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Abstract: 
 

This thesis is an investigation on the corporate identity of the firm SSAB from a 

managerial viewpoint (1), the company communication through press releases (2), 

and the image of the company as portrayed in news press articles (3).  

The managerial view of the corporate identity is researched through interviews 

with a communication manager of SSAB (1), the corporate communication is 

researched through press releases from the company (2) and the image is 

researched in news press articles (3). The results have been deducted using content 

analysis. The three dimensions are compared in order to see if the topics are 

coherent. This work builds on earlier research in corporate identity and image 

research, stakeholder theory, corporate communication and media reputation 

theory. 

 

This is interesting to research as the image of the company framed by the media 

affects, among other things, the possibility for the company to attract new talent 

and employees. If there are different stories, or topics, told in the three dimensions 

then the future employees may not share the view of the company with the 

managers in it.  

 

The analysis show that there is a discrepancy between the topics on the three 

dimensions, both between the corporate identity and the communication through 

press releases, as well as between the communication through press releases and 

the image in news press articles.   

 

Keywords: 
Corporate identity, corporate communication, Media reputation. Media framed 

image, corporate image, manufacturing industry, stakeholder groups, future 

employees,  
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The topic of this thesis is to investigate what the media framed image of SSAB is, 

and how it correlates with the corporate identity and communication. Is there an 

opposition between them?  

 

The purpose is to identify if there is a gap between these three dimensions. This is 

done through researching the three parts separately in order to identify the content 

of each of them and later compare the content. 
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1 Background and academic context 

Even though the structure of the economy has changed over the years, the 

manufacturing industry has been, and continues to be, an important part of the 

Swedish business life (e.g. von Hofsten & Barry Vallin, 2014, scb.se, n.d). This 

industry has gone through many changes over the years: From a local to a global 

market place; from industrial society to knowledge society, with the modern day 

need for value adding and innovation to stay relevant (Hidalgo, Hausmann et al, 

2012). In order to stay competitive on the global market many companies within 

this industry have identified that they need to attract and create new knowledge 

and ideas. One way to do this is through the current and future employees (Allen, 

Scotter & Otondo, 2004, Sakao et al 2011) i.e. recruit. 

 

The need for companies to attract new knowledge through talent in order to stay 

ahead has been known for a long time, in 1998 The McKinsey Quarterly published 

“The War for Talent” which stated that “in order to attract and retain the people 

you need, you must create and perpetually refine an employee value proposition: 

senior management's answer to why a smart, energetic, ambitious individual would 

want to come and work with you rather than with the team next door” (p.46, 

Chambers, et al, 1998). This value proposition has often meant developing the 

internal workplace with offers and benefits. But prospective employees want an 

employer that has an attractive image based on the characteristics or benefits that 

are important to them (Backhous & Tikoo, 2004; Knox & Freeman, 2006).  One 

important component in recruiting the right staff is reaching them with information 

about the organization and the workplace. Effective communication can generate 

attitudes toward, in this case, an organization. The work of Allen et al (2004) 

showed that there is a positive correlation between the impression of an 

organization and the inclination to join it.  

 

The communicated material that reaches a potential employee will thus influence 

that person’s view of the organization. But I wonder; in order for a possible 

employee to know what company to choose to work for, or even what industry that 

could be attractive to future employees, what is the general knowledge about that 
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company and what picture does the media paint of an organization, is it the same 

as the company see of itself?  

 

 1.1 Problematization 

Employees; current, future and former, are examples of groups that may have an 

effect on a company or may be affected by what a company does. Groups like this 

are often times called stakeholders (Freeman, 1984). One way to reach these 

groups with information about the company is through the media. The media is an 

intermediary through which the stakeholders receive information, for instance 

about a company, and impact the social acceptance of that company. (Zavyalova et 

al, 2012, Pollock & Rindova, 2003). As media has a broad reach it does not only 

reach the employee stakeholder groups but the entire general public. This is 

beneficial because there is no way of knowing which individual in the general 

public that will in affect the company in some way. (Deephouse, 2000). If a 

company doesn’t meet the stakeholder expectation its social acceptance will drop 

and this may affect the firm's reputation, and in a longer perspective, its survival 

(Suchman, 1995). In the case of recruitment this would mean a lower number of 

aspiring employees. Working actively to manage the image of the company in the 

press has a possible important impact on the success of the company as positive 

opinions of “external audiences” (p.708), which will benefit the company 

(Bengtsson & Servais, 2005). If the company has a good reputation, bonds with 

other stakeholders than customers will become stronger (Lynch & de Chernatony, 

2004). 

 

Previous research and reports have shown that the public often view the 

manufacturing industry as male dominated, dirty, old fashioned, and in decline. An 

annual report about the manufacturing industry in America states that “many 

Americans are steering their children away from careers in manufacturing in favor 

of other industries which they believe will offer a more stable and certain future —

a trend that will only further erode our nation's long-term manufacturing base.” 

(p.3, Deloitte and The Manufacturing Institute, 2012). 90% of the respondents in 

that survey say that they regard manufacturing as the most important industry for 

the economic situation in America. However, the majority of respondents state that 
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they do not wish to work in manufacturing. (Deloitte and The Manufacturing 

Institute, 2012). This correlates, on a local level, with a survey made by Dalarna 

University that shows that the general public had a relatively negative image of the 

working environment within industrial settings. (Att-projektet, 2009). This view of 

the manufacturing industry not only affects the possibility to find potential 

employees, but also governmental decision makers, which can be seen in 

statements like the one Swedish prime minister Fredrik Reinfeldt made at the 2013 

World Economic Forum in Davos: That there are next to no industrial workers in 

Sweden anymore: ”We used to have people in the industry, but they are basically 

gone.” (e.g. Sundström, 2013, Wolodarski, 2013). 

 

1.2 Contribution 

This study looks at three dimensions; the corporate identity from a managerial 

point of view, what is communicated through press releases and how external 

sources – the news press – frame the image of it and its operations to external 

stakeholders. These three are investigated individually and later compared in order 

to see how the content may differ. This is interesting because, as was described in 

the background, if the public has a different view of the manufacturing firm than 

company does, this may affect the company negatively in recruitment or affecting 

policy makers. If this is the case it would imply a need for change in the corporate 

communication to external stakeholders in order to get a wider understanding for 

the organization and its operations 

 

There is a good deal of research on communicating with many stakeholder groups, 

especially consumers, but, to my knowledge, not much on the subject of 

communication between large companies outside of the consumer market and the 

public. The topic of this investigation lies between the academic areas HR, 

communication and marketing. There seem to be an academic gap between the 

employer branding field and the public relations field, which this study will fill a 

part of. This study will also provide managerial implications, as making this type 

of empirical examination may imply modified practical work in this area. 
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I have chosen to make this a case study of SSAB. The reasons why SSAB is an 

interesting case for this study includes its size, its history, its industry, its societal 

connections and its need for specialized and knowledgeable workforce.  

SSAB is a manufacturing, heavy industry, company that, by Swedish standards, 

has a significant size. This has several implications, it is a large employer within 

the community, which means that what happens within the company is interesting 

to individuals that may be affected as they may be or have been, are possible 

future employees or know someone that is or have been employed by the 

company. Because of its long history many people have an emotional connection 

to it, and knowledge about its operations. It is an important player in both local and 

national business life, implying that what they do may impact both other 

companies and local government or affect for instance environmental or 

infrastructural issues. The size also means that the organization has the resources 

to put into external communication activities, and equally important, the interest to 

communicate. These things make SSAB an interesting illustration of the 

manufacturing industry and its efforts to communicate its managerial corporate 

identity to stakeholders including future employees 

 

1.3 Research question and research objectives 

The topic of this thesis is to investigate what the media framed image of SSAB is, 

and how it correlates with the corporate identity and communication. Is there an 

opposition between them? The purpose is to identify if there is a gap between 

these three dimensions. This is done through researching the three parts separately 

in order to identify the content of each of them and later compare the content.  

  



 

5 
 

Figure 1 The three dimensions of this thesis 

 

 

 

 

The research objectives are: 

1. To define the corporate identity of the firm, what the company “is”, why it 

needs to communicate with the public, and key messages to communicate 

about the company.  

2. To identify the message of the corporate communication in the company 

press releases.  

3. To identify the image of the company within news press. 

4. To examine the relationship between the corporate identity of the company 

and identity communicated through press releases and the image framed in 

news press. 

5. To draw conclusions from the observed relationships.   

 

If the managerial, corporate, identity and corporate communication are coherent, 

the company communicates its identity, both internally and externally, 

successfully. If the message of the corporate communication and image presented 

in the news press are aligned then the image presented to the stakeholders in the 

media would be the same as corporate communication from the company. This 

would mean that what the company says and the media says is closely connected.  

The contribution of this thesis is to shed light on part of the reason why some 

stakeholder groups, such as future employees, may have an image of 

manufacturing firms (as described in chapter 1) 
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Limitations 

The Corporate identity within this thesis is represented by the managerial view, 

which is investigated through interviews with a communications manager. 

Interviews with other managers may have broadened the data, but could not be 

processed within the frame of this thesis. The Corporate communication, in this 

thesis, is represented by press releases; one of several channels for communication 

between a company and its stakeholders, none of the others are investigated in this 

thesis. The image framed by the news press is only one of many influers of 

stakeholder group’s image of a company: however it is the only one investigated in 

this thesis. The effect of the media framed image on the company as an employer 

could be examined further this is not within the scope of this thesis. 
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2 Frame of references 

 

There are several areas of research that connect to the topic of this thesis. 

Therefore there are several theories which will help form the model which is used 

here. 

 

2.1 Stakeholder theory 

The stakeholder theory was made popular by Freeman in 1984. This theory was 

formed in order to explain why managers need to deal with several groups that 

been neglected in other theory building. Freeman defines Stakeholder as “any 

group or individual who can affect or is affected by the achievement of the firm’s 

objectives” and goes on to say that “each of these groups plays a vital role in the 

success of the business enterprise in today’s environment. Each of these groups 

has a stake in the modern corporation” (p.25, 2010). Stanford Research institute 

(SRI) offers another definition of what stakeholders are, which goes further than to 

say they affect the company, instead the institute defines stakeholders as: “those 

groups without whose support the organization would cease to exist” (SRI, 1963 as 

quoted in Donaldson & Preston, 1995).These groups of course include customers, 

owners, suppliers and current employees, but also contain future employees, 

environmentalists, governmental organizations as well as non-governmental 

organizations (NGOs) and the media (Freeman, 2010). This means that in order for 

a company to do successful business there is a need to take the stakeholders’ views 

into account (Donaldson & Preston, 1995) even though these groups are unlikely 

to value the same things (Wartick, 2002). According to Freeman putting 

stakeholders at the heart of the strategic management of the company means not 

making distinctions between “economic” and “social”, or “business” or “non 

business” where he also say that one stakeholder dos not always hold privilege 

over another but that the interest of all groups can be fulfilled over time (p.1, 

2010).   

 

As mentioned above Stakeholder theory often regard Media as a stakeholder group 

in its own right (e.g. Freeman, 2010). In this thesis however it will be regarded as 

an intermediary, framing issues to other stakeholder groups. The media is a 
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channel that has considerable impact on the way these stakeholder groups view the 

company as shown in the work of Allan et al (2004). 

 

2.2 Corporate identity and corporate image 

Three central constructs for this thesis are corporate identity, corporate image and 

communication. Cian and Cerevai define identity as “what members perceive, feel, 

and think about their organization” (p.187, 2013). They use the term 

organizational identity but state that corporate identity (the term chosen for this 

thesis) is oftentimes used synonymously. 

 

According to Fombrun (1996) there are different schools within corporate identity, 

among which what he calls “the structural school” (p.188, 2013) is applicable to 

this thesis as it sees the corporate identity as a mix of the mission, vision and 

philosophy of the company (Fombrun, 1996). This is because the focus is on what 

needs the managers of the company have identified and what role the stakeholder 

groups (with a focus on future employees and governmental decision makers) play 

in achieving the goals. It is also to do with how the company is presented in 

relation to this in their communication (with a focus on external communication) 

but also how they communicate this to the stakeholders. 

 

Christensen and Askegaard (p.292, 2001) look into other authors work and find 

corporate image to be the total impression of an organization on the stakeholders. 

Cian and Cerevai define corporate image as “the sum of perceptions – referring to 

an organization – held by its external stakeholders” (p. 187, 2013). The image held 

by the external stakeholders will affect the organization in different ways.  The 

corporate identity and corporate image cannot be seen as two entirely separate 

constructs as the internal view of the company affects the external and vice versa 

(Christensen & Askegaard, p.296, 2001) 

 

2.3 corporate communication 

Cornelissen says that the objective of corporate communication is: 

“…the overall purpose of establishing and maintaining favorable reputations with 

stakeholder groups upon which the organization is dependent.” (p.5, 2014). 
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Much of the work of Communication managers is informing audiences about the 

company and its operations (van Reuler, 2004). Companies communicate with 

stakeholders in order to build and keep relationships (Bruning & Ledingham, 

2000). This activity could be called Public relations (PR), but is also often called 

corporate communication. The process of communication includes a sender, a 

receiver and a medium of communication (Jackson, 1992) even though humans 

rarely are “just” receivers, but forms their own opinion and taking action from it 

(Woerkum & Aarts, 2007). By informing the organization aids its stakeholders to 

form a proper image of the company. This activity should be guided by the 

external groups rather than the internal rationalities (van den Bosh and van Riel, 

1998), meaning that the stakeholder image should guide the communication 

activities. 

Hutton, et al. (2001) emphasize reputation and image management to be the most 

important aspect of corporate communication, and Bengtsson and Servais (2005) 

emphasize the stakeholders’ perception of the organization, where positive 

opinions of “external audiences” (p.708) will benefit the company. Stakeholder 

groups that affect corporate reputation might be Owners, Employees, Customers, 

Suppliers and Community, and these are unlikely to value the same things (Gray & 

Balmer, 1998). Lynch and de Chernatony (2004) state that the brand is not only 

customer focused, but that “strong brands create intellectual and emotional ties 

with stakeholders other than customers”.  

 

2.4 Media reputation 

In this thesis the entire media is not investigated, but focus is put on the news 

press. News press is an intermediary who “disseminates information, frame issues 

and assist stakeholders in making sense of firm actions” (Zavyalova, Pfarrer, 

Reger & Shapiro, 2012). Previous research shows media to be the main source of 

information about organizations for the public (Deephouse, 2000) and by doing so 

they contribute actively to enhance or decrease the public’s social approval of the 

company (Meijer & Kleinnijenhuis, 2006). This gives the firm an opportunity to 

sway this possible social approval into intangible assets within the firm (e.g. 
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Deephouse, 2000, Pollock & Rindova, 2003, Deephouse & Carter, 2005). If 

audiences have a positive image of a company it has substantial effect on both 

willingness to transact with it but also to apply for a job at the firm (Einweiller, 

Carroll & Korn, 2010). Companies need the media to distribute information and 

the news media need firms to contribute with interesting content (Einweiller et al, 

2010). Different stakeholder groups are interested in learning different things, 

“possible employees, for instance, have an interest in learning about the workplace 

conditions of a firm, whereas investors’ main goal is to understand its financial 

performance” (p.303, Einweiller al, 2010). 

 

2.5 Identity communication and stakeholder’s image forming  

Based on the previous research presented above I have constructed a model, 

presented in figure 1, which will aid the analysis in this thesis. The framework 

depicts factors happening sequentially; the corporate identity is communicated and 

framed independently in the media and subsequently transformed into corporate 

image in the eyes of the stakeholders. This image leads to actions that will in turn 

have an effect on the company which seals the circle. This affect, however is not 

investigated. 

 

The corporate identity represents how the company is viewed of managers within 

the firm. The managed corporate identity is communicated, externally, in a number 

of channels. This is done in order to inform about and affect the view of the 

company. One channel of communication is through the media, in this case the 

printed media. The media is not a channel where the company can control the 

message, but frames issues independently. This is one of the strengths of this 

channel, as it is credible source of information to the public. One way to 

proactively affect what the printed media writes about the company is through 

press releases (Woerkum & Aarts, 2010). Making efforts to manage the image 

presented through the media is vital for organizations as it has a great effect on the 

social approval of the company in the eyes of the stakeholders, i.e. the corporate 

image. This image has an impact on the company in a number of ways, for 

instance on future employers and governmental decision makers.   
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Figure 2 Model of Identity communication and stakeholder's image forming 

 

 

Model of the sequential effects of communication. The corporate identity is the 

managerial view of the company which may or may not be coherent with the 

corporate communication efforts that the organization makes, which may or may 

not be coherent with the issues that the media frames of the company, which is one 

of several infusers of the image that the stakeholder group future employees form, 

which is in turn one of several influences of the future company operations which 

in turn will influence the corporate identity. 
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3 Method  

 

As I have looked at the corporate identity from a managerial perspective and, the 

corporate communication via press releases, and the way the company is described 

in the press, the corporate image, the focus of the analysis will be on these three.  

 

3.1 Research method 

The topic of this thesis, as described in chapter 1.3, is how the corporate identity, 

from a managerial point of view, correlates with the image of the firm framed in 

media, and evidence to answer this question have been collected to form a case 

study. The question of “how” is best answered through a qualitative research 

method, which is used in this thesis. Yin (2009) states that the case study is needed 

to understand complex phenomena. He also state that “how” and “why” questions 

are likely to favor the use of case studies” (p.10). A case study could be used to 

examine contemporary events and gives a unique possibility of combining 

different sources, like documents, artifacts and interviews (p.11) 

 

3.2 Unit of analysis 

This thesis focuses on the image of the company SSAB, and its communication via 

press releases and the image of them transmitted via the media. As described in the 

in the contribution chapter the reasons why SSAB is an interesting and illustrative 

case of a manufacturing firm includes its size, its history, its industry, its societal 

connections and because it is a large employer in need of specialized, 

knowledgeable workforce.  

 

However, it is not the company SSAB that is the unit of analysis in this paper, but 

rather the content of the articles covering SSAB along with the interview with an 

information manager in SSAB and of the content in the press releases sent from 

the company (this content has been put into categories, see table 1). A full list of 

press releases and articles with dates of publication and newspaper can be found in 

appendix 2 and 3.  
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3.3 Data collection 

For this thesis data has been collected in the form of interviews, press releases and 

news press articles. The data collection methods have been chosen in order to 

answer the research question and because of their relevance to the case. For this 

collection and analysis the year 2013 was selected as it was the most recent full 

year. 

 

3.3.1 Corporate identity - Interview  

To get an insight of the corporate identity of the company from a managerial point 

of view I have done two semi structured, face to face interviews, the longest one of 

80 minutes, with a manager responsible for external communication activities at 

SSAB. The questions was designed and posed to the respondent in order to 

examine the corporate identity and in this the answers to them is used for that 

purpose. The interviews were conducted in Swedish, audio recorded, transcribed 

and analyzed. The citations used in the analysis chapter are translated to English 

by me. (Appendix 1.) 

 

The choice of respondent was made after a recommendation from the Head of 

Group Communications at SSAB. In these interviews I also address question about 

the external communication activities that the company does aimed at the public. 

Semi structured interviews are one of the most important sources of information in 

conducting a case study (Yin, 2009).  

 

3.3.2 Corporate communication - Press releases 

The Corporate communication in this thesis is represented by press releases. There 

are, of course, many other channels for the communication between a company 

and its stakeholders, (e.g. Cornelissen, 2000) but these are outside the scope of this 

thesis.  

 

In order to examine the company communication toward news press I have 

gathered all press releases from the official webpage and newsroom on Cision 

news wire. During the interview with the respondent working with information at 

SSAB it became known that not all press releases are posted onto SSAB.com or 
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the News wire. To get a material that represents the proactive press activities of 

SSAB she sent me press releases she knew not to be on the website, but also 

records of what activities had been done. This type of data is defined by Yin 

(2009) as documentation, he advises caution as the documents of this type are not 

exact evidence. In this case there is no claim that the press releases should 

represent the whole truth about the company, but is instead a way to look at how 

the managers at the company choose to portray it. So in this case this bias or 

presentation is actually the evidence I look for. 

In order to content analyze this material I printed the press releases to read it in 

hard copy. I marked the content that belonged to the respective categories (found 

in table 1). 

 

3.3.3 Corporate Image - News Press 

The news press articles about SSAB represent the framed media image of the 

company portrayed to the stakeholders To examine the media framed image of 

SSAB the Retriever database have been used. The Retriever database includes the 

archive “Mediearkivet” which holds all major newspapers and 97% of the TS1 

controlled rural press editions (Wentzel, 2014). All articles containing the word 

“SSAB” in Swedish news press, both national and local have been collected, 

limiting the time frame to the year 2013. I recognize that different newspapers 

have audiences that vary in size, however this has not been taken into account of 

the analysis in this thesis.  

 

News press clippings also falls under the category documents in Yin’s (2009) 

definition, and as in the case of external communication above there is no claim 

that this, either, would represent the whole truth about the company. Instead the 

possible bias this material may hold shows in what way the company is presented 

in the news media and this is the evidence I look for. News press is one of the most 

important influencers of the public opinion. Deephouse (2000) states it is a main 

source of information for the public in learning about organizations and their 

operations. Other sources are of course also relevant as transmitters of information 

                                                           
1 TS is an institution that controls and gives un-biased information about newspapers coverage, 
distribution, number of issues and such. More information on http://www.ts.se/  
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affecting the image that the public forms, these are for instance social media, TV 

and Radio, these are however not as readily available to study, and is also more 

difficult to assess the weight of that information.  

 

3.4 Method of Analysis 

The collected data has been analyzed using Content Analysis. Kolbe and Burnett 

(1991) state that content analysis is “An observational research method that is used 

to systematically evaluate the symbolic content of all forms of recorded 

communication. These communications can also be analyzed at many levels 

(image, word, roles, etc.), thereby creating a realm of research opportunities” (p. 

243). Content analysis can be used to interpret any type of message, and is an often 

used method in on mass media communication research (Lombard, Snyder‐Duch 

& Bracken, 2002).  The process of using content analysis consists of three steps: 

preparation, organizing and reporting but there are no set rules for the analysis 

(Elo & Kyngäs, 2008, p. 109). The unit may be a word or a theme, which must be 

representative to the data which it represents. It is preferable if the text is short 

enough to be judged as a whole making it possible to see the context and meaning 

in mind during the analysis (Graneheim & Lundman, 2004). Krippendorff (2004, 

p.287) state that constructing a special-purpose dictionary or coding instrument 

oftentimes may help the research as it reflects the data better than using pre-

existing ones. Saunders, Lewis and Thornill describes two methods of identifying 

categories in gathered data, one that consults the literature in defining categories, 

concept driven,  and one the gathered data is ground for finding categories, data-

driven. These two can be used separately or in a mix (p.557, 2012). King describe 

this as means to combine themes that are set from start with those found in the 

material (p.430, 2012). 

 

Both the press releases and the news press texts analyzed in this thesis were short 

enough to judge as a whole as Graneheim and Lundman (2004) thought best. The 

three steps that Elo and Kyngäs (2008) suggested forms the structure of the 

analysis, using a special purpose coding instrument, as suggested by Kripendorff 

(2004). At first I developed a preliminary coding instrument, formed from the 

frame of references in relation to the aim of this study. These where later altered 



 

16 
 

after reading through the material from the interview with the respondent at SSAB 

since the identity motifs she point out as important to SSAB and its operations, its 

identity, is the blueprint to which the other material should be compared. The 

coding instrument was altered again when I read through the press releases as 

some themes was represented that had not occurred in the interview. And finally 

slightly adjusted after reading the news press articles. The latest alteration meant I 

had to read through the previously red material again to see if the theme was 

represented in it. In this way the data driven and concept driven categorization of 

data is combined as King (2012) suggested. The codes represent reoccurring 

themes in subject found in the material. Processing the data was a manual act, 

where I have read through the material in its entity, found the units of data and 

labeled it. Developing the coding instrument, categorizing the data and analyzing it 

have been done by me.  

 

The research objective have guided the structure of the analysis, firstly the 

corporate identity was analyzed through the findings from the interviews with the 

SSAB information manager, defining why SSAB needs to communicate with the 

public and what the key messages are. Secondly the messages in the corporate 

communication through the press releases of the year 2013 was examined and 

thirdly investigate the image of SSAB as framed in the news press in the same year 

was investigated. 

 

In this process the topics that occur in the text have been examined, but also the 

prevailing tone of the texts, positive, negative or neutral. Topics and tone are 

presented separately but are also examined more in depth to determine what topics 

are more occurring in the positive or negative toned texts. This is reported this 

separately. 

 

The three dimensions was then examined in order to see relationships and from 

these relationships draw conclusions. In doing so I have used the theoretical 

framework presented earlier in the thesis. I have quantified data from the press 

releases and news press articles and presented it in diagrams in order to show 
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frequencies of the units of data found. This is put into context by using quotes 

from texts.  

 

In this text the perspective of the general public is taken. Focus is placed on how 

the image of the firm is presented to them through news press, which represents 

the independent image of the case company. In order to investigate how the 

company sees itself and wish to be seen by others, interviews within the company 

have been made.  

 

Table 1 shows how I have chosen to name the categories and in what way I have 

defined them. 

 

Table 1 Categories and definitions of content in Press releases and News press 

Categories Unit of data / themes Definition 

SSAB’s 

part of 

content 

Primarily about 

SSAB 

SSAB is the, or one of the, 

main characters, often 

mentioned in headline or pre 

amble. 

 SSAB important part SSAB is one of several 

important actors in this text. 

 Secondarily about 

SSAB 

SSAB is mentioned but the 

content is not really 

connected to the company. 

Tone of 

content 

Positive The content about SSAB in 

this article has a positive 

tone. 

 Negative The content about SSAB in 

this article has a negative 

tone. 

 Neutral  The content about SSAB in 

this article does not have a 

positive or a negative tone. 
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Topics 

covered in 

texts 

Finance This article addresses 

financial matters. 

 Effectivisation This article talks about 

making operations within 

SSAB more effective. 

Common themes are 

adjusting production or labor. 

 Top management This article talks about the 

board of directors, CEO or 

executives in SSAB. 

 Employees / 

workplace 

This article talks about the 

workplace SSAB or its 

employees in some way. 

 Expertise This article talks about the 

expertise that SSAB has. This 

includes knowledge within 

the firm or the research and 

development that have gone 

in to making the products. 

 Products This article talks about the 

products that SSAB makes. 

 Customers This article talks about 

SSAB’s customers. 

 Environmental 

issues 

This article talks about 

environmental issues. 

 Legal issues This article talks about legal 

issues 

 Cultural/leisure 

events 

This article talks about 

cultural events. 

 Portrait This article is a profile of a 

person 
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This instrument was used to categorize the content of the articles about SSAB in 

Swedish newspapers in 2013, as well as the content of the press releases from 

SSAB during the same time frame. 

 

The first three categories; Primarily about SSAB, SSAB important part and 

Secondarily about SSAB form a group of part of content. These categories are 

mutually exclusive; one article has to be either one or another, and cannot be more 

than one. This was important because the texts used in this thesis must recount 

something about SSAB in order to be relevant for analysis. Texts where the 

company is merely mentioned for reference has very little content about it and was 

therefore separated.  

 

The same rule applies to the next three categories; Positive, Negative and Neutral, 

which form the group Tone. This refers to the tone of content in the article 

concerning SSAB, and not the general tone of the articles. These categories are 

also mutually exclusive and no article can be both positive and negative. Coding 

tone in a mutually exclusive manner was the basis for finding out if there is a 

difference in representation of topics in the positive, negative tone material, as 

described earlier in this chapter. 

 

The tone is latent content, content that is not openly stated in contrary to the topics, 

researched in the next step, which are manifest. Investigating latent content 

involves “an interpretation of the underlying meaning of the text” (p.106, 

Graneheim & Lundman, 2004. Several articles are both positive and negative, but 

because this is a dichotomous tool the predominant tone is regarded here. Some 

articles have an ambiguous tone which makes it is unclear if the content is 

predominantly positive or negative at a first read through. One example of this is 

the article “Förlust för SSAB – men hopp om ljusning” from Borlänge Tidning in 

09-02-2013. This article addresses the financial difficulties presented in a report 

but in the article the angle of hope for the future is taken. Other papers published 

articles on the same topic with a clear negative tone, but in the local paper in 

Borlänge, one of SSABs three Swedish manufacturing sites, the topic was not 

positive but the tone was actually predominantly positive. In order to categorize 
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this article I read it several times marking the positive and negative statements in 

the and then finally count them to see that more positive things than negative 

where highlighted.  

 

In the topics group the themes of the content in the articles or press release texts 

are presented. These topics are Finance, Top management, Employees / 

workplace, Effectivisation, Expertise, Products, Customers, Environmental issues, 

Legal issues, Cultural/leisure events and Portrait. 

 

Finance implies that there is a focus on the financial performance in some way. 

Top management implies that the text holds information about the top 

management within the company; this includes the board of directors.  

Employees/workplace implies that the text in some way describes the workplace 

SSAB or its employees. Effectivisation means that the content of the text deals 

with making operations more efficient, saving money, which may mean cutbacks 

or downsizing. Expertise means that there are a focus on, for instance, knowledge 

within the firm or the research and development that have gone in to making the 

products. The products category is marked if there is any talk of the products that 

SSAB makes, and the Customers is marked if a company client is mentioned. 

Environmental issues imply that there are information about SSAB and their 

relation to environment in some way. Texts marked with Legal issues contains 

some information of the company’s juridical actions, cultural/leisure events is 

marked if there are any content of for instance art exhibitions or sports activities in 

connection to the company. And finally, the article is marked with portrait when it 

is a profile on a person. 

 

3.4.1 Corporate Identity - Interview 

The interviews were conducted in a semi structured manner, as described in the 

Data collection section. This means that it was conducted more as a guided 

conversation than a strict Q and A; even though the questions were well prepared 

in advance (these can be found in Appendix 1). The questions were designed in 

order to find out how managers view the company, the corporate identity, and 
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what messages had been identified to communicate this identity externally. The 

interviews where audio recorded and transcribed before analyzing the material.  

 

3.4.2 Corporate communication - Press releases 

The material for analyzing the corporate communication was collected as 

described in the data collection section. In order to content analyze this material I 

printed the press releases, to read in hard copy, and marked the content, tone and 

topics belonging to the respective categories (found in table 1). 

All press releases and its content are presented both in text and visually, but focus 

is put on the predominantly positive and negative, with less focus on the neutral. 

 

3.4.3 Corporate Image - News press 

The material for analyzing the corporate communication was collected as 

described in the data collection section. In some cases the articles have been the 

exact same text published in different Newspapers. Even though the texts are the 

same I have chosen to analyze it several times, this is because it is spread wider 

than it would have been if it had been printed in a single paper. However I have 

chosen to neglect the front page of the paper if the same content is represented in 

the inlay of the same newspaper. In some articles the company referred to as 

SSAB have been the company Sandviken Stadshus AB, these have been neglected 

in this thesis. Also if the mentioning of SSAB only referred to a calendar where 

upcoming company reports have been announced containing no further 

information than a date, this have been neglected in this thesis. In order to content 

analyze this material I printed the press releases, to read in hard copy, and marked 

the content, tone and topics belonging to the respective categories (found in table 

1).  

 

In this dataset the SSABs content in all articles are presented, if SSAB is the main 

character, if it is one of several actors or when it is not really about SSAB. After 

that presentation and visualization the articles that are not really about SSAB, are 

disregarded. This choice was made in order to keep the data true to what have been 

written about the company, not when it was mentioned for geographic direction or 

such. 
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3.4.4 Relations between identity and image 

In order to examine the relationship between the corporate identity in a managerial 

perspective, the identity communicated through the press releases and the image 

presented in news press they have first been analyzed individually after which the 

results on each are compared. First the corporate identity is compared to the 

corporate communication in order to discover if the corporate identity is 

communicated, or if the two differ. The next step is to analyze the image of the 

company presented through the news press individually, followed by a comparison 

to the corporate communication in order to discover if the story about the company 

in the news press aligns with what the company says about itself. This is described 

in figure 3. 

The comparisons are made on the frequencies of content, tone and topics. 

 

Figure 3 Model of Investigation of identity and image in this thesis 

 

 

3.5 Validity and Critique of chosen research method 

Validity in qualitative research determines if the study actually measures what was 

intended (Golafshani, 2003). According to Yin (2009) there are different types of 

validity. Construct validity has to do with how the research is executed, and 

securing it in a study involves using several sources, connecting the questions 

asked the data which have been collected and the conclusion drawn in a clear way 

and having someone knowledgeable within the area read the draft. In this study 

several sources have been used, the questions have been posed to answer the 

research question and my supervisor, Lena Bjerhammar, have been kind enough to 

read drafts of this thesis and give me valuable input.  

Step 3: News Press 

IMAGE 

Step 2: Communication 

through press releases 

Step 1: Interview 

IDENTITY 

Step 4: 

comparison 
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Generalization is often regarded to be an issue in qualitative research and case 

studies as it may be difficult to use a study conducted in one setting and apply it 

another, Yin (2009) calls this external validity. The qualitative method, however, 

makes it possible to do analytical generalizations. This means that certain 

conclusions from one case study can be applicable also to other cases with similar 

traits.  

 

Neuendorf (2002) suggests that in order to achieve intercoder reliability more than 

one person should be able to use the coding scheme as a measurement tool (p.142). 

She states that it is preferable that more than one coder is used to code the content, 

conducting it separately. In this case all coding have been done by me due to the 

extensive material, this is a task that will take up a lot of time for a presumed 

second coder.  

 

Part of the data in this thesis derives from interviews, and when collecting data in 

that way there are issues to be cautious about. In the semi structured interview one 

does not use standardized questions (Yin, 2009). This may lead to questions of 

reliability as the same answers may not be received if other researchers would 

replicate the study. Interviewer bias is a known weakness in this type of data 

collection, it means that the one asking the questions lead the interviewee in a 

certain direction or interpreting the answers through one’s own belief system. In 

order to secure this thesis from interviewer bias I have put a considerable effort 

into researching themes and questions that will help answer the research question. 

Response bias may be an issue if the interviewee is sensitive to the exploratory 

questions, if there is things that person can’t, or doesn’t want to talk about. As the 

respondent was talking about her area of work with stakeholder information, not 

touching sensitive issues, I have concluded that response bias is not a threat to the 

evidence collected. 

 

This thesis is limited to looking at the corporate communication through press 

releases. Today there are many ways for a company to communicate their 

stakeholder groups, not least digital, but these are outside the realms of this thesis. 
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One reason for choosing to look at press releases and news press articles are the 

similarity in form, but possible different content. This makes them tools for more 

accessible comparison of content. Whereas social media would be a more 

ambiguous tool for comparing messages as there are not a clear cut counterpart for 

it. 

 

Saunders et al (2012) describe newspapers to be a good source of information of 

many topics in business, but that it might be bias. This type of bias is, in this case, 

actually a part of what this thesis is trying to find. In this thesis I investigate the 

image that is portrayed of manufacturing companies through newspapers, and what 

in other situations is considered to be bias is, in this context, actually a part of the 

information transmitted to the public. 

 

One problem of looking for the image portrayed of the manufacturing industry 

through only the printed news media is that it gives a limited view of what is said 

of them publically. Since reading newspaper is no longer commonplace for young 

people it may not represent the image that is presented to a large part of the 

population. But still it is a source of information that is quite readily available to 

everyone that still have a big impact on what is said in other media, such as social 

media, TV and radio, as well as in conversations between people. I have assessed 

the benefits and drawbacks of this method in relation to others and have judged the 

information that can be retrieved from here is valid, as it still is an important 

source of information to the public, and it does tell clear stories of what is going on 

in the society. (Deephouse, 2000) 
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4 Case study 

 

4.1 SSAB 

SSAB is a Swedish steel producer with a long history.  Today the company has 

manufacturing facilities in both Sweden and the USA. The company makes both 

niche products in the form of high strength steel as well as ordinary steel, niche 

steel compose about 36% of the total production. The steel is produced in 

Borlänge, Luleå and Oxelösund in Sweden, as well as in Montpelier and Mobile in 

the US (ssab.com, n.d.). SSAB has a global market and is one of the five largest 

exporters in the country (ekonomifakta.se, 2013). However, among the global 

competition SSAB is not ranked by the World Steel Association as one of the 50 

largest producers (worldsteel.org, 2013).  

 

4.1.1 History of SSAB and its surrounding environment 

SSAB Svenskt Stål AB was formed in 1978 from a merger between Domnarvets 

Jernverk in Borlänge, Norrbottens Järnverk in Luleå and Oxelösunds Järnverk in 

Oxelösund to be owned by the Swedish state. At the time of the merger SSAB was 

not viable, and one of the strategies to turn the profits around was make more 

refined steel and start adding value to the products (Jonsson, 2009). 

 

The steel mills that formed SSAB each had a long history. The parent company of 

 Domnarvets Jernverk was Stora Kopparberg Bergslag AB, founded in 1288 and 

considered to be the world’s oldest joint stock company (Forss, 1991). Stora 

Kopparberg Bergslag AB was by the middle of the 19th century operating many 

small foundries and smithies, in various places, making transportation and 

handling of the iron expensive. The company was industry leading spite of a 2-3% 

share of the national iron market. In order to make operations more rational a new 

mill with higher capacity, Domnarvet jernverk, was built in in Borlänge in1878 

(ssab.se, n.d.). From start this mill produced 25% of the steel in Sweden 

(Wrennmark and Haglund, 1996).  

 

In Borlänge, like many other places in Sweden and around Europe, a new 

community was formed around the mill, (ssab.se, n.d.) propelled by the company’s 

need of workforce, which had to be skilled and because of this a division of labor 
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was necessary (Berglund, 1982, Sjöberg, 1978). Founding managers of the steel 

mill in Borlänge was interested in the social welfare of its workforce, and 

consequently a savings bank and health insurance were installed and housing was 

built. (Wrennmark and Haglund, 1996, ssab.se, n.d.). Berglund (1998) describe 

efficiency and control a major concern for the manufacturing industry in Sweden 

from the late 19th century onward. Rationalization was made possible by new 

techniques which in turn made new knowledge and skills of workforce key.  

In the mid-seventies, at the time before the merger, a new policy was formed 

moving away from a focus on tonnage toward revenues. Sales were to be focused 

on value adding services and knowledge, making niche products and continual 

efficiencies in operations to increase profitability. (p.37, Wrennmark and Haglund, 

1996, ssab.se, n.d.).  

 

Economic cycles always have been a dilemma for the steel industries. 

(Bjerhammar, 2000, Wrennmark and Haglund, 1996). The situation for the mill in 

the seventies was difficult, economic recession, steep competition, but also in 

maintaining the quality of their products (Bjerhammar, 2000).  This has 

similarities with the challenges of today. The competition is tough, both in Europe 

and in the world and there is an economic crisis in the world, most notable in 

Europe. 

 

4.1.2 Recent day SSAB 

In 2006 Olof Faxander was appointed CEO for SSAB (Ny Teknik, 2005). In 2007 

SSAB acquire the American steel company Ipsco, which together with the 

subsidiaries SSAB Tunnplåt AB and SSAB Oxelösund AB are re-structured into 

divisions, SSAB Plate, SSAB Strip Products and SSAB North America.  

In 2010 there is another re-structuring within the company, this time into 

geographical business areas. These areas  are formed in order to handle three 

different business areas, SSAB EMEA handles the clients in Europe, the Middle 

east and Africa, SSAB Americas handles clients in north and south America and 

SSAB APAC clients in Asia, Australia and New Zeeland. (di.se, 2007, 

industrinyheter.se, 2009) These changes are made in order to diminish the internal 

http://sv.wikipedia.org/wiki/SSAB_Tunnpl%C3%A5t_AB
http://sv.wikipedia.org/wiki/SSAB_Oxel%C3%B6sund_AB
http://www.industrinyheter.se/
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competition between the subsidiaries and instead unify the company in order to 

compete more efficiently internationally (interview, 2014). 

 

4.1.3 The employer SSAB 

At the end of 2012 SSAB employed 8 118 people worldwide (SSAB 

Årsredovisning, 2012). On the webpage SSAB emphasize the expertise and 

experience of the employees as key for the company. They also state that progress 

is vital, and in order to develop new skills and ideas need to be added to the 

company (ssab.se, n.d.). This goes hand in hand with the official strategy in which 

it says that being a leader for high strength steel will be achieved by focusing on 

the research and development within the area (ssab.se, n.d.). 

This point toward that one of the main messages for possible future employees to 

know about SSAB is that they are constantly developing new products and 

knowledge as well as that the company leans on the knowledge of the employees 

to reach success. 
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5 Analysis 

 

In this chapter the findings from the three different constructs; corporate identity, 

corporate communication and image, will be analyzed individually but also 

compared to each other in order to see relationships.  

 

5.1 Corporate Identity – Interview 

The respondent is titled Communication Manager at SSAB. She is responsible for 

communication, both internally and externally. However not for market 

communication which is handled by the marketing department, and not for 

financial information which is handled by the financial department. This means 

that she is responsible for stakeholder communications. The respondent has a 

background in journalism.  

 

At SSAB The respondent works both pro-actively, with for instance determining 

which issues to communicate, in what manner to do so and subsequently realize it, 

as well as re-actively, for instance by answering questions from journalists.  

 

5.1.1 Values and visions 

The respondent describes the start of the, then new, CEO Olof Faxander in 2006 to 

be an important event for the company. She says that when he assumed the CEO 

role at SSAB he worked toward a more unified company, with less internal 

competition, in order to meet demands from the stiffened world competition in the 

steel business. She says that earlier the three production places, Luleå, Borlänge 

and Oxelösund had functioned as three separate companies. 

 

The respondent says that in this process Olof Faxander realized the importance of 

a unified communication both internally and externally. And note that one 

important factor for unifying the company and making people say that they work 

at SSAB rather than at the specific mill have been the development and use of the 

company vision, “a stronger, lighter, and more sustainable world” which is used 

both in the internal and external communication. She says:  

“We have also developed values, the first is “the customer’s business 

in focus”, the second is “true” and the third is “always ahead”. I 
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would also like add safety as we are one of the safest steel companies 

in the world.”  

 

In connection to this the respondent talks about the new development tool the 

company is using, SSAB One. It is a lean-like development tool, composed to 

facilitate workflow in the most efficient way. 

 

In Fombrun’s (1996) definition corporate identity is a mix of the mission, vision 

and philosophy of the company. In the case of SSAB the values and visions 

developed by the management seem to be guiding the ambition of the 

communication.  

 

5.1.2 Identified external stakeholders 

As mentioned earlier the respondent’s responsibility is information aimed at 

audiences other than customers and financiers. She has a clear view of what 

stakeholder groups this means and mentions the media, neighbors or those that in 

some way are close to the SSAB plants, governmental organizations as well as 

current and future employees. She says these groups are important as they are 

affected by what the company does but also because they may affect the company. 

 

The key stakeholder groups that had been identified by the organization, except 

customers and investors. Media was also identified as an important stakeholder 

group, this is in line with the theory (Friedman, 2010), but within this thesis it is 

not regarded as a stakeholder of its own right, but rather a channel, an 

intermediator, through which the stakeholder groups learn about the company and 

its operations (Zavyalova et al, 2012). These groups had been identified by the 

company in order to gain acceptance and to have a mutually beneficial exchange. 

 

5.1.3 Key topics in the external communication 

The respondent sees that reaching the public through the press means a higher 

response, and gives an example;  

“When we got coverage on that we were involved in a vocational 

education the number of applicants rose dramatically” 
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Key topics have been tailored for communicating with different stakeholder 

groups, even though they were not regarded as fully separate. For instance the 

communication on environmental issues transmitted through the media is mainly 

aimed at the stakeholder group neighbors, while the message of good workplace is 

aimed at the group’s current and future employees. However it is recognized 

within the company that all messages in the media may affect all stakeholder 

groups. For the stakeholder group future employees it may also important with the 

responsibility for the environment (Einweiller et al, 2010). This makes 

environment an important message to communicate widely. The media has a wide 

spread reach which makes this medium a good match for this topic. 

 

Environmental issues 

When The respondent talk about what is important for external audiences to know 

about SSAB she emphasize the environmental work the company does and the 

responsibilities it assumes, both socially and in the work environment. She says:  

“Environmental issues, sustainability, are important for SSAB to 

communicate. We include CSR in this category. We have 

communicated our environmental work for a long time but other 

parts, connected the social responsibility, and are quite new to us. 

This is because of our history of being a “dirty” industry, but we 

have come a long way in this area.”  

The respondent see these as messages that are important to several stakeholders; 

neighbors, governmental decision makers, future employees and customers. But 

she says that the message may be packaged differently for varying audiences. The 

respondent takes the example of government officials that may want specific 

numbers and reports of a certain type.  

 

The reputation of being “dirty”, not only relate to the environmental issues but also 

to the workplace, which is, so the manager state, no longer the case, it is a high 

tech environment, filled with knowledge. The topic of the high strength steel 

products that the company makes could be said to bridge the topic of environment 

and the high tech knowledgeable workplace as they are made with research and 
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development and become a product which allow the customer to use less fuel, but 

also as the SSAB plants are among the cleanest in the world.  

 

The respondent says that the environmental issue may have an additional side for 

customers:  

“The high strength steel we produce is also connected to this because 

of its lower weights and stronger materials. The products made from 

this material have a longer life span, and use less fuel than others. Of 

course this is also an argument for our customers buying the 

products, but it is also connected to sustainability. Today it is 

actually the end consumer that pollute more than the industry, 

making the material, so this is a step further in the environmental 

work, a way to use less.”  

 

Good Workplace 

It is recognized within the company that many may think that both SSAB and the 

manufacturing industry as a whole may not have a future; that they may close 

down. This particular topic is interesting to future employees, governmental 

decision makers and neighbors alike, which make it a topic worth spreading 

widely. 

 

The respondent recognizes that there is a need to communicate that SSAB is a 

stable and attractive employer in order to have a favorable recruiting base. This is 

the base for communicating with future employees:  

“We are an attractive employer, that we do good things and that we 

see a future. We are not about to close down, which many think, 

even Fredrik Reninfeldt. “ 

 

It is desired to be known as an attractive employer. This includes possibilities for 

the employee to take different paths professionally, with a possibility to change 

tasks or to travel the world. 
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The respondent thinks that the fact that SSAB is a large company with possibilities 

to do different things is not as well-known as it could be, she says:  

“We need to show that there are a lot of different career paths within 

the company, you do not always have to work with the same thing. If 

you want you may travel the world, if you want you can work with 

development or processes. It is a large company with many 

opportunities.” 

 

It is recognized that the company, has a reputation of being a heavy industry and a 

dirty environment, but this is regarded to be obsolete and it is desired that it 

changes. 

 

The respondent thinks that the dirty industry image is outdated and need to change. 

Today SSAB is a company with modern technology, she says: 

“If we look at young people, we need to communicate that we are not 

a heavy and dirty industry, we are a high tech company.”  

 

The manager state that safety is very important to SSAB and that their production 

sites are among the safest in the world. This issue is recognized as a key topic that 

will affect future employees, but it also has to do with the general social 

acceptance of the company, and is interesting to many different audiences (Jones 

& Murrell, 2001).  

 

The respondent think that it is important that SSAB is considered to be a safe 

working environment 

“In the case of incidents at the workplace, we answer questions from 

journalists, but also support managers. Wo often compile Q&A’s to 

support answering the questions that arise, but also background 

material with for instance statistics about the number of workplace 

incidents.” 
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Expertise 

The respondent talk about the importance of understanding for what the company 

does and makes both for politicians and governmental decision makers and the 

general public. She sees that this understanding has a conservable effect on for 

instance the recruiting base, but also for laws and regulations. She says:  

“The steel industry in general has been poor at communicating that 

the steel is a condition for the modern society. We have lived in a 

bubble, living of export, but we need an understanding for what we 

do.” 

 

The research and development process that go in to making the products is 

recognized as important to know about SSAB.  

 

The respondent believes that the research and development within the company 

makes SSAB a more attractive employer. She says:  

“I think that the high end products we make, the knowledge that goes 

in to the development of them could make us a more attractive 

employer and we need to communicate that. I think the steel industry 

in general have to do this in a better way.” 

 

The respondent see benefits for the company being located in Sweden, she says 

that  

“The extensive knowledge and skills we have here, the development 

in production in the last 10-20 years have been enormous. The 

production is very clean; this is not the case in Europe or the world. 

But it is also to do with the material we use, the ore, which is 

Swedish.”  

 

 

5.2 Corporate communication - Press Releases 

In the year 2013 SSAB made 36 press releases, presented in appendix 2. These 

where either published on their webpage, on their news wire service or sent from 

communication managers directly to journalists. Press releases from SSAB are 

issued by the information managers, but also by marketing managers and financial 
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managers. This information activity aims to aid its stakeholders to form a proper 

image of the company (van den Bosh and van Riel, 1998). 

 

These press releases is what make up the material which have been analyzed in 

this section. The content analysis instrument presented in the method chapter was 

used to define the content and groups of content. 

 

5.2.1 Tone of content in Press Release 

One of the things I have looked for in the texts is the tone. This has to do with if 

the information about SSAB is presented positively, negatively or neutrally. Of the 

36 press releases from 2013 26 had a predominantly positive tone, 3 had a 

predominantly negative tone and 8 were neutral in its tone. Put as percentage 66% 

of all press releases were positive, 11% negative and 23% were neutral. This is 

shown in Figure 3.  

 

Figure 4: Tone of content in Press releases from SSAB 

 

1: Positive, 2: Negative and 3: Neutral. 

 

An example of citation of a text which I have coded to have a predominantly 

positive tone is:  

 

“Developed together with scientists from the paint industry and the 

most skilled expertise from the agricultural sector, patented 

GreenCoat makes roofing, wall coverings, rainwater systems and 

other building applications easier to process and also improves their 

stability”  

Press release from November 19th, 2013 
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An example of a unit of data which I have coded to have a predominantly negative 

in tone is: 

 

“The second quarter was, as expected, marked by a continued weak 

development in the European markets.” 

Press release, July 19th, 2013 

 

An example of a unit of data coded to be neutral in tone is: 

 

“Invitation to attend SSAB’s first quarter 2013 results briefing at 

09.30 Thursday 25th of April, 2013. The report will be published at 

8.00 am the same day. 

Press release April 11th, 2013.  

 

5.2.2 Topics covered in Press releases 

Of the 36 press releases in 2013 7% of the articles deals with the topic of Finance, 

6% with Top management, 5% with Employees or the workplace, 4% with 

Effectivisation, 22% with Products, 22% with Customers, 18% with Expertise, 

13% with Environmental issues, 1% with Legal issues, 0% with Leisure; Culture 

or sports and finally 0% articles are portraits or profiles of persons. These numbers 

are visualized in Figure 4 below. 

 

Figure 5: Topics covered in Press Releases 

 

1: 7% 2: 6%

3: 6%

4: 5%

5: 22%

6: 22%
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1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues,   

 

Expertise, products and customers are the top three topics in press releases.  Legal 

issues and effectivisation are the least common topics along with descriptions of 

the workplace SSAB or its employees. There are no records of cultural or leisure 

events or portraits in the press releases. 

 

One unit of a unit of data coded with effectivisation is: 

 

“One of the furnaces in Oxelösund has continued to be closed during 

the first quarter and the production has been adapted to current 

demands.” 

Press Release April 25th, 2013 

 

One example of expertise is: 

 

“The steel, which was initially developed for casting of plastic parts, 

has also proved to have the characteristics required from the extreme 

high-temperature environments, where material is exposed to great 

force and high ware.” 

Press release, April 18th 2013 

 

A citation which have been coded Environmental issues is:  

 

“It is now confirmed that SSAB in Borlänge is converting one of the 

reheating furnaces in the Rolling Mill to natural gas. SSAB’s 

environmental target of reducing nitrogen oxide emissions to 300 

tons/year will thereby be achieved.” 

Press release September 19th, 2013  
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5.2.3 Topics covered in press releases that are predominantly positive 

Most press releases have a predominantly positive tone, which makes the 

occurring topics similar to the chart above. Finance, 6%, Top management, 4%, 

Employees / workplace, 6%, Effectivisation, 5%, Expertise, 23%, Products, 23%, 

Customers, 19%, Environmental issues, 13%, Legal issues, 1% as seen in figure 5 

below. 

 

Figure 6 Topics covered in press releases with a predominantly positive tone 

 

1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues and 9: Legal issues  

 

The three most occurring topics are products, expertise, and customers (so a slight 

change in the order of the topics) while legal issues, effectivisation and top 

management are the least occurring topics. Even though the workplace topic is not 

mentioned often, it is mentioned a little more frequently in the positively toned 

press releases. 

 

5.2.4 Topics covered in press releases with a predominantly negative tone  

There are not many press releases with a predominantly negative tone, only three. 

Out of these the topics that occur are Finance, 33%, 3: Employees / workplace, 

17%. 4: Effectivisation, 50%; visualized in figure 6. 

 

Figure 7 Topics covered in press releases with a predominantly negative tone 

1: 4%

2: 2%

3: 6%
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1: Finance, 3: Employees / workplace and 4: Effectivisation   

 

5.2.5 Tone and topics of Press Releases 

Most of the press releases have a predominantly positive tone. This is expected, as 

the communication from an organization is intended to communicate news of the 

company and its operations (van Reuler, 2004) with the intent to build and keep 

relationships (Bruning & Ledingham, 2000).  

 

Three of the press releases from 2013 do, however, have a predominantly negative 

tone; all of which deal with the economic climate in the company. The topics are 

finance, workplace and effectivisation. These topics are aimed at the owner or 

investor stakeholder groups who need to be informed on the current financial 

situation in order to have reasonable expectations. And given that the economic 

situation in the steel industry of today is characterized by a steep global 

competition, and the economic climate is marked by recession, there have been 

some negatively toned news to communicate.  

 

The most common topics in the positive toned press releases are products, 

expertise and customers, followed by environmental issues. The occurrence of the 

topics products and customers are mainly to do with the fact that the majority of 

the press releases are market oriented, aimed at promoting products to customers. 

These types of press releases are the ones that most often bring up the topic of 

expertise, which had been identified as one of the key topics to convey to the 

possible future employees. Environmental issues, which is a topic that occur forth 

most often in the press releases, are important to possible future employees, as it 

1: 33%

3:  17%

4: 50%
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has been showed to have an effect on students wanting to apply for a job at an 

organization. Descriptions of the workplace are also important for this stakeholder 

group (Einweiller et al, 2010). These types of stories are not so common in the 

press releases; it is at the bottom third place of occurring topics in the press 

releases.  

 

5.3 A comparison between the corporate identity and the corporate 

communication 

The investigation of corporate identity of the company showed some key issues 

that the manager wanted to communicate “Expertise”, “Environmental work” and 

“Good workplace” 

 

In press releases “Expertise” is the most occurring topic, along with “Products”. 

“Environmental issues” are the fourth most common topic, whereas “Employee or 

workplace descriptions” are the sixth most communicated topic, i.e. bottom third.  

 

This means that there are some topics that align in the identity, found in 

investigating what SSAB is, what it does and what is important to its operations. 

This is true for expertise, and in some sense environmental issues. But the key 

issues which were identified within organization “good workplace” and “safety” 

was not communicated to the same extent. 
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5.4 Corporate image - News Press articles 

If I would say that not one day goes by without SSAB being mentioned in the 

newspaper, this would not be an exaggeration. During 2013 this company was 

mentioned in more than 525 articles in Swedish newspapers, this is the material I 

have analyzed in order to find the image portrayed of the company in the media. 

 

5.4.1 SSAB’s part of content in articles 

Not all articles that form the data of this thesis are really about SSAB, even though 

the company is mentioned. To show how many of the articles in the database 

search on “SSAB” is really about the company there are three categories of 

content. This is described in the chapter method.  

 

Of the 525 articles that have been analyzed in this thesis the content is primarily 

about SSAB in 136 of them (26%). SSAB is one of several actors in 265 articles 

(51%) and in 122 articles (23%) the content is not about SSAB but the company 

may be used as a marker to describe a place or something like this. The ratio 

between these groups is described in figure 7. The content of these 401 articles that 

belong to the two first categories that is used for analysis. 

 

Figure 8: SSAB's part of content in articles 

 

1: Content primarily about SSAB, 2: SSAB is one of several actors in this content 

and 3: The content in this text is not about SSAB, but the company is merely 

mentioned for reference etc. 
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In the news press articles that talk about the operations of SSAB, either highlight 

the company solely, it appears along with other companies or it is just mentioned 

for reference. 

 

5.4.2 Part of content 

More than half of all articles that mention SSAB in 2013 feature it along with 

other companies. The number of articles that feature SSAB as the main character 

is approximately half. This shows that businesses are in close connection to each 

other and are, to a degree, dependent on each other in terms of media reputation.  

 

Furthermore, it is interesting to see that 122 articles almost the same number as the 

ones that have SSAB as a main character, use the company as a sort of backdrop to 

a story which is not at all about it. This paints a picture of the interlaced history of 

this company and both the locations where they have operations, as some of these 

are geographical markers, but also to the business life in Sweden in general, as 

some of these articles contains remarks on the products for instance, “thin as the 

steel from SSAB”. These are, however, not what is investigated in this thesis. 

 

5.4.3 Tone of content in articles 

The tone of the content of articles refers to the content about SSAB, not the 

content in general, as an article about the stock market may be positive in general 

but negative about the financial performance of certain companies. This group 

includes the categories positive, negative or neutral as described in the method 

chapter. Of the 401 articles that were primarily about SSAB or had SSAB as one 

of several important actors 119 (27%) were predominantly positive, 239 (60%) 

predominantly negative and 52 (13%) where mainly neutral. This is visualized in 

figure 8.  

 

Figure 9 tone of articles about SSAB 

 



 

42 
 

 

1: Content about SSAB is predominantly positive, 2: Content about SSAB is 

predominantly negative and 3: Content about SSAB is mainly Neutral. 

 

An example of units of data coded to be positive is  

“Record breaking interest for the SSAB-Day.” 

Borlänge Tidning, November 20th, 2013 

 

One example of a unit of data coded as neutral is: 

“Having worked for 50 years SSAB Domnarvet he retired and could 

engage in recreational activities without a punch clock.” 

Borlänge Tidning April 20th, 2013 

 

One citation to example a unit of data coded to be negative is: 

“There will be a redundancy among officers in Borlänge “ 

Borlänge Tidning November 1st, 2013   

 

 

5.4.3.1 Tone in articles that has SSAB as main character  

In order to see if there is a difference between all articles and the ones that has 

SSAB as the main character I have singled out these. Of the 136 articles that were 

primarily about SSAB 41 (30%) were predominantly positive, 75 (56%) 

predominantly negative and 19 (14%) where mainly neutral.  

This means that the hierarchy between the three tone categories is the same as 

above but the ratio is a little different. This is shown in figure 9.  
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Figure 10 Tone of content in articles primarily about SSAB. 

 

1: Content about SSAB is predominantly positive, 2: Content about SSAB is 

predominantly negative and 3: Content about SSAB is mainly Neutral. 

 

5.4.4 Tone 

The tone category shows that the predominantly negative toned articles about 

SSAB outnumbered the predominantly positive toned ones, where the 

predominantly positive ones are less than half of the predominantly negative ones. 

There are also neutrally toned articles which constitute approximately half of the 

positive toned ones. Some reasons for the negative tone domination could be that 

the year 2013 was marked, as stated earlier, with a steep global competition in the 

steel business and economic difficulties in many parts of the world. Due to this 

SSAB have looked for ways to make operations more effective and cutting costs. 

In the same period there have been a severe workplace accident and also writings 

due to a book on an earlier accident.  

 

5.4.5 Topics covered in articles 

The newspaper texts about SSAB in 2013 had some re-occurring topics or themes. 

These topics are described in connection to the content analysis tool in the 

Methodology chapter.  

 

Out of the 401 articles that are about SSAB, 180 (31%) deals with the topic of 

Finance, 35 (6%) with Top management, 142 (25%) with Employees / workplace, 

53 (9%) with Effectivisation, 39 (7%) with Products, 15 (3%) with Customers, 7 

(1%) with Expertise, 29 (5%) with Environmental issues, 35 (6% ) with Legal 

1

30%

2

56%

3

14%



 

44 
 

issues, 32 (5%) with Leisure; Culture or sports and finally 11 (2%) articles are 

about one or several persons. This is described in figure 10. 

.  

This means that finance is the most common topic, followed by the workplace 

SSAB or its employees. After that there is a leap to the third most common topic, 

effectivisation. Customers, products and culture/leisure events are the least 

common topics. 

 

Figure 11 topics in articles about SSAB 

 

 

1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues, 10: 

Leisure; Culture or sports and 11: Profile 

 

5.4.5.1 Topics covered in articles with SSAB as main character 

If the 136 articles that are has SSAB as a main character are examined the ratio is 

different.  44 (18%) articles handles the topic of Finance, 18 articles (7%) handles 

Top management, 75 (30%) handles the issue of employees or workplace 

environment, 26 (10%) refers to effectivisation, 16 (6%) articles handles the issue 

of Expertise, 8 (3%) Products, 6 (3%) Customers, 11 (4%) environmental issues, 

23 (9%) Legal issues and 18 (7%) Cultural /leisure events. This is seen in figure 

11. 
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This means that the employer or workplace is the most common topic in this 

group. The jump to the next most common topic, finance, is quite high, and so is it 

to the third, effectivisation. 

 

Figure 12 Topics in articles mainly about SSAB 

 

1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues, 10: 

Leisure; Culture or sports and 11: Profile 

 

5.4.6 Topics covered in predominantly positive toned articles  

Of the 401 articles that are about SSAB 110 were predominantly positive. In these 

texts the following topics were represented: Finance 35 (19%), Top management 

8(4%), employees/workplace environment 45 (24%), effectivisation 10 (5%), 

Expertise 34 (19%), Products 7 (4%), Customers 3 (2%), environmental issues 7 

(4%), Legal issues 0 (0%), Cultural /leisure events 26 (14%) and Profile 9 (5%). 

See figure 12. 

 

This shows that the most occurring topic in the positive toned articles about SSAB 

is the employee or workplace and in joint second place is finance and expertise. In 

the bottom is Legal issues, customers and in joint third place, effectivisation and 

profile. 

 

Figure 13 Topics covered in predominantly positive toned articles about SSAB 
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1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues, 10: 

Leisure; Culture or sports and 11: Profile 

 

5.4.6.1 Topics covered in predominantly positive toned articles with SSAB as 

main character 

If, again, the articles that has SSAB as main character are singled out, then the 

numbers are:  Finance 5 (6%), Top management 3(3%), employees/workplace 

environment 30 (34%) , effectivisation 7 (8%), Expertise 14 (15%), Products 2 

(2%), Customers 3 (3%), environmental issues 4 (4%), Legal issues 0 (0%), 

Cultural /leisure events 17 (18%), Profile 8 (9%) as visualized in figure 13. 

 

This shows that the most occurring topic in the positive toned articles with SSAB 

as the main character is the employee or workplace and in second place is 

expertise and in third is cultural or leisure events. In the bottom is Legal issues, 

products and in joint third place, top management and customers. 

 

Figure 14 Topics covered in predominantly positive toned articles with SSAB as main character 
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1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues, 10: 

Leisure; Culture or sports and 11: Profile 

 

5.4.7 Topics covered in predominantly negative toned articles about SSAB 

Of the 401 articles that are about SSAB 265 were predominantly negative. In these 

texts the following topics were represented: Finance 133 (39%), Top management 

17 (5%), employees/workplace environment 88 (26%), effectivisation 38 (11%), 

Expertise 3 (1%), Products 3 (1%), Customers 4 (1%), environmental issues 17 

(5%), Legal issues 33 (10%), Cultural /leisure events 4 (1%), Profile 0 (0%) To be 

seen in figure 14. 

 

This shows that the most occurring topic in the negative toned articles about SSAB 

is the finance, employee or workplace and legal issues, even though the drop is 

more than ten percent per topic. In the bottom are profile, followed by culture or 

leisure, products, customers and expertise, all on 1% of the negative toned articles.  

It is wise to remember that the topics may not be negative, even if the article is 

deemed predominantly negative toned, as the tone categories are dichotomous 

measuring the prevalent tone, even though a text may be somewhat ambivalent, as 

described in the method chapter. 

 

Figure 15 Topics in negative toned articles about SSAB 
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1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues, 10: 

Leisure; Culture or sports and 11: Profile 

 

5.4.7.1 Topics covered in predominantly negative toned articles with SSAB as 

main character 

The predominantly negative toned articles that has SSAB as a main character the 

ratio between topics are: Finance 32 (23%), Top management 12 (9%), 

employees/workplace environment 43 (31%), effectivisation 18 (13%), Expertise 2 

(2%), Products 2 (2%), Customers 3 (2%), environmental issues 3 (2%), Legal 

issues 17 (16%), Cultural /leisure events 0 (0%), Profile 0 (0%).  As seen in figure 

15. 

 

So, in these articles employees or workplace topics are most reoccurring, followed 

by finance and legal issues, while expertise, products and customers are the least 

written about in these category, except for profile and cultural and leisure events 

which does not occur at all. 

 

Figure 16 Topics in texts in articles with SSAB as a main character which are predominantly 

negative 
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1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues 

 

5.4.7 Topics 

The two most occurring topics, in vast majority over other issues, in the news 

press articles that are about SSAB are finance and employees or workplace related 

issues. These two topics that are also in the most occurring in the predominantly 

positive toned articles about SSAB, but in this case the employee or workplace 

description is in majority over finance, which is mentioned to the same extent as 

expertise, quite closely followed by cultural or leisure events.  In the 

predominantly negative toned articles, too, these two topics in the lead; finance 

and employee or workplace related topics, followed by effectivisation.  

 

In comparing the occurrence of topics between the predominantly positive and 

negative toned articles with SSAB as the main character one can see that the topics 

that occur are often the same, finance and employee or workplace situation. The 

ones that follow these two main topics differ. In the predominantly positive toned 

articles expertise, leisure events and personal profiles is well represented. On the 

predominantly negative side Finance, effectivisation and legal issues are in the 

lead. Within both the positive and negative sides have roughly the same 

occurrence the themes Products, Customers, and Environmental issues, all of them 

with quite low occurrence rates. 

 

Figure 17 Comparison of occurring topics in articles about SSAB. 
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Dark blue represents articles with a predominantly positive tone and the lighter 

blue represents articles with a predominantly negative tone. The diagram relates 

the occurrence of the topics in percent.  

1: Finance, 2: Top management, 3: Employees / workplace, 4: Effectivisation, 5: 

Expertise, 6: Products, 7: Customers, 8: Environmental issues, 9: Legal issues, 10: 

Leisure; Culture or sports and 11: Profile 

 

 

5.5 A comparison between the corporate communication and corporate image 

Topics covered in news press articles about SSAB and in the press releases sent 

from SSAB do not correlate. The three most occurring topics of press releases are 

products, expertise and customers, while in news press articles the most occurring 

topics are finance, workplace or employees and effectivisation. 

 

The topics of the press releases are much more wide spread, but in the articles the 

top two topics are dominating. 

 

The predominantly positive toned news press articles feature the workplace or 

employee topic first, followed by finance and expertise in a joint second place. 

Which means the topic of expertise is shared. 

 

If on the other hand the articles that feature SSAB as the main character is in 

focus, then the three most occurring topics are workplace or employees, finance 
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and effektivisiation. This shows that the news press articles that zooms in solely on 

this company does not correlate with the press releases. 

 

This discrepancy shows that the media does frame its issues independently 

(Deephouse, 2000). According to Einweiller (2010) the descriptions of a company 

as a workplace has an effect on the will to come work for a company, and if we 

compare the topics of the employee or workplace situation at SSAB in 

predominantly positive and predominantly negative articles the results show that 

81% occur in predominantly negatively toned articles whereas 19% occur in 

predominantly positive toned ones. 

 

Figure 18 Figure of the topic of employee or workplace in predominantly positive or predominantly 

negative toned articles 

 

 

1: positive tone and 2: negative tone 
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6 Conclusion 

 

SSAB is a large manufacturing firm, with a long history which is intertwined with 

the towns in which they have operations. It employs many people, and many know 

someone who works there. In likeness with other companies within the 

manufacturing industry SSAB need to stay competitive on the global market and 

one way to do so is to attract and create new knowledge and ideas through future 

employees. Since this stakeholder group is known to be more inclined to join a 

company that they have a favorable image of reaching them with communication 

that could affect that image is important. The news press is one media that frames 

stories about the manufacturing industry and reaches the stakeholder group this 

makes it important to communicate to the media what the company deems 

important for the stakeholder groups to know. This is done, in part, by press 

releases. 

 

The aim of this thesis was to investigate what the media framed image of SSAB is, 

and how it fits with the corporate identity as well at the corporate communication. 

Is there a coherence or a discrepancy between these? 
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Figure 19 Model of Identity communication and stakeholder's image forming 

 

 

 

Model of the sequential effects of communication. The managerial corporate 

identity may or may not be coherent with the company’s corporate 

communications, which may or may not be coherent with the issues that the media 

frames of the company, which in turn is one of several influencers of the image 

that the stakeholder group future employees form, which is in turn one of several 

influences of the future company operations which in turn will influence the 

corporate identity. 

 

 

This thesis show that there is a discrepancy; both between the managerial 

corporate identity of the firm and the message in the corporate communication 

from the firm; as well as between that and the image of the company framed by the 

news press. This means that the image painted of the company in the news press 

Corporate identity

(Organization)
Corporate 

communication 
(orgenization)

Image framed in 
media

(Intermediator)
Fututre employees-

stakeholders image of the 
company.

Company operations
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does not correlate with the corporate identity, and what the manager sees as 

important for the stakeholder groups to know about the company and its 

operations; or with the communicated identity, the story that the company tells 

about itself. The consequence may be that the story of the stable, good and safe 

high-tech workplace with many career paths does not reach the stakeholders, in 

this case with a focus on the future possible employees. Instead the opposite story 

may be told. This may affect the public image of SSAB in the lines that the report 

of Americas manufacturing firms showed; as dirty, old fashioned, and in decline 

(Deloitte and The Manufacturing Institute, 2012).  
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7 Discussion 
News press articles in the year 2013 contained stories about both workplace 

accidents and a recession affecting both owners and employees. Some of the 

effects on the company caused by the recession were thoroughly described in the 

financial press releases while possible layoffs were not targeted as much. The 

accidents did not come through in press releases at all. This does not mean that 

SSAB does not work with these issues through the media; however this is done in 

another way, reactively answering questions rather than proactively, sending out 

information in order to forestall questions. The reactive side of the identity 

communication is however not within the scope of this thesis. 

 

This may indicate that the media interest in this topic could be met in another way 

with press releases. It might be a good idea to start telling the story about the 

workplace SSAB the safety measures that are taken and the expertise within the 

company more often.  

 

2013 was tough year for SSAB and the steel industry as a whole. The negative 

reports in media on downsizing can to some extent be attributed to this financial 

situation. Therefore, to compare corporate communication and press image in a 

previous year with good economy would be interesting.  

 

However, the economic dip in recent years is probably not the whole explanation 

to the large discrepancy between corporate communication and perceived image to 

the extent that Fredrik Reinfeldt denies the existence of industry in Sweden.  There 

is a need for the manufacturing industry to tell the story of prospering knowledge 

driven organization. In its current state of misalignment, employees may look for 

jobs in other sectors and policy makers have their minds elsewhere. 

 

It is outside the realms of this thesis to look at how the image framed in the media 

actually affect the future employees. This would however be an interesting topic 

for further investigation.  
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Appendix 1 Questions prepared for the semi structured interview 

The main focus is on the interaction between the company and the general public, 

not the customers and suppliers, even though the communication aimed towards 

them may spill over and reach the general public so looking into that will be of 

interest to. 

(1) The respondent: 

a. What is your role? 

b. What are your responsibilities? 

(2) Business of the company: 

a. What does the company do? 

b. If you would describe the company in one sentence, what would it 

be? 

(3) The company 

a. What would you say that the company “is”, what does it stand for? 

i. What are the core values?  

ii. Why are they your core values? 

iii. How did you conclude that these are your core values? 

b. What are the company’s main business goals and objectives 

(4) What is makes the company different? 

a. Hur skiljer sig företaget mot de närmaste konkurrenterna? 

b. What the market place of the global economy today? 

(5) The context of the company: 

a. How would you describe the industry your company is in? 

b. How do you relate to other actors within it? 

c. Which are the most important relations within this it? 

(6) What is the view of your company internally and externally? 

a. How do your employees see the company today? 

b. How does the general public see your company today? 

c. Is there a difference? 

d. Do you have a vision of how it will evolve?  

(7) The general public’s view if this company 

a. How does the company view the general public? 
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b. Do you think there is high or low awareness of the company among 

the public? 

c. What one main reason for the general public to care about your 

company? 

d. What is it they expect from you? 

(8) The company’s view of the general public 

a. Is it important to you what the public thinks of you? 

b. Do you aim to communicate or interact directly with the general 

public? 

c. Why do you communicate with the public?  

i. What do you want to achieve by doing so? 

ii. What do you expect from the public?  

iii. How does this affect your company? 

d. What are the main channels for you to communicate with the 

public? 

e. Are the messages adjusted or the same as (other) market 

communication? 

f. Do you have an official strategy for this type of communication? 

i. Unofficial? 

g. Do you think that the communicated message to the public is in line 

with how you described the company in the beginning? 

h. Do you think that the public image is the same as the message? 

Channels to reach the different stakeholders 

Crisis communication 
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Appendix 2: SSAB Press releases in 2013 

 

Received 

from 

Respondent 
Headline 

 

 

Date 

published 

 Change in SSAB’s Group E1ecutive Committee 2013-01-09 

 

SSAB releases new Welding Guide for AHSS/UHSS 

steels in the Automotive Industry 
2013-01-22 

 Invitation to SSAB’s fourth quarter 2012 results briefing 2013-01-25 

 Change in SSAB’s Group E1ecutive Committee  2013-01-25 

x 
Stålsorten Domex fyller 50 år och introducerar en ny 

generation produkter 
2013-01-28 

 SSAB Results for 2012 2013-02-08 

 Håkan Folin – SSAB’s new CFO 2013-02-27 

 

Notice to attend SSAB’s Annual General Meeting, April 

12, 2013 
2013-03-06 

 SSAB's annual report for 2012 2013-03-22 

 Meet SSAB at Bauma 2013 2013-04-10 

 Invitation to SSAB’s first quarter 2013 results briefing 2013-04-11 

 Resolutions adopted at SSAB’s 2013 AGM 2013-04-12 

 SSAB presents new steel generation at Bauma trade fair 2013-04-15 

 

SSAB launches new method to measure material wear – 

positive characteristics of Hardo1 450 
2013-04-16 

 SSAB introduces product sector Tubes & Profiles 2013-04-17 

 SSAB presents steel for use in high temperatures 2013-04-18 

 SSAB Report for the first quarter of 2013 2013-04-25 

x Miljönyttan med höghållfasta stål 2013-05-03 

 Mod i fokus på Nordiska ståldagen 2013-05-16 

x 
Säkerheten främst - Det systematiska arbetsmiljöarbetet 

fortsätter på SSAB 
2013-05-31 

 SSAB steps up legal actions against Hardo1 copies 2013-06-10 

 Invitation to SSAB’s second quarter 2013 results briefing 2013-07-04 

 SSAB strengthens its presence in northern UK 2013-07-05 

 It’s time to enter the Swedish Steel Prize 2013-07-15 
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 SSAB Half-Year Report 2013 2013-07-19 

 

SSAB Launches New Hardo1 Wearparts Web Shop in the 

U.S. 
2013-07-25 

 SSAB strengthens its presence in Holland 2013-08-09 

 Changes in SSAB's Group E1ecutive Committee 2013-08-26 

 

SSAB is investing in the environment –switching to 

natural gas 
2013-09-19 

 They are competing for the Swedish Steel Prize 2013 2013-10-08 

 Invitation to SSAB’s third quarter 2013 results briefing 2013-10-11 

 SSAB Report for the third quarter of 2013 2013-10-25 

x Swedish Steelprize slår nya rekord 2013-11-15 

 

With Toolo1® in the base of the pan, you save big on 

both cooking time and energy 
2013-11-15 

 

SSAB leads the way in “green” pre-coated steel with 

Prelaq GreenCoat® 
2013-11-19 

 Pioneering suspension wins Swedish Steel Prize 2013 2013-11-20 

 

SSAB Adds New Manufacturing Capabilities at its 

Montreal Facility 
2013-12-18 
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Appendix 3: Articles about SSAB from Swedish Newspapers in 2013 

 

Dalarna Nyhetsåret 2012  Mora Tidning  2013-01-02 

Ekonomiåret 2012: Kris, kris, kris Laholms Tidning 2013-01-02 

Nytt klimat mellan fack och företag  Svenska Dagbladet  2013-01-04 

MER DEBATT PÅ WEBBEN  Borlänge Tidning  2013-01-04 

Krisavtal klart - sänkt lön och kortare 

arbetstid  
Dagens Nyheter  2013-01-04 

”Återhämtningen blir väldigt trög”  Svenska Dagbladet  2013-01-04 

MER DEBATT PÅ WEBBEN  Södra Dalarnes Tidning  2013-01-05 

STOCKHOLMSBÖRSEN Svagt uppåt efter 

negativ inledning  
Sydsvenskan 1  2013-01-05 

Stockholmsbörsen vände på fredagen  Vetlanda-Posten  2013-01-05 

Stockholmsbörsen vände upp  
Linköpings Tidning/Kinda-

Posten  
2013-01-05 

Stockholmsbörsenvände upp  Vimmerby Tidning  2013-01-05 

Akrylmåleri och keramik på årets första 

utställning  
Borlänge Tidning  2013-01-08 

Orderingången ökar på SSAB i Borlänge  Borlänge Tidning  2013-01-09 

Krav på utredning efter tillbud  Borlänge Tidning  2013-01-10 

SSAB-direktör blir vd på Prevas  Borlänge Tidning  2013-01-10 

Direktörerna låste dörren för anställda  Aftonbladet  2013-01-11 

Aktiefond med dalaanknytning gick bättre än 

börsen  
Mora Tidning  2013-01-11 

Nyhammars Bruk figurerar i brottsutredning 

om SSAB  
Nya Ludvika Tidning  2013-01-14 

Fifflande SSAB-chef inför rätta  Borlänge Tidning  2013-01-14 

Svenska företag fortsatt gynnade  Svenska Dagbladet  2013-01-14 

Grytgöls bruk varslar personal  Folkbladet  2013-01-15 

SSAB-chefen nekar  Södra Dalarnes Tidning  2013-01-15 

SSAB-chefen nekar till brott  Borlänge Tidning  2013-01-15 

BÖRSEN Stilla kinesisk bris  Sydsvenskan 1  2013-01-19 

Börsen stod still under fredagen  Vetlanda-Posten  2013-01-19 
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Börsen stod still  Arbetarbladet  2013-01-19 

BÖRS & siffror  ttela  2013-01-19 

Ingen rubrik tillgänglig  Svenska Dagbladet  2013-01-19 

Arthur Falck  Svenska Dagbladet  2013-01-20 

Börsen stod still  Dagens Nyheter  2013-01-20 

Nätverkare i Blå Lågan  Borlänge Tidning  2013-01-23 

SSAB-chefen, en industriföretagens Robin 

Hood?  
Södra Dalarnes Tidning  2013-01-24 

SSAB-chefen, en företagens Robin Hood?  Nya Ludvika Tidning  2013-01-24 

Nya rekord för brott på börsen  Svenska Dagbladet  2013-01-24 

Nytt toppuppdrag för Sandviks ordförande  Gefle Dagblad  2013-01-24 

Nyrén till Handelsbanken?  Arbetarbladet  2013-01-24 

Sandvikman till Handelsbanken  Arbetarbladet  2013-01-24 

Döden på jobbet  Aftonbladet  2013-01-25 

Vem som helst kan ratta Patria AMV  Svenska Dagbladet  2013-01-25 

Dalafilmer på Göteborgs film festival  Borlänge Tidning  2013-01-25 

40-tal vid SSAB erbjuds avtalspension  Borlänge Tidning  2013-01-26 

40-tal anställda vid SSAB erbjuds 

avtalspension  
Södra Dalarnes Tidning  2013-01-26 

Ekonomichef lämnar SSAB  Borlänge Tidning  2013-01-26 

Bortom Stureplan och Avenyn  Göteborgs-Posten  2013-01-29 

Om olyckan är framme  Borlänge Tidning  2013-01-31 

Fler unga ska ges chans till ingenjörsyrket  Svenska Dagbladet  2013-02-01 

Dalfolk tar plats på talanglista Borlänge Tidning  2013-02-01 

Kemistipendier till Soltorgselever  Borlänge Tidning  2013-02-01 

Brådskande med underhåll av gruvdammen i 

Håksberg  
Nya Ludvika Tidning  2013-02-01 

Gruvstart påverkar inte magasinen i Håksberg  Nya Ludvika Tidning  2013-02-01 

När stålet inte längre biter  Svenska Dagbladet  2013-02-03 

Sex av tio redo sänka lönen för att rädda 

jobbet  
Dagens Nyheter  2013-02-07 

Bohman: "Hårt slag mot bygden"  Borlänge Tidning  2013-02-07 

Borlänge har kunskapen  Nya Ludvika Tidning  2013-02-07 



 

67 
 

Tjejkväll ska locka till teknikstudier  Nya Ludvika Tidning  2013-02-08 

Förlust för SSAB - men hopp om ljusning  Borlänge Tidning  2013-02-09 

SSABförlust - men hopp om ljusning  Nya Ludvika Tidning  2013-02-09 

Oviss framtid för pressat SSAB  Smålands-Tidningen  2013-02-09 

Oväntat stor förlust för SSAB Dagens Nyheter 2013-02-09 

Överraskande kallt stål, SSAB  Svenska Dagbladet  2013-02-09 

STOCKHOLMSBÖRSEN Uppåt trots 

rapporter  
Sydsvenskan 1  2013-02-09 

Börsen upp trots trista rapporter  Smålands-Tidningen  2013-02-09 

BÖRS & siffror  ttela  2013-02-09 

Dystra rapporter - men leende vd-ord  Svenska Dagbladet  2013-02-10 

Konståret startar med Inga-Maries utställning  Södra Dalarnes Tidning  2013-02-11 

Framtidstro hos vd:arna  Dagens Nyheter 2013-02-11 

Rekordutdelningar hägrar för ägarna  Västgöta-Bladet  2013-02-11 

Rekordutdelningar hägrar för ägarna  Tranås Tidning  2013-02-11 

Kinabesök vid Hushagengymnasiet  Borlänge Tidning  2013-02-12 

Anders Berg ny vd för Lindab  Sydsvenskan 1  2013-02-13 

Konståret startar  Borlänge Tidning  2013-02-13 

Populärt skidlopp siktar på rekord  Borlänge Tidning  2013-02-14 

Fängelsestraff för luftfakturor Dagens Nyheter  2013-02-14 

Fängelse för SSAB-chefen  Södra Dalarnes Tidning  2013-02-14 

SSAB-chefen får fängelse  Borlänge Tidning  2013-02-14 

SSAB-chef döms till fängelse  Aftonbladet  2013-02-14 

De två toppcheferna startade fiskespöfabrik  Borlänge Tidning  2013-02-14 

Toppcheferna startade fiskespöfabrik  Nya Ludvika Tidning  2013-02-14 

Nytt sparprogram  Nya Ludvika Tidning  2013-02-15 

Peter Wolodarski: Du får dina två miljarrrder, 

sa Gunnar Sträng  
Dagens Nyheter  2013-02-17 

STOCKHOLMSBÖRSEN Små rörelser uppåt  Sydsvenskan 1  2013-02-19 

MTG vinnare på glåmig börs  ttela  2013-02-19 

MTG vinnare på glåmig Stockholmsbörs  Smålands-Tidningen  2013-02-19 

Bergvik vill inte ta ansvar för dammen i 

Håksberg  
Nya Ludvika Tidning  2013-02-19 
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Blivande biologer lär av Borlänge  Borlänge Tidning  2013-02-20 

Fler ska få jobb  Borlänge Tidning  2013-02-21 

Misstänkta SSAB-fifflare anhölls igen  Borlänge Tidning  2013-02-21 

Fortsatta förhandlingar vid SSAB  Borlänge Tidning  2013-02-23 

Allt fler börstoppar  Vimmerby Tidning  2013-02-25 

Dagens datum  Dagens Nyheter  2013-02-27 

SSAB-chefen överklagar tingsrättens 

fängelsedom  
Borlänge Tidning  2013-02-27 

SSAB-chef överklagar dom  Borlänge Tidning  2013-02-27 

De kräver stöd till utbildning  Borlänge Tidning  2013-02-28 

Håkan Folin blir finansdirektör hos SSAB  Borlänge Tidning  2013-02-28 

Börsflyt riskerar punkteras  Svenska Dagbladet  2013-02-28 

Håkan Folin blir ny finanschef på SSAB  Svenska Dagbladet  2013-02-28 

Allt fler börstoppar  Växjöbladet/Kronobergaren  2013-03-01 

STOCKHOLMSBÖRSEN Kronan 

rekordstark mot brittiska pundet  
Sydsvenskan 1  2013-03-02 

Svagt ned på börsen  Västerviks-Tidningen  2013-03-02 

Svagt nedåt på Stockholmsbörsen  Vetlanda-Posten  2013-03-02 

Kvinnligt deltidstvång sedan länge  

Lokaltidningen 

Stenungsund & ST 

tidningen  

2013-03-05 

STOCKHOLMSBÖRSEN Läkemedelsstudie 

fick Medivir att rusa  
Sydsvenskan 1  2013-03-05 

Börsen steg något  ttela  2013-03-05 

Stockholmsbörsen steg något  Tranås Tidning  2013-03-05 

Stockholmsbörsen steg  Smålänningen  2013-03-05 

Livet vid sidan av SSAB  Borlänge Tidning  2013-03-07 

SSAB höll fest för 91 av sina trotjänare  Borlänge Tidning  2013-03-08 

SSAB-anställda arbetar full tid - utan 

heltidslön  
Borlänge Tidning  2013-03-09 

Slips eller kompetens?  Norra Skåne  2013-03-12 

Börsens vandring fortsätter mot ny topp  
Linköpings Tidning/Kinda-

Posten  
2013-03-12 
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Ekonomi  Vimmerby Tidning  2013-03-12 

Ministerbesök på bruket  Borlänge Tidning  2013-03-13 

STOCKHOLMSBÖRSEN Börsen fortsätter 

backa  
Sydsvenskan 1  2013-03-13 

Återhämtning på börsen  Norra Skåne  2013-03-14 

Hemmapremiär - och extra nervöst  Borlänge Tidning  2013-03-15 

Börsens vandring fortsätter mot ny topp  Växjöbladet/Kronobergaren  2013-03-15 

Specialstål ska säkra jobben på SSAB  Nya Ludvika Tidning  2013-03-18 

91 gäster kom på SSAB:s veteranfest  Borlänge Tidning  2013-03-18 

Stålindustrin spår ett stålbad i Europa  Södra Dalarnes Tidning  2013-03-18 

Spångvandring - men mot vad?  Nya Ludvika Tidning  2013-03-20 

STOCKHOLMSBÖRSEN Oron på Cypern 

pressade kurserna  
Sydsvenskan 1  2013-03-20 

Cypern fort-sätter pressa ner börsen  ttela  2013-03-20 

Glada skratt med Kerstin Bäck  Borlänge Tidning  2013-03-21 

Två allvarliga tillbud på arbetsplatser  Borlänge Tidning  2013-03-22 

De här var Sveriges värsta fabriker 2011  Metro - Göteborg  2013-03-23 

Deras utsläpp kostar nästan ingenting  Metro - Skåne  2013-03-23 

Deras utsläpp kostar nästan ingenting  Metro - Göteborg  2013-03-23 

Tunga sfärer väljer hellre män i toppen  Svenska Dagbladet  2013-03-27 

Börsen upp trots krisen  Svenska Dagbladet  2013-03-30 

Stockholmsbörsen lyfte  Vetlanda-Posten  2013-04-03 

STOCKHOLMSBÖRSEN Nordea gick bäst  Sydsvenskan 1  2013-04-03 

2013 blir ett tufft stålår  Svenska Dagbladet  2013-04-05 

STOCKHOLMSBÖRSEN USA:s jobbsiffror 

blev sänke på börsen  
Sydsvenskan 1  2013-04-06 

Retorisk strid om energibehovet  Svenska Dagbladet  2013-04-06 

Kungörelse  Mora Tidning  2013-04-10 

STOCKHOLMSBÖRSEN Kinastatistik 

sänkte börsen  
Sydsvenskan 1  2013-04-16 

Kinastatistik sänkte börshumöret  ttela  2013-04-16 

Kinastatistik sänker börshumöret  
Linköpings Tidning/Kinda-

Posten  
2013-04-16 
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Klartecken till naturgas vid SSAB  Borlänge Tidning  2013-04-17 

30 jobb ska försvinna vid SSAB i Sverige  Södra Dalarnes Tidning  2013-04-19 

DÖDSFALL  Södra Dalarnes Tidning  2013-04-19 

TILL MINNE AV  Borlänge Tidning 2013-04-20 

Väntad förlust för SSAB  Borlänge Tidning  2013-04-26 

Livsbejakande om kvinnor av stål  Göteborgs-Posten  2013-04-26 

SSAB vände till förlust  Tranås Tidning  2013-04-26 

SSAB:s förlust tyngre än väntat  Svenska Dagbladet  2013-04-26 

Liten vinst för New Wave / SSAB vände till 

förlust 
Göteborgs-Posten  2013-04-26 

FAKTA Vinstras men plus på börsen  Sydsvenskan 1  2013-04-29 

Industribolagen har passerat botten  Gefle Dagblad  2013-04-29 

KONJUNKTUR Botten passerad för 

industribolagen  
Sydsvenskan 1  2013-04-29 

Testa toppjobbet efter gymnasiet  Metro - Göteborg  2013-05-06 

Falu lasarett länets största arbetsplats  Mora Tidning  2013-05-06 

Svagt uppåt på Stockholmsbörsen  Tranås Tidning  2013-05-07 

Svagt uppåt på börsen  ttela  2013-05-07 

AFFÄRSGUIDEN BLOGG  Svenska Dagbladet  2013-05-07 

STOCKHOLMSBÖRSEN Svagt uppåt  Sydsvenskan 1  2013-05-07 

Många gruvbolag Rena lottsedlar  Smålänningen  2013-05-07 

Många gruvbolag rena lottsedlar  Växjöbladet/Kronobergaren  2013-05-10 

Het börsvecka slutade i dur  Dagens Nyheter  2013-05-11 

RESPEKT SOM GER RESULTAT  Mora Tidning  2013-05-13 

Tuffa år väntar för länets exportindustrier  Nya Ludvika Tidning  2013-05-13 

Stora problem för SSAB efter tågurspårning  Borlänge Tidning  2013-05-14 

Trasig räls kostar SSAB miljoner  Tranås Tidning  2013-05-14 

Trasig räls dyrbart för SSAB  Dagens Nyheter  2013-05-14 

Hästen yttrar sig om samtiden  Borlänge Tidning  2013-05-16 

Stålpendeln vid Vattnäs  Mora Tidning  2013-05-17 

Stålpendeln på Inlandsbanan  Mora Tidning  2013-05-17 

Visar film om kvinnor på verket  Södra Dalarnes Tidning  2013-05-22 

STOCKHOLMSBÖRSEN Börsen vände upp  Sydsvenskan 1  2013-05-22 
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Stockholmsbörsen vände uppåt  Tranås Tidning  2013-05-22 

Den tickande bomben i Europa.  Svenska Dagbladet  2013-05-22 

Saabs förre vd släppt Börsen vände upp Stort 

ras för dagspressen  
Västerviks-Tidningen  2013-05-22 

SSAB:s tågpendel argument för rustning av 

Inlandsbanan  
Mora Tidning  2013-05-22 

Börsen vände uppåt igen  Svenska Dagbladet  2013-05-23 

Verktyg stals från lastkaj  Borlänge Tidning  2013-05-23 

Rejält skakigt på börsen  Svenska Dagbladet  2013-05-24 

STOCKHOLMSBÖRSEN Skakigt på börsen  Sydsvenskan 1  2013-05-24 

Skakigt på Stockholmsbörsen  Tranås Tidning  2013-05-24 

Europeiskt börsfall efter japansk kalldusch  Svenska Dagbladet  2013-05-24 

Nervösa sparare tog hem vinster  Göteborgs-Posten  2013-05-24 

30 år sedan sista malmtåget fick "klart ut"  Nya Ludvika Tidning  2013-05-24 

Vilka områden har ni identifierat som viktiga 

för att få fler kvinnor att 
Svenska Dagbladet  2013-05-27 

Halvtid för satsning på kvinnliga chefer  Svenska Dagbladet  2013-05-27 

"Det blir alltid en bra dag här"  Extra Luleå  2013-05-30 

RESPEKT SOM GER RESULTAT  Södra Dalarnes Tidning  2013-05-31 

Luleå hämtar vd från sponsor  Södra Dalarnes Tidning  2013-06-01 

Luleå hämtar vd från sponsor  Smålands-Tidningen  2013-06-01 

skrämsel från LO  Blekinge Läns Tidning  2013-06-04 

Han ska ha koll på företagets produktion  Borlänge Tidning  2013-06-05 

Bondemark kvar som ordförande  Mora Tidning  2013-06-05 

Bruksfestivalen 30-årsjubilerar  Borlänge Tidning  2013-06-07 

Stålhättorna från Säter  Södra Dalarnes Tidning  2013-06-08 

Misströstan om verkstadsbolag  
Linköpings Tidning/Kinda-

Posten  
2013-06-10 

De förblir verket trogna  Aftonbladet - TVtidningen  2013-06-11 

Stockholmsbörsen Stilla på börserna i hela 

Västeuropa  
Sydsvenskan 1  2013-06-11 

BÖRS & siffror ttela  2013-06-11 

Stilla på börsen  Svenska Dagbladet  ######## 
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NIO utökar borrningarna  Nya Ludvika Tidning  2013-06-12 

Kvinnorna i stålets värld  Hudiksvalls Tidning  2013-06-13 

Kvinnorna i stålets värld  Blekinge Läns Tidning  2013-06-13 

Kvinnorna verkar i stålets värld  Metro - Stockholm  2013-06-13 

Kvinnor som förblivit verket trogna  Svenska Dagbladet  2013-06-13 

Från spett och slägga till IT  Gefle Dagblad  2013-06-13 

Ännu sämre ståltider väntar Södra Dalarnes Tidning  2013-06-13 

Förändringar på gång  Nya Ludvika Tidning  2013-06-14 

Misströstan om Verkstadsbolag  Växjöbladet/Kronobergaren  2013-06-14 

Fyra åtalade i "insiderhärvan"  Borlänge Tidning  2013-06-15 

Fyra personer åtalades i "insiderhärvan"  Södra Dalarnes Tidning  2013-06-15 

Fyra personer åtalade i "insiderhärvan"  Nya Ludvika Tidning  2013-06-15 

Fy ra at a I as for insiderharva  Gefle Dagblad  2013-06-16 

Familjefest med något för alla  Borlänge Tidning  2013-06-17 

Svaga börser på många håll  Vimmerby Tidning  2013-06-17 

Krisuppgörelsen över på SSAB  Värnamo Nyheter  2013-06-18 

SSAB avslutar krisprogram  Svenska Dagbladet  2013-06-18 

SSAB sparade 100 miljoner  Borlänge Tidning  2013-06-18 

Fler åtal för fiffel på börsen  Smålands-Tidningen  2013-06-21 

Fler åtal för börsfiffel  Blekinge Läns Tidning  2013-06-21 

Fler åtal för fiffel på börsen  
Linköpings Tidning/Kinda-

Posten  
2013-06-21 

EKOBROTT Fler åtalas för brott på börsen  Sydsvenskan 1  2013-06-21 

Börsfifflet ökar liksom åtalen  Göteborgs-Posten  2013-06-21 

Svaga börser på många håll  Växjöbladet/Kronobergaren  2013-06-21 

"Fokusera ännu mera på godsprojekt"  Mora Tidning  2013-06-21 

Dramatisk historia i Grängesberg  Nya Ludvika Tidning  2013-06-21 

Den osynliga smut sen över Norrland  Hudiksvalls Tidning  2013-06-26 

Den osynliga smutsen över Norrland  Söderhamns-Kuriren  2013-06-26 

Bara gruvorna värre än Korsnäsverken  Gefle Dagblad  2013-06-26 

Den osynliga smut sen över Norrland  Ljusnan  2013-06-26 

Den osynliga smut sen över Norrland  Ljusdals-Posten  2013-06-26 

Skyddsjakt hos SSAB  Borlänge Tidning  2013-06-27 
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STOCKHOLMSBÖRSEN Fortsatt upp på 

börsen  
Sydsvenskan 1  2013-06-27 

Uppåt i linje med Europa  Svenska Dagbladet  2013-06-27 

+63 procent har aktiekursen  Svenska Dagbladet  2013-07-01 

Börsen satte ny fart uppåt  Sydsvenskan 1  2013-07-10 

Börsen gick uppåt  Vetlanda-Posten  2013-07-10 

Oförändrad fredagsbörs  Svenska Dagbladet  2013-07-13 

Stockholmsbörsen Små rörelser i 

sommarvärmen  
Sydsvenskan 1  2013-07-13 

Oförändrat på Stockholmsbörsen Smålands-Tidningen  2013-07-13 

Nya miljoner till Teknikdalen Borlänge Tidning  2013-07-13 

Tungt minus för SSAB  Borlänge Tidning  2013-07-20 

Börsveckan slutade i moll  Svenska Dagbladet  2013-07-20 

STOCKHOLMSBÖRSEN Tung dag för Saab  Sydsvenskan 1  2013-07-20 

Tung börsdag  Tranås Tidning  2013-07-20 

DELÅRSRAPPORTER Industrijättarna ser 

ljuset i tunneln  
Sydsvenskan 1  2013-07-20 

Industrijättar ser ljuset  Vetlanda-Posten  2013-07-20 

Industrijättar ser en ljusning  ttela  2013-07-20 

Industrijättarna anar ljuset i tunneln  Gefle Dagblad  2013-07-21 

Industrijättar ser ljuset i tunneln  
Linköpings Tidning/Kinda-

Posten  
2013-07-22 

STOCKHOLMSBÖRSEN Europa går uppåt 

med dragkraft från Kina  
Sydsvenskan 1  2013-07-24 

Börsen gick upp och kronan stärktes  Tranås Tidning  2013-07-24 

Catarina Ihre till Electrolux  Svenska Dagbladet  2013-07-24 

STOCKHOLMSBÖRSEN Svagt minus på loj 

börs  
Sydsvenskan 1  2013-07-30 

Bank och finans vinnare på het julibörs  Svenska Dagbladet  2013-08-01 

Erlandsson leder aktieligan  Gefle Dagblad  2013-08-04 

Erlandsson leder aktieligan  Göteborgs-Posten  2013-08-05 

Erlandsson leder liga  
Linköpings Tidning/Kinda-

Posten  
2013-08-05 
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Normalt med rök som är svart  Borlänge Tidning  2013-08-06 

Stockholmsbörsen Tungviktare fick börsen att 

backa  
Sydsvenskan 1  2013-08-07 

Stockholmsbörsen stängde nedåt   Tranås Tidning  2013-08-07 

Börsen sjunker svagt  
Linköpings Tidning/Kinda-

Posten  
2013-08-07 

SSAB  Arbetarbladet ######## 

Boliden vinnare på positiv börs  Tranås Tidning  2013-08-10 

STOCKHOLMSBÖRSEN Boliden vinnare  Sydsvenskan 1  2013-08-10 

Boliden vinnare på positiv börs  
Linköpings Tidning/Kinda-

Posten  
2013-08-12 

Rapporter gav stöd till sommarbörsen  Dagens Nyheter 2013-08-12 

Förslag ges om järnverk i Luleå  Blekinge Läns Tidning  2013-08-12 

DAGBOKEN Värnamo Nyheter  2013-08-12 

DET HÄNDE Då Falköpings Tidning  2013-08-12 

det hände  Smålänningen  2013-08-12 

MÅN 12 AUG  Ljusdals-Posten  2013-08-12 

MÅN 12 XAUG  Ljusnan  2013-08-12 

DAGBOKEN Gefle Dagblad  2013-08-12 

Karlssons sagor lever i keramik  Mora Tidning  2013-08-16 

SSAB  Arbetarbladet  2013-08-21 

Kommer vare sig bort eller hem  Borlänge Tidning  2013-08-26 

Förra SVT-profilen ska starta eget  Expressen  2013-08-27 

Får möjlighet att arbeta  Nya Ludvika Tidning  2013-08-28 

Spekulationer om samgåenden  Borlänge Tidning  2013-09-02 

Börshettan svalnade  Svenska Dagbladet  2013-09-02 

Här finns stora chanser till jobb  Borlänge Tidning  2013-09-05 

De har satsat helt rätt  Borlänge Tidning  2013-09-05 

SSAB Borlänge Tidning  2013-09-05 

Klimatsmarta stålföretag  Borlänge Tidning  2013-09-07 

Liv och rörelse i Gävle hamn  Gefle Dagblad  2013-09-08 

Nyhetsveteran lär företag att kommunicera i 

kris  
Svenska Dagbladet  2013-09-11 



 

75 
 

STOCKHOLMSBÖRSEN Fingeravtryck ger 

positiva effekter  
Sydsvenskan 1  2013-09-12 

STOCKHOLMSBÖRSEN Rörelser kring 

nollstrecket  
Sydsvenskan 1  2013-09-13 

Fiskade kräftor vid SSAB  Borlänge Tidning  2013-09-16 

Djup oenighet om gruvdammen  Borlänge Tidning  2013-09-19 

STOCKHOLMSBÖRSEN Lugnt på börsen 

mot veckans slut  
Sydsvenskan 1  2013-09-21 

Grängesberg Iron i hemligt avtal med  SSAB Oxelösund  2013-09-26 

Naturgas för miljöns skull  Borlänge Tidning  2013-09-26 

Nobben för Bergvik  Nya Ludvika Tidning  2013-09-26 

SSAB  ttela  2013-09-26 

SSAB tar hjälp av Lernia  Borlänge Tidning  2013-09-30 

Börsen gick ovanligt starkt under september  Svenska Dagbladet  2013-10-01 

Här ska spjutspetsar inom stålindustrin 

utbildas  
Gefle Dagblad  2013-10-03 

Klartecken för bullervall  Borlänge Tidning  2013-10-03 

Fyra "torn" ska rymma SSAB:s naturgas  Borlänge Tidning  2013-10-04 

Litet och stort av Berglund  Nya Ludvika Tidning  2013-10-08 

"HJÄLP MIG HÄRIFRÅN!"  Expressen  2013-10-11 

Dyrast värme i Hudiksvall Hudiksvalls  Tidning  2013-10-11 

Legering för miljoner borta  Vimmerby Tidning  2013-10-11 

Gustaf, 21, överlevde explosionen: "Jag har 

haft mycket mardrömmar" 
Expressen  2013-10-11 

"Någon måste ta ansvar"  Expressen  2013-10-12 

KALKUGNEN EXPLODERADE  Expressen  2013-10-12 

SSAB måste se över sina rutiner  Borlänge Tidning  2013-10-15 

"Konferensen är starten på något nytt"  Södra Dalarnes Tidning  2013-10-16 

Det här kan inte vara arbetslinjen  Aftonbladet  2013-10-18 

Facket rasar efter dödsolycka på SSAB Ljusdals-Posten 2013-10-18 

Facket rasar efter dödsolycka på SSAB Blekinge Läns Tidning  2013-10-18 

Två döda. Facket rasar efter dödsolycka på 

SSAB 
Metro - Göteborg 2013-10-18 
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Facklig kritik efter dödsolycka  Svenska Dagbladet  2013-10-18 

Facket rasar efter ny dödsolycka  Göteborgs-Posten 2013-10-18 

Facket rasar efter ny dödsolycka  Gefle Dagblad 2013-10-18 

Facket rasar efter ny dödsolycka   Norra Skåne 2013-10-18 

Två döda i olycka med tjära vid SSAB ttela  2013-10-18 

Två män dog vid olycka med tjära  Vimmerby Tidning,  2013-10-18 

Två män dog vid olycka med tjära  

Svenska Dagbladet, Metro - 

Göteborg, Vimmerby 

Tidning,  

2013-10-18 

Två män begravdes i tjära - hittades döda  City Lund  2013-10-18 

Tjäran rann ned över männen - båda omkom  Dagens Nyheter  2013-10-18 

Ministern: Vi vet inte vad som har hänt  Aftonbladet  2013-10-18 

IF Metall: Jag är oerhört kritisk till att det här 

kan inträffa igen  
Aftonbladet  2013-10-18 

Två döda i olycka med tjära vid SSAB  Sydsvenskan 1  2013-10-18 

Dränkta it järan  Aftonbladet  2013-10-18 

TRAGEDIN I STÅL- VERKET  Expressen  2013-10-18 

'Hur många fler ska behöva dö?'  Aftonbladet  2013-10-19 

Bör straffen skärpas för arbetsgivaren vid 

dödsolyckor?  
Aftonbladet  2013-10-19 

Känner du dig säker på din arbetsplats?  Kvällsposten  2013-10-19 

Facket: Mer tjära än vad som sagts  Dagens Nyheter 2013-10-19 

Facket: Mer tjära än vad som sagts   Göteborgs-Posten 2013-10-19 

Facket kritiskt efter dödsolycka  Svenska Dagbladet  2013-10-19 

Facket kritiskt efter dödsolycka  Södra Dalarnes Tidning 2013-10-19 

Facket ser misstag efter tjärolycka  Gefle Dagblad 2013-10-19 

Misstag orsakade tjärolycka? Laholms tidning 2013-10-19 

Det handlar om klass  Arbetarbladet  2013-10-20 

Veckans SNACKISAR  Expressen  2013-10-20 

Mest sedda tv-klipp  Aftonbladet  2013-10-20 

Naturgas minskar utsläppen från SSAB  Borlänge Tidning,  2013-10-21 

Naturgas minskar utsläppen från SSAB  Södra Dalarnes Tidning  2013-10-21 

Två män döda i kranolyckor  Aftonbladet  2013-10-24 
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STOCKHOLMSBÖRSEN Nedåt på börsen  Sydsvenskan 1  2013-10-26 

SSAB blev en besvikelse  Dagens Nyheter  2013-10-26 

Svart fredag för svensk industri  ttela  2013-10-26 

RAPPORTER Svart fredag för svensk 

industri  
Sydsvenskan 1 2013-10-26 

Svart fredag för svensk industri  Värnamo Nyheter  2013-10-26 

Nattsvart fredag för svensk industri  Laholms Tidning, 2013-10-26 

Stockholmsbörsen föll  Svenska Dagbladet  2013-10-26 

Tunga besked från svenska industrijättar  Svenska Dagbladet  2013-10-26 

Nere i 2 007 anställda  Mora Tidning  2013-10-28 

FYRA ÅR: 185 DÖDA  Aftonbladet  2013-10-28 

Verkstadsmissar solkar rapport-floden  Göteborgs-Posten  2013-10-28 

Stark krona ett ok för industrin  Svenska Dagbladet  2013-10-29 

Ingen ska riskera livet i yrket  Ljusnan  2013-10-31 

SSAB flyttar 30 jobb  Borlänge Tidning  2013-11-01 

Vi känner inte igen SSAB  Borlänge Tidning  2013-11-01 

Exportindustrin får svavelosande pålaga  Nya Ludvika Tidning  2013-11-01 

Har blivit bättre i Borlänge  Borlänge Tidning  2013-11-04 

Olyckorna ökar i takt med jäktet  Södra Dalarnes Tidning  2013-11-04 

Inget åtal för olyckor på jobbet  Göteborgs-Posten  2013-11-04 

Skärpt arbetsmiljölagstiftning  Norra Skåne  2013-11-07 

Det skulle tillsättas kriskommissioner  Gefle Dagblad  2013-11-07 

SSAB  Gefle Dagblad  2013-11-07 

Skrotet från SSAB blev ett konstverk  Borlänge Tidning  2013-11-09 

Tänk er en situation där fyra journalister dött 

på jobbet!  
Arbetarbladet  2013-11-10 

I stället för utbyggnad  Borlänge Tidning  2013-11-11 

STOCKHOLMSBÖRSEN Verkstäderna drog 

upp index  
Sydsvenskan 1  2013-11-12 

Deckarduo till bokveckan Borlänge Tidning  2013-11-14 

ARBETSMILJÖ Arbetet med att säkra våra 

arbetsmiljöer ser ut att ha gått 
Sydsvenskan 1  2013-11-19 

SSAB-brand efter svetsarbeten Borlänge Tidning 2013-11-20 
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Stålfolk på bondgård  Borlänge Tidning  2013-11-20 

Fler kvinnor i topp - men mycket återstår att 

göra  
Svenska Dagbladet  2013-11-22 

SSAB varslade 175 - ingen sparkades  Borlänge Tidning  2013-11-25 

SSAB: "Flexibilitet" ska rädda jobben  Nya Ludvika Tidning  2013-11-25 

Inget Clas Ohlson i Mora  Mora Tidning 2013-11-25 

Tyskland på gång - men inte Mora  Borlänge Tidning  2013-11-25 

Basindustrin ger Alliansen kritik  Borlänge Tidning  2013-11-25 

Hela Borlänge ställde om vid förra stålkrisen  Borlänge Tidning  2013-11-26 

Topparna tävlar om att bli bäst på 

jämställdhet  
Aftonbladet  2013-11-26 

Regler ger SSAB sju år av fortsatt 

lågkonjunktur  
Nya Ludvika Tidning  2013-11-26 

Fem profiler i näringslivet om det 

ekonomiska läget  
Svenska Dagbladet  2013-11-29 

Byggbranschen behöver ordning  Svenska Dagbladet  2013-11-29 

Deckarduo på visit  Borlänge Tidning  2013-11-30 

Här är listan på Dalarnas 80 nya uppfinningar  Borlänge Tidning 2013-12-02 

Här är listan på Dalarnas 80 nya uppfinningar  Södra Dalarnes Tidning  2013-12-02 

Här är listan på Dalarnas 80 nya uppfinningar  Nya Ludvika Tidning, 2013-12-02 

Dalauppfinnare kan förändra biltillverkningen  Södra Dalarnes Tidning  2013-12-02 

Börsen kan vara på väg mot indexrekord  Svenska Dagbladet  2013-12-02 

STOCKHOLMSBÖRSEN Börsen backade - 

igen  
Sydsvenskan 1 2013-12-06 

Kursfall före stängning  Svenska Dagbladet  2013-12-06 

Rör till Ikea och racing ger dem framtidshopp  Nya Ludvika Tidning 2013-12-07 

Att sänka skatten på inkomster är inte allt  Södra Dalarnes Tidning  2013-12-13 

SSAB stöder SOS barnbyar  Borlänge Tidning  2013-12-18 

Hultqvist (S) lyfte fram dödsolyckor  Nya Ludvika Tidning  2013-12-18 

Utse en ansvarig huvudentreprenör  Ljusnan  2013-12-19 

"Bryt dödläget i energifrågan med en 

energikommission"  
Dagens Nyheter 2013-12-19 

Avestaandan föddes i går  Borlänge Tidning  2013-12-20 
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Det krävs ett huvudansvar  Gefle Dagblad  2013-12-30 

Fin avslutning på 2013  Dagens Nyheter  2013-12-30 

SSAB säljer kalkugn i Luleå  Södra Dalarnes Tidning 2013-12-30 

STOCKHOLMSBÖRSEN Svagt nedåt på 

börsen 
Sydsvenskan 1 2013-12-31 

Butiker och banker tog vinnarspåret  Svenska Dagbladet  2013-12-31 

   

   

   

  

   

 


