scarce or limited resources (Williams, 2006). According to 
Putnam (2000), the downside however, is the way in which bonding social capital is exclu-
sive rather than inclusive (bridging social capital). Groups may have high-quality relation-
ships and solidarity but little interest in including additional individuals to the group which 
leads to the negative effect of exclusion (Putnam, 2000).  



However, in real life there are multiple factors influencing social capital (Ellison et al., 
2007). Arguably, this versatility of contexts and circumstances suggests that researchers of 
this topic should adopt a less rigid view when examining bridging and bonding social capi-
tal. Thus, it is preferable to conceptualize these distinctions as a continuum rather than a 
dichotomy since in real life a network often encompasses both types of networking (Nor-
ris, 2002). However, one of the two categories can be more dominant than another in a 
network (Norris, 2002). Moreover, Leonard (2004) argues that due to the novelty of the 
notions of bridging and bonding social capital the present definitions are under-theorized 
leading to an oversimplified view of inclusive and exclusive effects. When a more complex 
and empirically based theory is developed of bonding and bridging social capital the true 
multifaceted and multilayered effects can be revealed (Leonard, 2004).   

2.5 The Importance of Social Capital for Organizations 

Overall, previous research argue that social capital is important for organizations‟ effective-
ness (Bolino et al., 2002) and could if managed correctly act as a major competitive advan-
tage (Nahapiet & Ghoshal, 1998). Several studies have indicated that social capital is re-
source facilitating actions ranging from individuals‟ personal agendas to the operational ac-
tivities of a business (Burt, 1992). However, occasionally the same positive effects of social 
capital may transform into negative externalities (Claridge, 2004d). Especially the relational 
and cognitive dimensions are costly to create and maintain and it is important to under-
stand the costs and benefits of social capital in order to use this resource as cost efficient as 
possible (Nahapiet & Ghoshal, 1998).  

2.6   Potential Benefits and Disadvantages with Social Capital  

In order for the authors to understand the importance of social capital it is crucial to realize 
what impacts it has or may have on a business unit, positive as well as negative. Further-
more, the difference between the micro level and the meso level effects are notable when 
considering the benefits and risks of social capital (Adler & Kwon, 2002). Therefore, the 
following text is divided into the potential social capital has to either add strength to an or-
ganization or to transform into a disadvantage.  

2.6.1 Benefits 

In general, scholars have, through previous research, concluded that social capital is impor-
tant for an organization because individuals perform significantly better as a group when 
they trust, know and understand each other (Bolino et al., 2002).  

Social capital greatly adds to an organization‟s competitiveness (Nahapiet & Ghoshal, 
1998). Other arguments for social capital, being a competitive advantage, when managed 
correctly, are that it is hard to imitate and is nonsubstitutable (Barney, 1991). This is due to 
the fact that high-quality relationships are time consuming to create and not transferrable 
or easily replicated which may provide an organization with a leading edge over rivals with 
lower social capital (Nahapiet & Ghoshal, 1998). Also, a high level of social capital is re-
lated to eliciting commitment from employees who indirectly promote effective function-
ing and goal achievement (Leana & Van Buren, 1999). In sum, previous research indicates 
that social capital contributes considerably to organizational advantage (Tsai & Ghoshal, 
1998; Leana & Van Buren, 1999; Adler & Kwon, 2002; Walker, Kogut & Shan, 1997).  

Moreover, social capital facilitates the coordination of collective efforts within organiza-
tions in the way that it aids information flows, reduces transaction costs, decreases misun-
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derstandings and makes the organization more flexible (Adler & Kwon, 2002; Walker, Ko-
gut & Shan, 1997; Leana & Van Buren, 1999; Lin, 2001a; Nahapiet & Ghoshal, 1998). 

There is evidence suggesting that a key beneficial consequence of social capital, that highly 
affects the effectiveness of an organization, is its positive influence on knowledge sharing 
(Inkpen & Tsang, 2005; Nahapiet & Ghoshal, 1998; Yli-Renko, Autio & Sapienza, 2001; 
Zahra, Ireland & Hitt, 2000; Adler & Kwon, 2002). There is a strong link between the abili-
ty to share knowledge and organizational competitiveness (Baum, Calabrese & Silverman, 
2000) and social capital and productivity (Marsden & Hurlbert, 1988; Baker, 1990; Burt, 
1992; Coleman, 1990). Recent research has provided arguments stating that access to new 
sources of information is the most vital positive effect of social capital (Inkpen & Tsang, 
2005). 

The key component of trust is another major benefit of social capital since information 
flow is more easily spread and organizational processes better coordinated in environments 
where people trust each other and identify with one another (Bolino et al., 2002). Similarly 
stated, relationships high on reciprocity and trust facilitate the sharing of knowledge and 
resources within a firm (Inkpen & Tsang, 2005), improve teamwork and facilitate overall 
organizational functioning (Jones & George, 1998). Furthermore, shared norms and citi-
zenship encourage individuals to follow rules and procedures which eliminate the need for 
costly monitoring and formal controls (Adler & Kwon, 2002). Also, shared norms improve 
the organizational effectiveness and production since it enables the work force to focus and 
synchronize goals and visions (Adler & Kwon, 2002; Tsai & Ghoshal).  

The research on benefits from social capital components and actions suggest that they are 
highly intertwined which makes it difficult to conclude that a particular benefit alone en-
hances a certain positive outcome. Arguably, the frame of reference illustrates that the rela-
tion between the multiple benefits and components of social capital are closely connected, 
both directly and indirectly.  

2.6.2 Risks 

Social capital is not a universally beneficial concept (Nahapiet & Ghoshal, 1998; Adler & 
Kwon, 2002). Therefore, it is important to aim for a balanced view of the concept where 
this realization is included (Adler & Kwon, 2002). One potential negative aspect is the way 
a social capital effect can be applied differently to the different affected parties (Adler & 
Kwon, 2002). Even though one facet‟s social process is beneficial for one individual, it may 
prove to be harmful to the larger entity (Coleman, 1990; Adler & Kwon, 2002).  

This level of appropriability creates the need for taking a micro and a meso perspective 
when considering the risks of social capital (Adler & Kwon, 2002). For an individual acting 
as a broker between subsidiaries in a multinational organization, the power and control that 
information flows bring are highly beneficial to the focal actor. However, for the larger ag-
gregate, this may inhibit organizational knowledge transfer since it does not guarantee the 
optimal inflow and outflow of information for the organization as a whole (Gabbay & 
Zuckerman, 1998). This may result in negative external consequences from a focal actor‟s 
possible strive for influential power (Adler & Kwon, 2002) 

As stated, social capital is not a solely benign concept. Perhaps its most prominent negative 
effect is its tendency to be exclusive under certain circumstances (Leonard, 2004). Putnam 
(2000) acknowledged this phenomenon by introducing the dimensions of bonding (exclu-
sive) and bridging (inclusive) social capital. Putnam (2000) argues that bonding social capi-
tal may have assets accessible only to members inside a limited network where closely-



bound relationships exist. Contrarily, Putnam (2000) states that bridging social capital was 
inclusive- inviting anyone to gain access to more assets through a wider network of people.  

Creating and maintaining high-quality relationships requires costly and time-consuming in-
vestments. Often, researchers speculate that the trade off between gaining social capital and 
the efforts invested to achieve it, may not be cost-effective (Adler & Kwon, 2002). To illu-
strate this, Hansen (1998) conducted a study of team performance and effectiveness where 
units had to communicate with other units in order to complete a project. Hansen (1998) 
documented that teams with weaker relationships to other units worked more efficiently, 
thus, finished faster than in organizations where units had stronger and more high-quality 
relationships between units. Although, close relationships had benefits for knowledge shar-
ing, it did not outweigh the costs for creating and maintaining such relationships (Hansen, 
1998). Also, the weaker relationships gave more nonredundant information than the closer 
relationships did (Hansen, 1998).  

The shared norms, common mindsets, and mutual understandings within an organization 
can inhibit the creation of new ideas and “thinking outside the box” activities (Leenders & 
Gabbay, 1999). Additionally, closely-knit relationships in communities may result in free-
riding problems and inhibit innovational thinking and entrepreneurship (Portes, 1998).  

The solidarity resulting from citizenship, shared norms and high-quality relationships with-
in an organization may hamper organizational effectiveness (Adler & Kwon, 2002). To cla-
rify, strong identification within a unit that is part of a multiunit organization may instill 
fragmentation within the organizational unit structure (Brass, Butterfield & Skaggs, 1998). 
This fragmentation may be due to the different units striving for limited resources or spe-
cial interests (Foley & Edwards, 1996). This tendency of exclusion relates to Putnam‟s 
(2000) theory of bonding and bridging social capital. As much as bonding social capital 
strengthens an organization‟s productivity it can also result in the dividing phenomenon 
described previously. 

Additional research demonstrates that the negative aspect of social capital should not be 
neglected or underestimated in importance (Adler & Kwon, 2002). It is crucial to better 
understand the benefits and disadvantages of social capital in order to avoid conscious or 
unconscious unbalanced investment or over-investment in unnecessary or fruitless social 
capital (Adler & Kwon, 2002). Especially since social capital is often irreversible once the 
effort and time has been invested (Bureth, Wolff & Zanfei, 1997).  

To sum up this chapter, the definitions of social capital vary and to facilitate the analysis of 
this complex concept one can examine it through levels of analysis (micro, meso and ma-
cro) and through dimensional lenses. The two specifically chosen theoretical frameworks 
for this thesis are the dimensional approach by Nahapiet and Ghoshal (1998) and that of 
bridging and bonding social capital by Putnam (2000).  
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3 Method 

This chapter describes how the study was carried out. In addition to introducing the specific methods used for 
collecting and analysing the necessary data needed to answer the research questions, it briefly covers relevant 
theory so as to motivate the choice of methods. 

 

 

 

 

 

 

 

 

 

Figure 3.1. Outline of the Method for This Thesis.  

3.1 Purpose of Research 

When writing a thesis one must identify the purpose of reearch. The purpose can be either 
explanatory, exploratory or descriptive (Yin, 2003). Explanatory research occurs when one 
looks at the variables within the specific problem and tries to find interrelations between 
these (Saunders, Lewis & Thornhill, 2000). Saunders et al. (2000) state that the analysis of 
quantitative data can show correlations between factors, thus, giving the researcher a 
clearer picture of the relationships involved. 

Exploratory research on the other hand is characterized by hypothesis testing of a certain 
phenomena (Pedhazur & Pedhazur Schmelkin, 1991). Saunders et al. (2000) further state 
that this type of research is especially beneficial to use if the purpose is to increase the un-
derstanding of a problem. According to Ghauri and Grønhaug (2005), researchers who 
chose this approach need to be flexible since the direction of the study can completely 
change when new information is gained.  

The descriptive approach is the most structured, clear and well-defined of the three ap-
proaches (Ghauri & Grønhaug, 2005). It provides data and describes characteristics about a 
population or phenomenon by answering the questions who, what, where, when and how. Fur-
thermore, when carrying out this type of research, it is important to be well prepared and 
fully aware of the problem and purpose being researched. Before the collection of data can 
take place, the researcher must first be well-prepared by having an overall picture of the 
problem at hand (Saunders et al., 2000).  

The overall purpose of this research was to investigate the link between the use 
of Facebook and social capital within the workplace. Because a similar phenomenon had 
previously been studied, but under different circumstances and settings, the authors aimed 
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to further increase the current understanding of this problem via their research. In order to 
further investigate this link, and increase its understanding, the authors needed to compare 
these two variables, Facebook and Organizational Social Capital, and investigate their inter-
relationship. Thus, this study can be categorized as explanatory research.  

3.2 Primary and Secondary Data 

The collection of data can be divided into two broad categories; primary and secondary da-
ta. Most researchers start with collecting secondary data, which is data already collected by 
other researchers (Kotler, Armstrong, Wong & Saunders, 2008). The benefits with second-
ary data are that it is often collected quicker and at a lower cost than primary data. Fur-
thermore, the secondary data can provide information that is impossible to gather empiri-
cally oneself. Also, secondary data acts as a good starting point for the empirical research.  

Primary data, on the other hand, is data collected empirically by the researcher. In other 
words, it is data collected through firsthand experiences and can take the form of inter-
views, observations or experiments, to name a few. Because primary data is collected for 
the specific purpose at hand, it is very distinctive and reliable (Kotler et al., 2008).  

In order to fulfil the purpose of this thesis, both primary and secondary data was collected. 
Secondary data was used to serve as a knowledge ground. Articles in scientific journals and 
quantitative data from surveys, censuses, and organizational records were used for the 
background information. Nevertheless, the main focus was placed on the primary data, 
which was collected in the form of survey questionnaires and semi-structured employee in-
terviews. 

3.3 Research Approach 

There exist two different approaches to research; deduction and induction. Wiedersheim-
Paul and Eriksson (2006) describe an inductive approach as research based on empirical 
data, and a deductive approach as research based on existing theory.  
 
The more traditional type of research is the deductive approach since it begins with an 
analysis of a general theory and then hypotheses so a new theory can be generated and 
tested through further empirical studies (Lancaster, 2005). In this case the researcher‟s 
thinking runs from the general to the specific (Lancaster, 2005).  

The inductive approach is conducted the other way around. Inductive research is based on 
inductive thought or reasoning which transforms specific observations into general theory. 
The purpose of this approach is to develop new theory derived from an empirical study 
(Ghauri & GrØnhaug, 2005). Researchers using the inductive approach often end up with 
interesting empirical generalizations, but with no apparent theoretical importance (Bryman 
& Bell, 2007).  

This thesis does not clearly fit with only one of these approaches, as is rarely the case. The 
base of this thesis was existing theory, but it also aimed at generating new ideas and con-
cepts based on the empirical data gathered. For this reason, it was decided that a mix be-
tween the two approaches would be used, which is the case for most theses. The purpose 
of this thesis is to use already existing theories (deductive approach), in this case the social 
capital concept, within a new setting. The aim of this is to gain new insights and ideas from 
the empirically collected data (inductive approach). 

http://www.blurtit.com/q991028.html
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3.4 Research Method 

The research method can be conducted via quantitative research or qualitative research. 
Qualitative data, according to Hornig Priest (1996), is data conducted from, for example, 
interviews with open-ended questions and observations. The qualitative data tries to cap-
ture the human behaviour and is, therefore, not easily measured in numbers.  

Quantitative data on the other hand is basically based on numbers and statistics. This quan-
titative research approach is connected to the positivist view in science that everything of 
interest for scientists can be measured in numbers (Hornig Priest, 1996) According to 
Creswell (2003), quantitative research mostly starts by testing a theory.  

A pragmatic approach to research method is the mix between qualitative and quantitative 
methods (Creswell, 2003). Pragmatists do not see the world as one complete unit, but as 
something with many dimensions. There is a mix between closed and open-ended ques-
tions, and both fixed and emerging methods. “What” and “how” are the essentials for 
pragmatic researchers (Creswell, 2003).  

An explanatory design in the research was chosen for this thesis. Moreover, the authors 
chose to take a pragmatic approach to the empirical data collection. That is, a mixed 
method of both quantitative and qualitative empirical data was conducted in order to get a 
more complete picture of the situation and to be able to achieve the purpose of this thesis. 
The authors chose to carry out quantitative research in order to measure the levels of social 
capital within the organization as well as to obtain patterns applicable to the general popu-
lation within the organization. However, in order to indentify and understand the interrela-
tions between the factors being studied, qualitative research was also needed, which took 
the form of semi-structured interviews.  

The questionnaires were carried out first, and after the results from these were obtained 
and analyzed, the semi-structured interviews were performed. This is what is called an ex-
planatory sequential design (Creswell, 2009). There exist two types of this kind of explana-
tory research; a follow-up explanation model and a participant selection model (Creswell & 
Plano Clark, 2007). The latter, which is the model used in this thesis, puts emphasis on the 
qualitative research and uses the quantitative research to find participants for interviews. 
The follow-up explanation model on the other hand follows up the results from the quanti-
tative data with qualitative data collection. This is done in order to get further understand-
ing of the answers to the questionnaires, for example, (Creswell & Plano Clark, 2007). A 
chronological explanation of the follow-up design used by the authors can be seen below in 
Figure 3.2.  

 

 

 

 

 

 

Figure 3.2. Chronological Explanatory Follow-up Design. Source: Creswell and Plano Clark (2007). 
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3.5 Strategy 

Deciding which strategy to use when performing research can be a daunting task, especially 
when so many strategies are available to researchers. Some of the most common strategies 
are experiments, surveys and case studies (Saunders et al., 2000). In order to select the most 
appropriate and fitting strategy, the researcher must be guided by the research question(s) 
needed to be answered, the degree of control needed over the behavioral events and 
whether the focus is on current or historical events (Yin, 2003). 

Using this as reference, the chosen strategy for this thesis was a case study. The definition 
of a case study is “an intensive study of a single unit with an aim to generalize across a larg-
er set of units” (Gerring, 2004, p. 341). A case study is especially useful for gaining rich and 
detailed data (Saunders et al., 2000). Saunders et al. (2000) also state that case studies are 
particularly good to use when asking how, what, and why questions. The case study is seen 
as an ideal-type method rather than a method with strict rules (Gerring, 2004). 

Arguably, this strategy, as all others, has its advantages and disadvantages. Starting with the 
latter, a common obstacle for case studies to overcome is the need to be extremely cautious 
when drawing conclusions, since the research relates to a specific unit of examination (Sig-
gelkow, 2007). On the contrary, this specialness may pay off since it allows in-depth and 
detailed insights which can then be utilized to draw inferences on more general units (Sig-
gelkow, 2007). 

As mentioned previously, the goal of a case study is to make generalizations from the case 
(Gerring, 2004). The authors aimed to draw conclusions from the Electronicum case study 
that may be applicable to the other stores within the organization as well as other consumer 
electronics stores. The authors believe that the anonymity of Electronicum makes the gen-
eralizations more applicable to other stores since individuals‟ preconceptions might affect 
how they interpret the results and the analysis in this thesis.  

3.6 Sampling and Selection  

This section will define the population from which the sample was drawn. A population 
can be defined as including everyone with the characteristics the study wishes to under-
stand. Because resources are limited, very seldom does the researcher have the necessary 
time or financial means to collect information from everyone or everything in a population. 
Thus, the main goal is to find a representative sample of that population. 

3.6.1 Selection of Population 

The authors chose a population in Sweden for both physical and psychological reasons. 
Since the actual thesis writing occurred in Jönköping, a city located in the southern part of 
Sweden, and two of the researchers are Swedish, and the third one being familiar with 
Swedish customs and culture, it made logical sense to choose this as the location for the 
population.  

For the case study, the authors chose the consumer electronics retailer Electronicum with 
one of its stores situated in Jönköping, the city the researchers study and live in. Further-
more, the choice fell upon this particular store in Jönköping since it demonstrated four 
critical qualities, the researchers were looking for, which were presented in the introduc-
tion. Also, the choice fell on Electronicum because the head manager showed a great 
amount of cooperativeness and enthusiasm.  
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Finally, the authors believed Electronicum was an appropriate choice for the case study be-
cause the result could be valuable and applicable to fellow Electronicum stores located in 
Scandinavia as well as other similar retail stores within Sweden.  

 

Figure 3.3. The Relationship Between the Population and the Sample. 

3.6.2 Selection of Sample for Questionnaires 

Two sampling approaches can be used when researching a population; the first is probability 
sampling. This method allows everyone in the population to have the same opportunity of 
being included in the sample (Thyer, 2001). In probability samples, each member of the 
population has a known non-zero probability of being selected (Hair, 2007). 

The second method that can be used is called nonprobability sampling, which allows re-
searchers to select elements from the population based on their availability or based on the 
researchers‟ judgement that their pickings are representative of the population (Särndal, 
Swensson & Wretman, 1992). The consequence of the latter method is that an unknown 
portion of the population is excluded (e.g., those who did not volunteer or who did not sa-
tisfy the researcher‟s judgment) (Särndal et al., 1992). 

Upon weighing their options, the authors chose to use probability sampling since this gave 
everyone in the population an equal chance of being surveyed. Due to the relatively small 
number of employees located at Electronicum, the authors chose to make the question-
naire available to all the employees. After discussing this with the head manager at Electro-
nicum it was decided that the best way to do this would be to distribute a printed question-
naire at the conclusion of a mandatory morning meeting, where all employees were ex-
pected to attend.  

However, due to the effects of the layoff that took place, this meeting was postponed inde-
finitely. Instead, the questionnaires were handed out by middle managers, at various morn-
ing meetings. In total, 40 employees received a questionnaire, and of these 40 question-
naires, 21 were filled out and returned, giving the survey a non-response rate of 47.5%. 

3.6.2.1 Questionnaire Sample Description 

This section presents the basic demographic characteristics of the sample and compares it, 
where possible, to the demographics of the total Electronicum population in order to demon-
strate how representative the case study sample was. The demographics from Electronicum is 
presented below in Figure 3.4.  

           Sweden 

Add Friend 

 

k Sociali-zation  

 Links 

ion  

l Capital  

Sweden 

Jönköping 

Electronicum 

Respondents 



 

Figure 3.4. Age and Gender Distribution of Total Electronicum Population. 

Figure 3.5 shows the age range of the survey respondents. The median age range is 20-24 
and 35-39, both with 33.33%. When compared to Figure 3.4, one can observe that the 
sample distribution covers the ranges of ages reported by employees at Electronicum. The 
authors were surprised with these figures since they had expected a larger number of young 
employees to fill out the questionnaires. Electronicum‟s rather young work force was one 
of the reasons for why the authors chose the company for the case study. However, the 
findings from the questionnaires are still relevant. Figure 3.6 shows the number of years 
respondents have spent working at the company and the median range is 2-4 years with a 
reported 47.62%.  

  

Figure 3.5 Sample Age Range   Figure 3.6. Years Working at the Company 

  

Figure 3.7. Job Role and Gender   Figure 3.8. Work Department Distribution 
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Figure 3.7 shows that the gender distribution is skewed with 76.19% male and 23.81% 
women. This gender distribution falls somewhat within the gender distribution reported by 
Electronicum, although females were underrepresented (23.81% compared with 40%). The 
company‟s various job roles have been divided into three categories: Management (top 
management and department managers), Sales (sales people), and Staff (including support 
and the business center). Most respondents, 57.14%, work in sales and 28.57% in staff po-
sitions 

The authors further categorized the employees‟ job roles into their work departments. The 
distribution of work department, which is seen in Figure 3.8, demonstrates that the most 
represented departments in the questionnaire sample were the PC and White department, 
each with 27.27% and the Brown department with 18.18%. This data coincides with the 
department distribution reported by Electronicum as seen in Figure 3.3 With these num-
bers one can say that although not perfect, the questionnaire sample was fairly representa-
tive of the employee population at Electronicum. 

3.6.3 Selection of Sample for Interviews 

Because this thesis aimed at retrieving in-depth information, qualitative research was 
needed in addition to the quantitative research carried out through the questionnaire. How-
ever, the qualitative research, which took the form of semi-structured interviews, could not 
be administered to the whole population. Consequently, the researchers needed a slightly 
different approach. A representative sample would have to be selected. 

However, once the interviews began, the research method had to be adjusted to the organ-
ization‟s time restraints. The time allotted by Electronicum for interviews to take place was 
cut down by half. This left the researchers with two options; one to cut down the interview 
time or two, to cut down the number of interviews. It was then decided to maintain the in-
terviews as planned, but to have fewer.  

In the end, an interview sample of eight employees was selected using a mixed method of 
convenience and stratified sampling. Seven of these interviewees were men and one was a 
woman. In hindsight, the authors argue that they should have been more persistent toward 
the store manager about the selection of interviewees since only one of them was a woman. 
Due to this, the interview sample may have been gender biased. As a defense to this, it is 
important to draw attention to the fact that the interviewers were not given access to the 
other female employees. This may have been resolved if the interviews had taken place at 
different work shifts and over a longer period of time. However, this option was not avail-
able.   

At least one interviewee was selected from each department. The only criteria the head 
manager was given was that each department should be represented and that they had 
Facebook. The table presented below represents the employees that participated in the in-
terviews.  

 

 

 

 

 



Interviewee Department Full-time or Part-
time 

Time and date 
for interview 

Interviewee 1 PC Part-time (70%) 11.21-12.00 
21.04.2010 

Interviewee 2 Mobile Full-time 13.30-14.02 
20.04.2010 

Interviewee 3 White Full-time 14.45-15.15 
20.04.2010 

Interviewee 4 Business Part-time (70%) 10.45-11.17 
21.04.2010 

Interviewee 5 Support Full-time 11.00-11.23 
19.04.2010 

Interviewee 6 PC Full-time 10.45-11.08 
20.04.2010 

Interviewee 7 Business  Full-time 11.20-12.00 
19.04.2010 

Interviewee 8 Brown Part-time 11.10-11.41 
20.04.2010 

Figure 3.9. Description of Interview Sample. 

3.7 Ethical Issues 

Ethical issues have been a concern among researchers since 1830, when Charles Babbage 
first highlighted the lack of ethics in British science (Babbage, 1830 [1970] as referenced in 
Shamoo & Resnik, 2009). Because research takes place within the society, the importance 
of ethics is significant (Shamoo & Resnik, 2009). This is especially important when con-
ducting research involving the participation of individuals. For these reasons, the authors 
took precautions to comply with current ethical standards and principles. To ensure the 
protection of the rights of their research participants, the authors implemented an ethical 
system consisting of four main principles; voluntary participation, informed consent, con-
fidentiality, and anonymity.  

3.7.1 Questionnaires 

Almost all research guarantee participants confidentiality, and the research carried out for 
this thesis was no exception. Participants were assured that identifying information would 
not be made available to anyone who is not directly involved in the study. Therefore, only 
the authors of this thesis were granted access to the questionnaires. Electronicum man-
agement was not, at any time, provided access to any raw data.  

The stricter standard is the principle of anonymity which essentially means that the partici-
pant will remain anonymous throughout the study - even to the researchers themselves. 
(Trochim, 2006). All respondents should be offered anonymity to guarantee that no one 
will be able to identify them when the study is offered to the public (Collis & Hussey, 
2003). The authors argue it was important to provide the questionnaire participants with 
anonymity and did not ask participants to provide their name.  

Another important issue of ethics is to make sure that the respondents know their role in 
the research (Collis & Hussey, 2003). Before the respondents filled out the questionnaire, 
the management made sure to inform the participants on the purpose of the research being 
conducted and their role in it.  



 

 
25 

Finally, regarding the sample‟s answers provided in the questionnaire, the authors made 
sure to not make any generalizations or state any observations that were not supported by 
empirical data.  

3.7.2 Semi-structured Interviews 

The principle of voluntary participation was applied when carrying out the semi-structured in-
terviews. That is to say, people were not coerced or forced into participating in the research 
(Trochim, 2006).  When the eight employees were asked to participate, the researchers cla-
rified that these interviews were not compulsory. During the interview, anonymity was 
made available to them in the sense that their names were not recorded and the quotes 
used in the results could not be linked to any particular participant.  

Furthermore, it is important to note that all interviews were audio recorded with the con-
sent of the interviewees. These recordings were of course, as well as all other raw data, in-
tended for the use of the authors in their research and were not accessible by any other par-
ty.  

Informed consent was another principle implemented during this research. Essentially, this 
meant that participants were fully informed about the procedures and risks involved in the 
research and must give their consent to participate (Trochim, 2006). To ensure this was the 
case, participants were given a brief introduction covering all the above mentioned points 
and were given the opportunity to ask any questions regarding the research itself or their 
participation therein.  

Finally, to reduce the risk of misinterpretation, the interviewers reviewed all the notes and 
recordings immediately after the interviews were conducted. This was done to ensure what 
was said by participants was interpreted correctly,   

3.8 Analysis of Data 

In order to make sense of the data and to be able to find patterns, common themes and 
correlations, an analysis must be conducted. Given that two types of research methods 
were used in this thesis, there was a need for two types of analysis, each being the best 
suited option for the data collected. The quantitative data analysis was performed first in 
order for it to act as a foundation for the qualitative data collection.  

3.8.1 Quantitative Analysis 

A common first step in the data analysis of questionnaires is to compute descriptive statis-
tics (Fink, 2006). Data resulting from the survey was analyzed through IBM‟s Predictive 
Analytics Software (PASW), formerly known as Statistical Package for the Social Science 
(SPSS).  

The first step in evaluating the results was to give each questionnaire, or case, an identifica-
tion number ranging from 1 to 21. All data was recorded using an Excel spreadsheet and 
then transferred to PASW where each question was then renamed. Frequency analysis and 
a check for outliers were made to ensure the data was transferred correctly.  

The second step consisted of running a series of descriptive, frequency and exploratory 
analyses to gain preliminary knowledge of the sample. Since questionnaire recipients had 
been randomly selected, frequency checks were run on the distribution gender, age, de-
partment, and job position. The graphical tools were then used to more easily control the 
differences between these categorical variables.  



The next step consisted of exploring the relationships between the different questions. A 
correlation and regression matrix was used for this purpose. The correlation matrix was es-
pecially useful since it measured the linear relationship between the variables. While in re-
gression the emphasis is on predicting one variable from the other, in correlation the em-
phasis is on the degree to which a linear model may describe the relationship between two 
variables (Stockburger, 1996).  

With the intent of calculating the internal reliability of the questionnaire results, specifically 
scale variables, the authors made use of Cronbach‟s alpha, which is a reliability coefficient 
based on the average covariance among items in a scale. A “high” value of Cronbach‟s al-
pha is often used as evidence that the variables in question measure an underlying (or la-
tent) construct (Bruin, 2006). The authors assume that items on a scale are positively corre-
lated with each other because they are all tapping into the same construct; that is, they are 
all measuring a common entity. Because alpha can be interpreted as a correlation coeffi-
cient, it ranges in value from 0 to 1. A high alpha (0.7 and higher) would be consistent with 
the hypothesis that all of the scale items are measuring the same construct. However, a 
high alpha does not imply that the measure is uni-dimensional.  

In order to determine whether or not the variables are uni-dimensional, further statistical 
tests must be run. For this purpose, the authors employed an exploratory factor analysis. 
To analyze these data, the authors subjected them to an exploratory factor analysis, using 
principal components with varimax rotation. As shown in Appendix 1, these items factored 
into three distinct dimensions.  

The principal component analysis (PCA) method was chosen since it is both more fre-
quently used and easier applied (Velicer & Jackson, 1990). As a pre-step, the Kaiser-Mayer-
Olkin (KMO) measure of sampling adequacy and Bartlett‟s test for sphericity was con-
ducted (Appendix 2), controlling that the PCA could be used as an appropriate method. 
The KMO showed to be 0.508, with Kaisers criterion, which signified that values above 0.5 
are excellent. The components produced by the PCA were kept on the basis of the Kaiser 
criterion of having Eigenvalues above 1, and controlled with a Scree plot. Cross loadings 
were noted in three cases; however, neither case invalidated the research. According to 
Straub, Boudreau, and Gefen (2004), only loadings above 0.5 should be considered, and 
furthermore, only cross loadings from variables loading higher on other components than 
on the component it theoretically should measure should be considered as not validating 
the construct (Galetta, 2005).  

3.8.2 Qualitative Analysis 

For analyzing qualitative data there are different approaches. Phenomenography is an edu-
cational research approach which highlights the fact that people perceive the world with 
different views (Marton & Booth, 1997). It looks into how phenomena in the world are 
seen with different perspectives and capabilities. This approach is suited for qualitative re-
search, such as interviews (Marton & Booth, 1997). Phenomenographic analysis has its ori-
gins in the work of Marton (1981). He describe it as “a research method for mapping the 
qualitatively different ways in which people experience, conceptualize, perceive, and under-
stand various aspects of, and phenomena in, the world around them” (Marton, 1986, p.31).  

Often, the data used for the phenomenographic analysis are transcripts from interviews 
(Wilson, 2005). From the transcripts, one searches for key features in the responses that re-
lates to what the purpose of the study is. These will then be collected into a pool of quotes. 
The next step is to divide this pool into different groups of quotes, based on different cate-
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gories, or themes. In phenomenography, there is a best conception which will be ascribed 
to one of these themes, and usually the other themes will follow some sort of evaluative hi-
erarchy. It is this hierarchy and the complex levels of understanding, as well as an attempt 
to describe these levels‟ rational relations to one another that makes the phenomenographic 
analysis different (Wilson, 2005).  

The method of analysis for the interviews took a phenomenographical approach since this 
suits the purpose of this thesis well. The purpose is to investigate the phenomenon of a SNS, 
Facebook, and how it relates to the social capital at a work place. The authors identified 
different themes in the results, and these are presented in the figure below.  

Themes Sub-themes 

Facebook Usage Positive experiences of Facebook usage 

Negative experiences of Facebook usage 

Trust  

Knowledge Sharing   

Shared Norms  

Citizenship Obedience 

Participation 

Loyalty 

Inspirational leaders 

Figure 3.10 Themes and Sub-themes from Interview Results.  

3.9 Quality Standards 

The terms quality research and quality evidence are related concepts that have been at the 
center of much debate among academics. Much of this debate stems from the fact that 
many academics believe the quality of scientific research is often lacking in credibility, mak-
ing it difficult to have confidence in the evidence (Mosteller & Boruch, 2002).  

Quality research most commonly refer to the scientific process encompassing all aspects of 
study design; in particular, it pertains to the judgment regarding the match between the me-
thods and questions, selection of subjects, and measurement of outcomes (Shavelson & 
Towne, 2002). Furthermore, quality research is a precursor to quality evidence. While re-
search quality pertains to the scientific process, evidence quality relates more to a judgment 
regarding the confidence one has in the research findings concluded from the scientific 
process (Mosteller & Boruch, 2002; Shavelson & Towne, 2002).  

With quality as the issue in focus, the following section will discuss the reliability and the 
validity as well as the generalizability of the research. This is done in an effort to demon-
strate the measures taken by the researchers to ensure a high level of quality is found within 
the research and the evidence.  



3.9.1 Reliability and Validity 

Williamson and Bow (2002) define reliability as the consistency of the results produced by a 
measuring instrument when it is applied more than once in a similar situation; or, the stabil-
ity, consistency and dependability of measures. In short, it is the repeatability of the mea-
surement. Wiedersheim-Paul and Eriksson (2006) conclude that this is crucial for the gene-
ralizability of the research and that, if another researcher was to use a similar approach, he 
or she would reach the same conclusions. It is important to remember that reliability is not 
measured, it is estimated (Schwab, 2005). 
 
Moreover, there are different ways to determine the validity of a study, depending on 
whether it is a qualitative or quantitative study (Saunders, Lewis & Thornhill, 2003). The 
validity of a quantitative research refers to how generalizations and relevant conclusions 
can be drawn from the study sample to a larger population (Creswell & Plano Clark, 2007). 
Moreover, there exist two types of validity; internal and external (Crisp, 2000). Internal va-
lidity refers “to the extent the differences that have been found for the dependent variable 
directly relate to the independent variable” (Mackey & Gass, 2005, p. 90). External validity 
on the other hand is the researcher‟s ability to forecast the results that are external to the 
setting that the experiment takes place within (Crisp, 2000). The remainder of this section 
has been divided in two parts; one for the reliability and validity of the questionnaires, and 
one for the interviews. 

3.9.1.1 Reliability and Validity of the Questionnaires 

According to Robson (2002), there are four threats to the reliability of a study, namely; sub-
ject or participant error, subject or participant bias, observer bias, and observer error. To 
reduce the threats of subject or participant error, the researchers made sure participants 
were given clear instructions as how to correctly fill out the questionnaire. These verbal in-
structions included a part-by-part review of how the questionnaire was formatted and time 
was given for question asking before participants were dismissed and allowed to fill out the 
questionnaire when it best suited them.  

Additionally, the instruction provider (managers at Electronicum) encouraged respondents 
to answer the questions in the correct order, to not discuss the questionnaire among each 
other, and once again re-iterated participant anonymity. This was to ensure that all respon-
dents answered the questionnaire in the same order, were not influenced by others‟ an-
swers, or by what they thought the researchers wanted to observe. A threat to the validity is 
respondents that drop out, that is, not filling out all of the questions (Robson, 2002). 
Though the study had an average response rate, the questionnaire completion rate was out-
standing. Out of the 21 questionnaires handed back, all were filled out correctly and 100% 
completed.  

Another threat to validity is the ambiguity of causal direction (Robson, 2002). This refers to 
how confident the researcher can be that it is the dependent variable that affects the inde-
pendent variable, and not the other way around (Robson, 2002). This ambiguity was re-
duced in the interviews where the interviewers investigated this causal relationship further 
with their questions.  

To increase the study‟s reliability, the questionnaire questions were adapted from previous 
questionnaires or created from established theories to reduce errors. Though, these pre-
vious questionnaires were originally written in English, the questions were translated and 
asked in Swedish. Great care was taken with the translation of the wording and the authors 
argue that this has not affected the reliability of them.  
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The formulation of the questions was tested in a pilot study with two Electronicum em-
ployees in order to make sure that the terms were familiar to respondents (Saunders, Lewis 
& Thornhill, 2003). Questions, wording, or complicated terminology that confused the pi-
lot study‟s participants were either erased, rephrased or a definition was provided to dimi-
nish participant frustration when completing the questionnaire. 

Based on the exploratory factor analysis, the three components were controlled for relia-
bility through internal consistency, by using Cronbach‟s alpha (Appendix 3). As can be ob-
served, all alpha coefficients, with the exception of the Bonding Social Capital group, were 
proven reliable on the basis of Cronbach‟s alpha ≥ 0.7. While Citizenship scored 0.770 and 
Knowledge sharing scored 0.835, making them reliable on the basis of  alpha ≥ 0.7. 

Bonding Social Capital, however, scored 0.593 and above. The authors found this some-
what confusing since the questions measuring bonding social capital were taken from an 
established social capital measuring questionnaire which had been cited by many other stu-
dies encountered during our research. After some discussion, the authors concluded that 
cultural differences might be at play. The questions were modeled after Anglo-American 
experiences, accepted social norms, and corporate culture, which might explain why they 
differed from this study which took place in a Swedish setting.  

Furthermore, included in the appendices are several of the PASW generated data analysis 
documents, which were used to answer the research question and are capable of backing up 
the authors‟ findings. This access to the inquiry‟s “paper trail” gives other researchers the 
ability to transfer the conclusions of this inquiry to other cases, or to repeat, as closely as 
possible the procedures of this project. 

3.9.1.2 Reliability and Validity of the Interviews 

In order to reduce the risk of observer bias and error, the interviews were semi-structured 
which helped the interviewers not to ask leading questions. Moreover, the interviews were 
voice recorded, with permission from the interviewees, in order for the interviewers to ve-
rify their notes with the answers in case there were misunderstandings. This also facilitated 
the transcription process (Saunders et al., 2009). The fact that the interviews were con-
ducted face-to-face also reduced the risk of observer bias and error since the interviewers 
could see the body language of the interviewees and take this into account in the analysis 
(Saunders et al., 2003). Also, this minimized the occurrence of misinterpretations since cla-
rifications could be made during the interview. This added to the findings‟ credibility.  

A pilot interview was also performed on a fellow student in order to test the questions that 
were to be asked in the interviews in order to see if some of the questions should be erased 
or re-formulated (Saunders et al., 2003).  

3.9.2 Generalizability of the Study 

The external validity of a study relates to how applicable it is to other settings than the 
study‟s, that is, whether the study can be generalizable (Saunders et al., 2003). The authors 
of this thesis did random sampling for both the questionnaires and the interviews, although 
the sample was picked randomly in the different stratums for the interviews. If the sam-
pling is not random, it is difficult to make generalizations from a study (Wimmer & Domi-
nick, 2006). Moreover, the authors ensured, to the extent they could, that the sample was 
representative for the different departments they were representing at Electronicum. This 
also adds to the generalizability of a study (Wimmer & Dominick, 2006). 



Furthermore, a sample should consist of at least 30 respondents in order to be generaliza-
ble, although, this study only had 21. However, the authors argue this sample is representa-
tive since the population consisted only of 40 employees, and the sample of 21 makes up 
about the half of this. The sample should therefore, according to the authors, be consi-
dered generalizable due to this; the population‟s small size. 

According to Creswell (2009), a threat to the generalizability is time. The generalizations 
from a study cannot be made for future or past settings if these are not being tested several 
occasions over time (Creswell, 2009). Therefore, this same study should be conducted sev-
eral times again in the future in order to increase the generalizability.  

However, presently this study can be generalizable to similar organizations within retail 
whose main business is face-to-face sales. Since this study focused on only a single unit and 
not the whole organization, it could be applicable to SMEs in a similar setting. That is, or-
ganizations with their employees being the face outwards towards their customers and were 
it is crucial that they help each other out with sharing information and similar.  
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4 Empirical Findings 

This chapter presents the empirical data that was collected in order to fulfil the purpose of this thesis. The 
findings from the questionnaires will be presented first, and thereafter a summary of the eight interviews. 
The questionnaire, the questionnaire results, and the Interview Guide can be found in Appendix 4,5 and 
7, respectively. 

The questionnaire results have been organized into three different subheadings, each deal-
ing with a different theme or area related to the questionnaire. This had been done in order 
to facilitate reading and understanding. The main sub-headings are; Facebook Usage, Social 
Capital, and Associations Between Demographics and Facebook Usage with Social Capital. 

4.1.1 Facebook Usage 

Every questionnaire respondent stated being a Facebook user and the majority stated hav-
ing joined Facebook between one and two years prior to filling out the questionnaire (Fig-
ure 4.1). In order to have a complete overview that captured both attitudes and behaviors, 
the authors developed a questionnaire that looked into two aspects; intensity of site usage 
and tendency to connect with colleagues.  

Overall, the questionnaire results demonstrated a visible population who is active on Face-
book and visits the site frequently. More than half of the respondents said they visited Fa-
cebook approximately every day (52.38%), and 9.52% reported logging on to Facebook 
multiple times per day (Figure 4.2). The authors did not find significant differences in the 
intensity of Facebook usage by gender, management level, or job role. However, intensity 
of use did decline modestly with age (see Appendix 5).  

 

Figure 4.1 The Amount of Time Since Joining the Site    Figure 4.2 The Frequency of Visits to Facebook 

Respondents were asked to describe their Facebook connections, noting whether they 
connected with members inside their work group or different departments, former col-
leagues, friends in the company, people initially met on the site or people they had never 
met in personin order to determine their user patters. Out of the respondents, 85.72% of 
them responded having 51 or more Facebook friends. The average Electronicum employee 
has between 301 and 500 friends on Facebook (42.86%). The majority of them (52.38%) 
answered they had not met any of their Facebook friends initially online, that is, they had 
met them in real life before they added or got added on Facebook. The second greatest an-
swer (42.86%) was that they had met one to twenty of their Facebook friends initially on 



the website. The rest of the respondents (4.76%) stated that they had more than 100 
friends on Facebook they initially met online.  

57.14% of the respondents answered they had 26 or more of their colleagues as friends on 
Facebook. None of them stated not having any colleague of Facebook, and all of them 
claimed to be Facebook friends with colleagues from various departments. The rest of 
them had from one to 26 of their fellow workmates on Facebook. When asked who of their 
Electronicum co-workers they had as Facebook friends, all of them stated that it was some 
of their colleagues. Furthermore, 52.38% answered they had their superiors, such as de-
partment managers, as Facebook friends.  

 

 

 

 

 

 

 

Figure 4.3. The Average Facebook User at Electronicum 

In addition to this, the majority of respondents (71.43%) answered they do not feel con-
nected to their colleagues by the use of Facebook. The exact same number of respondents 
stated they do not use Facebook in order to get to know people they would not socialize 
with in real life. Moreover, most of them (76.19%) did not think Facebook helps them im-
prove their relationship with their colleagues. An even greater amount of people (80.95%) 
answered that they do not find that Facebook facilitates their relationship with co-workers. 

The majority of the respondents (80.95%) used Facebook only for personal purposes, al-
though, some of them (19.05%) also used it for work related purposes combined with per-
sonal. When asked whether they use Facebook in order to write about work related issues 
on Facebook, such as commenting about their work day on their statuses, the majority 
(66.66%) of them answered no. On the question whether they interact with their colleagues 
on Facebook, 23.81% of them answered no. For the ones who did interact with colleagues, 
none of them “talked” strictly about work. 33.33% of them “talked” about both work and 
other topics. 

4.1.2 Social Capital 

When answering the questions regarding social capital the respondents were asked to indi-
cate how much they agreed or disagreed on a six point scale with a series of statements that 
tapped into various dimensions that have previously been associated with the concept of 
social capital. In order to analyze this data, the authors subjected them to an exploratory 
factor analysis, using principal components with varimax rotation. As shown in Appendix 
1, these items factored into three distinct dimensions; bonding social capital, knowledge 
sharing and citizenship. Additionally, a series of descriptive analyses were carried out which 
showed the response statistics for each of the social capital dimensions. The mean, stan-
dard deviation, maximum and minimum for each of the social capital questions can be 
found in Appendix 5. 
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4.1.2.1 Bonding Social capital  

The first dimension was labeled bonding social capital, as the high loading items clearly reflect-
ed the degree to which respondents had strong ties in the company. In other words, the 
level of trust in the colleague relationships. These ties were exemplified in the questionnaire 
as close connections with people one trusts, and who can provide emotional and tangible 
support (for example a loan of SEK 3,000). There were four questions that factored into 
this aspect of social capital, and respondents averaged a 3.7 on the six-point scale, 
representing a response somewhere between “somewhat disagree” and “somewhat agree”. 
This was the lowest scoring dimension when measuring social capital within Electronicum. 

Additionally, when asked whether they feel an atmosphere of trust at work, respondents 
averaged a 4.10 score, which demonstrated a “somewhat agree” response. This suggested a 
slightly more positive level of bonding social capital, yet, still not very strong.  Moreover, 
many of the respondents felt significant levels of competitiveness between the employees 
at Electronicum. The average answer to this question had an average of 4.6, demonstrating 
an “agree” response. Important to note here is that this question held the lowest standard 
deviation of all of the questions regarding social capital, implying that the respondents were 
rather unified in their answers.  

4.1.2.2 Knowledge sharing 

Respondents generally reported fairly higher scores on the bridging social capital questions, 
represented by knowledge sharing and citizenship, than on the bonding social capital ques-
tions. The aspect of shared norms, which also goes under bridging social capital, was not 
examined in the questionnaire, although, it was later in the interviews. Furthermore, of all 
the questions which tapped into the social capital levels, the knowledge sharing questions 
received the highest average score (avg. m = 4.6) and had the lowest standard deviation 
(avg. std. deviation = 1.2). 

Overall, the sample demonstrated feeling comfortable asking for help from colleagues and, 
upon comparing the scores between question 26 and 29, the authors could see there were 
no differences between asking for expertise inside or outside of their departments. Fur-
thermore, respondents felt they could easily access “know-how” from their colleagues and 
averaged a 4.4 score when asked if they felt they had received important know-how from 
their colleagues when they where first employed, such as how the computer system works 
and other important information. 

4.1.2.3 Citizenship 

Citizenship tapped into the second dimension under bridging social capital. The average mean 
score for the four questions under citizenship averaged slightly lower than knowledge shar-
ing, but were still higher than bonding (avg. m=4). Important to note was the employees‟ 
perception that interacting with colleagues gave them a sense of citizenship at Electroni-
cum. This question averaged a 4.3 and had one of the lowest standard deviations, 1.2. 



4.1.3 Associations Between Demographics and Facebook Usage with 
Social Capital 

In order to determine the nature of the relationship between Facebook use and social capi-
tal, the authors conducted a series of cluster graphs. The aim of this was to better under-
stand the relationship between these variables after controlling for organizational and de-
mographic characteristics.  

First of all, the male respondents agreed more to the statement that there existed an 
atmosphere of trust at Electronicum (see Graph 4.1. below). In addition to this, it was the 
older respondents, 40-49 and 50 and above, who scored the highest in the same question 
(see Appendix 6, Graph 3.). 

 

Graph 4.1. Relationship Between Bonding Social Capital and Gender.  

Moreover, the authors found that more frequent users of Facebook had a higher degree of 
knowledge sharing, as can be seen in Graph 4.2. below. The respondents who had the 
strongest level of knowledge sharing were the ones who logged on to Facebook once a day 
or a few times per week. Moreover, the respondents who had been on Facebook for 1-2 
and 3-4 years had the highest degree of knowledge sharing (see Appendix 6, Graph 1.). In 
addition to this, the males scored higher than the females in this question (see Appendix 6, 
Graph 2.). 
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Graph 4.2. Relationship Between Frequency of Facebook Use and Knowledge Sharing.  

4.2 Interview Results 

Eight Electronicum employees were interviewed for this thesis. The interviewers started 
the interviews by giving them information about why these interviews were performed (see 
method). They were not given any information about what the purpose of this thesis was 
since it could bias their answers.  

The results from the interviews have been divided into various sub-headings in order to 
make the reading easier. The main sub-headings are; Facebook Usage, Trust, Knowledge 
Sharing, Shared Norms, and Citizenship.  

4.2.1 Facebook Usage 

Following is a table consisting of the eight interviewees and their total amount of Facebook 
friends. The total amount of colleagues they had as Facebook friends are included as well. 

Interviewee 
 

Total Facebook Friends Work Facebook Friends 
(max. 60) 

Interviewee 1 475 54 

Interviewee 2 300 25 

Interviewee 3 65 25 

Interviewee 4 400 10 

Interviewee 5 200 54 

Interviewee 6 175 55 

Interviewee 7 300 45  



Interviewee 8 90 5 

Table 4.1. Interviewees‟ Facebook Friends. Total Friends Compared to Work Friends on Facebook. 

Even though most interviewees had a significant amount of colleagues on Facebook, there 
did not seem to be much online interaction going on. Facebook was mostly used by them 
to get a better idea of who their colleagues were and what they did outside of work. The 
few who reported they intense interaction online stated it was mainly with people they felt 
a close friendship with, both inside and outside of work. With them they used the chat ap-
plication to a further extent and wrote longer messages or wall comments. With co-workers 
they viewed as acquaintances, they either did not interact with at all, or if they did, it was 
mostly with one-way communications such as clicking “like” on their status.  

“I see many of my work mates as real friends. If the work colleague part of our relationship were to disap-
pear, it wouldn‟t matter, we would still be friends” (Interviewee 1). 

The majority of the interviewees responded that they felt they were not updated if they had 
not logged on to Facebook for a week. The two exceptions were the two oldest intervie-
wees who were in their late thirties and in committed relationships, one of which had a 
family with young children.  

Most of them felt logging on to Facebook kept them updated on weekend activities such as 
parties and also on old friends as well as their colleagues and what they had been up to. 
One of the respondents pointed out that logging on to Facebook provided a way to stay 
updated with part-time work colleagues whom they perhaps did not see too often during 
work hours.  

All of them stated that they had never tried to get to know recently hired employees 
through Facebook. Instead, they all agreed that they would first approach them at work, for 
example during the lunch break, and if they liked the person they would then add him or 
her as a Facebook friend.   

4.2.1.1 Positive experiences related to Facebook usage 

When the interviewees were asked if they had any positive or negative experiences with 
work-related Facebook usage, for example colleagues using the wall and status updates to 
vent about work, an abundance of examples was received. Positive examples of Facebook 
usage included employees using wall messages, chats or status comments to check up on 
colleagues who had been absent from work. Many reported writing fellow colleagues to 
find out if they had been sick and if so, to wish them well. Also, a respondent even re-
ported Facebook as a good tool for referring friends to job opportunities: 

“I‟ve used Facebook to refer someone for a job here in Jönköping. My friend who worked at Electronicum 
in Stockholm was moving to Jönköping, and I read that in his status update, so I wrote him and told him 
that he should apply for work here at our store” (Interviewee 2). 

Commonly mentioned examples were status updates talking about bad days or experiences 
at work. Although these were negative comments, they usually received encouraging and 
motivating replies from friends and other colleagues.  

Moreover, one of the interviewees stated he had updated his status on Facebook after he 
had bought a new mobile phone and thereafter his colleagues had commented on the sta-
tus and asked questions regarding the new phone. For example, they asked about the dif-
ferent functions of the mobile phone.  
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“After I wrote on my status that I had bought this new phone, everyone started commenting. My colleagues 
asked questions such as what kind of functions the phone had and similar” (Interviewee 8). 

4.2.1.2 Negative experiences related to Facebook usage 

However, there were also several examples of bad experiences. Among these were exam-
ples of Facebook being used to vent frustrations regarding the recent layoffs at Electroni-
cum. Many reported what they considered to be inappropriate comments that did not be-
long on Facebook since everyone could read them. These comments included negative 
comments about, not only the company, but the management as well. 

“Some of my colleagues posted speculations for why some people were laid off on their statuses. For example, 
„why do the managers and the store manager still have their jobs, it‟s the floor personnel that do the real 
work‟. I think this was a way for them to send a message to the store manager since they might be scared to 
say it face-to-face. It‟s easier to write things on Facebook than say it face-to-face” (Interviewee 1). 

In addition to this, one of the interviewees claimed that there had been a conflict between 
two of the employees at Electronicum. The conflict had risen shortly after the layoffs. The 
arguing could be witnessed both on Facebook via rude comments to each other, as well as 
offline  during work hours.  

Furthermore, an interviewee stated that one of his colleagues had stayed home from work 
due to illness one day, and later he had seen that this colleague had updated his (her) status 
earlier that day to; “having a nice time at the beach”.  

4.2.2 Trust 

Everyone seemed to be comfortable going to their colleagues for work-related issues, re-
gardless of department. However, they would not feel the same way when it came to per-
sonal issues since there were only a handful of individuals they felt close enough to talk to 
about these things. A couple of the interviewees said that they had a few people at work 
that they could turn to for anything since they considered them to be good friends. 

“There are different groups at work though, it can be quite divided. Most of us are friends though” (Inter-
viewee 2) 

“I think I‟ve got good contact with everyone. Perhaps it‟s better with the people within my department since 
I see them and talk to them more often” (Interviewee 3). 

None were truly comfortable with the idea of turning to a colleague for an emergency loan, 
most would turn to family, close friends, or rather take out an SMS loan (a very high inter-
est loan one can acquire via an SMS sent from one‟s mobile phone). However, they did 
state that if they had no other choice, they knew they could turn to some of their colleagues 
for help.  

When asked of how they would approach new employees, all of them stated that they 
would first talk to them at work, for example during the lunch break, and if they like them 
they would add them on Facebook.  

“Absolutely! I would probably talk to them at work first, during the lunch break or during work time if 
there is someone new in my department for example. If I like them, I would add them on Facebook later 
on. The best way to get to know new employees is over a few beers though” (Interviewee 2).  

“If new people were to be hired, I would definitely try to befriend them. It would make no difference to me if 
they were full or part time employees. I would befriend them by first talking to them at work, seeing if they 



were fun or likeable, then I would add them on Facebook and see if they were interested in joining us for ac-
tivities” (Interviewee 5). 

4.2.3 Knowledge Sharing 

Everyone stated that the communication and information sharing going on in the company 
was very good. None of the interviewees felt that Facebook so far had facilitated any 
spread of expertise. However, it had happened that part-time employees who may have 
missed out on information about meetings after closing-hours had received the informa-
tion through Facebook by someone commenting about the upcoming meeting on their sta-
tus update. Thereby, they had received important sales information about campaigns, up-
coming products or other related information.  

Regarding the knowledge sharing among the employees, none felt that sales people re-
frained from share unique sales knowledge or giving tips about how to sell better in order 
to be more competitive than fellow colleagues. However, interviewees mentioned that 
some people did not share information on their own initiative, but when asked specifically 
for it, willingly shared it.   

There were several ways to diffuse information, such as monthly campaign meetings, edu-
cational presentations from product brand representatives and Yellow, Electronicum‟s in-
ternal website. The employees were supposed to log on to Yellow at least a couple of times 
throughout a working day. Most of the interviewees stated however that even though they 
were supposed to log on to it every day, sometimes they forgot about it or did not have the 
time to log on. The fact that they could only log on to it at the work premises was an issue 
to some. While some stated that it would be helpful to be able to access the site from 
home, others said it would be very unlikely since they would not get paid for it.  

Even though people generally agreed that the information sharing system at Electronicum 
worked quite well, they stated there was still room for improvement.  

Many said that a Facebook group could be a good way to further improve the information 
sharing system since it would be easy to access that information, given the fact that the ma-
jority of them were already on Facebook several times per day.  

“I don‟t think people would log on to the internal website from home if they would be able to, a Facebook 
group would be a good way to get easy access to the information” (Interviewee 4). 

“I would definitely be interested in an Electronicum Jönköping page. I think it would be useful to stay up-
dated with what‟s going on at work and with my colleagues” (Interviewee 6). 

4.2.4 Shared Norms 

Most of the interviewees stated that there was an intense atmosphere of competition 
among a few departments, especially between the two biggest departments. However, this 
competitiveness did not hinder them from cooperating and helping each other out when 
needed. Additionally, some described a strong culture of competition at Electronicum, not 
only between departments but also between all the individuals in the sales force.  

Moreover, many of them stated that the personality traits of the employees at Electronicum 
were similar to the extent that they were all “crazy”. 

“If you weren‟t crazy before joining Electronicum, you certainly would be after” (Interviewee 2). 
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In addition to this, some of them stated that if they were about to have a break and there 
were a lot of customers waiting for assistance, they would postpone that break until the 
customer traffic had calm down. According to them, this was not a written rule although 
something that most of them did.  

“If a bunch of customers are waiting for help in the store and I‟m about to have a break, I would wait for a 
while with taking my break” (Interviewee 7).  

4.2.5 Citizenship 

The citizenship heading is divided into four subheadings; Obedience, Participation, Loyalty, 
and Inspirational leaders.  

4.2.5.1 Obedience 

Regarding rules and regulations at the work place, none of the interviewees stated that they 
had problems to follow these. Some of them also stated that if there would be something 
they would not agree with, they would bring this up with the management and if they 
would come no further, they would just comply with the rule or regulation.  

Moreover, even though they are supposed to log on to Yellow several times per day, the in-
terviewees stated they do not. Some of them argued that they do not see the need for it and 
would rather work on something else. For instance, Electronicum has a support center for 
incoming calls, situated at another location in Jönköping and, hence, not included in this 
case study. However, for their sake, sometimes management urged employees to post small 
details or information on Yellow that might help the support center staff to answer cus-
tomer questions.  

“I don‟t see the need for me to log on to the site and write how you are supposed to open a bag. I see no need 
for it. I would rather do some real work” (Interviewee 1).  

4.2.5.2 Participation 

Generally many felt a sense of community and family with their colleagues. Nevertheless, 
they felt there is still room for improvements, particularly in the area of increased interac-
tion between different departments. Many felt that while interaction outside of work within 
your work department was frequent, inter-departmental group interactions were rare. The 
outside of work activities were appreciated by the majority and these activities were attri-
buted to working better together.  

When the interviewers inquired further about these activities and how they came about, it 
was explained that they were employee generated without the involvement of management 
and often announced via Facebook. It could be events like after work drinks, barbeques, 
personnel parties or other informal social gatherings. Also, one of them mentioned that 
Facebook improved the offline interaction by the chat application. Although, this person 
only chatted with closer colleagues, this sometimes lead to spontaneous decisions about of-
fline gatherings. For instance, once there had been a discussion about a new movie and 
then the initiative about going to the cinema together had come up. This further lead to 
them writing about it on Facebook and more colleagues had commented about wanting to 
join.  

“When some of us colleagues wrote to each other about going to see this new movie, some other colleagues 
wrote to us on Facebook and said they wanted to join us to the cinema” (Interviewee 2). 



4.2.5.3 Loyalty 

The interviewees complained about the lack of time to log on to Yellow.  They also coin-
cided that employees should not have to spend time searching for information, it should be 
given to them.  

“I don‟t search for information, they should send it to me” (Interviewee 4). 

Moreover, a couple of them stated that when they are not working they do not want to 
have anything to do with work. They did not search for information about Electronicum, 
and they preferred not to talk about work with friends and or colleagues and so on. 

4.2.5.4 Inspirational leaders 

The interviewees seemed to have good relationships with their superiors. Most of them 
emphasized that for important decisions related to work, they would first turn to their 
managers or head manager. Furthermore, they were comfortable asking for expertise no 
matter the hierarchical position the person asked would be in.  
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5 Analysis 

This chapter analyses the results presented in the previous chapter by applying it to the frame of reference. 
The analysis answers the research questions in the order they are presented under Introduction.  

5.1 Research Question 1:  

Determine how the Facebook usage patterns between Electronicum’s em-
ployees affect offline interaction.  

A reoccurring theme that transpired throughout the study was the ability of Facebook to 
facilitate the bridging interactions between employees as well as the maintenance of strong 
(closer friendships with colleagues) and weak ties (colleagues who are acquaintances), both 
of which translated to an increased level of social capital. It is important to understand that 
even though the online socializations between employees did not often relate to work, 
there was still a link between them. To illustrate how Facebook usage affected the offline 
interaction, the authors will first present the Facebook usage pattern of employees at Elec-
tronicum and  then introduce a model illustrating the process of online to offline interac-
tion.  

5.1.1 Facebook Usage Pattern 

The interviewees stated that they would not add a new employee as a friend on Facebook 
unless they had talked to the person first and liked his or her personality. Hence, it seemed 
like adding someone on Facebook was some sort of approval that showed “You are ok, I 
like you”. Employees approached an acquainted colleague and created an extension of so-
cialization via Facebook.  

Connecting this to Putnam‟s theory, it relates to the bridging social capital. Even though 
most respondents did not have much interaction with each other online, the fact that they 
had each other as Facebook friends increased their familiarity with that person. Therefore, 
merely having someone as a friend on Facebook facilitated contact with that person, closed 
the gap between the two individuals, and created a bridge that acted as a connecting factor.  

The qualitative data indicated that respondents only had a handful of colleagues with which 
they had close relationships to, and that it was with these colleagues that most of the online 
interaction took place. However, both the surveys and the interviews revealed that employ-
ees had an average of 26 or more of their colleagues as Facebook friends. Since they mostly 
had online interaction with their close relationships and had many colleagues as Facebook 
friends, one can say that this strengthens the authors‟ argument that bridging social capital 
exceeds the bonding social capital. This would be congruent with the previous findings by 
Steinfield et al. (2009), stating that there was a stronger link between SNS usage and bridg-
ing social capital than with bonding social capital.  

5.1.2 Effects on Offline Interacion 

The online bridging interaction had transpired to some extent to offline bridging and bond-
ing interaction; employees having a dialogue online may find it easier to connect and talk 
offline both at work and outside of work. Interviewees stated that they bonded the most 
with colleagues during off-work activities. This is exemplified by employees creating off 
work events and using Facebook as a medium through which they promoted these events 
and invited colleagues to attend.  



Even though the majority answered that they did not think that Facebook facilitated or im-
proved their relationships with colleagues, the authors argue that Facebook does help 
them. They seem to be unaware of it, but for those who were frequent users of Facebook 
and had colleagues as Facebook friends, Facebook did seem to extend their social interac-
tion and, thus, improve their relationships. This additional online social link perhaps does 
not improve the social capital to a great extent but, arguably, at least to some extent. 

The findings from Steinfield et al. (2009), indicate that internal SNSs support bonding and 
bridging social capital. What the authors have contributed with this study and specifically 
this model, is showing that external SNSs can have similar effects on social capital as inter-
nal SNSs.  

 

Figure 5.1 Sequence of Online to Offline Social Interaction 

The process begins with an initial encounter offline with a colleague and is followed by a 
Facebook friend request. This creates an online social link and leads to either intentional or 
unintentional awareness of this colleague, and thus, indirectly an increased sense of famili-
arity with this person. Most of the interviewees and the questionnaire respondents ap-
peared to be at this stage, content with merely being Facebook friends and/or browsing 
through someone‟s profile, pictures and updates. The process does not necessarily proceed 
into the bonding stage of this model unless initiative is stimulated and created by an actor. 
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If not, it remains in the bridging phase of the model (1), however, bridging activities also 
add value to the employee relationships and as a result to the store as a whole.  

By employees‟ Facebook usage, the online social link could transfer into offline off-work 
socializing and, as a result the bonding social capital is improved (2). Consequently, as their 
off-work relationships improve, so do their professional relationships (3). This leads to a 
change of Facebook usage pattern; where before one could mostly observe bridging activi-
ties between weak ties, now there were an increase of bonding activities between strength-
ened ties which caused stronger social capital at Electronicum. This is congruent with the 
previous research performed by Steinfield et al. (2009) which states that the use of social 
networks reinforces existing relationships and helps strengthen these ties.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



5.2 Research Question 2: 

Further investigate how the employee usage of Facebook affects the so-
cial capital components trust, knowledge sharing, shared norms and citi-
zenship, both on an individual and on a group level in the work place. 

When analyzing the results on social capital at Electronicum it is important to recognize 
that social capital is not only a multidimensional concept, but also exists on multiple levels 
(Claridge, 2004a). For this analysis, the authors have chosen to narrow down the scope of 
analysis to include only the micro (individual) and meso (group) level. Research question 
two has been divided into different subheadings for the chosen social capital components: 
Trust, Knowledge Sharing, Shared Norms, and Citizenship. The authors looked at these fa-
cets of social capital and how Facebook affected the individual actors and the departments, 
as well as the whole Electronicum store. 

5.2.1  Trust  

Trust is an integral part of the relationships between the employees and as the empirical da-
ta demonstrated, the levels were high both on the individual level (between employees) as 
well as on the group level (between departments and the hierarchy). The individual level is 
characterized by the ability to find someone at work that you feel comfortable talking to 
when having a bad day, dealing with a personal problem, or simply needing to air an issue. 
This is related to Putnam‟s bonding social capital which is characterized by closely-knit re-
lationships where emotional support is provided. It is congruent with the qualitative data 
where the interviewees reported that they felt the employees trusted each other and could 
turn to one another for help or affective (emotional) support. 

While the structural dimension reflects trust in the density and frequency of interaction be-
tween co-workers, both at work, outside of work, and online via Facebook, it was not the 
only trust-promoting dimension at play in this setting. The relational dimension of Naha-
piet and Ghoshals‟ (1998) theory is perhaps the dimension most commonly related to trust 
with regards to social capital. Literature by Van Maanen and Schein (1979) underlines the 
relevance of informal social interaction in helping individuals increase their feeling of 
“knowing” each other and, thus, directly increase the levels of trust within the relationship. 
The fact that Electronicum employees socialized with each other outside of work, both 
online and offline, implies that the relational dimension of social capital is nurtured by a 
high level of trust at Electronicum. Previous research supports the fact that good relation-
ships are a strong indicator of trust (Bolino et al., 2002).  

According to the results, male employees considered Electronicum to have a higher degree 
of trust than the females did. This may be explained by Electronicum being a male domi-
nated workplace, especially within sales. Moreover, results revealed that it was the older 
generation of employees, that is 40 years old and above, that demonstrated the highest le-
vels of trust. It was also these employees that had been employed at Electronicum for the 
longest period.  This indicates that it takes time for an individual to develop trust with col-
leagues which is where Facebook can make a contribution. 

Arguably, Facebook can bring employees further together at Electronicum by shortening 
the process of creating relational social capital, since co-workers are being offered addition-
al time to get to know each other online. This can be done either individually, through 
chatting or sending private messages to each other, or on a meso level, for instance when 
status comments turn into full-fledged group discussions. 
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When actors develop trusting relationships, it is more likely that communication and in-
formation will flow more efficiently between them (Tsai & Ghoshal, 1998), which brings us 
to the next component of social capital chosen for examination; knowledge sharing.  

5.2.2 Knowledge Sharing 

Since trust is necessary for optimal knowledge sharing to take place, it is important that 
trust is fostered. Once this has been accounted for, then can knowledge sharing flow at its 
best (Inkpen & Tsang, 2005). Interestingly, males reported higher levels of knowledge shar-
ing. This finding indicates that greater use of Facebook had a differential impact on the so-
cial capital outcomes according to gender, such that the men who used Facebook reported 
higher scores in knowledge sharing, one of the dimensions of bridging social capital.  

This is similar to previous research, especially the research carried out by Steinfield et al. 
(2009) which found that males who used the site (the internal SNS, Beehive) more inten-
sively reported higher scores on several dimensions of bridging social capital. Nevertheless, 
the authors were careful about interpreting this data since the sample was heavily skewed 
toward the male gender. However, one can argue that, since the population was largely 
made up of males, the trust levels between them were higher. This directly affected their 
ability to share knowledge, giving them an advantage over the females, since they made up 
the minority at Electronicum. 

Furthermore, the research demonstrated a positive relationship between Facebook use and 
knowledge sharing. This relationship can be explained in the following way; as the intensity 
and frequency of Facebook usage increased, so did the knowledge sharing levels. The au-
thors observed that the respondents who had been on Facebook for a longer period of 
time, and logged on to the site more frequently demonstrated higher levels of knowledge 
sharing when compared to those with weaker Facebook usage patterns.   

From the structural perspective, knowledge sharing at Electronicum was on a high level. 
The density, which is the frequency of interaction, may increase the knowledge sharing at 
Electronicum. Since the density seemed to be high it can be assumed that the knowledge 
sharing was high. Moreover, since some of the interaction between the colleagues was on-
line on Facebook, and the results indicated that those who were more frequent users of Fa-
cebook had higher levels of knowledge sharing, confirms that Facebook does improve 
knowledge sharing.  

Regarding the cognitive dimension, the knowledge sharing was also high. The authors ob-
served an open and communicative atmosphere at Electronicum where employees felt 
comfortable asking for help not only from colleague to colleague, but also from depart-
ment to department. Somewhat surprisingly, the atmosphere of competitiveness at Elec-
tronicum did not seem to hinder the sharing of information on either level. However, there 
seemed to be some lack of individual initiative to spread sales improving information un-
less they were approached and asked for it specifically. Whether this was caused by a sense 
of competition or other factors is another topic for discussion. Interviewees reported that 
if their colleagues asked them for information or help with a work related issue, they always 
helped them to the extent they were capable.  

In sum, knowledge sharing was flowing effectively both between individuals (micro level) 
and between departments (meso level). Moreover, trust increases knowledge sharing, and, 
in addition to this, knowledge sharing enhances an organizations‟ shared norms and values, 
which are crucial for accomplishing organizational goals (Tsai & Ghoshal, 1998).   



5.2.3 Shared Norms 

Van Maanen and Schein (1979) argue that informal social interaction enhances not only 
knowledge sharing and the creation of trust but also the creation of shared norms within a 
work force. Many of the Facebook applications are highly informal as is the process of “lik-
ing” someone‟s status, commenting on pictures, sending each other gifts or playing games. 
The empirical findings hint at the possibility that Facebook may facilitate the bridging of 
social capital within a unit by implanting organizational shared values and norms through 
such informal applications. Arguably, shared norms are more easily created through bridg-
ing than bonding social capital since bonding social capital is more costly and time-
consuming to create and maintain.  

Shared norms apply mostly to the meso level of analysis since it encompasses the mindset 
of a group of people. However, it is closely related to the micro level in the way that an in-
dividual can easily, through Facebook, spread norms that may influence the aggregates‟ 
norms. This phenomenon will be further analyzed in the next research question.  

In the cognitive dimension (Nahapiet & Ghoshal, 1998), scholars talk about a so-called col-
lective mindset (Klimoski & Mohammed, 1994) or a mutual understanding that is created 
through shared norms at the work place (Gulati, 2000). Such shared norms can be reflected 
in unwritten rules or codes that employees follow, but are not obligated to follow. Such an 
example was given in the interviews were they stated that they would postpone a break if 
there were a lot of customers waiting for assistance. Even though it is not a rule or regula-
tion, this is something that the employees adjust to. Another element that imprinted the 
shared norms at Electronicum was what the authors identified as a common “sales lan-
guage” and a culture of friendly competitiveness. This goes in hand with the shared norms 
of the employees since this is not written norms although it is something they all seem to 
adjust to. The competitive atmosphere was more perceived as an amusing and motivational 
element of work.  

The existence of shared codes at a work place increases the employees‟ ability to know each 
other and how they would react in different situations (Klimoski & Mohammed, 1994). 
The empirical data showed that the employees indeed felt they knew each other well pro-
fessionally, and were able to anticipate how a certain colleague was to react in different 
work related situations. This relates to the relational dimension of social capital since it cha-
racterizes the nature of Electronicum‟s network of employees. Another relational factor 
that may contribute to the straightforward norms and approaches at Electronicum was the 
similar personality traits of employees. Interviewees commonly referred to each other in a 
cheerful way as a “big crazy family”, pointing out that if “you weren‟t crazy before joining 
Electronicum, you certainly would be after”.  

5.2.4 Citizenship 

Regarding the aspect of inspirational leadership at Electronicum, it was early understood that 
the employees had good relations with both their department managers and their store 
manager. Most of them seemed comfortable going to these for help, and some of them 
stated the first person they would turn to when dealing with a work related problem would 
be their superior. Additionally, all but one of the interviewees stated that, although, they 
were not friends with their store manager on Facebook, they would definitely accept a 
friend request from him.  

Furthermore, if investigating Graham‟s (1991) first component of citizenship, obedience, it 
appeared as if it was on a rather high level. There are rules and regulations within Electro-
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nicum and the employees seemed to have no problem to obey these. There was one excep-
tion though, and that was the case of Yellow, the internal website. The employees were 
supposed to log on several times per day, but it seemed like they did not do this. In fact, it 
appeared as if they did not see any good reasons for logging on to Yellow. On the other 
hand, they seemed to follow the other rules and regulations of Electronicum. 

Regarding the participation component of citizenship, the authors found that the spread 
(standard deviation) of the answers in the questionnaires demonstrated that participation in 
outside-of-work activities varied to some extent. Although, the majority of employees par-
ticipated and enjoyed activities organized by fellow co-workers, there were a number of 
employees stating they had no interest in socializing with colleagues outside of work. The 
research conducted demonstrated that those who did not participate in the activities were 
individuals found to be higher in age. The authors argue that this may be due to the fact 
that these individuals are at a later stage in life such as having families and having less time 
and or interest in socializing with colleagues on their leisure time. This may have affected 
their identification with Electronicum and as a result this has affected their attitude toward 
citizenship behavior.  

There was a point of concern regarding the loyalty aspect of citizenship. It appeared as if 
this was the weakest point of Electronicum‟s citizenship levels. However, it is important to 
recognize that this case study was conducted during a critical phase, merely a couple of 
weeks after major layoffs had distressed the employees. Hence, it was still very much 
present in their minds.  During the interviews the authors got the impression that many of 
the employees (both the interviewees and their co-workers) were upset about the layoffs 
and that their attitudes toward the company had changed for the worse. The authors be-
lieve that this has affected the results, especially the ones relating to citizenship.  

The results showed that employees were not very enthusiastic about contributing to the 
company by doing things outside their regular work responsibilities, such as mentoring a 
colleague. In addition to this, some of the interviewees stated that when they were not 
working, they did not want to be bothered with work. Some of the interviewees also stated 
that they would not log on to Yellow outside of work hours if they would be able to access 
it from home since they would not get paid for it. This indicates that they are not willing to 
do things for the company outside of their work hours, that is, showing lack of citizenship.  

Moreover, the employees representing the non-response rate of the questionnaires should 
also be taken into account. The authors argue that these employees would probably have 
had scored the lowest on the citizenship levels since their act of not filling out the ques-
tionnaire demonstrates a low degree of loyalty towards the company. One can speculate 
that if this were taken into account, the citizenship levels would be even lower than re-
ported, however, there is no data to back this up, only speculation.Nevertheless, the results 
also demonstrated that important know-how related to work was received from their col-
leagues when they were first employed.  

This analysis of citizenship relates mostly to the micro level since it is the individual‟s per-
ception about the employer that affects the overall group morale. However, in the same 
way an individual‟s mindset can affect the group‟s shared norms through Facebook, this 
may also happen with citizenship. Once again, the effect of Facebook to transfer a micro 
level attitude to the meso level is transparent. For instance, if one employee (micro) shows 
citizenship behavior this might affect other employees‟ (meso) attitude toward citizenship 
behavior. 



5.3 Research Question 3: 

How does Facebook benefit or disadvantage the social capital at Elec-
tronicum?   

The empirical data has disclosed three distinct behaviors extracted from Facebook usage 
that affected the social capital at Electronicum in different ways; 1) the possibility of quick 
leverage of attitudes and information, 2) the extension of contact and interaction, and 3) 
the social approval that befriending on Facebook creates.   

5.3.1 The possibility of quick leverage of attitudes and information 

Facebook users‟ comments on status updates and walls in particular, provided a quicker 
way of sharing and spreading attitudes than by traditional offline interaction. This possibili-
ty of quick leverage of attitudes and information was a typical example of how one social 
process of social capital could result in both a benefit and a disadvantage for an organiza-
tion like Electronicum. Depending on the content posted on Facebook, it could affect the 
social capital in both positive and negative ways. The components prominently affected by 
this function of Facebook were shared norms, citizenship and knowledge sharing.  

Facebook enabled individuals‟ attitudes and thoughts to influence the greater aggregates‟ 
shared norms. Thus, an impact or change in the individual‟s social capital could rapidly in-
fluence the meso level of social capital through Facebook usage. Facebook could, there-
fore, act as a tool that “transforms” an interaction between two colleagues (micro) to 
something that many other colleagues are responding to (meso).  

5.3.1.1 Knowledge Sharing 

The authors argue that the information flow could be further improved with the introduc-
tion of a Facebook group for the employees at Electronicum.  As mentioned before, Elec-
tronicum has the internal website Yellow for its employees which is supposed to serve as a 
platform for information retrieval and sharing. Nevertheless, up until present it had not 
been used optimally. Some of the interviewees stated that they do not see the use of it, or 
that they do not have the time to log on to it during work. To summarize, it was not of 
high priority for the employees.  

The interviewees were asked if they would use a Facebook group providing both work re-
lated information and activities as well as off work activities. Most of them answered that 
they would use it since they already would be online on Facebook and it would be easy just 
to check the group page whether something new had happened. Perhaps, such a Facebook 
group could increase the connectivity and frequency of the knowledge sharing between the 
employees. Especially for those who were often logged on to Facebook, and also for the 
part time employees who could miss out on relevant work information given at the work 
premises.   

Moreover, the results showed that the type of information that Facebook had directly faci-
litated the spread of was that of evening and campaign meetings. For instance, a part-time 
employee may not have received information about a campaign meeting after closing 
hours, but on a Facebook status he (she) can read a comment about a meeting the same 
evening. This way, the part-time employee did not miss out on important sales information 
that was to be received on that meeting. In addition to this, an instance of colleagues dis-
cussing product information on Facebook was given in the interviews. One employee 
commented on his status update that he had bought one of the latest mobile phones that 
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Electronicum was selling and, thereafter, other employees started to ask questions about 
the product and its functions.   

The authors want to emphasize that they are not inclining that Facebook or a Facebook 
group is a revolutionary resource that will solve all problems for organizations regarding 
knowledge sharing. Merely that it could act as a tool to support and improve the already ex-
isting knowledge sharing that takes place offline.   

5.3.1.2 Shared norms 

Shared norms are, as mentioned previously, a component of social capital mostly related to 
the meso level of analysis. After the layoffs, the impact of Facebook was salient with em-
ployees complaining loudly on the outcomes of the process on their walls, status updates 
and through intense chat conversations online. Furthermore, one can argue that the expres-
sion of feelings via Facebook is more appealing to a disappointed employee. This is be-
cause it allows that person to voice his (her) thoughts without having to bring it up directly 
with management. Also, online dialogue tends to flow more freely and openly.  

These negative comments spread like a chain reaction through a network of work related 
Facebook friends. Individuals who were not affected by the layoffs and may have had a 
neutral or positive attitude towards management were now being exposed to negative in-
fluences and information that highlighted a pessimistic view of the management team. This 
demonstrates that although employees reported good relationships with their superiors, 
they were not perfect and showed flaws during this time of turmoil. On the other hand, 
Facebook could just as easily improve shared norms and loyalty. If someone were to write 
on their status update that they “had a great day at work” or that they “love their co-
workers”, a positive chain reaction could then be stirred through the Facebook network. 

5.3.1.2.1 Competitive Culture: Shared Norm at Electronicum 

There existed a shared norm in the form of a competitive culture at Electronicum. The 
benefits of this culture were that it motivated and enhanced the performance of employees. 
However, it could also constitute a risk when exposed to the tension of either benefiting 
the focal actor the most, or the aggregate store. In the case of Electronicum, this could be 
observed by an employee being exposed to the tension between wanting to become the 
best sales person, and being willing to share information. Not sharing information would 
give this person a competitive advantage, however, it would also inhibit the store from 
reaching optimal sales results.  

Tsai and Ghoshal (1998) state that when there is trust between two parties they are encour-
aged to share knowledge. This suggests that by increasing the levels of trust at Electroni-
cum, the store could gain better sales results. Even though the risk existed, it was not con-
sidered a problem there. This indicates that indeed, the levels of trust reported at Electro-
nicum may have helped to prevent this risk from developing into a problem.  

However, the authors argue that this tension could be further reduced. Both by managing 
and promoting trust improving activities and by introducing a Facebook group. This group 
could promote the positive aspects of competitiveness and inspire sales people to share 
knowledge among each other. Supposedly, it could post numbers of the sales persons of 
the week, have discussion threads where employees could discuss sales tips and inquiries, 
promote the sharing of knowledge and post current information.  



5.3.1.3 Citizenship 

Similarly, a sense of citizenship could spread rapidly via Facebook. For instance, if em-
ployees see that many of his or her colleagues are involved discretionary efforts for Elec-
tronicum, such as organizing a personnel gathering, this employee may feel inspired to en-
gage in similar activities. That is, via Facebook the employees may get updated on what the 
other employees are doing for the organization that are outside of their normal work re-
sponsibilities and, thus, get inspired. Contrarily, the opposite effects could happen if there 
are employees showing lack of interest in this kind of behavior. Then these employees‟ 
negative attitudes toward some parts of citizenship might affect the other employees‟ 
mindsets.  

5.3.2 The Extension of Social Interaction and Contact 

Computer-mediated communication enables the online socialization to bridge into the of-
fline world (Ellison et al., 2006). Results illustrated this in the creation of events on Face-
book such as after work drinks, parties or other social gatherings organized by the em-
ployees themselves. Also, the chat function could encourage spontaneous decisions, such 
as an unplanned trip to the cinema after having discussed the latest movie online.   

5.3.2.1 Trust 

This suggests that Facebook increased social contact and interaction among employees at 
Electronicum by augmenting the opening for offline meetings. All of this contributes to 
the creation and maintenance of trust and the feeling of closeness between colleagues. Es-
pecially since such informal social gatherings are necessary to maintain and create bonding 
social capital (Steinfield et al., 2009). 

Moreover, research indicate that Facebook usage helps overcome barriers (Steinfield et al., 
2009). These barriers come in different forms, such as work schedules that do not overlap, 
part-time employees, or geographical distance inside the work premises - all of which 
makes it difficult for employees to interact with certain colleagues.  
 
These findings suggest that Facebook could be a useful tool for employees who are other-
wise “network disadvantaged”. Without SNSs, such as Facebook, these employees would 
need to spend considerable offline time together in order to build up relationships with col-
leagues and expand their network within the Electronicum organization.  

5.3.3 The Social Approval That Befriending on Facebook Creates 

The results suggest that among the Electronicum employees, Facebook acted as a social 
stamp of approval. Some of the interviewees stated that they would add a colleague as a 
friend on Facebook if they had talked to the person offline first, and liked his or her perso-
nality. Receiving a friend request from another colleague is thus positive since it indicates 
an approval. 

 However, the befriending on Facebook could also have a negative aspect. This is clear in 
the situation of an employee being rejected after sending a friend request to a co-worker. If 
something like this would happen, it could have negative effects on this employee‟s percep-
tion of the other colleague. This may in turn damage the bridging social capital between the 
two. This example shows that even though there are many positive effects of Facebook on 
the social capital in a work place, it may also have negative effects. 
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6 Conclusion 

The following chapter answers the purpose of this thesis which is to, through a case study on a consumer elec-
tronics retailer, provide an empirical analysis of the link between the use of Facebook and social capital 
within the workplace. By answering the research questions, the purpose is fulfilled as can be seen below. Al-
though, in summarize, there is a positive link between Facebook and the social capital at Electronicum. 

 RQ 1: Determine how the Facebook usage patterns between Electronicum’s em-
ployees affect offline interaction. 

The authors found that Facebook could extend the social interactions between colleagues 
and improve their relationships by facilitating contact, closing the gap between them, and 
creating a bridge that acts as a connecting factor. Bridging social capital was found to be 
the dominant social capital at Electronicum, however, bonding social capital did occur be-
tween respondents, but to a lesser extent. This finding was congruent with previous re-
search that established a stronger link between SNS use and bridging social capital. Fur-
thermore, the authors contribute to this field of research a model that demonstrates the se-
quence of online to offline social interaction that result from Facebook usage. 

 RQ 2: Further investigate how the employee usage of Facebook affects the social 
capital components trust, knowledge sharing, shared norms and citizenship, both 

on an individual and on a group level in the work place: 
 

The authors found that Facebook usage was associated with organizational and personal 
components of social capital. This is in line with the findings from Steinfield et al. (2009), 
although their study was on an internal SNS while this study was performed on an external 
SNS. Facebook influenced the trust mainly on a micro level by increasing opportunities for 
offline interaction (maintaining and creating bonding social capital) and by promoting 
bridging social capital (providing yet another link to acquaintances). Since trust is a founda-
tion for shared norms, and Facebook positively influenced trust, it also indirectly influenced 
the shared norms. Even though Facebook had not been used directly to facilitate knowledge 
sharing, a positive relation was revealed. Furthermore, the empirical data reported above 
avarage levels of knowledge sharing among employees. Compared to the other compo-
nents, citizenship appeared to be the lowest one. Moreover, Facebook affected knowledge 
sharing and citizenship by its ability to quickly spread information. Thus, it decreased the 
distance between the micro and meso levels regarding citizenship and shared norms.  
 

 RQ 3: How does Facebook benefit or disadvantage the social capital at  
Electronicum? 

 
In general, Facebook had a positive influence on social capital, such as that it helped over-
come barriers. This is also congruent with the findings from Steinfield et al. (2009). How-
ever, the same social process stimulated by Facebook could act both as a benefit and a dis-
advantage. The main benefits on social capital were; improved bridging social capital, im-
proved bonding social capital, as well as the rapid spread of positive attitudes influencing 
shared norms and citizenship. The main risks were; rapid spread of negative attitudes in-
fluencing shared norms and citizenship and the absence of responses to friend requests. 
The main contribution from this research question is that Facebook provides quick leve-
rage of attitudes and information between employees who are friends on Facebook. 



7 Discussion 

Criticism of the study a as well as the method is presented in this chapter. This is followed by additional 
findings that are not directly connected to the purpose of this thesis. Suggestions for further research conclude 
this chapter.  

7.1 Criticism to the Study 

The authors of this thesis consider the chosen methods for the case study a source of justi-
fiable criticism since the case study included both quantitative and qualitative empirical data 
collection. In hindsight, the authors believed it may have benefited the research more if the 
method had been based solely on qualitative data since this might have given more insights 
to the phenomenon.  
 
Moreover, a more suited approach for data collection may have consisted of a larger num-
ber of semi-structured interviews, stretching over a longer period of time, with a greater ar-
ray of participants. In addition to the semi-structured interviews, the authors believe a se-
ries of focus groups would have been a better suited choice than the handing out of ques-
tionnaires. Attempting to capture the sentiments and attitudes of the overall Electronicum 
population, and not only a select group of individuals, was the reasoning behind the distri-
bution of questionnaires. However, the focus groups may have fulfilled this purpose just as 
effectively and might have provided more insights than the questionnaires.  
 
Nevertheless, the limited resources available to the research team, such as time constraints, 
limited number of researchers, and the considerations that had to be taken regarding the 
case study company, led the research team to believe the chosen method was the best 
available option at the time. Also, even though the above mentioned approach may have 
been more suitable, the chosen approach still gave us data to answer the purpose of this 
thesis. The authors only mean to point out that if similar research was to be carried out,  
researchers may consider using this approach instead.  
 
Further criticism can be aimed at a select number of questions found within the question-
naire. Though the authors ran two questionnaire pilot tests in order to screen the questions 
for faulty wording, a few questions remained misformulated or vulnerable to misinterpreta-
tion. It was only after the questionnaires were collected and the PASW analysis began that 
the authors realized the mistakes they had made. A mistake found was the formulation of 
“yes/no” questions when they should have been formulated on a one-to-six scale as the 
social capital questions were.  
 
Another criticism regarding the research method is the manner the questionnaires were 
handed out. The authors argue that the response rate might have been higher if they had 
been the ones to hand out the questionnaires. Perhaps this could have been avoided had 
the respondents been asked to fill out the questionnaires immediately after distribution.  
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7.2 Suggestions 

As mentioned in the Analysis under Research Question 3, the authors recommend Elec-
tronicum to introduce a Facebook group for its employees in Jönköping. Also, as already 
mentioned, this group would not be the answer to all problems, although, it might facilitate 
the knowledge sharing and communication between the management and the employees, 
as well as between the employees themselves.  

Introducing a Facebook group, or take advantage of other applications on Facebook, is 
something all organizations could do. As mentioned in the introduction, this might be es-
pecially interesting for SMEs since these may not have the resources to introduce their own 
intranet or internal SNS. Therefore, the authors believe that Facebook could be seen as a 
resource for these organizations. 

7.3 Further Research 

The authors chose to do a case study on a consumer electronics retail store in Jönköping, 
Sweden. An area for further research could be the investigation of whether Facebook facili-
tates and or improves social capital between units within an organization, instead of on a 
single unit as was the case in this study. 
Since the authors have argued that a Facebook group could facilitate communication and 
increase social capital among employees, it could be interesting to investigate the levels of 
social capital between a group with access to such a Facebook group and another without.  
Another study could be performed on those who are networked disadvantaged such as part 
time employees, and if Facebook could facilitate their overcoming of barriers.  
Furthermore, since the current financial crisis has affected numerous organizations nega-
tively and induced layoffs, a topic for further research could be to compare the levels of 
social capital among employees before and after layoffs.  
Finally, a fascinating topic for further research could be to perform another study focusing 
on external SNSs and social capital on a different type of organization. The results would 
most likely differ if the study was performed in a workplace where the employees have 
desk jobs and less interaction with colleagues during work hours. Such a setting would 
probably demonstrate a stronger need for online communication. Nevertheless, these are 
only speculations the authors believe would be interesting to examine further.  
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Appendices 

Appendix 1 – An Exploratory Factor Analysis of Social Capital 
Dimensions 

Rotated Component Matrix
a
 

 
Component 

1 2 3 

Q.22 If I need an emergency loan of SEK 3000, there is 

someone at  Electronicum I could ask to lend it to me.  
,038 ,002 ,389 

Q.23 If I need to borrow money for lunch there is someone 

at  Electronicum who I could ask to lend it to me.  
-,080 ,330 ,747 

Q.24 I know people at Electronicum who would put their 

reputation on the line for me. 
-,236 -,084 ,806 

Q.25 When I am having a bad day there is someone at 

Electronicum that I can turn to. 
,303 ,243 ,535 

Q.26 If I need it, I can ask for expertise from someone in-

side of my department. 
,584 ,649 -,030 

Q.27 When I was first employed, I felt I received important 

know-how from fellow colleagues (e.g. how to use the 

computer system, how breaks works, how to call in sick). 

-,148 ,845 -,065 

Q.28 There exist knowledge-sharing between colleagues in 

my workplace. 
,310 ,831 ,085 

Q.29 If I need it, I can ask for expertise from someone out-

side of my department. 
,514 ,642 -,016 

Q.30 Interacting with people at my work place gives me a 

feeling of citizenship at Electronicum. 
,821 -,070 ,179 

Q.31 I am willing to spend time outside of my normal work 

responsibilities to contribute to Electronicum. 
,802 ,108 -,286 

Q.32 I am willing to contribute some of my personal time to 

mentor  Electronicum employees.  
,690 ,240 -,111 

Q.33 I socialize with work colleagues outside of work hours  ,707 -,289 ,080 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 4 iterations. 
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Appendix 2 – KMO and Bartlett's Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequa-

cy. 
,508 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 121,352 

df 55 

Sig. ,000 

 



Appendix 3 – Reliability Statistics  

Reliability Statistics (Bonding Social Capital) 

Cronbach's Alpha 

Cronbach's Alpha 

Based on Standar-

dized Items N of Items 

,591 ,593 4 

 

Reliability Statistics (Knowledge sharing) 

Cronbach's Alpha 

Cronbach's Alpha 

Based on Standar-

dized Items N of Items 

,835 ,836 4 

 

Reliability Statistics (Citizenship) 

Cronbach's Alpha 

Cronbach's Alpha 

Based on Standar-

dized Items N of Items 

,770 ,770 3 
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Appendix 4 – The Questionnaire 

 

This questionnaire looks into the social capital level within your organization and the use of Face-
book. Please answer the following questions to the best of your ability. 

 

 
Section I. Demographics 
    

Age Work Title Department Time Em-
ployed 

Gender Working 
Hours 

    □ Female  

□ Male  

□ Full-time 

□ Part-time 

 
Section II. Facebook  
 
Q1: Do you have Facebook?   

 

□Yes    □No 

(If  No, please continue to Section III. Social Capital) 

Q2: If yes, for how long? □Less than a year  □1-2 years   

□2-4 years     □4 years or 

more  

Q3: How often do you log on to Facebook? □ Few times per day               □ Daily 

□ Weekly                                  □ Monthly  

Q4: I feel out of touch when I have not logged 
onto Facebook for a while 

□ Yes                                            □ No 

Q5: Number of Facebook friends □0-20  □21-50  □51-100

  

□101-300 □301-500 □501 or more 

Q6: How many of your Facebook friends are 
people you initially met on Facebook? 

 

□ 0  □ 1-20  □ 21-50

  

□ 51-100 □ 100 or more 

Q7: How many of your colleagues are also your 
Facebook friends? 

□0                     □1-5                   □6-15 

  

□16-25              □26 or more  

Q8: I am Facebook friends with my  □Colleagues    



□Subordinates     

□Superior (department managers) 

Q9: I use Facebook to get to know people I 
would otherwise not socialize with face-to-face. 

□ Yes                                            □ No 

Q10: I feel connected to my colleagues through 
Facebook 

□ Yes                                            □ No 

Q11: I am Facebook friends only with colleagues 
in my department. 

□ Yes                                            □ No 

Q12: Do you use Facebook for work related 
purposes, personal purposes or both? 

□ Work related    □ Personal        □ Both 

 

Q13: Do you ever write about work related is-
sues on Facebook (e.g. write on your and others 
statuses, write on friends walls)? 

□ Yes                                            □ No 

Q14: Do you find that Facebook is improving 
your relationship with your colleagues? 

□ Yes                                            □ No 

Q15: Do you find that Facebook is facilitating 
your communication with your colleagues? 

□ Yes                                            □ No 

Q16: When (and if) you socialize with colleagues 
on Facebook, what do you talk about?  

□ Work                □ Other       □ Both                                         

□ I do not socialize with colleagues on Face-

book 

 
 

Q17: When using Facebook to interact with friends outside of 
work, how often do you use the following applications to socialize 
with them?  

 

1         2         3         4         5 

 

Wall Comments □        □         □        □        □ 

Message □        □         □        □        □ 

Events □        □         □        □        □ 

Group/ Fan Pages □        □         □        □        □ 

Facebook Chat □        □         □        □        □ 

Status updates & comments □        □         □        □        □ 

Picture comments & tags □        □         □        □        □ 

 
1 = Never, 2 = Seldom, 3 = Sometimes,  4 = Often, 5 = Always 
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Q18: When using Facebook to interact with work colleagues,  how 
often do you use the following applications to socialize with them?  

 

1         2         3         4         5 

 

Wall Comments □        □         □        □        □ 

Message □        □         □        □        □ 

Events □        □         □        □        □ 

Group/ Fan Pages □        □         □        □        □ 

Facebook Chat □        □         □        □        □ 

Status updates & comments □        □         □        □        □ 

Picture comments & tags □        □         □        □        □ 

  

Section III. Social Capital 

 
1 = Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Somewhat Agree, 5 = Agree, 6 = Strongly 
Agree 

 

Question 

 

1         2         3         4         5         6 

 

Q19: If I need an emergency loan of SEK 3,000, there is someone at  
Electronicum I could ask to lend it to me. 

□        □         □        □        □       □               

Q20: If I need to borrow money for lunch there is someone at  
Electronicum who I could ask to lend it to me. 

□        □         □        □        □       □               

Q21: I know people at Electronicum who would put their reputation 
on the line for me. 

□        □         □        □        □       □               

Q22: When I am having a bad day there is someone at Electronicum 
that I can turn to. 

□        □         □        □        □       □               

Q23: If I need it, I can ask for expertise from someone inside of my 
department. 

□        □         □        □        □       □               

Q24: When I was first employed, I felt I received important know-
how from fellow colleagues (e.g. how to use the computer system, 
how breaks works, how to call in sick). 

□        □         □        □        □       □               

Q25: There exist knowledge-sharing between colleagues in my 
workplace. 

□        □         □        □        □       □               

Q26: If I need it, I can ask for expertise from someone outside of 
my department. 

□        □         □        □        □       □               

Q27: Interacting with people at my work place gives me a feeling of 
citizenship at Electronicum. 

□        □         □        □        □       □               



 

Q28: I am willing to spend time outside of my normal work respon-
sibilities to contribute to Electronicum.  

□        □         □        □        □       □               

Q29: I am willing to contribute some of my personal time to mentor  
Electronicum employees. 

□        □         □        □        □       □               

Q30: I socialize with work colleagues outside of work hours □        □         □        □        □       □               

Q31: There exists an atmosphere of trust in my workplace. □        □         □        □        □       □               

Q32: There is open dialogue between employees at my workplace. □        □         □        □        □       □               

Q33: There is competitiveness among my colleagues. □        □         □        □        □       □               

 
Q34: I socialize with work colleagues outside of work hours 
 

If Yes □ I enjoy it     □ It enhances my career       □ It makes me feel included           □ Other 

 

If No □ I am not interested in it       □ I do not feel included in these activities           □ Other  

□ I have not had that opportunity, but I would like to                    

   
Thank you for your time. 
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Appendix 5 – Results from Questionnaires 

Section I. Demographics 

Age 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 25-29 years 7 33,3 33,3 33,3 

30-34 years 3 14,3 14,3 47,6 

35-39 years 3 14,3 14,3 61,9 

40-49 years 7 33,3 33,3 95,2 

5,00 1 4,8 4,8 100,0 

Total 21 100,0 100,0  

 

Job 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Management 3 14,3 14,3 14,3 

Sales 12 57,1 57,1 71,4 

Staff 6 28,6 28,6 100,0 

Total 21 100,0 100,0  

 

Department 

 Frequency Percent Valid Percent Cumulative Percent 

Valid White 4 19,0 19,0 19,0 

Mobile 2 9,5 9,5 28,6 

Business 1 4,8 4,8 33,3 

Support 5 23,8 23,8 57,1 

Brown 4 19,0 19,0 76,2 

PC 5 23,8 23,8 100,0 

Total 21 100,0 100,0  

 

Seniority 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Less than 6 months 1 4,8 4,8 4,8 

1 year 1 4,8 4,8 9,5 

2-4 years 10 47,6 47,6 57,1 



5-9 years 6 28,6 28,6 85,7 

10-14 years 3 14,3 14,3 100,0 

Total 21 100,0 100,0  

 

Gender 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Male 16 76,2 76,2 76,2 

Female 5 23,8 23,8 100,0 

Total 21 100,0 100,0  

 

Hours 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Full-Time 20 95,2 95,2 95,2 

Part-time 1 4,8 4,8 100,0 

Total 21 100,0 100,0  
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Section II. Facebook 

Q.1 Do you have Facebook? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 21 100,0 100,0 100,0 

 

Q. 2 If yes, for how long? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Less than 1 year 4 19,0 19,0 19,0 

1-2 years 10 47,6 47,6 66,7 

2-4 years 6 28,6 28,6 95,2 

4 years or more 1 4,8 4,8 100,0 

Total 21 100,0 100,0  

 

Q. 3 How often do you log on to Facebook? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid multiple times per day 2 9,5 9,5 9,5 

once a day 9 42,9 42,9 52,4 

A few times per week 6 28,6 28,6 81,0 

Monthly 4 19,0 19,0 100,0 

Total 21 100,0 100,0  

 

Q. 4 I feel out of touch when I have not logged onto Facebook for a while 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 4 19,0 19,0 19,0 

No 17 81,0 81,0 100,0 

Total 21 100,0 100,0  

 

Q. 5 Number of Facebook friends 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 0-20 Friends 2 9,5 9,5 9,5 

21-50 Friends 1 4,8 4,8 14,3 

51-100 Friends 5 23,8 23,8 38,1 

101-300 Friends 4 19,0 19,0 57,1 



301-500 Friends 9 42,9 42,9 100,0 

Total 21 100,0 100,0  

 

Q.6 How many of your Facebook friends are people you initially met on Facebook? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 0 Friends 11 52,4 52,4 52,4 

1-20 Friends 9 42,9 42,9 95,2 

100 or more 1 4,8 4,8 100,0 

Total 21 100,0 100,0  

 

Q.7 How many of your colleagues are also your Facebook friends? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1-5 Friends 4 19,0 19,0 19,0 

21-50 Friends 1 4,8 4,8 23,8 

16-25 Friends 4 19,0 19,0 42,9 

26 or more 12 57,1 57,1 100,0 

Total 21 100,0 100,0  

 

Q.8 I am Facebook friends with my 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Colleagues 9 42,9 42,9 42,9 

Superiors 1 4,8 4,8 47,6 

Colleagues and Subordinates 4 19,0 19,0 66,7 

Colleagues and Superiors 7 33,3 33,3 100,0 

Total 21 100,0 100,0  

 

Q.9 I use Facebook to get to know people I would otherwise not socialize with face-to-face. 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 6 28,6 28,6 28,6 

No 15 71,4 71,4 100,0 

Total 21 100,0 100,0  

 

Q.10 I feel connected to my colleagues through Facebook 

 Frequency Percent Valid Percent Cumulative Percent 



 

 
73 

Valid Yes 6 28,6 28,6 28,6 

No 15 71,4 71,4 100,0 

Total 21 100,0 100,0  

 

Q.11 I am Facebook friends only with colleagues in my department. 

 Frequency Percent Valid Percent Cumulative Percent 

Valid No 21 100,0 100,0 100,0 

 

Q.12 Do you use Facebook for work related purposes, personal purposes or both? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Personal 17 81,0 81,0 81,0 

Both 4 19,0 19,0 100,0 

Total 21 100,0 100,0  

 

Q.13 Do you ever write about work related issues on Facebook  

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 7 33,3 33,3 33,3 

No 14 66,7 66,7 100,0 

Total 21 100,0 100,0  

 

Q.14 Do you find that Facebook is improving your relationship with your colleagues? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 5 23,8 23,8 23,8 

No 16 76,2 76,2 100,0 

Total 21 100,0 100,0  

 

Q.15 Do you find that Facebook is facilitating your communication with your colleagues? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 4 19,0 19,0 19,0 

No 17 81,0 81,0 100,0 

Total 21 100,0 100,0  

 

Q.16 When (and if) you socialize with colleagues on Facebook, what do you talk about?  

 Frequency Percent Valid Percent Cumulative Percent 



Valid Personal 9 42,9 42,9 42,9 

Both 7 33,3 33,3 76,2 

I do not socialize with colleagues 

on FB 
5 23,8 23,8 100,0 

Total 21 100,0 100,0  

 

Question 19. Facebook Applications: Friends  

 N Minimum Maximum Sum Mean Std. Deviation 

Wall Comments 21 1,00 5,00 59,00 2,8095 1,43593 

Messages 21 1,00 4,00 62,00 2,9524 1,07127 

Events 21 1,00 4,00 32,00 1,5238 ,74960 

Group/Fan Pages 21 1,00 2,00 26,00 1,2381 ,43644 

Chat 21 1,00 4,00 54,00 2,5714 1,24786 

Status Updates/Comments 21 1,00 5,00 66,00 3,1429 1,23635 

Picture Comments & Tags 21 1,00 4,00 58,00 2,7619 ,94365 

Valid N (listwise) 21      

 

Question 20. Facebook Applications: Colleagues 

 N Minimum Maximum Sum Mean Std. Deviation 

Wall Comments 21 1,00 4,00 46,00 2,1905 1,07792 

Messages 21 1,00 4,00 40,00 1,9048 ,94365 

Events 21 1,00 2,00 26,00 1,2381 ,43644 

Group/Fan Pages 21 1,00 2,00 25,00 1,1905 ,40237 

Chat 21 1,00 5,00 45,00 2,1429 1,23635 

Status updates/comment 21 1,00 5,00 54,00 2,5714 1,39898 

Picture Comments & Tags 21 1,00 4,00 44,00 2,0952 ,99523 

Valid N (listwise) 21      
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Section III. Social Capital 

Descriptive Statistics Bonding Social Capital 

 N Minimum Maximum Sum Mean Std. Deviation 

Q.22 If I need an emergency 

loan of SEK 3000, there is 

someone at  Electronicum I 

could ask to lend it to me.  

21 1,000000 6,000000 45,000000 2,14285714 1,492840055 

Q.23 If I need to borrow money 

for lunch there is someone at  

Electronicum who I could ask 

to lend it to me.  

21 1,000000 6,000000 102,000000 4,85714286 1,424279266 

Q.24 I know people at Electro-

nicum who would put their rep-

utation on the line for me. 

21 1,000000 5,000000 67,000000 3,19047619 1,503963019 

Q.25 When I am having a bad 

day there is someone at Elec-

tronicum that I can turn to. 

21 2,000000 6,000000 93,000000 4,42857143 1,362770288 

Valid N (listwise) 21      

 

Descriptive Statistics Knowledge sharing 

 N Minimum Maximum Sum Mean Std. Deviation 

Q.26 If I need it, I can ask for 

expertise from someone inside 

of my department. 

21 2,000000 6,000000 102,000000 4,85714286 1,314751470 

Q.27 When I was first em-

ployed, I felt I received impor-

tant know-how from fellow col-

leagues (e.g. how to use the 

computer system, how breaks 

works, how to call in sick). 

21 2,000000 6,000000 93,000000 4,42857143 1,207121724 

Q.28 There exist knowledge-

sharing between colleagues in 

my workplace. 

21 2,000000 6,000000 93,000000 4,42857143 1,121223821 

Q.29 If I need it, I can ask for 

expertise from someone out-

side of my department. 

21 2,000000 6,000000 97,000000 4,61904762 1,359271514 

Valid N (listwise) 21      

 



Descriptive Statistics Citizenship 

 N Minimum Maximum Sum Mean Std. Deviation 

Q.30 Interacting with people at 

my work place gives me a feel-

ing of citizenship at Electroni-

cum. 

21 2,000000 6,000000 90,000000 4,28571429 1,146423008 

Q.31 I am willing to spend time 

outside of my normal work re-

sponsibilities to contribute to 

Electronicum. 

21 2,000000 6,000000 81,000000 3,85714286 1,195228609 

Q.32 I am willing to contribute 

some of my personal time to 

mentor  Electronicum em-

ployees.  

21 2,000000 6,000000 80,000000 3,80952381 1,249761882 

Q.33 I socialize with work col-

leagues outside of work hours  
21 1,000000 6,000000 87,000000 4,14285714 1,558387445 

Valid N (listwise) 21      

 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

Q.34 There exists an atmos-

phere of trust in my workplace. 
21 2,000000 6,000000 86,000000 4,09523810 1,135991281 

Q.35 There is open dialogue 

between employees at my 

workplace. 

21 1,000000 6,000000 81,000000 3,85714286 1,195228609 

Q.36 There is competitiveness 

among my colleagues. 
21 2,000000 6,000000 96,000000 4,57142857 ,978336781 

Valid N (listwise) 21      

 

Q.37 I socialize with work colleagues outside of work hours 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 17 81,0 81,0 81,0 

No 4 19,0 19,0 100,0 

Total 21 100,0 100,0  

 

Q. 37a If Yes 

 Frequency Percent Valid Percent Cumulative Percent 
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Valid I enjoy it 13 61,9 76,5 76,5 

It makes me feel included 2 9,5 11,8 88,2 

Other 2 9,5 11,8 100,0 

Total 17 81,0 100,0  

Total 21 100,0   

 

Q. 37b If No 

 Frequency Percent Valid Percent Cumulative Percent 

Valid I am not interested in it 3 14,3 75,0 75,0 

I have not had the opportunity, but 

I would like to 
1 4,8 25,0 100,0 

Total 4 19,0 100,0  

Total 21 100,0   

 



Appendix 6 – Association Cluster Graphs 

 

Bridging Social Capital 

 
 

 
Graph 1. Relationship Between Years on         Graph 2. Relationship Between Gender and 
Facebook Facebook and Knowledge Sharing        Knowledge Sharing. 
            

 

Bonding Social Capital 

 

 
Graph 3. Relationship Between Age and Trust. 
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Appendix 7 – The Interview Guide 

Demographics 

Age  

Gender  

Work title  

Department  

Full-time or part-time employee  

For how long have you worked in the company?  

 

Facebook Use / Who do people connect with? 

For how long have you had Facebook?  

How often do you log on to Facebook?  

How much time do you spend on average per 
each login?  

 

Do you feel that you are not updated in what is 
going on in your circle of friends and acquain-
tances if you have not logged on to Facebook for 
some time? 

 

How many Facebook friends?  

How many of your Facebook friends are people 
you initially met on Facebook?  

 

Who do you connect to?  

Are any of your Facebook friends people you 
have not met in real life? 

 

Are you friends with any of your colleagues 
and/or store manager on Facebook?  

If yes, how many and why? 

If no, why not? 

 

Why do you (don‟t you) use Facebook to con-
nect with your colleagues? 

 

Does your store manager/manager encourage 
you to use SNSs to interact with colleagues?  

 

Do you use the site to make personal or business 
connections (or both)? Examples!!! 

 

Has a connection ever led to significant business  



and/or personal interactions outside Facebook? 

Have you ever got to know new employees via 
Facebook? 

Pay attention to wall posts, member comments, 
suggestions?  

Any positive experiences with this?  

Negative experiences? 

 

 

Bonding Social Capital 

There are several people at Electronicum I trust to 
solve my problems (personal and work related) 

 

There is someone at Electronicum I can turn to for 
advice about making very important decisions. 

 

If I needed an emergency loan of SEK 5000, I 
know someone at Electronicum I can turn to 

 

I do not know people at Electronicum well enough 
to get them to do anything important (reversed) 

 

Do you feel comfortable asking colleagues within 
your department for help with work related is-
sues? 

Personal issues?  

 

Do you feel comfortable asking colleagues outside 
your department for help with work related is-
sues? 

Personal issues?  

 

Do you feel comfortable asking managers/the 
store manager for help with work related issues? 

Personal issues? 

 

Does your store manager/managers encourage 
you to be friends with your colleagues? 

 

Do you think that the communication between 
employees within Electronicum is working well and 
is efficient? That is, does everyone know about 
meetings, general info etc.  

If yes, how do you receive the information?  

If no, why do you think that is and what im-
provements do you think could be done? 

 

Do you feel there is an open communication at-
mosphere? 
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If yes, why? 

If no, why? 

Do you believe that the social capital at your 
work place is of high quality?  

( = that is, do you trust your colleagues, do you 
share and receive info and knowledge that can 
improve your work results and others) 

Suggestions for improvement!!! 

 

Do you feel a lack of interaction between you 
and your colleagues?  

If yes, do you believe the use of SNSs could help 
increase the interaction? 

 If no, has the use of SNSs helped foster this in-
teraction?  

 

If you do interact with colleagues on SNSs (and 
in real life), is it with a certain group of em-
ployees (e.g. only floor personnel, only people in 
your department, only with managers…) or 
would you say it is with everyone? 

 

Do you feel that you know your colleagues? 
(within your department, outside your depart-
ment) 

E.g. how they will react to certain things, what 
type of persons they are.  

If yes, do you feel that you know them on  a per-
sonal level or more on a business level? 

 

Do you feel that you know your store manager?  

Electronicum group page on Facebook. 

For example, it would be used for the employees 
in Jönköping to, for example, gather people for 
parties, after work etc.. 

Do you think you would use this and do you 
think it could be good for the atmosphere at 
Electronicum? 

 

Bridging Social Capital  

If a bunch of new people would start work on 
Electronicum, would you want to get to know 
these people? Would you try “your best” to do 
it? 

What would be your approach to get to know 

 



them? 

Do you believe Electronicum is a good workplace?  

Do you feel you are part of the Electronicum 
community? 

 

Are you interested in what goes on at  
Electronicum? 
 

 

 

 


