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Abstract  

With the increased loss of control over the organizational identity (OrI) in social 

media, research has started to encourage organizations to hand over control of the 

OrI to the creation and distribution of stakeholders. This has created challenges 

for the strategic communicator in managing the OrI internally, as the employees 

adapt to the OrI in the mind of the stakeholder rather than the OrI set by the dom-

inant coalition. In order to provide new knowledge on how to remain in some con-

trol over the organizational identity in social media, and indirectly control the or-

ganizational identity in the mind of the employees, this case study has sought to 

understand how “external third-party stakeholders” make sense of IKEA’s ex-

pressed OrI. Through qualitative focus group interviews with IKEA stakeholders 

born between 1950 – 2000, the participants discussed their interpretations of con-

versations between IKEA and their stakeholders on Facebook. Through the lens of 

social constructivism, a thematic analysis was conducted on the empirical material 

retrieved from the focus groups, using impression management theory and sense-

making theory. One of the study's results suggests that when the organization ex-

press a response to their stakeholders that “the external third-party stakeholder” 

interpret as a diverting manoeuvre, they create a story to understand the identity 

expression. A process that risks creating an image far from the organization’s 

original intention, hence, their control. The study concluded that in order to re-

main in control over the OrI on Facebook, the medium should be managed by a 

communication practitioner in a strategic role. 
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1. Introduction 

1.1 Organizational Identity Management on Facebook – A 
Challenge for the Practice of Strategic Communication 

 

Social media has enabled brands to speak directly to their stakeholders and inter-

act on a daily basis (Yun et al., 2019), leading organizations to invest more re-

sources and time in applying social media to their daily operations (Kim et al., 

2017). IKEA is a good example of an organization that has invested in its work-

force to interact with its stakeholders in the digital domain. Currently, IKEA Sve-

rige has official accounts on Instagram, Twitter, and Facebook, where they share 

weekly posts from the organization. Moreover, the open social media platforms 

allow stakeholders to comment and express their thoughts and feelings about 

IKEA's operations, promoting interaction and creating a dialogue between the or-

ganization and social media users - a process IKEA has embraced. However, so-

cial media interaction is not a straightforward process to manage. It has been high-

lighted that social media has allowed conversations between stakeholders and the 

organization to reach hundreds or thousands of potential or existing customers, 

leading to new meanings and values attached to a brand beyond the organization's 

control (Xia, 2013). Particularly, Facebook has been deemed difficult to manage 

because stakeholders have control on this platform, which can result in a distorted 

brand image despite organizational efforts (Mingione et al., 2019).  

The followers of organizational Facebook webpages can be divided into two 

stakeholder groups; (1) the people who actively voice their opinions and (2) the 

people that act as neutral observers of the interaction (Lillqvist & Louhiala-

Salminen, 2013). This study is particularly focused on neutral observers, hence-

forth referred to as “external third-party stakeholders”, since Facebook allows 

them to observe the organizational page without following it, which can result in 

certain topics being spread to other arenas beyond the organization's insights 

(Lillqvist & Louhiala-Salminen, 2013).  
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Despite the lack of organizational control on Facebook, it is increasingly 

important to remain involved in social media interaction as an organization to fos-

ter stakeholder relationships and in doing so, create and communicate the organi-

zational identity, henceforth referred to as OrI (Ozdora-Aksak & Atakan-Duman, 

2015). According to Albert and Whetten’s (1985) original definition in Cayla and 

Penaloza (2012), OrI is defined as the employees’ shared understanding of what 

they consider to be distinctive, enduring and central about their organization 

(Cayla & Penaloza, 2012; reference to Albert & Whetten, 1985). Yet, the early 

definition has been criticized for being too unspecific (He & Brown, 2013), leav-

ing different definitions of the OrI in research (see Eger, 2019; Hatch & Schultz, 

2002). In this study, OrI is defined in line with Hatch and Schultz (2002) defini-

tion, presented in the next paragraph.  

Hatch and Schultz (2002) created the Organizational Identity Dynamics 

(OID) model in order to conceptualize stakeholder involvement. The model de-

fines the OrI as a product of the employees' sensemaking processes of identity 

which is influenced by the deep cultural structures of the organization. This is 

conveyed to the external stakeholders, who make sense of the expressed identity 

to form an image (Hatch & Schultz, 2002). Furthermore, the image is, by defini-

tion, a set of meanings attached to an object that helps people depict, remember 

and relate to it (Dowling, 1986). The culture and image formation is a reciprocal 

phenomenon in which the external stakeholder and the internal employee are con-

stantly exchanging interpretations, causing the development of the OrI. A process 

that is described as:  

 

“mirroring (the process by which identity is mirrored in the images of others), re-

flecting (the process by which identity is embedded in cultural understandings), 

expressing (the process by which culture makes itself known through identity 

claims), and impressing (the process by which expressions of identity leave im-

pressions on others)” (Hatch & Schultz, 2002, p. 199) 

 

When organizations convey their OrI to their stakeholders, it is common to use 

strategies that imbue the brand with personality traits and attributes (Frandsen, 

2017), leading the stakeholder to view the brand as a person rather than an object 

(Aaker, 1997). With the new perspective of viewing the OrI as a reciprocal prod-
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uct that arises with the involvement of stakeholders, and the lack of organizational 

control, I argue that the practice of strategic communication faces new obstacles 

in managing the OrI on Facebook. Specifically, because this platform allows for 

two-way communication (Sharma & Verma, 2018), for example, between the 

stakeholder and the organization. 

Recent research suggests that stakeholders play an active part in circulating 

personality traits about organizations (Lopez et al., 2020) and social media man-

agers are encouraged to let stakeholders create their own brand personality around 

the organization, thus, contesting the official brand personality that the organiza-

tion live by (Bange et al., 2020). Furthermore, Dawson (2018) found that social 

media managers tend to observe the image circulating about the organizations 

online and adapt their external communication accordingly. For example, if the 

practitioners are aware of their image as a “friend” on social media they restrain 

their communication in order to fit the image of “the friend” (Dawson, 2018). The 

process of the employees adapting to the external stakeholder image, also known 

as mirroring (Hatch & Schultz, 2002), is a phenomenon referred to as hyper-

adaptation (Ravasi & Phillips, 2011). Hyper-adaptation means that members of an 

organization deviate from the OrI strategy, which is set by the dominant coalition, 

to reinforce themselves toward the external audience with whom they interact. A 

phenomenon that in the short run, has positive implications for the organization’s 

OrI and the stakeholders' expectations, yet in the long run, can have a negative 

impact on the strategic alignment within the organization (Ravasi & Phillips, 

2011).  

In sum, social media has opened a new arena where different stakeholders 

can interact and influence each other’s image of organizations - such as IKEA. As 

an example, the Rhetorical Arena Theory (RAT) depicts how external stakehold-

ers together make sense of organizational communication without the involvement 

of the organization (Frandsen & Johansen, 2010). From an organizational perspec-

tive, the sensemaking of who we are as an organization becomes more open to ac-

cepting new meanings for sensemaking around the identity, depending on how the 

external stakeholder view and treat the organization (Weick et al., 2005). As such, 

the external stakeholder holds extensive power in influencing the cues that organi-

zational members use to make sense of the OrI (Weick et al., 2005). The new 

shift, in which hyper-adaptation and stakeholder distribution of the organizational 
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image takes place, requires more research into how the OrI is made sense of by 

the “external third-party stakeholder” as it impacts the sensemaking cues of the 

organizational members as well. Neglecting this insight could lead to the organi-

zation sending out identity expressions that impact the image in a way that indi-

rectly affects the organization’s sensemaking of their identity - resulting in a de-

stabilized OrI (Weick et al., 2005). As such, I argue that studying how identity 

expressions are made sense of, can provide the strategic communicator with 

knowledge in how to strategically manage their OrI on social media platforms be-

fore giving the interpretation away to the control of the stakeholders, pro-actively 

stabilizing their internal sensemaking of their OrI. 

1.2 Aim and Research Question 

The purpose of this study is to gain insight into how “external third-party stake-

holders” make sense of the organizational identity (OrI) based on the conversation 

between organizations and their stakeholders1 on social media, and more specifi-

cally, Facebook. The aim is to provide the field of organizational brand communi-

cation with a new understanding of how OrI expressions influence how “external 

third-party stakeholders” make sense of the OrI and subsequently form an image 

of the organization.  Through the purpose and aim of this study, I intend to devel-

op new knowledge of how organizations' social media interaction plays a part in 

influencing the stakeholder’s image of the OrI. To reach my purpose, the follow-

ing research question has been formulated:  

 

RQ: In what way do “external third-party stakeholders” make sense of the OrI 

that IKEA expresses when the organization communicates with their stakehold-

ers on Facebook? 

 

 
 
1 Stakeholders: In this study, groups of people who are affected by an organization's decisions or whose deci-
sions impact the organization are considered stakeholders (Steyn & Puth, 2000). This study is specifically target-
ing stakeholders who have had prior connections with IKEA as customers. 
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1.3 The Case Organization 

With origins in Älmhult, a small community in Småland, IKEA has grown to 

become a global furniture brand with warehouses all over the world (IKEA, n.d.-

b). The founder of IKEA, Ingvar Kamprad, was an important public representative 

for the organization throughout his life. His business model has substantially 

impacted the culture surrounding IKEA - solving small everyday problems with 

innovative solutions and a touch of frugality. To this day, IKEA continues to hold 

on to its vision of supplying furniture that anyone can afford (IKEA, n.d. ).  

IKEA, as a brand, has successfully created and sustained relationships with 

its consumers over the years. Something that has been achieved through “ revolu-

tionary retail brand experience, technological and sustainable innovations, as 

well as with its memorable marketing campaigns” (Rodrigues & Brandão, 2020, 

p. 79). According to past research about IKEA, it was found that the organization 

work strategically with marketing expressions that are humoristic, casual, and 

simple to favour a family-friendly image (De Roeck et al., 2013). The OrI 

expression towards stakeholders is guided by core values of pragmatism and 

being down-to-earth (IKEA, n.d. ). An OrI that is also portrayed in IKEA’s special 

customer membership club called IKEA Family, with the idea to promote a direct 

dialogue with customers and gain insight into their needs and ideas (IKEA, n.d.-

a). As such, IKEA has applied a strategy in which they seek to form close 

connections with their stakeholders by expressing an OrI that relates to the 

common man.  
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2. Literature Review 

2.1. Bridging the Field of Corporate Identity and OrI 

Research on identity has historically been studied from the corporate and the or-

ganizational perspective. More specifically, research in the corporate identity do-

main views identity as a production of management techniques determined and 

implemented by the dominant coalition to control the external image of the stake-

holders (Balmer, 2001), such as infusing the brand with different personality traits 

(Aaker, 2010).  In contrast, identity from the organizational perspective is viewed 

as a product that originates from the employee's understanding of “who we are as 

an organization” (Balmer, 2001). Thus, the former has origins in the field of mar-

keting studies, whereas the latter can be traced to organizational studies (Schultz 

et al., 2002). Despite being divided into different fields of research, Schultz et al. 

(2002) argue that the concept of identity is treated as the same phenomenon in 

both disciplines, which creates a need for bridging the two fields of research. The 

main argument for this is that it has become increasingly difficult to differentiate 

the stakeholder groups that take part in the identity creation of the different fields, 

i.e., the employees, the external stakeholders and the dominant coalition. In order 

to merge the two fields and include all relevant stakeholders, Schultz et al. (2002) 

found it necessary to create a new conceptualization of identity by relating the 

phenomenon to culture and image, leading to the development of the OID model 

(Hatch & Schultz, 2002) (see chapter 1). Consequently, since this study is based 

on the OID model with connections to two different fields of research, it is neces-

sary for the remaining parts of the literature review to address relevant research 

from the perspective of OrI (see chapter 2.2) and of corporate identity (see chapter 

2.3).  

2.2. Identity and Identification 

Identity is a concept that has been studied in relation to the process of identifica-

tion (see Büyükdağ & Kitapci, 2021; Casidy et al., 2018; Krishna & Kim, 2021; 
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Podnar et al., 2011). More specifically, identification is the discursive process in 

which identity is constructed i.e. it is the process that converts, shapes and ex-

presses the structural collective identities that are produced from sensemaking ac-

tivities from organizational members (Kuhn & Nelson, 2002), and stakeholders 

outside of the organization (Scott & Lane, 2000). A growing amount of research 

has started to explore how the processes of OrI and identification are formed in 

the external context. Huang-Horowitz and Evans (2017) investigated how small 

development companies express their OrI to gain legitimacy in their industry. The 

authors found paradoxical tension which suggests that organizations face issues 

when they, for example, must differentiate themselves in relation to competitors, 

but at the same time not differentiate themselves too much to belong to the image 

of the industry. To overcome the paradoxical tensions, the authors of the article 

argue that organizations should avoid following the temptation to keep a con-

sistent OrI to deal with these paradoxes and instead try to stay flexible and man-

age a complex OrI (Huang-Horowitz & Evans, 2017). Similarly, Fombelle et al. 

(2011) found that when an organization can unlock synergies that resonate with 

the identification process of the stakeholder, the stakeholder will find it easier to 

identify with the OrI. Thus, the more identities the company can convey, the more 

impact it will generate on creating the OrI (Fombelle et al., 2011). Applying an 

equivocal image that resonates to many stakeholders’ is advocated for by Price et 

al. (2008) as well. However, the authors of the article argue that an OrI is not de-

termined by fixed attributes, but rather by the labels associated with them. These 

labels may remain consistent over time but can also change in meaning depending 

on the context (Price et al., 2008). By way of illustration, my interpretation is that 

an organization can have a public image of being ‘family friendly’, but through 

the lens of identification, the collective structure that forms the ‘family friendly’ 

identity in the minds of the stakeholders can change.  

2.3. Brand Personality and Social Media 

As the previous part of the literature review has mainly explored the area of iden-

tity in relation to the OrI, this section will address research related to brand per-

sonality as it is a concept often intertwined with that of identity (Abdullah et al., 

2022). The personality of a brand is defined as “a set of human characteristics as-
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sociated with a given brand. Thus, it includes such characteristics as gender, age, 

and socioeconomic class, as well as such classic human personality traits as 

warmth, concern, and sentimentality” (Aaker, 2010, p. 141). Aaker (1997) devel-

oped a framework consisting of different personality traits of a brand, specifically 

a “reliable, valid, and generalizable” (p. 353) quantitative scale to measure the 

different dimensions. The framework consists of personality traits that stakehold-

ers associate with a brand, presented as (1) sincerity: down to earth, honest, 

wholesome, cheerful (2) excitement: daring, spirited, imaginative, up-to-date (3) 

competence: reliable, intelligent, successful (4) sophistication: upper class, charm-

ing, and (5) ruggedness: outdoorsy, tough (Aaker, 1997). To put it differently, the 

theory suggests that individuals tend to attribute human traits to brands, also 

known as personification (He et al., 2021), by cognitively forming opinions based 

on, among others, the marketing, country of origin, company image, and/or celeb-

rity endorser (Aaker, 2010, p. 146). To address the issue of Aaker's personality 

theory being limited in its cross-cultural applicability, new research has created a 

simpler measurement tool with five dimensions. These are: responsibility (down-

to-earth, stable, responsible), activity (active, dynamic, innovative), aggressive-

ness (aggressive, bold), simplicity (ordinary, simple), and emotionality (romantic, 

sentimental) (Geuens et al., 2009). This study will enhance the current frame-

works of brand personality by utilizing the dimensions introduced by Geuens et 

al. (2009) for the sampling of IKEA’s OrI expression on social media. Through 

this approach, the research will provide a qualitative perspective to the dimensions 

of brand personality. 

Indeed, theory on brand personality is frequently found in research, more 

specifically in quantitative studies (see Béal & Grégoire, 2021; Kim et al., 2017; 

Kuo & Huo, 2017; Lopez et al., 2020; Mora Cortez & Ghosh Dastidar, 2022; 

Nadeau et al., 2020; Ning et al., 2022; Simiyu et al., 2019; Xia, 2013), mixed 

methods (see Ham & Lee, 2015; Masiello et al., 2020) and qualitative studies (see 

Feng et al., 2021; He et al., 2021; Robertson et al., 2019). Consequently, quantita-

tive research in scholarly literature is widely acknowledged, resulting in a relative 

underrepresentation of qualitative research, which often employs content analysis 

as a method. Conducting additional qualitative research would be useful to inves-

tigate how organizations, such as IKEA, express brand personalities. This research 

would complement existing quantitative studies on brand personality expression 
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in social media within the context of interactions between organizations and their 

stakeholders, which will be presented in the following chapter. 

2.3.1 Brand Personality and the Expectations of Stakeholders 

A brand's personality is not created based on the product that the organization 

sells, but by the way, the organization interacts on social media (Kim et al., 2017). 

Social media interaction has a positive effect on the awareness of a brand (Lopez 

et al., 2020), and an organization that allows its online community to identify with 

them create room for oppositional brand loyalty i.e., stakeholders' intention to turn 

against the organization's competitors (Kuo & Huo, 2017).  

Research has investigated how stakeholders respond to organizational 

comments on social media in relation to brand personality traits. For example, 

stakeholders react differently to the organizational responses depending on the 

normative expectation that stakeholders already have of the company in terms of 

personality (Xia, 2013). Stakeholders tend to show more acceptance of a defen-

sive response if the brand is regarded as “perfect”, whereas a “sophisticated 

brand” is perceived as more authentic if they respond vulnerably (Xia, 2013). Al-

so, research indicates that interpreting the organization's communication on social 

media depends on the stakeholder's personality. For example, if a stakeholder 

identifies with an organization that is exciting and that organization acts trustful, 

this was shown to have a negative impact on the word of mouth of the stakehold-

ers as they no longer can identify with this personality (Lopez et al., 2020). Fur-

thermore, a brand's use of either aggressive or kind humor yields different re-

sponses, depending on the personality of the brand in the cognitive consciousness 

of the stakeholders (Béal & Grégoire, 2021). More specifically, research indicates 

that kind humor i.e. laughing with the stakeholder, fostered more positive online 

relationship activities from the social media audience, compared to aggressive 

humor that laughs at the stakeholder, but that this was also dependent on the ex-

pectations that the stakeholder had of the organizational expression (Béal & 

Grégoire, 2021). Despite the potential benefits of humor as a communication 

strategy when used appropriately, other research shows that if an organization acts 

informal and funny, this can decrease the level of trust from organizational stake-

holders (Kim et al., 2017).  
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In sum, the expected personality of the brand, as well as the personality of 

the individual stakeholder, are factors that influence the reaction to OrI expres-

sions on social media, as shown in previous research. However, research has not 

yet explored in detail the sensemaking process around how an OrI expression, 

conveyed through brand personality attributes, is formed in the mind of the stake-

holders, which this study will focus on. Furthermore, for this study, this raises in-

teresting questions such as: how is IKEA, with a strong image of being “family-

friendly”, expected to answer on social media platforms, such as Facebook? And 

what happens when a large and established organization perform OrI expressions 

that contradict the stakeholder’s expectation?  
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3. Theoretical Framework 

3.1. Sensemaking  

“Sensemaking is the individual construction and reconstruction of meaning based 

on available information and experiences; it is the process by which stakeholders 

seek to understand what has happened, and to develop a sense of what should be 

done moving forward.” (Weber et al., 2014, p. 70). 

 

Wiley (1988, as quoted by Weick, 1995, p. 70) explains sensemaking as a phe-

nomenon which can be divided into two micro and macro levels.  From the micro 

level, intersubjectivity takes place on an individual level when an individual's on-

tological assumption about reality becomes altered through interaction (Weick, 

1995). The process of this alteration takes place when the “I” of the individual 

constantly shift into the “you” i.e the other self that arises in every moment of 

time (Pierce, 1955, as quoted in Wiley, 1988). Hence, the “you” is not the other 

humans taking part in the interaction “but your own ‘mirror image’” (Bakker, 

2011). Furthermore, Weick (1995) explains that the interaction in which such a 

process take place is not a result of compliant norms based on societal structures, 

but rather an emergent or mutual understanding of reality. Furthermore, social 

structures are levels in which intersubjectivity gives way to generic subjectivity 

which means that sensemaking, especially within the organization, takes place in a 

structured setting in which rules and standardized work procedures rule. This re-

sult in leaving the “I” behind yet applying intersubjectivity in some cases when 

gaps occur that cannot be explained by standardized ways of working (Weick, 

1995). In sum, the concept of intersubjectivity and generic subjectivity are im-

portant pillars for the following analysis of this study, as it provides a framework 

to explain the sensemaking between individuals and other macro-factors that 

might have an impact on the sensemaking processes. It's important to note that 

sensemaking isn't necessarily about discovering the exact interpretation, but rather 

about arriving at a reasonable explanation with (Weick, 1995). Consequently, the 
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analysis of this study cannot account for an exact sensemaking process of IKEA´s 

OrI. I can only try to come as close as possible to an interpretation in the minds of 

the stakeholders.  

3.1.1 Sense-giving and Sensemaking from a stakeholder approach 

Sense-giving is as relevant as sensemaking in the reciprocal production of the OrI 

between the organization and the stakeholders (Gioia & Chittipeddi, 1991). More 

specifically, sense-giving is defined as “the process of attempting to influence the 

sensemaking and meaning construction of others towards a preferred redefinition 

of organizational reality” (p. 442). Thus, it is something that occurs when either 

the organization or the stakeholders have created new interpretations, through a 

sensemaking processes, that they want to influence the other party with (Gioia & 

Chittipeddi, 1991). Previous research has involved both sensemaking and sense-

giving processes between the organization and its stakeholders in terms of leader-

ship and management communication (see Foldy et al., 2008; Gigliotti, 2020; 

Maitlis & Lawrence, 2007), especially during crisis situations (see Joshi & 

McKendall, 2016). However, it has been criticized that the view of sensemaking, 

in relation to the creation of the OrI, should not only be studied in relation to ma-

jor disrupting events, but to everyday activities (Oliver & Vough, 2019) such as 

interaction on social media. Thus, there is a need for future studies to investigate 

both sensemaking and sense-giving processes in relation to the OrI, taking place 

in ordinary everyday organizational practices, which is of focus in this study.  

Gioia and Chittipeddi (1991) theorize the relationship between sensemaking 

and sense-giving between an organization and their stakeholders by describing the 

process in terms of four concepts. (1) Envisioning (cognitively): the sensemaking 

of the individual who must convey a vision towards stakeholders. (2) Signaling 

(action): sense-giving of the visions to concerned stakeholders. (3) Re-visioning 

(cognitively): the stakeholders attempt to make sense of the sense-giving activi-

ties. (4) Energizing (action): The stakeholders' interpretation is transferred back to 

the organization through sense-giving, to influence the original vision. As the 

model suggests, sense-giving activities are often a phenomenon in which an actor 

seeks to impact the ongoing sensemaking processes, whereas sensemaking pro-

cesses deal with understanding (Gioia & Chittipeddi, 1991) of an event that cre-
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ates ambiguity and uncertainty in the rational everyday life (Weick, 1995). Build-

ing on this theory, Weber et al. (2014) found that the information included in the 

sense-giving activities from an organization could develop into different stories 

depending on the stakeholders who participate in the sensemaking process. In-

deed, this could potentially result in several parallel stories in which the organiza-

tion fail to notice in the signaling stage (Weber et al., 2014), affecting the organi-

zational ability to manage its image (Abolafia & Hatmaker, 2013).  

In the process of constructing the OrI, organizations send out cues to their 

stakeholders, with the intention to portray a specific identity (Levine Daniel & 

Eckerd, 2019). Moreover, when the stakeholder receives the organization's cues, 

they ” internalize their own distinct and diverse perception of the organization's 

identity ” (Levine Daniel & Eckerd, 2019, p. 214). As such, the organization is 

very much part in the stakeholder's sensemaking of the OrI, yet the cues that are 

involved in the sensemaking process are biased in the sense that individuals’ 

sensemaking are dependent on extracted cues, thus parts that have familiar struc-

tures for them (Weick, 1995). To simplify it, they only make sense of a phenome-

non based on parts of their context and other points of reference. Thus, not all 

cues that organizations send out will be part of the stakeholder sensemaking of the 

OrI. In addition, research suggests that cues can be a result of other societal influ-

ences, for example, the media (Hatch & Schultz, 2002) or the impressions of other 

stakeholders (Dutton & Dukerich, 1991).  

Furthermore, another important aspect that influences the process of sense-

making is the theory of retrospective thinking (Weick, 1995). The concept entails 

that people can only make sense of what they have done after they have done it - 

meaning that reality can never be captured in a specific moment, as the intellectu-

alization of that reality always happens after the moment in which reality occur 

(Weick, 1995). Retrospective thinking means that the cues that the individual re-

ceives will always be memories, and when the individual search for the memory 

that they want to make sense of, the act of remembering will trigger other inter-

pretations and memories that will impact the event that is subject to sensemaking 

(Weick, 1995). Adapting frames from previous experiences, also known as brack-

eting (Weick et al., 2005), means that the person makes the situation comprehen-

sible by, for example, relating it to their professional role (Holt & Cornelissen, 

2013) adapting storytelling to facilitate interpretation (Colville et al., 2012) relat-
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ing it to previous experiences of similar emotions (Weick, 1995), or comparing it 

to items with similar properties (Edgerly, 2021). As such, retrospective thinking 

provides the sensemaking process with different frames of reference that impact 

the interpretation of the sense maker.  

In sum, the theory of sensemaking is valuable for this research as it will al-

low me to explore how “external third-party stakeholders” make sense of IKEA’s 

OrI expression. Consequently, the theory is central to answering the research 

question.  

3.2. Impression Management and Identity 

Identity is the self-appraisal of attributes that individuals ties to themselves in 

terms of  “ physical and cognitive abilities, personal traits and motives, and the 

multiplicity of social roles including worker, family member, and community citi-

zen” (Whitbourne & Connolly, 1999, p. 28). Thus, identity is a result of both in-

dividual and societal constructs (Kuhn & Nelson, 2002) in which the person men-

tally decides his or her unique identity traits and the societal group of belonging 

(Proudfoot et al., 2017). Furthermore, in the process of establishing an identity, 

the individual seeks to influence their identity by managing the impressions of 

others (Proudfoot et al., 2017), hence, the perception of the identity in their minds.  

Impression management is based on the idea that an actor's actions, perfor-

mances, engagements, etc. have underlying intentions that can be revealed by the 

audience, either intentionally or unintentionally (Picone, 2015). Furthermore, the 

main purpose of impression management is to reveal the strategies an actor uses 

when trying to change or control the audience's perception (Picone, 2015). Organ-

izational performances on social media can have several different agendas, such 

as information distribution or dialogue prior to decision-making (see Heavey et 

al., 2020). The process of influencing stakeholders with organizational values, 

strategies, frame of reference or a common vision is by research described as the 

process of evangelization (Heavey et al., 2020). The concept entails that the or-

ganization use storytelling, images, messages, language, and other rhetoric in a 

way that is meant to alter audience perception, attitude, and behavior. For exam-

ple, it has been found that organizations who seeks to maintain social acceptability 

on Facebook apply impression management strategies that depict “conventional 
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politeness, moral discourses and diversion” (p. 19) when replying to topics that 

might have a negative impact on the image of the organization (Lillqvist & 

Louhiala-Salminen, 2013). As such, the organization, i.e., the performer, can 

adopt certain strategies to come across a certain way in the mind of the receiver.  

To summarize, I believe that impression management theory is applicable to 

this study, along with the theory of sensemaking and sense-giving, since the in-

vestigation may be enriched with a more nuanced understanding of the intentions 

behind the OrI expression of IKEA. Thus, enabling a more insightful and compre-

hensive analysis.  Consequently, the next section will explain Goffman’s impres-

sion theory in depth, also providing argumentation for how it applies in the digital 

context.  

3.2.1 Goffman’s theory and its application to social media 

The presentation of personalities can be traced back to Goffman’s (1959) theory, 

explaining how individuals express themselves, intentionally or unintentionally, 

and how these expressions leave impressions on others. The expressions can take 

different forms; firstly, verbal symbols that are used to convey the specific infor-

mation. Secondly, a variety of actions by the sender that might make the audience 

think that there is an unspoken meaning behind what is being said. Another key 

aspect of Goffman’s (1959) theory is that the performance of the individual's 

‘self’ takes place in a frontstage and backstage. More specifically, this means that 

the performance, i.e., when the individual expresses a certain role, takes place in 

the front stage with the audience, whereas the individual goes out of character 

when joining backstage. For example, when an employee of an organization inter-

acts with stakeholders, he or she adapts a character that is later left behind when 

he/she re-enters the organization i.e. backstage. In contrast, when the frontstage 

performance occurs, Goffman (1959) argues that the different participants who in-

teract do so according to informal and formal frames established for the commu-

nication. When the face-to-face interaction takes place the, different actors “sup-

press its candid view of itself and of the other team, projecting a conception of self 

and a conception of other that is relatively acceptable to the other” (Goffman, 

1959). As such, the different actors assist each other in accomplishing the impres-
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sions that they are trying to promote. Consequently, the identity is constantly 

changing depending on the audience that takes part in the performance.  

Similarly to individuals, organizations engage themselves in performances 

before their audiences in diverse contexts (Allen & Caillouet, 1994). Indeed, 

Goffman’s theory is not only about managing the audience’s perception of the 

self, but also about managing the perception of the team (Picone, 2015), i.e., the 

organization. Furthermore, the rise of social media has developed a new public 

domain in which users can evaluate the character of an organization, through the 

exchange of opinions, views and experiences (Etter et al., 2019). Ross (2012) ar-

gues that the new situational context of social media has blurred the perform-

er/audience perspective of Goffman´s theory, just as it has disabled the face-to-

face interaction that is a prerequisite for performance processes. By applying 

Meyrowitz (1985) theory to Goffman´s theory, Ross (2012) solves this issue by 

arguing that the situations of interactions in a mass-mediated society are not tied 

to a physical location, but rather “ types of behaviour that are available to other 

people’s scrutiny and that inform the roles played by participants in a given set-

ting“ (Ross, 2012; p. 166). As such, the performer does not perform a role based 

on direct face-to-face interaction. Instead, an organization makes inferences about 

the total audience based on the stakeholders with whom they have had interaction, 

together with their previous experience, which acts as the basis for their role per-

formance to the intended audience. The role performance can also be influenced 

by intermediated communication, i.e. that the organization listen to a representa-

tive of the audience and adapts the performance according to him/her. Neverthe-

less, Ross (2012) emphasizes that when the performance takes place on social 

media, the producers and audiences should not be viewed as separate ontological 

actors, but as categories that individuals assume in specific situations. And the 

outcome of the interaction can only be reached if you view the audience as a so-

cial construct (Ross, 2012). Consequently, research on how identity formation is 

created and made sense of, can provide a future understanding of organizational 

role enactment as a reply to social audience construct, and thereby, broaden the 

theoretical understanding of role enactment in a social media context.  
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4. Methodology 

The aim of this study is to provide the field of organizational brand communica-

tion with a new understanding of how organizational identity (OrI) expressions 

are made sense of by “external third-party stakeholders” to answer the following 

research question:  

RQ: In what way do “external third-party stakeholders” make sense of the OrI 

that IKEA expresses when the organization communicates with their stakehold-

ers on Facebook? 

4.1. Research Approach 

To answer the research question, a qualitative case study was applied. A qualita-

tive case study is a good way of gaining an in-depth understanding about a phe-

nomenon that you cannot reach without incorporating contextual factors that are 

of importance to the phenomenon (Yin, 2009). In this case, the creation of the im-

age based on the interpretation of OrI cannot be studied without involving an or-

ganization, such as IKEA. Furthermore, since the research question specifically 

sought to understand the sensemaking processes of individuals, it was necessary 

to find a method that could accommodate this goal. According to Merriam and 

Tisdell (2016) focus groups are a good way of getting an insight into how partici-

pants share and alter their understanding after hearing the views of others. As 

such, I argue that focus groups are a good way of observing a sensemaking pro-

cess, since sensemaking is an immediate phenomenon that occurs when people 

experience a disruption in everyday life, leading them to try and understand the 

situation (Weick, 1995). Thus, the process of sensemaking would be difficult to 

retrieve when occurring in the mind of the participant as it probably would have 

already occurred. In contrast, the focus group could make it easier to observe this 

process, since hearing the view of other participants could spark sensemaking in 

the present. 
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Focus group interviews are naturally socially constructed as a result of the 

interaction between the participants, implying that this way of collecting data ap-

plies a constructivist perspective (Merriam & Tisdell, 2016). Thus, this research 

will ontologically view reality as something that is constructed when individuals 

interact with their social world. Epistemologically, knowledge is reached through 

meaning-making processes between individuals when trying to make sense of 

their reality (Merriam & Tisdell, 2016).  

4.2. Data Collection 

When selecting a case for the study, three criteria were set to be fulfilled (1) a 

well-known brand, (2) a brand with a substantial online presence, and (3) a Swe-

dish brand. Thus, I first looked at a list of Sweden's highest-ranked brands in 

terms of indexes of trust, quality, reputation, value for money, recommendation 

and customer satisfaction during 2022 (Keldsen, n.d.), resulting in 10 large corpo-

rations to choose from. Next, I looked through the corporation's social media 

presence on Instagram and Facebook, more specifically, the level of interaction 

they had with their stakeholders in the comment sections. According to Yin 

(2009), only applying one case means that the researcher must select the case that 

is believed to produce the most material for the study. IKEA had a high level of 

interaction on Facebook and a high ranking on the index. Subsequently, IKEA 

was a good candidate to use to answer the research question of this study. Fur-

thermore, I observed the interaction on both Facebook and Instagram and con-

cluded that Facebook had more information-rich interaction. LinkedIn was ruled 

out as it presumably applies to communicating with a specific target audience, i.e., 

prospective employees.  

4.2.1 Sampling of Material from IKEA’s Facebook 

The sampling began by going through all posts on IKEA’s official Swedish Face-

book page, dating from the 16 of August 2022 to the 15 of January 2023. I made 

the active decision not to include posts that were published while the study took 

place. This decision was done as a response to the dynamic nature of social media, 

in which more comments can appear on newer posts, which can impact the sam-

pling. Before the focus group interviews, I carefully monitored the company to 
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ensure no factors were affecting how they communicate with their stakeholders in 

their daily business. In addition, close observation was made to current posts on 

social media, concluding that the nature of the comments was like previous 

months - leading to a saturation in the material.  

I retrieved comments between IKEA and its stakeholders by taking print 

screens of the conversation, leaving out comments that only consisted of emojis or 

the phrase “answer in PM”. The print screens were categorized, in Trello (web-

site), according to the nature of the stakeholder comments since these directly im-

pacted the communication from IKEA. More specifically, the categorization was 

done as follows: (1) Help: stakeholders asking for help in certain matters eg. 

about furniture, opening hours etc. (2) Crisis response: comments that risk affect-

ing IKEA's long-term image. (3) Goodwill: positive comments and appreciation 

posts from stakeholders. (4) Unsatisfied customers: stakeholders who have had a 

bad experience at IKEA and are disappointed. (5) Feedback: Posi-

tive/constructive/negative feedback about IKEA’s business. Furthermore, the 

Feedback category differed from the Unsatisfied customer by not being tied to a 

specific event.  

Through theoretical purposeful sampling, entailing that research select ma-

terial based on categories in existing theory (Gentles & Vilches, 2017), I selected 

16 comments through categorization according to Geuen’s et al. (2009) brand per-

sonality framework (see chapter 2.2) (see Appendix 3). The material was com-

piled into a compendium which was then shown to the participants in the focus 

group interview. One quality that signifies qualitative research is that the re-

searcher often is the primary instrument for collecting data (Merriam & Tisdell, 

2016). Furthermore, this implies that the sampling of the material could fall sub-

ject to the researcher's biases, which could risk the study´s results being influ-

enced by my decisions to eliminate certain comments and incorporate others to 

favour the result of my study. To reduce my subjective impact, I constantly re-

flected on why I left out certain comments in favour of others. In the end, all of 

the comments could be used, but I decided to retrieve the comments that I thought 

represented the comments in the same category the most, which was then present-

ed to the focus group. 
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4.2.2 Sampling of Focus Group Interview Participants 

According to Stewart and Shamdasani (1990) the participants in focus groups 

must be willing to provide the information needed by the researcher while being 

representative of the population being studied. Consequently, the participants in 

this study needed to have former knowledge about the case being studied and, 

thus, represent IKEA´s stakeholders. In this study, the stakeholders of IKEA are 

regarded as anyone affected by an organization's decisions (Steyn & Puth, 2000), 

in this case, their consumers. As this study focuses on external stakeholders, the 

employees were left out. As such, the sampling for the focus group interview of-

fered a broad scope of possible candidates. However, it is the older generations, 

particularly those born between 1950 and 2000, who use Facebook most frequent-

ly on a daily basis (Andersson et al., 2022). Therefore, it was reasonable to exam-

ine this group of stakeholders since they are likely the primary “external third-

party stakeholders”. 

As a result of the broad range of possible candidates, together with the 

timeframe for this study, the participants were selected through snowball sam-

pling. This sampling method involves the researcher inquiring with some of the 

participants if they know anyone else who would be interested and qualified to 

participate in the research (Daymon & Holloway, 2011). The participants that 

were asked to participate were friends of friends and distant acquaintances of my 

family members, i.e., work colleagues and old university friends. I sent the partic-

ipants an e-mail explaining the research topic and the requirements for participat-

ing in the study, i.e., having a previous relationship with IKEA. They were in turn, 

asked if they knew anyone who might also be willing to take part in the study. 

The sampling strategy resulted in homogenous groups where all participants be-

longed to the same socioeconomic background, i.e. Swedish white-collar workers. 

According to research homogeneity, it is not a problem since focus groups advan-

tageously are paired based on similarities, since differences could lead to partici-

pants feeling uncomfortable expressing their opinions (Krueger, 1994). I also as-

sessed that homogenous groups were an advantage for the study since it was im-

portant that the participants felt comfortable talking and sharing their way of rea-

soning with like-minded people. Furthermore, the participants were divided to be 

close in age. Having a homogenous age group can be a disadvantage because it 

limits the range of perspectives and information that can be shared in discussions 
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(Morgan, 1997), which suggests that it would have been preferable to structure the 

groups differently. However, due to the different schedules of the participants, this 

was not possible for the time limit of this study.  

The snowball sampling strategy resulted in 4 groups in which people were 

acquainted with each other – in total, three of the focus groups had at least one 

couple taking part, and the rest were distantly acquainted with each other. The ad-

vantage of forming groups where the participants know each other is also another 

way of making them feel more comfortable participating in the debate (Morgan, 

1997). On the other hand, the fluent and comfortable discussion could be a result 

of an already prepared framework in which the individuals have established topics 

that are off-limits to talk about, preventing the researcher from retrieving infor-

mation that could be important for the study. Yet, it is emphasized that finding 

strangers could be difficult, and therefore, the ultimate criteria should be that the 

group is able to discuss in a way that is useful for the researcher (Morgan, 1997). 

By comparing the pros and cons, I decided that it was most important for the par-

ticipants to be comfortable with each other while forming the focus groups since 

the topic of the conversations was most likely not of limits to discuss. 

Each of the four groups contained four individuals. Although this contra-

dicts the literature recommendations of having a minimum of 6 participants 

(Stewart & Shamdasani, 1990), it has been emphasizes that it is possible to con-

duct a successful focus group interview with less than four participants, and that 

the amount of people in each interview comes down to the purpose and limitations 

of the situation (Morgan, 1997). As this research sought to create in-depth discus-

sions regarding IKEA interactions, I assessed that the interview would benefit 

from having fewer participants since this allows more people to express their 

opinion. In sum, seven males and nine females took part in the study, presented in 

Table 1 below:  
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Table 1: Demographic information of focus group interview participants. 

Participant nr Group nr Age Gender Previous attitude 

towards IKEA 

Participant 1 1 48 Female Positive 

Participant 2  1 60 Male Positive 

Participant 3  1 61 Female Positive 

Participant 4  1 58 Male Positive 

Participant 5  2 41 Female Positive 

Participant 6  2 40 Female Both negative and 

positive 

Participant 7  2 54 Male Positive 

Participant 8 2 35 Female Both negative and 

positive 

Participant 9  3 63 Female Positive 

Participant 10 3 64 Male Positive 

Participant 11  3 63 Female Positive 

Participant 12  3 57 Female Both positive and 

negative 

Participant 13 4 27 Male Positive 

Participant 14  4 27 Male Positive 

Participant 15  4 25 Female Positive 

Participant 16  4 27 Male Positive 

4.3 Focus Group Interview Procedure 

The focus group interview was initiated by explaining some ground rules. In ac-

cordance with Stewart and Shamdasani (1990) recommendations, I made it clear 

that there were no right or wrong answers and that participants should feel com-

fortable expressing themselves openly without fear of disagreeing with each other. 

I also revisited some of their rights from the consent form to ensure that they un-

derstood the implications of participating in the study. Finally, the participants 

had the opportunity to ask questions before the interview began. Thereafter, I 

started the recording on my mobile phone. During the interview, I followed my 

interview guide (see Appendix 2), which I designed in accordance with a semi-
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structured interview, allowing me to interview by alternating between more and 

less structured questions (Merriam & Tisdell, 2016). I began the interview by ask-

ing three general warm-up questions to stimulate reflections and discussions to 

gain insight into their previous image of IKEA (see Appendix 2). After a while, I 

introduced the compendium with IKEA comments, sorted into categories, which 

we went through systematically (see Appendix 3).  This part was more structured 

than the initial interview phase. However, while creating the manual, I designed 

the questions to be open enough to enable participants to make interpretations that 

“are most memorable, important, or salient to them” (Stewart & Shamdasani, 

1990, p. 63) as well as short and easy to understand (Gentles & Vilches, 2017). 

Furthermore, a semi-structured guide allowed me to act on the current situation 

(Merriam & Tisdell, 2016) and ask follow-up questions to the new ideas that the 

participants introduce (Rubin & Rubin, 2005). If the participant mentioned a topic 

that I found intriguing and worthy of further investigation, I would inquire about it 

by asking additional questions that were not initially included in the guide. How-

ever, I constantly questioned my involvement in the discussion to prevent myself 

from asking biased questions that risked supporting my own preconceived opin-

ion. 

4.4 Data Analysis 

In order to understand the sensemaking processes occurring in the focus groups, I 

transcribed the recordings myself without using any websites or tools. I carefully 

reviewed the transcript twice to make sure it accurately represented the recording. 

Upon conducting the initial focus group, I came to the realization that showcasing 

16 comments did not provide the thorough examination that I was aiming for. Fur-

thermore, it was evident that the vast quantity of content caused the focus group 

participants to lose direction after a certain period of time. Subsequently, I decid-

ed to reduce the number of comments on each category and present the comments 

that I thought were most representative (see Appendix 3 for the eliminated com-

ments). It could be argued that altering the material presented to the focus group 

makes the results non-comparable, hence, inapplicable to the analysis. After close 

reflection and consideration, regarding how the usage of the material from the first 

focus groups would impact the analysis and comparability to the other focus 



 

   24 

groups, I decided to maintain the material from the first group in the analysis. In 

the coding process, I marked the parts where the participants had used an example 

from the deleted comments, and I made sure not to compare any dissimilarities; 

only material that strengthened the other focus groups' interpretations was used. 

As such, the material from the first focus group was applied to strengthen the ra-

tionale rather than comparing differences and tensions.  

The data analysis was performed during the same time as the focus group 

interview took place. This allowed me to alter my data collection to suit the prob-

lem that my research addressed (Merriam & Tisdell, 2016). More specifically, the 

process took inspiration from Lochmiller’s (2021) framework for thematic analy-

sis, specifically tailored for focus group material. The analysis and coding process 

will be presented in-depth in the next paragraph.  

The focus group interviews took place from the beginning of March to the 

beginning of April. The theoretical sampling of IKEA’s Facebook posts provided 

me with initial themes before the analysis and coding process took place. Yet, the 

themes where not set in stone, and I therefore started the analysis phase by, in line 

with Lochmiller (2021), familiarizing myself with the text by highlighting words, 

phrases and statements, also known as in-vivo coding (Daymon & Holloway, 

2011), that I thought were interesting for the research question as well as the pre-

vious research. As such, by familiarizing myself with the data through an open 

and intuitive approach to the transcript while comparing the data with theory, I al-

ternated between applying an inductive and deductive work process (Merriam & 

Tisdell, 2016). Furthermore, during the initial coding, I found metaphors and 

analogies that the participants used to explain IKEAs OrI expression, resulting in 

five different images; “The shallow and over-friendly influencer”, “the experi-

enced and arrogant lawyer”, “the human and daring youth”, the “sympathetic 

grown-up”, and “the genuine friend”, which provided the structure for the analy-

sis. In the second coding round, I went back to the material and, in line with 

Lochmiller (2021), looked at the previous codes to find categories that explained 

the initial themes. During this process, I established open codes, allowing me to 

describe the phrases and categories (Daymon & Holloway, 2011) highlighted dur-

ing the first coding round. Furthermore, during this process, I eliminated certain 

codes that I did not find relevant to the theory or the research question 

(Lochmiller, 2021). The remaining parts of the open codes and the quotes were 
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placed in a matrix (see appendix 4). In the presentation of the themes and their 

categories and sub-categories, I took inspiration from Lochmiller’s (2021) themat-

ic analysis structure, in which the overall themes are presented by the categories 

that describe them.  

By relying solely on myself as the primary tool for analysis, there is a risk 

of inherent human biases affecting the accuracy of the analysis (Merriam & 

Tisdell, 2016). During the analysis process, I was aware that I had my own inter-

pretation of IKEA’s expressions, and that I risked using the participants’ expres-

sions as a way of confirming my own image of IKEA. To avoid an analysis that is 

subject to my biases, I constantly wrote down my interpretations of the expression 

before interpreting the quote of the participants. This allowed me to look beyond 

my own scope of interpretation, yet the reader of this research should be aware of 

potential biases in the result.  

4.5 Methodological Reflection 

Focus group interviews, or individual interviews, are recommended when a study 

seeks to explore how individuals talk about a certain phenomenon (Stewart & 

Shamdasani, 1990), which made both methods applicable for this study. Compar-

ing the two methods, research shows that focus group interviews produce only 60-

70 % of the number of ideas that they would have generated if they had taken part 

in individual interviews (Morgan, 1996) – indicating limitations in the empirical 

material of this method. However, researchers argue that focus groups have the 

unique ability to not only look into people's ideas and opinions but also to provide 

sources for the motivations behind these expressions (Morgan, 1996). As such, 

focus group interviews require the participant to provide a rationale argument for 

their view, which I argue is key to exploring the sensemaking occurring as a re-

sponse to IKEA’s OrI expressions. Consequently, I made the assessment that fo-

cus group interviews were applicable to this research despite its limitations.  

Since this research was performed in Sweden, the interviews were per-

formed in Swedish. This meant that I was obliged to translate the quotes from 

Swedish to English, which could impact the trustworthiness of my analysis 

(Brennan, 2022). To provide an accurate representation of the participants, I tried 

to remain as close to the original quotes as possible by using Google Translate. If 
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the generated translation of the quote was unclear, I made slight modifications to 

it. However, I was careful not to get too involved, as that could have affected the 

study's outcome. 

Despite the detailed description of the research process, which can provide 

future researchers with guidance on how to conduct a similar study in other con-

texts, the small sample size in this research does not allow me to use statistical 

generalization (Yin, 2009). Thus, I refer to analytical generalization in which the 

reader is responsible for assessing the extent to which this study can be applied to 

another setting (Merriam & Tisdell, 2016).  

4.5.1 Ethical Consideration 

By studying social media conversations between IKEA and its stakeholders, I in-

volved individuals in a research project without their knowledge. Using messages 

from digital forums is associated with many ethical considerations (Smedley & 

Coulson, 2018) that I had to address throughout the study. In line with Kosinski et 

al. (2015) conditions for attaining Facebook material without consent, I made sure 

that: (1) it was reasonable to assume that the comments were published by the in-

dividual knowing that it was public. (2) The data was anonymized after the collec-

tion. (3) I made sure that the comments of the participants did not attain personal 

information that could identify them. (4) That there is no previous interaction be-

tween me and the individual responsible for the social media comment (Kosinski 

et al., 2015). 

Conducting focus group interviews entails that the participants are not 

anonymous towards each other, which can lead to discomfort if having to address 

a topic that is of sensitive nature to the individual (Krueger, 1994). To address this 

ethical dilemma, I created a document of consent inspired from Trinity College 

Dublin (n.d.). The consent form provided the participants with information regard-

ing rights, anonymity, and the topic of the research before entering the discussion 

(See Appendix 1). I also paid extra attention to the expressions of the participants 

during the focus group interview and was prepared to intervene if I felt that some-

one expressed discomfort.  
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5. Analysis  

The analysis is structured from themes that emerged from the transcript through 

the first round of coding. The different images that are presented were coined by 

the participants; more specifically: “The shallow and over-friendly influencer”, 

“the experienced and arrogant lawyer”, “the human and daring youth”, the “sym-

pathetic grown-up”, and “the genuine friend” will be presented.  

5.1 The Shallow and Over-Friendly Influencer 

 

Figure 1a:  

 

 
 

English translation: 

Sender:  
I like IVAR shelving systems and have 
bought many second-hand and some 
new ones directly from you. Unfortu-
nately, the new shelves with plastic 
mounts are much more difficult to 
handle and the shelf ends are of poorer 
quality. So now that we have moved 
and need fewer IVAR parts, we will 
get rid of the newest parts, because the 
older ones are both easier to handle 
and of better quality. 
 
IKEA: 
Thank you for your comments on 
IVAR *name*! 
 
It is always nice to hear from our cus-
tomers what works well in your home. 
That's how we learn and can be even 
better in the future. I will of course 
pass on your feedback to the product 
development team. 
 
I hope the move goes well and that you 
enjoy your new home. 
 
 

Figure 1b: 

 

English translation:  

Sender:  

Love fish and chips, but at your place 
(in Karlstad) you always get lukewarm 
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fries and fish with thick breading, also 
lukewarm. No, yuck.  
 
However, I want to give a praise to 
your Christmas table, very good, a lot 
of vegetarian to choose from and is 
incredibly affordable. 
 

IKEA:  
Fish & chips are a favourite of many! 
Thanks for your feedback, I will take 
this to IKEA in Karlstad right away.  
 
It makes us happy to hear that you 
appreciate our Christmas table *name* 
 

 

Figure 1: Print screens of Facebook conversations between IKEA and their stakeholders. The 

comments for this image were sampled per Geuen’s et al. (2009) brand personality measure-

ment representing the activity category. 

 

When the first image was presented to the participants, it became clear that the 

image2 of IKEA evolved due to an expression that did not comply with the send-

er's3 messages. More specifically, the overall result of this category is that the par-

ticipants tended to create a negative image of IKEA when the organization did not 

express4 the expected organizational identity (OrI)5. The findings indicate that the 

image of “the shallow and over-friendly influencer” was a result of three different 

categories: (1) Retrospective sensemaking through comparison to IKEA’s original 

image, (2) Sensemaking through different stakeholder frames and (3) Conflicting 

OrI cues in the same performance. 

 
 
2 The image evolves in the mind of external stakeholders when the organization express organizational identity 
(OrI) claims that leave impressions on the stakeholders (Hatch & Schultz, 2002). 
 
3 The sender in the analysis refers to the stakeholder who is responsible for sending the message that IKEA re-
plies to. 
 
4 Expressing occurs when the organization express their cultural understanding of the OrI. The expressions are in 
turn used to impress the image in the mind of the stakeholder (Hatch & Schultz, 2002). 
 
5 The OrI is a product of the expressed cultural understanding of the organization’s identity, which in turn im-
presses the organizational image in the stakeholder's mind. The created image acts as a mirror for the organiza-
tion in which they adapt the reflection for their sensemaking of the OrI. As such, the OrI evolves in a reciprocal 
process between the organization and the stakeholder (Hatch & Schultz, 2002). In this analysis, the stakeholder 
is represented by the focus group participants, and the organization is represented by IKEA. 
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5.1.1 Retrospective sensemaking through comparison to IKEA’s original image 

The retrospective comparison to IKEA’s original image was developed from two 

categories found in the material (see Figure 1); (1) By indicating that they are 

making comparisons to what they previously considered to be IKEA's image and 

relating it to real-life role performances, and (2) by trying to find explanations for 

why IKEA does not respond as expected. 

Comparison to IKEA’s original image and real-life role performance 

In my data (see Figure 1), I found patterns that point towards sensemaking pro-

cesses, which indicated that the dissatisfaction with IKEA's response resulted 

from comparing the performance with previous real-life experiences where the 

participants experienced similar emotions (Weick, 1995). Just as you would have 

been disappointed with a friend who fail to live up to your expectations of that 

friendship, my interpretation is that the image of the influencer was a result of the 

participant’s feeling that they expected an OrI expression from the organization 

which they did not receive. This created the feeling of IKEA acting just as a shal-

low person in real life would have acted i.e., someone who wants to give the im-

pression that they care but really, they are just responding for the act of respond-

ing. As such, IKEA’s replies in Figure 1 expressed that they do not intend to form 

a deeper relationship with the stakeholder as they did not, in fact, listen to the con-

tent in the sender’s message. In focus group 1, one of the participants tried to ex-

plain this view by making analogies to a real-life conversation between two peo-

ple, in which one of them had a complete lack of understanding and care for the 

other person:  

 

“It’s like two people would stand and talk and one says ‘how are you’ and the 

other says ‘It’s a bit of a shame, I've been in hospital […] this week.’ and then the 

other says ‘great, we have been on holiday”. (Participant 4) 

 

The failure to live up to stakeholders expectations could result from stakeholders 

comparing the OrI expression to their original image of IKEA. Xia (2013) argued 

that a stakeholder's perceived personality traits of the organization impact how the 

stakeholder expects the organization to respond. Participant 4 previously ex-

pressed that he viewed IKEA as a welcoming and family-friendly organization, 
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which indicates that he had an expected norm of how the organization should re-

ply. Similarly, in focus group 3, another participant possessed an original image 

of IKEA in a positive light by considering them to be a caring, older family mem-

ber who was considerate and often cared for the rest of the family. When she read 

IKEA’s reply, she compared it to how a family member would disregard what is 

being said in a conversation.  

 

“I think it's quite ignorant. Nothing concrete comes back, if you had been a family 

[...] it's just ‘yes I hear what you're saying, I'll pass it on.’” (Participant 9) 

 

Consequently, building on Xia's (2013) research, when IKEA failed to convey an 

OrI that aligned with the original image of the participants, my finding suggests 

that external third-party stakeholders make sense of an OrI expression by relating 

it to real-life experiences in this case, how they expect a family member to reply 

or someone that is welcoming and has a family-friendly personality. Since the 

sensemaking processes made them construct an image that is misaligned, and 

even a counter pool with the OrI that IKEA has worked many years to create, I ar-

gue that it is in the organization's interest to try and avoid these sensemaking pro-

cesses from occurring at all. For the strategic communicator, this entails that a 

clear representation of the original OrI needs to be conveyed in social media re-

plies. On the other hand, it seems that an already established and strong image is 

not as prone to being altered through misaligned social media replies - something 

that the next section will explore.  

Trying to Find an Alternative Explanation 

The misalignment between IKEA’s original image, and IKEA’s role performance 

on social media, lead to a discussion about the fundamental reason behind the gap. 

The results indicate that the participants chose to look for an alternative explana-

tion in order to understand why IKEA acted the way they did. The discussion re-

sulted in the participants feeling that IKEA was not liable for the answer. Rather 

than altering their image, they concluded that the employee who speaks on 

IKEA’s behalf is not familiar with IKEA’s culture and operations. In focus group 

2 one participant felt that the responses came from a young individual who was 

separated from the organization, inexperienced and disconnected from ‘the IKEA 
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way of working’. An opinion that the other participants in the focus group agreed 

with: 

 

“It's like someone sitting there who has nothing to do with the organization.” 

(Participant 6) 

“It's some young person who is employed just to write there and has no insight in-

to how things work at IKEA.” (Participant 6) 

 

I think the quotes are interesting as they suggest that rather than creating a new 

image from the expression, they seem to disregard the conflicting OrI impression6 

to maintain the original image. Furthermore, this contradicts the model from 

Hatch and Schultz (2002), which suggests that an OrI is a product of a reciprocal 

exchange of image and culture between employees and stakeholders. It also indi-

cates that IKEA, a large organization that presumably has an established and fun-

damentally strong image, is not as sensitive to changing the OrI as small develop-

ing companies (Huang-Horowitz & Evans, 2017). I interpret the findings to indi-

cate that IKEA is indeed an organization that has succeeded in creating an image 

so strong that stakeholders are not prepared to accept expressions of an OrI that go 

against it. On the other hand, this also entails that if the strategic communicator 

has the desire to alter an already established image, OrI expressions on Facebook 

do not seem to create a substantial impact. 

In sum, when the image of “the shallow and over-friendly influencer” was 

created, the participants felt that IKEA did not directly respond to the comments 

from their audience. The discussions imply that the participants made retrospec-

tive connections to their original view of IKEA as a welcoming family-friend, 

which is the opposite of a shallow and over-friendly influencer. Yet rather than al-

tering their original image, the participants made sense of the conflicting OrI ex-

pression by creating excuses for the performance. Cognitively they formed an im-

age of a young and inexperienced employee who does not represent IKEA and its 

identity.  

 
 
6 Impression occur when the organization seeks to influence their OrI expression to their stakeholders’ (Hatch & 
Schultz, 2002). A strategy to accomplish this is to infuse the brand with personality traits (Frandsen, 2017). 



 

   32 

5.1.2 Sensemaking from a stakeholder and organizational perspective 

When the participant made sense of IKEA’s image, by reading the Facebook con-

versations, two categories emerged – (1) the participants who put themselves in 

the position of the individual who wrote to IKEA in the first place and (2) the par-

ticipants who made sense of the OrI by relating to his/her own experience as an 

employee. The sensemaking processes of the perspectives will be further present-

ed in the next paragraphs.  

Research on sensemaking emphasizes that individuals sometimes tend to 

become too connected to certain frames in their interpretation of a situation, re-

sulting in a rigid sensemaking process in which the interpreter fails to respond to 

the situation in a less structured and rational manner (Holt & Cornelissen, 2013; 

with reference to Weick, 1993). My result suggests that the participants tend to 

make sense of IKEA’s image by being tied to certain frames of reference, such as 

‘the sender’ in which the participants relate to their own experiences of being an 

external stakeholder that tries to communicate with an organization. In these situa-

tions, IKEA's shallow and overly friendly OrI expressions, towards the sender's 

subdued voice and negative critique, triggered a negative response from the par-

ticipants. This was reflected in their way of discussing the interactions by posi-

tioning themselves in the shoes of the sender: 

In focus group 1 this was highlighted as “I just get annoyed. I would have 

been super annoyed if I had received this answer (a reference to IKEA’s expres-

sion).” from participant 1, followed by:  

 

“No comment that it was thick breading and no it was bad, but it is more like 'oh 

fish and chip, it is a favorite of many'. I could not care less. That's not why I wrote 

to you, to find out that others have fish and chips as a favorite. I don't care about 

that. Mine was terrible that I got, I guess that's what annoys me.” (Participant 4) 

 

The second category that emerged depicted a more positive response to IKEA's 

way of expressing itself. Here, one of the participants chose to move away from 

their own experience as an external stakeholder and related to the experience of 

being part of an organization, making them more inclined to accept IKEA’s an-

swer. In doing so, it can be argued that the participants adapt generic sense-

making, in which the individual abandons his/her own beliefs and instead rely on 
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the rules of an organization (Weick, 1995). The frame of “the employee” was de-

picted in the participant’s way of making sense of the situation with regard to their 

professional life. More particularly, by putting the same scenario in their organiza-

tion: 

 

“I think it's a professional answer to both of them. The first is a matter of product 

development and there is only so much you can answer when you're sitting in a 

company because you can't promise anything, given that it takes many years be-

fore any new production, new drawings and so on come in.” (Participant 10) 

 

When another participant in the group gave critique to the response, arguing that it 

was a vague response and not very informative, participant 10 stated: 

 

“I can agree that not everything is optimal, but to change the product is like a 

five-year perspective, what should I say to the outside world, I can't promise any-

thing.” (Participant 10) 

 

Consequently, interpreting IKEA’s OrI on social media becomes an arbi-

trary phenomenon that is made sense of depending on the frame that the interpret-

er has established. In a similar vein as previous research, this suggests that the im-

age is not a result of the OrI expression from the organization but of the different 

meanings that different interpreters attach to the sense-giving cues. Consequently, 

this supports Price et al. (2008) rationale in which they conclude that an equivocal 

image could usefully be adapted to meet the demands of the varied external audi-

ence. As this analysis depicts, the participants use a variety of frames for their ret-

rospective sensemaking, resulting in both negative and positive images arising 

from the same cues. From an organizational perspective, it can be argued that 

most stakeholders who both participate in and observe an interaction between an 

organization and its stakeholders belong to ‘the sender frame’. Indeed, it can be 

assumed that the majority of people on social media have inevitably adopted the 

role of an organizational stakeholder, for example a consumer, at some point in 

their life. As such, the practitioners are more likely to create a positive image if an 

organization express themselves in a way that resonates with the “sender frame”. 
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In sum, as the analysis depicts, stakeholders have different frames of refer-

ence when they make sense of IKEA’s image. When applying the frame of the 

sender, a more negative image is formed, compared to adapting the frame of an 

employee, resulting in a positive image when the OrI of the “The shallow and 

over-friendly Influencer” was expressed. As such, the produced image largely de-

pends on the frames of the stakeholder who make sense of social media communi-

cation.  

5.1.3 Expressions of OrI creating the image of “The Shallow and Over-Friendly 

Influencer” 

The coding process identified two categories that depict the cues the participants 

choose to acknowledge when making sense of “the shallow and over-friendly in-

fluencer”. It seems that the image evolved when IKEA expressed a formal and 

standardized answer in conjunction with applying informal expressions and emo-

jis. The conflicting OrI expressions will be further explained in the next section.  

Contradictory Performance 

I interpret the responses of the participants to be a result of IKEA’s attempt 

to make a certain impression, but the mixture of cues does not provide the favored 

image. According to Goffman (1959), the actor that seeks to make an impression, 

whether true or false, must use appropriate expressions that do not contradict the 

impression one seeks to make. In this case, my result indicates that the focus 

group participants partly interpreted IKEA’s response to be formal when the or-

ganization used standardized expressions, such as “I will, of course, pass on your 

feedback to the product development team.” (see Figure 1a). This was expressed, 

in focus group 1, by making analogies to the feeling that the response was pro-

duced by an AI or a robot; “A robot, it's just like a standardized answer. It feels 

like you could teach a robot to do that, you know?” (Participant 2). Followed by a 

deeper description saying “It's like picking keywords and putting them together in 

a text.”(Participant 4). And “It's so straightforward ... It's somewhat unsympathet-

ic” (Participant 1). 

The same feeling of an OrI expression that felt standardized and formal was 

discussed in focus group 4. Here, the participants made sense of the OrI expres-

sion in the mid-section of Figure 1a by referring to the feeling of a copy-paste an-
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swer; “It feels like they send it to everyone” (Participant 14). Followed by “Yes, it 

feels like such a copy-paste” (Participant 13). As such, my interpretation is that 

IKEA created an OrI expression with the intention of portraying themselves as 

caring, but by using expressions that felt copy-paste and non-human i.e., AI-

generated, the expression had the opposite effect. In an attempt to make the OrI 

expression more personal, I argue that IKEA adapts emojis and tries to address the 

sender by using their names and mentioning the content in the original message. 

However, my results suggest that this attempt does not have the desired effect 

when the participants already doubt the performance. Instead, they expressed that 

the usage of emojis was a tactical move by IKEA to try and smooth over the situa-

tion, which made them feel that the information would not be taken any further. In 

focus group 3, one of the participants stated: 

 

“ […] I think it's not really serious, when you take it in a somewhat flamboyant 

way (referring to the usage of smileys and personal expressions) … we don't care 

much about what you say really, it's just a bit too frivolous.” (Participant 11) 

 

Similarly, the same issue was raised in focus group 2: 

 

“And then when there are a lot of smileys as well, it can give the impression that 

okay, now we've glossed over this issue, so it won't be passed on to any product 

development unit at all.” (Participant 8) 

 

As the analysis depicts, IKEA is sending out conflicting cues that contradict each 

other in the same message – the formal and non-human expressions mixed with 

personalized and informal emojis make the audience question the entire perfor-

mance. In this instance, the mixture of cues created an image of IKEA as someone 

who tries to express that they care, but the performance itself makes the audience 

doubt this, leading them to consider IKEA to come across as shallow. By way of 

illustration, if I were to put on the same performance as IKEA in a real-life set-

ting, then I would stand and express my gratitude for their feedback in a formal 

and serious way, but at the same time, I would smile and do so happily, indicating 

that I do not really care about the other person's concerns nor do I take them fully 

seriously. For practice, this indicated role performance in social media also needs 
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to consider not sending out cues in the same performance that contradict the origi-

nal performance that one seeks to make as an organization.  

 5.2 The Experienced and Arrogant Lawyer 
 

 
 
 
 
 

English translation: 
 
Sender:  
As a membership gift, I would like 
you to sign #internationalaccord. A 
legally binding agreement is needed 
NOW! Come on! 
 
IKEA:  
Hi *name* 
 
We appreciate your demands and we 
humbly listen to your criticism. 
 
We think it is good that in Bangladesh 
there is an agreement on fire and con-
struction safety through the Bangla-
desh Accord. It is also fantastic that 
more companies are working towards 
better safety for everyone. Because 
safety and good working conditions 
are crucial for us. 
 
Already in 2000, we introduced our 
supplier code of conduct, IWAY, 
which all our suppliers have to follow. 
Thanks to IWAY, we not only have 
clear safety requirements, equivalent 
to the Bangladesh Accord, but we also 
have systems in place to ensure a wid-
er range of rights for all employees 
and the protection of the environment. 
 
That said, we choose to focus on the 
robust system that we have built up 
over 20 years and that our suppliers 
are familiar with. We believe that 
IWAY, which applies to all IKEA 
suppliers, is the best way to further 
contribute to the security of our value 
chain. 
 
Read more about this here: *link* 
 
Thank you for your commitment! 
 
Sincerely, 
Erica 
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Figure 2: Print screen of Facebook conversation between IKEA and their stakeholder. The 

comments for this image were sampled per Geuen’s et al. (2009) brand personality measure-

ment representing the responsibility category. 

 

“The experienced and arrogant lawyer” will be presented in the next part of the 

analysis. The first chapter will explain how the evolution of the image was made 

sense of by the participants. The next chapter will highlight the categories that I 

found to be the fundamental reason for the image that was created.  

5.2.1 The Evolvement of “The Experienced and Arrogant Lawyer” 

The initial positive image 

The image of ‘The experienced and arrogant lawyer’ evolved as a response to 

what I interpret to be IKEA applying impression management strategies that are 

diverting yet polite. As argued by Lillqvist and Louhiala-Salminen (2013), these 

are tactics that organizations often apply when they seek to support their social 

acceptability. More specifically, in IKEA’s case (see Figure 2), they politely ex-

press their gratitude for the engagement and the demands from the stakeholder, at 

the same time as they use diverting techniques in which they carefully give an ac-

count of what they themselves do instead of addressing the reason for why they 

have not signed the Internationational Accord (n.d.)7. From a sensemaking pro-

cess, all of the groups initially respond positively to the OrI expression that IKEA 

sought to impress them with. Some interpreted the response to be informative and 

explaining in the sense that they provide a link to further information as empha-

sized by two participants in focus groups 1 and 4: 

 

“It feels better. You get answers to things. Then you can investigate what IWAY is 

for something. You get a link here to that as well.” (Participant 1) 

 

 
 
7 International Accord is a legally binding agreement between garment brands and trade unions to ensure safe 
working conditions for factory workers in the industry (International Accord, n.d.)  
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"Well, personally, I think this is a pretty perfect answer, it's spot on. This is how I 

would have liked an answer. It's informative but also links to a website or further 

so you can read more about this. “(Participant 16). 

 

Some also considered IKEA’s answer to be personal in the sense that the organi-

zation respond directly to the sender's question, as depicted in the following 

quotes expressed in focus group 1. 

 

“it's kind of more follow-up (referencing to following up on the sender's message) 

[…].” (Participant 1) 

 

“ […] personal, I think. Here you answer back to what you have asked questions 

about.” (Participant 4) 

The image change 

Yet, the discussion evolved, and IKEA’s OrI expression was perceived as increas-

ingly non-transparent and diverting, according to focus group 4. The participants 

felt that IKEA responded to the question in a way that allowed them to touch upon 

the subject without explaining the reason for avoiding signing the International 

Accord agreement (see Figure 2). As interpreted by the participants, this was per-

formed by only discussing what IKEA does at the moment, instead of addressing 

the reason for not complying with the wish of the stakeholder, i.e., diverting re-

sponsibility, as depicted in the following discussion: 

 

“the information is good, but it doesn't really answer the question or the state-

ment.” (Participant 13). The discussion went on in the group, and later followed a 

response again from participant 13: 

 

“Well, the person writing this wants them to sign a legally binding agreement. 

You don't comment on that, you just comment on how things are at the moment. 

This is what we do and then nothing more, you don't really answer. Then it is, of 

course, a very businesslike answer, it is certainly not to stick your neck out and so 

on” (Participant 13) 
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“And then we have our way so we don't have to sign because we do enough al-

ready.” (Participant 14) 

Arrogance as a result of comparison to other organizations 

Furthermore, in focus group 3, one of the participants stated that IKEA’s way of 

expressing the diverting strategy - by marketing their own program, yielded an 

image that she thought was arrogant: “ […] for me this signals that we have our 

own and it's actually better than all the others” (Participant 12). In making sense 

of the communication, she compared IKEA to other companies, in this case, Pata-

gonia, which she held in high regard. She felt that if Patagonia had received a sim-

ilar request from their stakeholders, they would have signed the agreement for the 

sake of a better world through cooperation between large companies.  By only be-

ing willing to work on their own program, she felt that IKEA did not take the 

same responsibility, leading to a negative image of them. This indicated that “the 

external third-party stakeholder” makes comparisons to other organizations that 

they feel strongly about while observing the online conversation between an or-

ganization and its stakeholder. Though cognitively drawing parallels to other or-

ganizations, the sensemaking of a conversation is, I argue, interesting from a so-

cial media perspective. Since digital platforms allow stakeholders to compare the 

OrI expressions of organizations against each other, they can be more prone to 

form more or less positive images by comparing different expressions. Because 

why should IKEA not be able to sign an agreement if another company with a 

similar work ethic might express their willingness to do so? 

Sensemaking through stories 

So far I have tried to account for the fact that the participant’s initial sensemaking 

of IKEA’s reply yielded a positive image of IKEA’s OrI expression. But as the 

discussion evolved, focus group 3 and focus group 4 started to indicate that the 

OrI expression was arrogant in the sense that they chose to market their own pro-

gram without the desire to do more than that. When trying to make sense of 

IKEA’s decision to express itself in this manner, the participants in focus group 4 

started to draw comparisons to a legal department. Through intersubjective sense-

making, the participants designed a story about the person responsible for posting 

IKEA’s reply. As such, rather than connecting to retrospective frames from previ-

ous events, they made sense of the OrI expression by creating a story designated 
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to work as a frame, providing them with meaning-making cues for the situation 

(Colville et al., 2012). The narrative leads them to turn the image of IKEA into an 

image of a lawyer. A person who uses standardized and well-formulated answers 

that the dominant coalition has approved to avoid a crisis or image destruction, as 

described in the following discussion: 

 

“She works in a legal department at IKEA” (Participant 13) 

 

“Yes, and there's a very good flow to the text, so it's not like one sentence and then 

a smiley and then the next sentence, it's short. The writing is quite detailed.” (Par-

ticipant 14) 

 

“It feels like this has been raised at the board and so it has…” (Participant 13) 

 

“Has been processed a few times” (Participant 16) 

 

“Been approved and then you kind of use it.” (Participant 13) 

 

Thus, my interpretation is that when an organization applies diversion impression 

management strategies (Lillqvist & Louhiala-Salminen, 2013), the participants 

become inclined to create a story to be able to understand and make sense of the 

OrI expression. This is interesting as it, from a theoretical standpoint, suggests 

that even if an organization adapts impression management strategies to save its 

reputation, the stakeholders can see through these efforts. Also, by creating a story 

as a sensemaking frame, the stakeholder might be more prone to create a narrative 

that is not true. For the organization, this entails that applying certain impression 

management strategies could prove problematic as the stakeholders form a narra-

tive performance about the backstage of the organization that is untrue. As such, 

strategies that intend to save the organization might yield the opposite effect. In 

focus group 4, one participant changed their opinion about IKEA's OrI expression 

from positive to negative due to the discussion.: 

 

“When you read it the first time, I thought you got a rather positive picture, 'yes 

but that's good, you have a system you work according to' [...] but then when you 
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think about it, or talk about it as we did now, you get a slightly more negative pic-

ture.” (Participant 14) 

 

In sum, my interpretation is that the role of the “experienced and arrogant lawyer” 

evolved from the impression management strategies that IKEA employed to avoid 

a potential crisis to occur. Initially, the participants in all focus groups responded 

well to their OrI expression and almost exclusively agreed that the response con-

tained rich information and felt personal. However, as the discussion progressed, 

the participants in two focus groups started to unravel the reply, feeling that 

IKEA’s informative response that markets their own program, might be a way of 

trying to avoid addressing the real issue that could potentially lead to an image 

crisis. Not dealing with the real issue left one of the participants feeling that IKEA 

communicated arrogantly, comparing the expression to how she believed other 

organizations would have acted. When trying to make sense of why IKEA’s di-

versionary strategies, the participants started to formulate stories to use as sense-

making frames – leading them to interpret IKEA’s OrI expression as an arrogant 

lawyer.  

5.2.2 Communicative cues for “The Experienced and Arrogant Lawyer” 

This section attempts to explain the cues that I interpret as the main cues that 

made the participant form the image of “the experienced and arrogant lawyer”. 

Firstly, I will account for how the participants´ started to look for cues beyond the 

text, and secondly, I will explain how the image of someone who is experienced 

emerged.  

Implicit cues 

When the organization creates a role performance that tries to avoid answering the 

audience’s question straight, I interpreted focus group 3 and 4 to make sense of 

the expression by focusing on cues between the lines, thus, looking for underlying 

meanings that is not directly stated. This is exemplified by focus group 4 who had 

the following debate: 

 

“They wrap it up by saying this is what we do […].” (Participant 13) 
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“But between the lines, they are actually saying that they don't need to sign this 

agreement.” (Participant 16) 

 

Similarly, in focus group 3, the participants interpreted that IKEA declined to sign 

the International Accords agreement without saying it outright. Instead, they felt 

that the answer implicitly was there to be interpreted. The avoidance of providing 

a straight answer to the question and allowing the audience to read between the 

lines is, I argue, a substantial part of the image creation of the lawyer. Connecting 

it to the roles of society, I view a lawyer to be someone who tries to protect their 

clients by strategically managing what they say in questioning. Also, a lawyer is a 

figure that operates to control the outcome of an event, both in the present and the 

future. Not providing a straight answer in favour of different interpretations al-

lows IKEA to strategically provide a reply without risking backlash that might 

impact their organization, just as a lawyer would have operated. This was also 

confirmed by one of the participants who felt that a straight answer could poten-

tially result in the organization being put in the media’s spotlight: “they don't 

want that because 'oh, IKEA has signed here now that they don't believe in this” 

(Referencing to IKEA stating that they do not believe in International Accord, 

which could cause a media frenzy) (Participant 9). Consequently, by structuring a 

message that allows for interpretation between the lines allows the organization to 

answer and, at the same time, protect themselves from potential damage that could 

happen if they provided a direct response – just as a lawyer would to protect 

his/her client.  

Furthermore, another interesting aspect is that the sensemaking of cues that 

do not appear in plain sight could result from the participant’s desire to look be-

yond IKEA's frontstage appearance. By doing this, it can be argued that the partic-

ipant rejects the performance that the organization seeks to make, feeling that the 

impression is false. Goffman (1959) argues that if the performer finds that the au-

dience has formed a bad impression, then the performer can adapt certain strate-

gies to save the performance. However, social media requires the organization to 

communicate based on making inferences about the wider population (Ross, 

2012). Moreover, due to social media’s nature in which the organization experi-

ence the absence of social cues, such as tone of voice (Richey et al., 2016), it 

might be more difficult to apply strategies for saving the performance in the social 
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media realm. My finding is interesting as it suggests that individuals are more in-

clined to reject the impression from an organization if it opens to interpretations 

beyond the words that are said. As such, when an organization aims to get the au-

dience to accept their performance on social media, they should avoid communi-

cating in a way that opens up to alternative cues. 

An experienced image 

When discussing IKEA’s OrI expression, the participants in focus group 1 ex-

pressed that they envisioned the person responsible for the statement to be an old-

er and more educated person compared to the image of ‘the shallow and over-

friendly influencer”. More specifically, they highlighted that the lack of emojis, 

together with the informative and substance-rich descriptions reminded them of an 

older person: “It feels like it's an older person who answered and it was a younger 

person on the first one.” (Participant 2). When I asked the participant what it was 

in the reply that made them do this connotation, they replied that the information 

felt more factual compared to the previous OrI expression (see “the shallow and 

over-friendly influencer”), which they described as being “fuzzier” (participant 2). 

In addition, they felt that using expressions such as ‘sincerely’ at the end of 

IKEA’s message made them think of an older person: “They also say ‘sincerely 

Erica’. It is an older way of […] expressing oneself." (Participant 3). Consequent-

ly, I interpret that providing a logical rationale, information richness and using 

expressions that are formal result in the external third-party stakeholder forming 

an image of someone that is older and has experience.  

However, in contrast, some of the participants felt that the formal way of 

expression did not necessarily have to have the expression of an older person: “I 

don't think you need to categorize age; this could be a 20-year-old as well.” (Par-

ticipant 16).  Similarly, another stated that he thought IKEA’s expression indicat-

ed to portray the identity of an educated individual with a high rank within the or-

ganization: “ For me, it might as well be different levels in the organization […] a 

more educated person.” (Participant 4). Nevertheless, the analogy to someone that 

possesses a higher ranking and education, I argue, indicates that the participants 

view the identity expression as someone who is old enough to be well-educated 

and has had time to climb the corporate ladder. With this in mind, my interpreta-
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tion is that the image of the lawyer is connected to possessing the identity of 

someone that has experience.  

In sum, ‘the experienced and arrogant lawyer’ is a result of implicit cues that 

the external third-party stakeholder makes sense of by looking beyond the explicit 

cues that are sent out from the organization. In addition, factual language that is 

less fuzzy made the participant think of IKEA’s OrI expressions as a product of 

someone that is older and has experience in the working life.  

5.3 The Human and Daring Youth 

Figure 3a: 

 
 
 
 
  

English translation: This is a conversa-
tion in which Swedish words are used in a 
fun way. This makes it difficult to depict 
the real conversation in English. The text 
is a direct translation.  
 
Sender:  
Guaranteed to be a huge success! 
 
Sender:  
No one got the huge joke apparently. 
 
Sender: 
Well, I thought it was brilliant, but the 
followers of the BOA affair seem to be as 
elusive as Sir Väs. At least now they know 
where it's hiding but can't get hold of it. 
Can't you just throw in a rope-to him? 
 
IKEA: 
He was hiding there to snoop around, you 
can see everything a bit brighter from 
there. /Samira 

 

 
Figure 3b: 

 

English translation: 

Sender: 
Haha, anybody can panic over a carousel 
of countertops! 
 
 
 
 
IKEA: 
Haha, right! You always have to think an 
extra time before you say it. /Beda 
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Figure 3c: 

 

English translation: 

Sender: 
Hardest and most uncomfortable sofa you 
can imagine! 
 
IKEA: 
Ouch! It's all in the eye of the beholder, we 
say. Fortunately, sometimes we all think 
differently. 

 
 

Figure 3: Print screens of Facebook conversations between IKEA and their stakeholders. The 

comments for this image were sampled per Geuen’s et al. (2009) brand personality measure-

ment representing the aggressiveness category. 

 
“The human and daring youth” is an image that I interpreted to evolve when 

IKEA decided to adapt humor in their interaction with their stakeholders. From 

the data, three different categories emerged, indicating that different sensemaking 

processes occurred amongst the older participants in groups 1 and 3, and the 

group with the younger participants in groups 2 and 4. More specifically, the older 

participants made retrospective links to understand why they had trouble accept-

ing IKEA’s expression by drawing parallels to the discourse of their children. In 

contrast, the younger groups adapted certain frames that made them interpret 

IKEA’s expression differently (i.e., the frame of the sender and the frame of the 

external third party-stakeholder). The sensemaking processes will be presented in 

the next sections, followed by other interesting findings regarding image and le-

gitimacy.  

5.3.1 Retrospective Sensemaking Amongst the Older Participants 

When making sense of IKEA’s humoristic OrI expression, some of the partici-

pants who took part in focus groups 1 and 3 initially expressed dissatisfaction 

with IKEA’s way of interacting. In their view, an organization should avoid con-

versing in a humoristic manner on social media, as they think it decreases the feel-

ing of a professional organization. Two of the participants started making sense of 

why they had this approach towards humoristic organizational communication. 
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More specifically, they initiated a sensemaking process by drawing analogies to 

communication that involved their younger children: 

 

“"It could have been a conversation with me and `name of child´ like ‘yeah right 

blah blah blah and before […] smiley hihi!" (Participant 1) 

 

“Whenever I look in ‘name of child’ or ‘name of child’ feeds ... I kind of don't un-

derstand what they are writing in like their feeds.” (Participant 12) 

 

I interpret the retrospective analogies to the young children to be a sensemaking 

process that allows the older generation to understand IKEA’s expression as an 

organization. The act of trying to figure out why IKEA conducts a performance 

that does not comply with them, I think, shows that stakeholders have the willing-

ness to accept that some performances are not aimed towards them at a target au-

dience. From a strategic communication perspective, I think this is interesting as it 

suggests that an organization has the possibility to express a dynamic identity 

without risking an image collapse. 

5.3.2 Frames for sensemaking from the younger generation. 

In contrast to the older generation (groups 1 and 3), taking part in focus groups 2 

and 4, the younger generation accepts the OrI expression that IKEA makes; some-

thing that is depicted by their first sensemaking frame that I interpret them to 

adapt. More specifically, I found that when the OrI expressions yield a positive 

image described as being “human” (participant 16), “easygoing” (participant 13), 

“a common man” (Participant 14) and “daring” (Participant 6), the participants 

adopted a frame in which they positioned themselves as the “external third-party 

stakeholder”, who thought that all conversations (see Figure 3a, 3b, 3c) were en-

tertaining to read: “If you are neutral in this conversation, it becomes quite fun-

ny.” (Participant 16).  

However, as the discussion evolved, the participants became more prone to 

discuss IKEA’s expression in Figure 3c, which they found to be problematic in 

the sense that IKEA responded in a way that did not align with the message of the 

sender. In concrete terms, they felt that the sender expressed a negative statement 
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and that answering in a humorous way made IKEA feel “frivolous” (Participant 

15). I interpret the participants to adopt a sensemaking frame where they put 

themselves in the perspective of the sender who was responsible for making the 

comment to IKEA in the first place. Moreover, this was done by comparing the 

situation to a real-life scenario: 

 

“I don't know if I would be so happy if I came to IKEA's customer service in per-

son.” (Participant 16) 

 

“Stand there with their sofa […]” (Participant 13). 

 

“Well, I would not have been so happy as a customer if I had received that an-

swer.” (Participant 16) 

 

The different frames that the young generation adopts are interesting as they sug-

gest that the response to a humoristic expression is dependent on if “the external 

third-party stakeholder” chooses to stay in his/her original role or relate to the 

frame of the sender. The analysis indicates that the participants were more prone 

to adopting the sensemaking frame of the sender if they felt that the organization 

adopted an identity that did not have the same jargon as the sender. Similarly to 

Béal and Grégoire (2021), stakeholders seem more prone to react negatively to 

humor that laughs at the observer (see Figure 3c). However, expanding on their 

results, I argue that this mainly depends on the frame the external third-party 

stakeholder decides to adopt. If he or she stays in the role of the “external third-

party stakeholder,” then the participant might not be as inclined to form a negative 

image when an organization expresses aggressive humor.  

5.3.3 Other interesting findings – Image and Legitimacy 

Kim et al. (2017) argued that acting informal and funny on social media can de-

crease the level of trust in a brand. I, however, found that some of the participants 

in focus groups 1 and 2 felt that the context of social media made them feel more 

accepting towards using an informal and fun OrI expression.  
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“That's exactly how it is on Facebook when things get going. (Referring to the jar-

gon of the humor) […] Here they use humor in its proper context.” (Participant 7) 

 

In particular, one participant in focus group 1 made sense of IKEA's expression by 

comparing it to other media. If the same expression were to be put in another con-

text, such as customer service, he felt that the organization's legitimacy would be-

come more questioned. This was an opinion that the other participants unanimous-

ly agreed on. 

 

“It doesn't affect my view of IKEA, it's just a forum that [...] they (referring to the 

sender) […] write for the sake of writing. If I have a serious complaint, I would 

never take it to Facebook [...] if it had been a customer service on other channels, 

I would have been worried.” (Participant 4) 

 

As such, I interpret the context of IKEA’s humoristic OrI expression as a substan-

tial factor that allows and provides acceptance for informal and fun expressions. 

By placing the expression in relation to other media, it can be argued that the hu-

moristic approach is viewed more positively. Through bracketing (Weick et al., 

2005), one of the participants was able to relate Facebook to other more or less se-

rious media, which made him label Facebook as less serious. This is, I interpret, 

the fundamental background for being able to accept the OrI expression without 

feeling that it impacts the trust towards IKEA.  

5.4 The Sympathetic grown-up 

 English translation: 

Sender: 
I ordered goods online a few weeks ago. Paid 
by credit card. Selected the delivery day and 
time. Scheduled it so I could be at home to 
receive the goods. Have now been waiting 
since 13:00 for my goods to be delivered be-
tween 13:00 and 16:00. 
 
At 15:11 I receive an SMS that the delivery 
has been postponed!? 
 
How incredibly bad! You have no forward 
planning at all. It costs me time and money to 
plan for the receipt of goods and I expect to be 
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notified of changes to deliveries BEFORE 
they happen. 
 
Terribly bad! 
 
IKEA: 
Hi *name* 
Sorry to hear that your order has not been 
delivered as planned! Of course, you should 
be notified if anything changes in your book-
ing. 
 
We are not able to handle your case directly 
here on Facebook and therefore I would like to 
ask you to contact our delivery department for 
the best assistance: *link* we will be happy to 
check your order there! 
 
Wishing you a nice Tuesday 
 
Sincerely, 
Erica 

 

 

Figure 4: Print screen of Facebook conversation between IKEA and their stakeholder. The 

comments for this image were sampled per Geuen’s et al. (2009) brand personality measure-

ment representing the simplicity category. 

 

“The sympathetic grown-up” was created by participants making sense of IKEA's 

response compared to the content of the senders’ message. In this specific case, 

the participants perceived the sender to have an underlying agenda to speak ill 

about IKEA, which made them form an image of IKEA as the grown-up in the 

conversation by their way of replying. The next sections will highlight three cate-

gories that I interpret lead the participant to form the image of “the sympathetic 

grown-up”, particularly, why the feeling of ill-will from the sender? How to act as 

a grown-up, and the act of replying.  

5.4.1 Why the feeling of ill-will from the sender? 

The participants in focus groups 1 and 4 acknowledged that there must be a hid-

den agenda behind the sender’s act of posting a comment regarding an unsuccess-

ful delivery because such a problem cannot be solved via Facebook (see Figure 4). 

However, by going to a public forum, the sender was able to express his/her dis-

satisfaction in the public eye. 
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“This is the kind of question […] you never ask on Facebook. It doesn't belong on 

Facebook.” (Participant 4) 

 

“Posting a comment on Facebook is really a way to perhaps get a quick response 

but also to smear the company.” (Participant 16) 

5.4.2 How to act as a grown-up 

Considering the sender’s ill will, participants in groups 2 and 3 felt that IKEA put 

on the performance of acting like “the grown-up in the room” (Participant 7). 

This was expressed by highlighting positive cues in IKEA’s reply, such as re-

sponding neutrally to an opinionated message.  

 

“This is a person (the sender) who is fishing for ‘this is really bad’. But she's 

(IKEAs employee) very objective, so that's very good.” (Participant 12) 

 

Also, by not adopting any smileys, IKEA shows that they take it seriously.   

 

“But this one (IKEAs employee) is an adult […] and answers seriously, no smi-

leys […]” (Participant 6) 

5.4.3 The act of replying 

It became evident that some of the participants in groups 1 and 4 felt that the actu-

al act of replying to such as message and providing help by directing the sender to 

the right department, depicted a company that took the high road. 

 

“Yes, they do not leave him, but they want to help him in the best possible way.” 

(Participant 1) 

 

“That says a lot about the company. Managing their customers and appealing to 

customers as well [...] They could have just written here that they were sorry to 

hear that you haven't received your order.” (Participant 14) 
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In conclusion, IKEA's expression shows that IKEA has managed to create a 

strong relationship with its stakeholders. In this specific scenario, the organization 

could face a potential image crisis, but the stakeholder chooses to accept the or-

ganization's OrI expression. It can be argued that the sender's expression in which 

he/she criticizes IKEA for being untrustworthy goes against the values that IKEA 

has historically expressed, namely the values of leading by example and taking re-

sponsibility (see Chapter 1.2. The case organization).  When stakeholders see 

IKEA performing their values, they will be inclined to accept their performance as 

opposed to the sender's expression. As such, the “external third-party stakeholder” 

becomes inclined to refer back to IKEA's communicated identity, indicating that 

social media responses should align with the overall OrI. 

5.5 The Genuine Friend 

Figure 5a: 

 

English translation 
 
Sender: 
I have bought ten rain-
bow bags. They are 
extremely beautiful and 
stand for solidarity, love 
and humanity. 
 
IKEA: 
How nice to hear that 
you like STORSTOM-
MA and everything they 
stand for! Thank you for 
contributing! 
 

Figure 5b: 

 
 
 
  

English translation 

Sender: 

Congratulations to your 
customer service! In the 
last month I have been in 
contact with a number of 
customer services of 
different companies and 
also with your customer 
service a number of 
times.  
 
Every contact has been 
excellent and you have 
solved my prob-
lems/questions with a 
great service attitude! As 
I have been in contact 
with other customer 
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services, I know that this 
is not to be taken for 
granted and therefore 
want to give a BIG 
PRAISE to your custom-
er service staff!  
 
They do a fantastic job 
and make life as a cus-
tomer so much better! 
THANK YOU! 
 
IKEA: 
Hi *name* 
 
Thank you for your kind 
words! We are delighted 
that you like our custom-
er service! I will make 
sure to pass this on to 
everyone / Hanna 
 
 
 
 
 
 
 

Figure 5c: 

 

English translation: 
 
Sender:  
I skip the vegetable 
balls/vegetable sausages. 
The plant balls "Huvu-
droll" they are the best 
so good! IKEA's spa-
ghetti with vegetarian 
meat sauce that you have 
had for a long time it is 
very good! 
 
IKEA: 
I'm glad you're sharing 
your thoughts *name*!  
 
HUVUDROLL is a big 
favorite of mine too! 
/Clara 

 

Figure 5: Print screens of Facebook conversations between IKEA and their stakeholders. The 

comments for this image were sampled per Geuen’s et al. (2009) brand personality measure-

ment representing the Emotionality category. 

 

 “The genuine friend” was an image that evolved from two identified categories in 

the data. Firstly, the participants reacted positively to IKEA, expressing an identi-
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ty performance that they interpreted to align with the performance of the sender. 

Secondly, the participants thought that when IKEA adopted the role of the friend, 

the messages felt tailored to the sender’s message, making IKEA’s OrI expression 

more genuine. These categories will be explained in more detail in the next two 

sections. 

5.5.1 Alignment of identity expressions 

When reading the conversations, the participants in group 3 expressed that they 

gained a positive image of IKEA through their way of expressing themselves. Re-

viewing the data, I found that they often returned to pointing out how IKEA both 

mirrors and adapts a tone that matches the performance of the original sender. 

More specifically, this was mentioned by one of the participants by referring to 

the similar usage of emojis in both the sender and IKEA’s response in Figure 5a, 

which the other participants in the group agreed with: 

 

“It is the rainbow colours and [...] this person (the sender) has added quite a few 

rainbow flags […] Here she (referencing to IKEA’s expression) actually picks up 

on the rainbow flags” (Participant 12) 

 

Furthermore, two of the participants in focus group 3 highlighted that IKEA ex-

pressed a similar tone of voice as the sender, in their way of mimicking an identity 

expression that the participants experienced as positive and bubbly. 

 

“To have this kind of personal relationship with customers [...] that ‘I have to go 

on Facebook to tell IKEA how good they are’ with this [...] and bubbles over.” 

(Participant 9) 

 

“Yes, and then you want to get back some bubbling over. “(Participant 12) 

 

In sum, I interpret the response of the participants to be a result of an organization 

that has succeeded in aligning its performance to the original performance of the 

sender. Similarly to Goffman’s (1959) role theory, I interpret this to be a social 

media performance in which the organization mimic the role of the audience, con-
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firming the performance of the sender. As the quotes depict, this resonates well 

with the “external third-party stakeholder” as they feel that the OrI expression of 

the organization is just right for the interaction that occurs. This suggests that an 

organization has to consider the communication of their stakeholders and confirm 

their expressions and performance to yield and sustain a positive image. 

5.5.2 “Feels Like a Text Message Conversation” 

When creating the image of the friend, the participants made retrospective sense-

making to their private friendship experiences. This was done by drawing paral-

lels between the social media dialogues, to dialogues from their own experiences 

with friends. One of the participants in focus group 3, for example, described how 

the conversation was very similar to how she would have a conversation with a 

friend whom she had met for coffee, indicating that she could relate the conversa-

tion to her personal life. Similarly, other participants expressed that it felt like the 

conversation was taking place between two private persons in a closed text-

message conversation. 

 

“[…] It is more like a private one, i.e. between two private people talking.” (Par-

ticipant 14) 

 

“ […] This is perhaps more like a text message conversation than a comments 

section. “ (Participant 16) 

 

Consequently, my interpretation is that the role of a friend develops due to indi-

viduals finding similarities between conversations on social media and private 

conversations they have had with their friends. This is interesting as it suggests 

that the stakeholders compare role performances on social media with other sce-

narios where they have encountered the same role in real life. The results may 

point to a solution on how the strategic communicator can best adapt their perfor-

mance in social media where they lack a confirmatory audience (Richey et al., 

2016) and must rely on making inferences for their conversation (Ross, 2012). By 

creating a performance that resembles scenarios where they think the stakeholder 

has encountered the same role, the communicator might be able to initiate a sense-
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making process that compares to that moment, which might lead to better preci-

sion of the expression.  

5.5.3 Other Interesting Findings - How to be Genuine 

Mimicking the same expression as the sender seems to positively affect the credi-

bility of IKEA’s expression. As one of the participants in focus group 4 highlight-

ed – when the organization adapts similar words and confirms the information in 

the sender's message, it indicates that the organization genuinely cares about their 

stakeholders, as it is not possible to adapt standardized answers.  

 

“[...] In that they use words that they (the organization) have received from the 

comments (senders) before [...] feels like they (the organization) put some time and 

energy into the answer than to just have an auto-answer [...] Because they are dif-

ferent really, all the answers.” (Participant 16) 

 

In sum, my analysis indicates that applying the role of a friend on social media re-

quires the organization to adapt a similar performance that mirrors the expression 

of the sender. If the organization does so successful, then the organization might 

come across as more genuine since the expressions become more tailored to the 

specific stakeholder.  
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6. Discussion and Conclusion 

This study has sought to answer the following RQ: In what way do “external 

third-party stakeholders” make sense of the OrI that IKEA expresses when the or-

ganization communicates with their stakeholders on Facebook? 

Through focus group interviews, I retrieved data that led me to gain 

knowledge of how expressions from an organization on Facebook form complex 

and sometimes paradoxical images in the mind of the “external third-party stake-

holder”. The findings allow me to provide the field of organizational brand com-

munication with a new understanding of how OrI expressions are made sense of, 

providing the practice of strategic communication with tools to remain in control 

over the OrI. In this part, I will present my research findings, apply them to the 

practice of strategic communication and lastly, present suggestions for future re-

search.  

6.1. Contributions of This Study 

Through studying the sensemaking processes occurring in the focus group inter-

views, the analysis has explored several trends that expand previous research and 

provided theoretical contributions to the field of organizational brand communica-

tion.  

Firstly, the findings revealed that when IKEA expressed a role performance 

that was perceived by “external third-party stakeholders” to be incongruent with 

their initial image of the company, such individuals were able to make sense of 

the expressions by situating it in real life context. Specifically, this was done by 

making an analogy between the experience of interaction and the feeling of hav-

ing a personal acquaintance, such as a family member or friend, who disregard 

one’s opinions.  This resulted in a negative reaction from the participants. Previ-

ous research on organizational communication on social media has found that 

stakeholders’ attitudes towards organizational responses are closely connected to 

how they expect the organization to respond depending on the preconceived per-
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sonality that is attached to the brand (see Xia, 2013). Expanding on this research, 

my results provide new knowledge as to how an organization that has a family-

friendly image is not expected to reply. Furthermore, my research indicates that in 

instances where “the external third-party stakeholder” engages in the process of 

comparing an incongruent expression with an original image of an established or-

ganization, such as IKEA, they tried to find excuses for the expression by explain-

ing that the performance was made by someone who was unaware of IKEA’s 

work practice and culture. Given IKEA’s substantial investment in relationship-

building activities, it can be argued that this is a result of an organization that has 

succeeded in establishing loyal stakeholders. For the theoretical Organizational 

Identity Dynamics (OID) - framework (Hatch & Schultz, 2002), this result indi-

cates that the reciprocal exchange of image and culture in the formation of the or-

ganizational identity (OrI) is less dynamic when the OrI belongs to an organiza-

tion that has a strong stakeholder relationship. As such, applying relationship-

building strategies that are of similar nature to IKEA could provide the strategic 

communicator with a strong foundation that makes the image less sensitive to so-

cial media communication in everyday practice. However, previous research sug-

gests that the social identification processes advocate for a dynamic OrI that al-

lows the organization to keep a flexible image over a longer period of time to res-

onate with many stakeholders (see Fombelle et al., 2011; Price et al., 2008). 

Therefore, managing a rigid image in a wider context may not be preferable, as it 

makes the OrI more vulnerable to not being able to keep up with societal changes. 

Secondly, this research has provided insight into how “external third-party 

stakeholders” apply different sensemaking strategies when taking over the con-

struction of the OrI. My analysis depicts that sensemaking, when observing the in-

teraction between IKEA and its stakeholders on social media, makes the “external 

third-party stakeholder” adapt different frames of reference such as “the sender”, 

“the employee”, and “the external third-party stakeholder”. Depending on the 

frame that the “external third-party stakeholder” decides to adapt, the results indi-

cate that it affects the image of the organization positively or negatively. Further-

more, in the image construction of “The genuine friend”, when IKEA communi-

cated in a way that resonated positively with the “external third-party stakehold-

ers” (see chapter 5.5.2), the participants drew parallels to real-life scenarios where 

they experienced similar conversations to take place. In this case, they expressed 
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that the social media conversation reminded them of a text message conversation 

between private individuals. Previous research has argued that social media com-

munities allow the stakeholder to take over the creation and circulation of the 

brand personality (Bange et al., 2020). By providing the field of organizational 

brand communication with an understanding of how stakeholders make sense of 

organizational communication between IKEA and their stakeholders, I provide the 

practitioner of strategic communication with knowledge of the sensemaking 

frames that might be at play when the control of the image is handed over to the 

“external third-party stakeholder”. With this knowledge, the practitioner can alter 

his/her communication in a way that allows them to exert some strategic control 

of the image.  

Thirdly, the result of the analysis suggests that when IKEA applied expres-

sions that were perceived by participants as polite but harbouring an underlying 

meaning, the “external third-party stakeholders” made sense of the expression by 

constructing a story around IKEA’s expression to find alternative explanations for 

the performance, a story that in turn impacts the OrI. Previous research, conducted 

by Lillqvist and Louhiala-Salminen (2013), argued that impression management 

techniques that are polite, yet divergent, might not resonate with the sender of the 

message but with the wider audience that observes the organizational reply. As 

such, Lillqvist and Louhiala-Salminen (2013) encourage such techniques for a 

company to maintain social acceptance with a wider audience. In contrast, I argue 

that from an OrI perspective, my results indicate that impression management 

techniques of this nature seem to make the “external third-party stakeholder” 

more prone to disregard the performance in search of underlying reasons. Fur-

thermore, I believe this exposes the organization to unnecessary risk in terms of 

image dissemination and alternative explanations that might not be consistent with 

the actual rationale behind the organizational response. As such, the practice of 

strategic communication should take caution when implementing divergent ex-

pressions that facilitate alternative interpretation, as this may harm the company's 

image. 

Fourth, the results of my analysis provided interesting observations in rela-

tion to the usage of humor on social media. The results indicate that when the 

younger focus groups (nr 2 and 4) interpreted IKEA’s expression through the 

frame of the observing “external third-party stakeholder”, they regarded them all 
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as fun, despite acknowledging that one expression was not compliant with the ex-

pression of the sender. Béal and Grégoire’s (2021) quantitative research revealed 

that external observers responded negatively to instances of more aggressive hu-

mor employed by organizations, specifically those instances in which the organi-

zation appeared to be laughing at the observer rather than with them. Building up-

on the findings of Béal and Grégoire (2021), my result indicates that when the 

younger generation observes the interaction, they still find the interaction humor-

istic. The negative reaction appeared when the participant made sense of the 

communication by applying the frame of the sender in the communication. Con-

sequently, the result indicates that there is a reaction to aggressive humor, yet a 

negative response seems to be dependent on the frame of sensemaking that the 

“external third-party stakeholder” adapt. For the strategic communicator, this en-

tails that aggressive humor does not necessarily harm the OrI. Still, considering 

that it is likely that most people who observe the interaction at some point have 

been customers at IKEA, it could be more probable that the “external third-party 

stakeholder” used the frame of the sender when observing the interaction. As 

such, using aggressive humor should be performed after close consideration.  

Furthermore, previous research regarding organizational communication in 

social media argues that acting informal and fun could decrease the level of trust 

from stakeholders (see Kim et al., 2017). In the case of IKEA, my analysis indi-

cate that “external third-party stakeholders” make sense of the organizations fun 

and formal expression by putting the Facebook discourse in relation to other me-

dia. This led to the conclusion that expressions of Facebook are rightfully infor-

mal and fun, and therefore do not affect the trust of “external third-party stake-

holders”. For the practice of strategic communication, this implies that social me-

dia may serve as a suitable platform for practitioners aiming to cultivate a brand 

personality that is characterized by informality and humor.  

Lastly, this research has provided insight into how “external third-party 

stakeholders” make sense of different OrI expressions of IKEA. The analysis in-

dicates that different OrI expressions, sampled through Geuens et al. (2009) 

framework, develops to different images in the minds of the stakeholders, such as: 

“The genuine friend” or “The shallow and over-friendly influencer”. With this re-

search, the communicator is in more control over how different identity expres-

sions are made sense of in the mind of the “third-party stakeholder”. As such, I 
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argue that the interaction between the organization and its stakeholders on social 

media should be managed by a communication practitioner in a strategic role and 

not by an employee without this background since this might increase the risk of 

completely letting go of control over the OrI which, according to Weick et al. 

(2005), indirectly destabilizes the internal OrI.  

6.2. Future Research 

As this case study research is limited to qualitative data from one organization, 

more research on this topic is encouraged. Firstly, conducting the same research 

project on a smaller and less established organization would be interesting since 

my findings suggest that a fundamentally strong image is not as prone to be af-

fected by multiple OrI expressions. Yet, as my study is taking place in a specific 

context during a specific period, it could be interesting to study how social media 

identity expressions impact a strong organizational image in stakeholders' minds 

over time since they could provide different results. Also, one of the shortcomings 

of this study is that the sample of participants does not represent all spectrums of 

society. Thus, conducting a study with individuals from diverse socioeconomic 

backgrounds would be beneficial to broaden the scope of research. 
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Appendix 

Appendix 1: 

 

This appendix presents the Consent form e-mailed to the participants approximately one week 

before the focus group interview took place. The participants either signed the consent form 

electronically or handed the form to the researcher before the interview.  

 

----------------------------------------------------------------------------------------------------------------- 

 
 Study About Organizational Identity 
 
This is a consent form to take part in research conducted by Sara Fregert at the Department of 

Strategic Communication at Lund University. The consent form is an agreement between the 

researcher and the research participant outlining the roles and responsibilities they are taking 

towards one another throughout the research process. 

Description of project: Understand how stakeholders make sense of organizational identity 

through organizational interaction on social media. The participants will take part in a focus 

group discussion.  

 

By signing this agreement, I agree to the following terms: 

• I (name of participant)……………………………………… voluntarily agree to par-
ticipate in this research study. 

• I understand that even if I agree to participate now, I can withdraw at any time or re-
fuse to answer any question without any consequences of any kind. 

• I understand that I can withdraw permission to use quotes within two weeks after the 
interview, in which case the material will be deleted. 
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• I have had the purpose and nature of the study explained to me in writing and I have 
had the opportunity to ask questions about the study. 

• I understand that participation involves discussion with three other participants, and 
the researcher present acting as a moderator.  

• I understand that I will not benefit directly from participating in this research. 

• I agree to my interview being audio-recorded. 

• I understand that all information I provide for this study will be treated confidentially. 

• I understand that signed consent forms and original audio recordings will be retained 
in the researcher's computer until the approval of the thesis.  

• I understand that a transcript of my interview, in which all identifying information has 
been removed, will be accessed by the examinator. 

• I understand that I am entitled to access the transcript, within three weeks after the 
discussion took place. I understand that I am entitled to read and alter the transcript be-
fore the analysis takes place (Please contact the researcher in this case).   

• I understand that in any report on the results of this research, my identity will remain 
anonymous. This will be done by changing my name and disguising any details of my 
interview which may reveal my identity or the identity of the people I speak about. 
However, my age and gender will be revealed since it might impact the results.  

• I understand that disguised extracts from what I say during the discussion may be 
quoted in a published report and a final examination presentation.  

• I understand that I will not be anonymous to the other group participants, and I have 
the right to decline to answer any question if I feel uncomfortable.   

• I have read the consent and agreed to it. 

• I have been given a copy of this document.  

• I understand that I must spend 1.5 - 2 hours participating in this study.
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Contact information: 
Sara Fregert 
076-196 18 43 
Sa2552fr-s@student.lu.se 
 

Signature of research participant 
 
 

----------------------------------------- ---------------- 
 
Signature of participant Date 
 
 

Signature of researcher 
 
I believe the participant is giving informed consent to participate in this study 
 
 

------------------------------------------ ---------------------- 
 
Signature of researcher Date 
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Appendix 2: 

 

This is the interview manual that was used for the focus group interviews. The manual was 

designed to start with three open questions and then become more structured after the com-

pendium of questions was introduced. 

 

----------------------------------------------------------------------------------------------------------------- 

 

Question 1: 

Let's talk briefly about what a brand is. If I make it concrete: If you have two jackets in front 

of you that are in the same price range and similar qualities - one is Peak Performance and the 

other is a Monclere. Then it is only the brand that separates the jackets, what is it that makes 

you choose one or the other? 

 

*Note that after the first focus group interview, I changed to comparing clothing brands. In the 

first interview, I asked them to reflect on why they choose Skånemejerier instead of, for ex-

ample, Arla (milk brands).  

 

Question 2: 

So the organization we are going to talk about today is IKEA. I'd like to start by going around 

and hearing about everyone's past relationship with IKEA. What is your previous image of 

them? 

 

Question 3:  

When you talk about brands, you sometimes mention that you often link them to human at-

tributes. Almost like when you describe a company, it can sometimes sound like you're talking 

about a person. For example, if you look at Absolut Vodka, that brand is often described as a 

cool, hip and contemporary 25-year-old, while Stoli vodka is described as a more intellectual, 

conservative older man. 
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If you were to look at IKEA as a person, how would you describe the soft values around them 

as a company and brand? 

 

 

Questions after the introduction of the compendium 

1. How do you interpret this answer based on personal characteristics? What associations, 

feelings etc. do you get? 

2. What image do you get of Ikea when they communicate like this? 

3. Do you think they answered good, or should they have answered differently? 

4. Interesting to ask: Legitimacy. 

 

Questions after going through all of the categories presented to the group: 

1. Through these comments, you have seen many different identity expressions of Ikea. It 

has perhaps conveyed a rather diverse and sometimes even contradictory identity. 

How do you perceive Ikea's image now? Has it altered? 

2. Do you feel that the expression of different identities affects you in any particular way?  
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Appendix 3: 

 

The compendium was presented to the participants during the focus group interviews. The 

compendium is the original, presenting all 16 comments that were selected from the sampling. 

I have marked the comments that were excluded after the first focus group interview took 

place.  

 

----------------------------------------------------------------------------------------------------------------- 

 

Kategori 1: 
 
1.  
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2.  
 

 
 

3. Excluded 
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Kategori 2: 
 

4.  
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5. (Excluded) 
 

 
 
 
 

6.   (Excluded) Kontext: Kommentar till Ikeas prishöjning på korv, från 5 kr till 7 kr.  
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Kategori 3: 
 

7.  Kontext: Ikea döpte sin lampa till Virrmo och beskrev den som ormsäker som ett svar 
på ormrymningen på Skansen. 

 

 
 
 
 

8.   
 

 
 
 
 

9.  
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Kategori 4: 
 

10.  
 

 
 
 

11.  (Excluded) 
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Kategori 5: 
 

12.  
 

 
 
 
 

13.   
 

 
 
 
 

14.   
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15.  (Excluded) 
 

 
 
 

16.  (Excluded) 
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Appendix 4: 

 

The coding process took place from the beginning of March to the middle of April 2023 and 

was carried out by the researcher (Sara Fregert). The coding scheme presented in this appen-

dix is the final version of my coding, depicting the categories that were the foundation for the 

themes after excluding the codes that I did not find relevant to my research. 

 

“The shallow and over-friendly Influencer” 

Quote Code Description of code 

“It’s like two people would stand and talk and 

one says ‘how are you’ and the other says ‘It’s 

a bit of a shame, I've been in hospital […] this 

week.’ and then the other says ‘great, we have 

been on holiday”. (Participant 4) 

Misalignment - Message that does 

not respond to the 

message of the sender.  

- The message does not 

align with the previous 

image of Ikea. 

- Shallow 

“You do not really look at the writing of the 

consumer, really it’s just talking” (Participant 

1) 

  

“…You should give feedback to the problem 

you have had, some kind of comment…” (Par-

ticipant 4) 

  

“I think it’s quite ignorant. Nothing concrete 

comes back, if you had been a family […] it’s 

just ‘yes I hear what you are saying, I’ll pass it 

on.” (Participant 9) 

  

You could also say that they don't match the 

comments, had there been a lot of smileys and 

so on in those comments and a lot of personal 

ones. (Participant 8) 
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“It's like someone sitting there who has noth-

ing to do with the organization.” (Participant 6) 

“It's some young person who is employed just 

to write there and has no insight into how 

things work at IKEA.” (Participant 6) 

Alternative 

explanation 

- Trying to understand 

the performance by 

trying to find an expla-

nation. 

- Someone who is 

young and do not un-

derstand Ikeas’ way of 

working. 

“I think it's so incredibly presumptuous, fish 

and chips are a favorite of many and then this 

emoji with a heart, well it's not at all profes-

sional.” (Participant 9) 

  

“It's just that it's a bit flat because it's obvious 

that someone hasn't thought it through.” (Par-

ticipant 6) 

  

“a young person with poor directives.” (Partici-

pant 7) 

  

“I just get annoyed. I would have been super 

annoyed if I had received this answer” (Partici-

pant 1) 

Sender per-

spective 

- Putting themselves in 

the sender’s shoes by 

way of expression. 

- Negative towards the 

expression. 

“No comment that it was thick breading and 

no it was bad, but it is more like 'oh fish and 

chip, it is a favorite of many'. I could not care 

less. That's not why I wrote to you, to find out 

that others have fish and chips as a favorite. I 

don't care about that. Mine was terrible that I 

got, I guess that's what annoys me.” (Partici-

pant 4) 

  

“If you had these, like the first person here   
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who has taken the time to write this comment 

on a, ´you have been annoyed by this system 

so much, you get this standard response all the 

way and then hope that the move goes well 

and you enjoy the new accommodation and 

then a heart smiley´. There's a risk that one 

would have gotten annoyed.” 

“I can agree that not everything is optimal, but 

to change the product is like a five-year per-

spective, what should I say to the outside 

world, I can't promise anything.” (Participant 

10) 

Organizational 

perspective 

- Putting him-/herself 

in the shoes of an em-

ployee that is working 

in the organization. Us-

ing expressions such as 

I and refers to the own 

experiences.  

- More forgiving to the 

expression.  

“I think it's a professional answer to both of 

them. The first is a matter of product devel-

opment and there is only so much you can an-

swer when you're sitting in a company because 

you can't promise anything, given that it takes 

many years before any new production, new 

drawings and so on come in.” (Participant 10) 

  

“And then when there are a lot of smileys as 

well, it can give the impression that okay, now 

we've glossed over this issue, so it won't be 

passed on to any product development unit at 

all.” (Participant 8) 

Smileys - The reaction to smi-

leys. 

- Feeling of frivolity. 

- Smoothing over the 

problem. 

“ […] I think it's not really serious, when you 

take it in a somewhat flamboyant way […] we 

don't care much about what you say really, it's 
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just a bit too frivolous.” (Participant 11) 

“If you change, it should have been instead, it 

doesn't sound good that you experienced this 

in Karlstad. It is of course something we will 

look at, uh, remove the humor or this smiley 

bit and all that bit.” (Participant 7) 

  

“A robot, it's just like a standardized answer. It 

feels like you could teach a robot to do that, 

you know?” (Participant 2). 

Standardized 

answer 

- Referring to copy 

paste. 

- Refering to the feeling 

of being written by AI. 

- Non-emotional. 

It's like picking keywords and putting them 

together in a text.”(Participant 4). 

  

“It's so straightforward ... It's somewhat un-

sympathetic” (Participant 1) 

  

“It feels like they send I to everyone” (Partici-

pant 14). 

  

“Yes, it feels like such a copy-paste” (Partici-

pant 13). 

  

 

 

The Experienced and Arrogant Lawyer 
Quotes Code Description of code 

“It feels better. You get answers to things. Then 

you can investigate what IWAY is for some-

thing. You get a link here to that as well.” (Par-

ticipant 1) 

Informative - Reference to the link. 

- Positive. 

"Well, personally, I think this is a pretty perfect 

answer, it's spot on. This is how I would have 

liked an answer. It's informative but also links 

to a website or further so you can read more 
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about this. “(Participant 16). 

“it's kind of more follow-up […].” (Participant 

1) 

Alignment - Feelings of replying to 

the senders’ message 

“ […] personal, I think. Here you answer back 

to what you have asked questions about.” 

(Participant 4) 

  

” Detailed answer to the question itself” (Par-

ticipant 6) 

  

”That it feels like they are responding seriously 

to the question.” (Participant 7) 

  

“[…] but I think that here you have, here you 

really show that you care about the question-

er, I think. And answers properly.“ (Participant 

11) 

  

“the information is good, but it doesn't really 

answer the question or the statement.” (Partic-

ipant 13) 

Misalignment - Message that does 

not respond to the 

message of the sender.  

- The message does not 

align with the previous 

image of Ikea. 

“Well, the person writing this wants them to 

sign a legally binding agreement. You don't 

comment on that, you just comment on how 

things are at the moment. This is what we do 

and then nothing more, you don't really an-

swer. Then it is, of course, a very businesslike 

answer, it is certainly not to stick your neck out 

and so on” (Participant 13) 

  

“And then nothing more, you just don't really 

respond.” (Participant 13) 

  

“I think that you kind of dismiss this and think   
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that, well, we have our IKEA ways and that's 

great.” (Participant 12) 

“And then we have our way so we don't have 

to sign because we do enough already.” (Par-

ticipant 14) 

  

[…] for me this signals that we have our own 

and it's actually better than all the others.” 

(Participant 12). 

 Comparison to other 

organization – Patago-

nia. 

“When you read it the first time, I thought you 

got a rather positive picture, 'yes but that's 

good, you have a system you work according 

to' [...] but then when you think about it, or 

talk about it as we did now, you get a slightly 

more negative picture.” (Participant 14) 

  

“I miss, as I said, a direct association with the 

issue. International Accord, why don't you 

want to sign it. You don't say that, you don't 

say that we can't sign this because it is, it has 

actually, it should actually be smaller” (Partici-

pant 12) 

  

“She works in a legal department at IKEA” 

(Participant 13) 

 

“Yes, and there's a very good flow to the text, 

so it's not like one sentence and then a smiley 

and then the next sentence, it's short. The writ-

ing is quite detailed.” (Participant 14) 

 

“It feels like this has been raised at the board 

and so it has…” (Participant 13) 

 

Alternative 

explanation 

- Trying to understand 

the performance by 

trying to find an expla-

nation. 
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“Has been processed a few times” (Participant 

16) 

 

“Been approved and then you kind of use it.” 

(Participant 13) 

 

“they don't want that because 'oh, IKEA has 

signed here now that they don't believe in 

this'.” (Participant 9). 

 -  

 

“They wrap it up by saying this is what we do 

[…].” (Participant 13) 

Implicit cues - Feeling that the or-

ganization do not really 

express the truth.  

“But between the lines, they are actually say-

ing that they don't need to sign this agree-

ment.” (Participant 16) 

  

“We have Ikea everywhere and we're going to 

do much more concrete things, so they kind of 

say it implicitly. And then you can't write it too 

clearly, that we don't believe in this.” (Partici-

pant 9) 

  

“It's crystal, yes, but you can, you read that. I 

mean they have something much better, much 

more. And there is no answer that they will do 

this, but they do it instead, they have chosen a 

path. They don't believe in this International 

Accord.” (Participant 9) 

 

“It's only implicit, it's not stated anywhere.” 

(Participant 12) 

 

“No, but I interpret it that way.” (Participant 9) 
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“It's more blunt, so it's more blunt language.” 

(Participant 2) 

Experience -Older 

- Formal language 

- No emojis 

“So it's just, they're not emojis.” (Participant 2)   

“it feels like an older person answered and a 

younger person answered the first one.” (Par-

ticipant 2) 

  

“more facts and less fuzzy if I say so.” (Partici-

pant 2) 

  

“It's also "Sincerely Erica" as well. It's a more 

old-fashioned way of” (Participant 3) 

 

“Expressing oneself” (Participant 3) 

  

“ It could be different, but for me it might as 

well be different levels in the organization.” 

(Participant 4) 

 

“That there is a more educated person sitting 

there answering.” (Participant 4) 

 

 “Yes, yes.”(Participant 2, 3) 

 

“More back office so to speak.” (Participant 2) 

 

“Yes, more back office.” (Participant 4) 

 - Educated 

"I don't think you need to categorize age, this 

could be a 20-year-old as well." (Participant 

16) 

  

“For someone who is new to the job and hasn't 

worked for very long, they have to answer 

these kinds of questions that can be kind of a 
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mess.” (Participant 14) 

 

“Yes, a legal soup.” (Participant 13) 

 

Human and daring youth 

Quote Code Description of Code 

“So this is more like a friend who is, answers. 

This is really, especially number eight is like, it 

could have been a conversation with me and 

my daughter or something like "or how blah 

blah blah and before you say it like smiley 

hihi!”(Participant 1)  

Retrospective 

sensemaking- 

older genera-

tion 

- Connection to chil-

dren's discourse 

“Whenever I look in ‘name of child’ or ‘name 

of child’ feeds ... I kind of don't understand 

what they are writing in like their feeds.” (Par-

ticipant 12) 

  

“Light-hearted, but these are light-hearted 

comments, so it's fun to be a little light-

hearted back, as long as you don't go out of 

your way and stick your nose out too much.” 

(Participant 13) 

Description - 

younger gen-

eration 

 

“there's a bit more humanity behind it. It feels 

like a person is sitting and writing.” (Partici-

pant 16) 

  

“Here's someone who knows what he's doing 

and dares to joke back” (Participant 6) 

 

“Yes.” (Participant 8) 

 

“You should be a little braver when you.” (Par-

ticipant 6) 
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“It makes the company more humane, mean-

ing that you feel that a company is like a per-

son instead of a large company.” (Participant 

14) 

  

“A bit of a frivulous answer.” (Participant 15) 

 

“Well, you don't take it seriously here.” (Partic-

ipant 13) 

 

 “No.” (Participant 15) 

“No, but the ninth is a bit different from the 

other two, that in the other two, in the seventh 

and eighth g, it's more of a.” (Participant 16) 

 

“A jargong. The jargong is there. “(Participant 

13) 

Misalignment - Do not respond in line 

with the sender. 

“If you are neutral in this conversation, it be-

comes quite funny.” (Participant 16). 

Neutral sense-

making frame 

- Positive towards the 

identity 

“I don't know if I would be so happy if I came 

to IKEA's customer service in person.” (Partici-

pant 16) 

 

“Stand there with their sofa […]” (Participant 

13). 

 

“Well, I would not have been so happy as a 

customer if I had received that answer.” (Par-

ticipant 16) 

 

Sender sense-

making frame 

- Negative towards 

IKEA:s way of expres-

sion. 

- Put themselves in the 

shoes of the sender by 

way of wording.  

“That's exactly how it is on Facebook when 

things get going […] Here they use humor in its 

Legitimacy Reference to Facebook 
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proper context.” (Participant 7) 

“It doesn't affect my view of IKEA, it's just a 

forum that [...] they write for the sake of writ-

ing. If I have a serious complaint, I would never 

take it to Facebook [...] if it had been a cus-

tomer service on other channels, I would have 

been worried.” (Participant 4) 

  

 

The Sympathetic grown-up 

Quote Code Description of Code 

“This is the kind of question […] you never ask 

on Facebook. It doesn't belong on Facebook.” 

(Participant 4) 

Alternative 

explanation 

- Trying to understand 

the performance by 

trying to find an expla-

nation. 

“Posting a comment on Facebook is really a 

way to perhaps get a quick response but also 

to smear the company.” (Participant 16) 

  

“This is a person who is fishing for ‘this is really 

bad’. But she's very objective, so that's very 

good.” (Participant 12) 

Good reply - Positive towards the 

organization's reply. 

“the grown-up in the room” (Participant 7).   

“But this one  is an adult […] and answers seri-

ously, no smileys […]” (Participant 6) 

  

“Yes, they do not leave him, but they want to 

help him in the best possible way.” (Participant 

1) 

The act of re-

plying 

- Good response to 

answering despite hid-

den agenda from send-

er. 

“That says a lot about the company. Managing 

their customers and appealing to customers as 

well [...] They could have just written here that 

they were sorry to hear that you haven't re-
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ceived your order.” (Participant 14) 

 

 

The Genuine Friend 

Quote Code Description of Code 

“It is the rainbow colours and [...] this person 

(the sender) has added quite a few rainbow 

flags […] Here she actually picks up on the 

rainbow flags” (Participant 12) 

Alignment Feelings of replying to 

the senders’ message 

“To have this kind of personal relationship with 

customers who really [...] that ‘I have to go on 

Facebook to tell IKEA how good they are’ with 

this [...] and bubbles over.” (Participant 9) 

 

“Yes, and then you want to get back some 

bubbling over. “(Participant 12) 

 

  

“[…] It is more like a private one, i.e. between 

two private people talking.” (Participant 14) 

Text-

conversation 

- Anology to a private 

real life conversations. 

“ […] This is perhaps more like a text message 

conversation than a comments section. “ (Par-

ticipant 16) 

  

“You're bubbly and happy because you have, if 

I've been to *name* for tea then maybe I 

have.” (Participant 9) 

 

“Yes, what fun it was.” *Skratt*. (Participant 

11) 

 

“So I wrote, god what good scones you baked 

yesterday, wow.” (Participant 9) 
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 “Yes it is.” (Participant 11) 

 

“Four tomorrow then.” (Participant 12) 

“[...] In that they use words that they (the or-

ganization) have received from the comments 

before [...] feels like they put some time and 

energy into the answer than to just have an 

auto-answer [...] Because they are different 

really, all the answers.” (Participant 16) 

Genuine Different answers in all 

comments 

 

 


