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ABSTRACT

This study examined the use of social media in crisis management using Vodafone as a case study.
The study sought to investigate some channels VVodafone Ghana uses when engaging the public,
how they engage them with social media channels and their effectiveness during crises situations.
The study reviewed literature on related studies and analyzed its findings in order based on the
literature due to the COVID 19 pandemic. It was discovered that social media is very effective
during crisis management. It was also discovered that social media networking sites such as
Facebook and Twitter are very popular and widely used by companies and they mostly use these
outlets to increase their engagement with the public, share information and also try to solve

problems for their customers.



CHAPTER ONE

1.0 Introduction

This is the introductory chapter of the study. This study will examine the use of social media in
crises management; using VVodafone as a case study. This chapter consists of the background of
the study, justification of the study, research objectives and questions and the significances of
study. This chapter gives us a pictorial depiction of what the study is about and also provides us

with some questions the study will seeks to answer in the subsequent chapters.

1.1 Background of the study

Social Networking sites such as Facebook, Twitter, Instagram, LinkedIn and others has given
organizations the opportunity of engaging their stakeholders in real-time (Lovejoy, Waters and
Saxton, 2012). Matthews (2010) noted that social media has also changed the dynamics of Public

Relations (PR) practices and has also democratized information flow.

Facebook has given the opportunity for businesses to share important information to a large
number of user subscribers simultaneously (Boateng 2014). Chua & Banerjee (2013) also posited
that Facebook is a tool for managing customer knowledge of organizations. It is also used as a tool
for shaping Public opinion of organizations (Chua & Banerjee, 2013). Lovejoy, Waters and Saxton
(2012) also argued that social media is exploited by practitioners to foster relationships with the
current and potential customers of a company. Andoh-Quaino & Anor-Antwi (2015) outlined some
of the uses of social media by companies. They found that companies used social media to provide

management information and customer updates.



Brachten et al (2018) observed that Social media has altered the way in which crises are perceived
and communicated. Social media has also become a key instrument for information sharing that
enhances communication among people (Mirbabaie et al., 2014 and Palen et al., 2010). Crises
situations cause a lot of uncertainties and miscommunications through a lack of information
(Dervin, 2003 and Weick, 1988). This lack of information creates room for rumors which
eventually become public opinion (Dervin, 2003). Brachten et al (2018) posits that in times like
this, social media can be used to fill the gaps in information flow. Mirbabaie & Zapatka (2017)
noted that several research on the phenomenon have concluded that during crisis periods, social

media platforms can be highly effective for all participants to make sense of the occurring events.

During crisis periods, the public is either informed about the crisis via social media outlets or
through the traditional mediated outlets (Palen, Vieweg, Liu & Hughes, 2009). This makes social
media usage very important during crisis situations. Users of social media end up giving accurate
information especially if they are close to the action. The free flow of non-mediated information
has decentralized communication and made information management very difficult (Palen,

Vieweg, Liu & Hughes, 2009).

According to Stefan et al (2018), we are in a place in time when anyone can change from a passive
bystander to an active communicator especially during crisis. The digital evolution has changed
the way PR practitioners and communicators in general perform their job functions. In a study of
about 251 members of the PR Society of America (PRSA), Wigley and Weiwu (2011) reported
that majority of respondents said they had incorporated social media into their Crisis management
plans. They reported that practitioners who mostly used social media as a channel during their

Crisis management process mostly generated positive results.



1.2 Statement of the problem

The use of social media in crisis management is at their growing stage (Apuke and Tunca, 2018).
There have been a significant number of studies on how companies and organization use social
media in crisis management. Wigley and Weiwu (2011) studied how Public relations practitioners
use social media in crisis planning and crisis communication using about 251 members of the
Public Relations Society of America (PRSA). Pang, Abul Hassan and Yang (2014) examined how
crises can occur online, how different social media tools escalate crises and how issues gain
credibility when they transit to mainstream media. Apuke and Tunca (2018) in their study also
decided to analyze the growing body of knowledge by researchers into social media and crisis
management in Turkey. They found out that the growth of social media has redefined the mode of
crisis communication. Sigala (2012) also investigated the use and impact of social media on crisis
management in tourism. In analyzing literatures of other studies on the impact of social media on
crisis management, it was discovered that social media is fast changing crisis communication in

the tourism industry in Australia.

There have been numerous studies on how organizations have explored social media use during
crisis management in Europe, America and Asia. However, there seems to be a paucity of literature
on the use of social media as tool for crisis management by companies in Ghana. Also the few
studies available focus on the use of social media on PR practices as whole. For instance, Djabanor
(2019) in her Master’s thesis focused on studying social media as a Public Relation tool at MTN-
Ghana. Bosumtwi (2015) in her study also focus on analyzing the crisis communication
preparedness of the Electricity Company of Ghana (E.C. G). In sync with these earlier studies, this

study will focus on how a telecommunication company like Vodafone Ghana with a relatively
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large customer base, uses social media for Crisis Management. This study aims to investigate the

importance of social media to organizations especially during crisis situations.

1.3 Rationale for the study

Social media has become one of the most effective tools an organization cannot overlook. Many
companies have thrived because of their social media usage. Porter (2010) argues that Facebook
pages have given the opportunity for organizations and companies to share news and information
to social media account holders worldwide. Kent (2015) noted that generally, organizations and
companies use social media to communicate with their stakeholders and publics. Waters et al
(2009) confirmed that Facebook and other social media forms give organizations opportunity to
build relationships and educate their customers and clients on organizational activities. Asamoah
(2019) also found that social media is used to gather data by organizations for strategic
communication purposes. This study is going to discuss the importance of social media in
corporate communication and crisis communication. This is going to help us understand the

significance of social media and online communication especially during crisis management.

The study will affirm the relevance of the situational theory and the theory of contextual design in
understanding the effectiveness of social media in crisis management. The theory of contextual
design will help us understand why companies use social media to gather data about customers

and how that data is analyzed and used productively.

1.4 Objectives of the study

The main objective of this study is to examine the use of social media in crisis management at

Vodafone Ghana.
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Specific Objectives’

Specifically, the study seeks to find out:

1. The channels Vodafone Ghana uses to engage with its publics during crises.

2. How Vodafone Ghana uses social media to engage with its publics.

3. The effectiveness of social media in managing crisis at Vodafone Ghana.

1.5 Research Questions

The study seeks to answer the following questions:

1. What are the channels Vodafone Ghana uses in engaging with its publics during crises

situations?

2. How does Vodafone Ghana use social media to engage its publics?

3. How effective is social media in crisis management at VVodafone Ghana?

1.6 Scope of the study

Vodafone Ghana is a very big telecommunication brand in Ghana with lots of offices all over the
country. This research was going to focus on their headquarters located at the Airport residential
area in Accra. This location was chosen strategically because of its prominence in the policy
formulation and implementation of all the strategies used by Vodafone Ghana nationwide. The
headquarters is where all the major decisions are taken and where you can find the heads of all the
major departments within the organization as well as the communication department where all the

major decisions are taken. This is one of the reason the study decided to use Vodafone Ghana as
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the case study. In other to acquire the needed data for the study, interviews would be conducted

with about five (5) staff members of Vodafone Ghana who have worked for at least 2 years.

1.7 Organization of the study

This study will to be divided into five (5) chapters:. Chapter one is the introductory chapter of the
study. It entails the background of the study, statement of the problem, research objectives and
questions, significance of the study and scope of the study. Chapter two (2) reviews literature
related to the topic and discusses the theoretical framework within which the study is being done.
The conceptual review enables us define key concepts within our topic by reviewing how other
researchers defined such concepts in their studies. | envisage that this will help me design a
framework for the concepts in this study. The study will also examine the work of other scholars
and findings made in their studies. The third part of the literature review is the theoretical
framework. This will take a detailed look at the theoretical underpinnings of my study. Here, the
study explores the conceptual design and the situational theory proposed by Grunig in 1966.
Chapter three discusses the methodological processes of the study. This explains into detail the
methods used for data collection and analysis. The study reviewed empirical findings of related
studies and analyzed them thematically in relation to the research objectives. The fourth chapter is
the data analysis and discussions chapter. This is where | try to make sense of the data gathered
and discuss the results of my findings. The final chapter (Chapter 5) summarizes the study, discuss
some results obtained from chapter 4 and makes recommendations for policy making and further

studies.

13



1.8 Chapter Summary

The study seeks to examine social media use by Vodafone Ghana during crisis management. The
study examines the channels VVodafone Ghana uses in engaging its publics during crisis situations.
It also seeks to find out how Vodafone Ghana uses social media to engage its publics, and how

effective these channels are in managing crises in the organization.

The next chapter reviews literature for the study and discusses the theories underpinning the and

how relevant they are to the topic under study.
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CHAPTER TWO

2.0 Introduction

This chapter is going to review existing literature on the use of social media for crisis management;
using Vodafone Ghana as the case study. The chapter will review some basic concepts of the topic
which will help us understand and also assist in the conceptualization of key words within the
study. The second part of the study will also discuss the theoretical underpinnings of the study.
The theoretical framework is going to provide the foundation upon which the study stands and

provides us with theoretical backings to most of the findings and interpretations of the study.

2.1 Conceptual studies

2.1.1 Crisis

The term crisis has attracted the attention of numerous scholars across disciplines who are all trying
to conceptualize the theory (Milasinovic and KeSetovic, 2008). They believe that “crisis” is used
to define all types of negative occurrences. The term crisis applies to situations that are “unwanted,
unexpected, unpredictable and almost unthinkable which cause disbelief and uncertainty”
(Milasinovic and KeSetovic, 2008, p. 170). Fear-Banks (1966) is cited by MilaSinovic and
Kesetovic (2008) to have defined crisis as a larger event with potentially negative consequences
affecting an organization, company, or industry, as well as its target public, products, service or
good name (Hamblin, 1958). Flint (1986) conceptualized crisis by adding that any event that can
escalate in intensity, becomes the focus of attention of the media and the government, obstruct
normal business operations and negatively affect a company’s image and profit. Barton (1993)
also explained that crisis is an unpredictable event with potentially negative consequences that
may affect the reputation of a company, its employee, products, service and financial state (p: 2).
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Hermann (1963) also defined crisis by asserting that it should be an unpleasant event which has a
surprise element taking everybody off guard, posing a serious threat and also necessitate a short

response time.

2.1.2 Crisis Management

Milasinovic and KeSetovic (2008) explained that the origin of crisis management can be traced in
the history of United States (US) politics when president J.F Kennedy used the expression during
the Cuban Missile Crisis of 1962 (p; 179). The term was used as a synonym for “managing of a
serious, emergency situation (MilaSinovic and Kesetovic, 2008, p; 179). Milasinovic and
Kesetovic (2008) explained that crisis management is a form of applied management. It is a
practice guided by theory. Gigliotti and Ronald (1991) defined crisis management as an
organizations ability to act quickly, efficiently and effectively in possible operations aimed at
reducing threats either to human health, security, damage to public or corporate property and
negative influences on the continuation of normal business or other operations. This definition
however is ineffective according to Milasinovic and Kesetovic, (2008, p.180) because it does not
take into consideration many other important aspects of an integrated crisis management plan. The

definition only sees crisis management as responding to unpredictable situations.

Crisis management can therefore be explained as a set of functions whose goal is to identify,
examine and forecast possible crisis situations and establish special means that would enable an
organization prevent crisis or deal with it with minimal or no consequences (Milasinovic &
Kesetovic, 2008, p; 180). That is, it encapsulates all activities relating to the prevention,

preparation, alleviation of activities that disrupts normalcy.

16



2.1.3 Crisis Communication

Williams (1957) posit that the general function of communication in crisis is to provide the actors
with information which will enable them understand and provide insight. The Swedish Emergency
Management Agency (SEMA) defined Crisis communication in their 2008 book “Crisis
Communication Handbook™ as the information that is exchanged by and between public
authorities, organizations, the media, affected individuals and groups before, during, and after a
crisis situation (p; 10). The definition simply states that any form of communication before, during,
and after crisis between stakeholders can be classified as crisis communication. Cavali¢ (2015)

simplified this definition by asserting that it is “any communication under the state of crisis” (p;4).

The image of an organization is very important to the value and sustainability of every business.
Crisis communication can be linked to the overall strategic communication process of an
organization which is geared towards the preservation of the organization’s image especially
during crisis/ uncertainties. Cohn (2007) argued that crisis management team should as much as
possible try to answer some three questions during crisis communication; that is; what happened?
What will the organization do about it? How will it affect the organization? Cavali¢ (2008) advised
that since crises is inevitable to any organization; there is the need for every organization to prepare

adequately for such moments.
2.1.4 Social media and Crisis Communication

The internet has made crisis communication very difficult as managers and PR practitioners within
organizations are always on alert to respond quickly to events that unfold. Brachten et al (2018)
observed that Social media has altered the way in which crises are perceived and communicated.

Social media has become a key instrument for information sharing that enhances communication
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among people (Mirbabaie et al., 2014 and Palen et al., 2010). Crises situation results in a lot of
uncertainties and miscommunications through the lack of information (Dervin, 2003 and Weick,
1988). This lack of information creates room for rumors which eventually becomes public opinion
(Dervin, 2003). Brachten et al (2018) posit that in times like these, social media can be used to fill
the gaps in information flow. Mirbabaie and Zapatka (2017) explained that several research efforts
have concluded that in times of crisis, social media platforms can be highly effective for all
participants to make sense of events. Users of social media end up giving accurate information

especially when they are closer to the action.

Crisis could also be triggered by social media. Stieglitz et al (2017b) argued that whiles social
media can be very effective in crisis communication, it can also aid in the spread of false
information especially through social bots — accounts on social media platforms that mimic human
behavior and spread vast amounts of messages believed to aim at influencing human user’s
opinions. These accounts have seen a rise in attention lately, oftentimes in the context of a possible
interference in politics. Information shared on these accounts are mostly shared by people and that

is how rumors are shared.

Wang (2015) observed that social media has been utilized for Public Relations practice since 2004
and has influenced both individuals and society (Khang, Ki and Ye, 2012). Stenger (2014) states
that crisis has a way of spreading faster on social media because there are more dialogues which
also allows for easy content sharing. Social media gives organizations the opportunity to scan the
environment to analyze public opinion during crisis situations and also come up with strategies on
how crisis situations can be diffused. Schultz et al (2011) as cited in Rush (2015) stated that social
media makes it more easy for organizations to communicate and engage stakeholders during crisis

situations. Schultz et al (2011) argued that blogs and twitter enables two-way communications and
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also encourages dialogue which is much useful during crisis communication and crisis

management.
2.1.5 Vodafone Ghana

Vodafone Ghana is a Ghanaian Telecommunication company which came into existence after
Vodafone world bought a 70% stake of government-owned telecommunication company called

Ghana Telecom in 2008 (www.vodafone.com.gh , retrieved on 9" September, 2020). The company

has since become one of the largest telecommunication companies in Ghana providing service to
over 15.01 percent of the market shares as at 2014 according to the National Communication
Authority (N.C.A). In 2018, the companies’ market shares increased by 16% just behind MTN and

AirtelTigo (www.vodafone.com.gh , retrieved on 9" September, 2020).

According to Asamoah (2019), Vodafone Ghana has adopted series of strategies to meet demands
and also to create an exciting customer experience for its subscribers. Vodafone in order to solidify
the relationship between the company and its customers has created an online presence by creating
social media platforms for almost all the social media outlets. These platforms allow them to
engage customers and also advertise their products to their publics. It also helps them scan their

online environment and also helps them to engage in promotional activities.

2.1.6 Organizations and social media use.

Kent (2015) argued that organizations use social media as a strategic way of connecting with
stakeholders and the general public. Men & Tsai (2012) discussed three ways corporations engage
their publics, these are; Openness, Information dissemination and interactivity. Openness refers to
the willingness of companies to allow the public into their company through information (pictures
and videos) posted online. Information dissemination refers to the ability of companies to address
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the interests and concerns of stakeholders. Interactivity refers to the way companies allow
interaction and direct contact with stakeholders. Interactivity leads to dialogue and engagement
(Gomez & Borges, n.d). Apart from publishing information and generating dialogues, Argenti
(2006) added that social media can be used by organizations to measure the effectiveness of

communication.

Kent & Taylor (2014) argued that social media is seen as a tool in public relations and advertising
as a tool for building relationships, sales tool, linking people to brands, people to people, people
to organizations and organizations to organizations (p;6). Social media extends beyond traditional
media relations and offers organizations the potential to share information, engage publics and

build relationships.

2.1.7 Social media and its effect on crisis management

Kent & Taylor (2014) argued that social media builds social capital and relationships. According
to them, social capital refers to the benefits that emerge out of the interaction and shared ideology
of individual citizens and organizations acting together to deal with collective goals (Kent &
Taylor, 2014, p.8). Social media is used strategically to raise awareness on issues during crisis.
With the help of social media, institutions can send information across to the general public during
crisis situation. For example, in recent times in Ghana, the Minister for Information, Kojo Oppong
Nkrumah in a Facebook post and a tweet from Twitter announced that the President would be
going on a two week self-isolation as some people within his inner circle had tested positive for
the COVID-19 disease. This goes to prove that social media help in delivering information very

fast and easily to the public especially in times of crisis.
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Social media is changing the way mainstream media operates and is very instrumental in setting
the Agenda for individuals, organizations and countries as a whole (Dowd, 2013). For instance,
Iran’s protest was reported to the world through social media (Twitter) when the government
barred news outlets from reporting on the protest (Valentini & Kruckerberg, 2011). In the recent
#BlackLivesMatters protest in the US, most of the activities were reported through social media.
The dialogic nature of social media allows people to communicate, interact and share multimedia
freely and publicly. This shared information can be viewed by social media users across the world

(Pang et. al, 2014).

To effectively negotiate crisis on social media and respond with appropriate strategies,
communication practitioners need to understand, how crisis are triggered online, how crises are
escalated and how crisis gain credibility offline when reported in mainstream media (Pang et al,
2014). The news-gathering process has also shifted from a linear to a networked process whereby

there is constant communication and interaction with sources and reactors (Pang et al, 2014, p.6).

Cavali¢ (2015) argued that in crisis, it is primarily to use the internet site as the central platform
for crisis communications. Websites and official social media outlets of organizations are mostly
the first source where users seek information in times of crisis. This allows organizations create

and disseminate relevant and verifiable sources of information (Cavali¢, 2015).
2.2 Theoretical framework
2.2.1 Contextual Design

Contextual design is a powerful approach to obtaining and analyzing behavioural data (Beyer &
Holblatt, 1998). It focuses on understanding users through field research (Grudin, 2006). It has
been used to design business systems, websites, mobile devices, mobile apps, medical devices,
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cloud based solutions, and others (Asamoah, 2019). Contextual design is a framework used to
analyze and present user data, drive ideation from data, design specific product solutions and repeat
those solutions with customers (Holtblah & Beyer (2015). Asamoah (2019) noted that in recent

times, companies gather data on social media through which they make informed decisions.
2.2.2 Contextual design in crisis communication

The contextual design framework will help us understand how companies use information
obtained from social media to design a comprehensive communication strategy for crisis

communication and crisis management.

The Internet has provided individuals the opportunity to interact with people without the need for
physical meetings (Gruzd et al. 2011). Social media offer different values to firms, such as
enhanced brand popularity (de Vries, Gensler &c Leeflang 2012), facilitating word-of-mouth
communication (Chen et al. 2011b), increasing sales (Agnihotri et al. 2012), sharing information
in a business context (Lu & Hsiao 2010) and generating social support from consumers (Ali 2011,

Ballantine & Stephenson 2011).

Companies now use information on social media to gather data about their company from
consumers. This information help the companies identify how customers think about them and
their products (Asamoah, 2019). This information also informs the communication strategy that

speaks to the needs of the customers and also their target audience (Asamoah, 2015).

Cavali¢ (2015) cited Bulaji¢ (2010, p. 87) discussed the seven steps which needs to be taken into
accounts when planning for crises situations. They are; establishment of crisis staff, establishment
of internal communication in crisis situations, identification and training spokespersons to speak
on crisis situations, development of scenarios and simulations of crisis and finding the appropriate
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ways to handle them, determination of the different target groups of the public, crafting the key
messages for the target audience and determining the most effective method of communicating.
Contextual design helps organizations profile their publics and also help determine how to

communicate with them effectively.

In crisis communication, social media has given Public relations practitioners an avenue to scan
their environment in order to understand what issues are being raised and how people are reacting
to them. This helps organizations come up with the appropriate strategies to engage the public and
encourage dialogue and interaction which in a long run can establish and strengthen already good

relationships (Gomez, Chalmeta & Sosa-Verela, 2012).

Asamoah (2019) in a recent study found that Vodafone Ghana employs the use of social media to
gather data on their customers on how they (customers) perceive their services and also to
determine the performance of their promotional activities. This data also helps VVodafone Ghana
to determine crisis situations in other to devise solutions that best serve the customers and the

company (Asamoah, 2019).

Contextual design as stated earlier helps gather data about customers. This data is analyzed and
then used productively for the good of the organization and the public. In crisis communication, it
is important for communicators to gather data (information) about the crisis (situation) and devise
appropriate response to tackle issues. Contextual design helps organizations develop the model for

data collections and also proffers solution.

2.2.3 Situational theory

James E. Grunig in 1968 began to develop the situational theory of publics (Grunig, 2005). The
situational theory of publics explains when and why individuals become active in communication
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behaviours such as information seeking (Grunig, 2003). The theory according to Grunig (1989)
was designed to distinguish between stakeholders and publics and used the two concepts to
segment the general population into categories that help professionals identify strategic publics
and to plan and evaluate Public Relations programs. Grunig (2016) argued that public arises
depending on some decisions of the organization. Grunig reserved the term stakeholder for general
categories of people who are affected by the actual or potential consequences of strategic or

important organizational decisions (Grunig, 2016, p. 2).

The theory can be used to identify the various types of publics by studying how they are actively
involved in a particular situation. Stakeholders who are actively involved in organizational
activities can be classified as active publics. These people are constantly scrutinizing organizations
activities. This publics can make issues out of organizational activities which may lead to crisis.
The theory uses the principle of active and passive behaviours to distinguish or segment the general
population into various publics. The situational theory holds that, problems come and go and these
problems are only relevant to the people who are mostly affected by them. As a result, publics

arises and disappears depending on the problems and who they affect (Grunig, 2016).

According to Grunig (2016) the theory helps to explain the nature of public opinion because it
incorporates the assumptions of John Dewey (1927) and Herbert Blumer (1966). The theory allows
organizations to really appreciate the importance of publics and how they can affect the
organization if they are not managed properly. Dewey (1927) and Blumer (1966) explained that
publics are critical to democratic processes. Publics are able to recognize problems that affect them
and organize to get them resolved by the appropriate authorities (Kim & Grunig, 2011). This
according to Grunig (2003) has become very important to the understanding of opinions of publics

and the social processes created by their behaviour.
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The theory has three variables that explain and predict communication behaviour (that is; problem
recognition, level of involvement, and constraint recognition) and two dependent variables that
describes active and passive communication behaviours in acquiring information that is;
information seeking and attending (Kim and Grunig, 2011). The theory suggest that information
consumption becomes systematic when people find that the information matches their subjective

life problems (Grunig, 1997, Kim and Grunig, 2011).

The individual’s ability to seek information is what makes him/her an active public (Grunig, 1997;
Aldoory, 2001 & Aldoory, Kim & Tindall, 2009). Information processing members do discover
or recognize a message through the media but may not necessarily act upon it. The theory divides
publics into four (4) based on their recognition and involvement about an organization or issue.
They are Nonpublic, Latent public, Aware public, Active public. These four (4) publics are

identified based on their level of problem recognition, level of constraint and level of involvement.

Nonpublic are people with low problem recognition and low level of constraint whose level of
involvement is also low. These people do not care about the information and normally have no
connection with the situation. With these types of publics, communication is not necessarily
needed. The Latent publics also have low problem recognition and high/low constraint level. These
people do not really get involved in issues even though it might affect them a little. Aware publics
are also people who have high problem recognition and high constraint recognition. They are also
very well aware of the problem and situation. Active publics have very high problem recognition,
low constraint level and high level of involvement. These people are actively seeking information
and asking questions. They are publics who are most likely to a trigger a crisis situation.
Practitioners need to always find more creative ways of providing them information and

establishing mutual relations with them.
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2.3 Chapter Summary

This chapter reviewed literature in relation to the topic under study. The chapter discussed the
conceptual and theoretical framework. The chapter defined concepts such as crisis, crisis
management, and crisis communication and also discussed the social media channels organizations
use for corporate communication and crisis communication. The study also discussed how
organizations use social media during crisis communication and its effectiveness in being used for
the purpose. The chapter also discussed two theories which are the conceptual design theory which
explains how organizations design communication strategies based on research and constant
monitoring of customers activities online and how they react to situations. The situational theory
also helps to us understand how publics arise and how organizations deal with them separately

depending on their involvement in the issues at stake.

The next Chapter discusses the methodology of the study, techniques used in data collection,

samples and how the data is going to be interpreted.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.0 Introduction

This study examines the use of social media in crisis management. This chapter will discusses the
proposed mode of research, provides an overview of the methodology and techniques used to
conduct the research. The study will demonstrate the relevance of the methodology to the study

and also highlight the potential limitation of the study.

3.1 Research Design

Many researchers have studied the concept of social media and crisis communication using
different methodologies and techniques. Andrew, Morgoch & Boatwright (2019) employed the
use of content analyses to study social media activities of some organizations during crisis
situation. Wigley & Zhang (2011) also used quantitative methods and techniques in studying
practitioners’ use of social media in crisis planning. This study however, would have employed
qualitative methodology in studying the effectiveness of social media in crisis communication in

Vodafone Ghana.

Gunter (2000) argues that qualitative methodology can be very subjective since the researcher is
most likely to tell us their experience and also try to translate the experience of their respondents.
This means that most of the interpretation might be from the researcher’s point of view and might
not represent reality. Qualitative research can be very subjective but a careful methodology driven
by an accurate data collection technique from the researcher can give some credibility to the study.

In this instance, the researcher is going to record the interview of every respondent with a recorder

27



and transcribe everything vividly before analyzing the information obtained. This is to make sure
that the researcher captures all the information provided by the interviewee without any

misrepresentation or misplacement of information.

3.2 Population

The targeted population of this study was going to be staff members of the Communication and
Marketing department of VVodafone Ghana. The main aim of the study is to examine how Vodafone
Ghana employs the use of social media during crisis communication. This means that the
employees working within the Communications and Marketing department will be in a better
position to provide me with information on their social media use and crisis communication

strategies.

3.3 Sample Size and Sampling Procedure

The study would have adopted the use of purposive sampling technique. The study was going to
engage Five (5) staff members of the Communication and Marketing department of VVodafone
Ghana. The researcher was going to write to the HR department of VVodafone Ghana informing the
company about the study and also to seek permission to interview some members of the
communication and Marketing department. After the request has been granted, the researcher
would have then schedule a meeting to each of the five members and interview them. This
sampling method changed in the course of the study due to the threats posed by the COVID-19.
The researcher and the research department of the Ghana Institute of Journalism thought it wise to
consider analyzing secondary data instead of going out to the field to gather data and exposing

one’s self to the virus.
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3.4 Data collection technique

Data collection would have enabled us understand in detail how Vodafone Ghana uses social
media for social engagement and other activities. In collecting data, the study would have
interviewed about five (5) staff of the Communication and Marketing departments who had
considerable knowledge about the company and their social engagement policies. These
respondents will answer questions relating to how the organization uses social media in their
communication and also its effectiveness during crisis situations. But due to the ramification of
the COVID-19, the researcher decided to review works of other scholars who have worked on the

influence of social media in crisis communication and management.

3.5 Data Analysis Technique

The study would have employed the use of thematic observation in the analysis of data. Braun &
Clarke (2012) argued that thematic analysis (observation) is a method for “systematically
identifying, organizing, and offering insight into patterns of meaning across dataset” (p. 1).
Thematic observation gives the researcher the opportunity to go into details in order to understand
the phenomenon under study. According to Braun & Clarke (2012), there are two main reasons
for using thematic analysis which are accessible and flexible. It is also very easy to understand
how to use it and makes us aware of how we can make sense of situations using themes. This study
however analyzed the secondary data obtained from the findings of other researchers. These

findings were analyzed thematically according to the specific objectives of the study.
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3.6 Chapter Summary

This chapter discussed the research methodology employed by the study, techniques for data
collection and analysis and also the importance of using such methodology. In the main, the study
would have employed the use of qualitative design. Five (5) staff members of the Communication
and Marketing Departments of Vodafone Ghana would be interviewed and data will be gathered
and analyzed using thematic observation but the study decided to use data obtained from other

scholars in its data analysis because of the impact of the global pandemic;” COVID 19.

The next chapter would be discussing findings of related studies, relevance of the study and also

some challenges of the study.
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CHAPTER FOUR

4.0 Introduction

The chapter gives an overview of some possible outcomes of the study. Due to the COVID 19
disease experienced by the country and all over the world, I could not collect data from my research
participants as proposed earlier;  but was compelled to extrapolate the findings of earlier
researchers and analyse the common themes and findings made by such studies. Thus, the study
will review findings of related studies and how such findings may affect this study and add to
knowledge on the phenomenon. The study will discuss the findings based on the specific objectives

provided in chapter one.

4.1 Discussions of related studies

4.1.1 Social Media channels used by organizations to engage the public

Andoh-Quaino & Annor-Antwi (2015) in studying how some financial companies use social
media came to the conclusion that most of the firms use Facebook as a PR tool. Their study
revealed that 92.31% of the total Facebook post where targeted at customers as well as the general

public.

Gomez, Chalmeta & Sosa-Verela (2012) also argued that most companies have had to change their
communication strategies and approach to attract customers. After their analysis of the Facebook
and Twitter profiles of 50 companies in the U.S.A, Gomez et al (2012) established that 74% had a
link of their Facebook and Twitter account on their websites (p. 2). The study also revealed that
43 out of 50 of the companies studied had twitter accounts while 39 organizations where on

Facebook.
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Raj, Joseph & Rousseau (2015) argued that companies use social media channels like blogs,
Facebook (95.24%), Twitter (80.95%), LinkedIn (71.43%), and YouTube (61.90%) for corporate
communications purposes and activities. According to them, Facebook and Twitter were
intensively used for corporate communication and engagement by professionals across Bengaluru
city. Kent and Taylor (2014) corroborated this assertion by stating that in the US, the “big” (Most
used) social media platforms are Facebook and Twitter (p.6). Other channels such as, Linkedin,
Pinterest and Instagram were also used by citizens, and organizations in their communication

efforts (Raj, Joseph & Rousseau, 2015).

4.1.2 How organizations use social media to engage the public

Gomez, Chalmeta & Sosa-Verela (2012) found from their studies in the U.S that companies posted
more on information on twitter than on Facebook. Their study revealed that most companies (32
firms) used social media to report on their Corporate Social Responsibility CSR activities. Waters
et al (2009) argued that companies employ the use of social networking sites to establish and
maintain relationships and also to interact with stakeholders. Social media fosters trust and
dialogue by enabling stronger relations with key stakeholders (Sweetser, 2010, McCorkindale,

2010 as sited by Gomez & Borges n.d, p; 4).

In a study conducted by Wigley & Zhang (2011), they found that only 97% of respondents of the
Public Relations Society of America (PRSA) used social media with majority, 82% of the
respondents saying that their organizations used social media for organizational purposes. The
study also found that organizations used social media to scan the environment in order to hear
what people were saying about their organizations, the industry they operate in, and competition

in their industry of operation (p.6).
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Andoh-Quaino & Annor- Antwi (2015) in Ghana found that most organizations (92.31%) used
social media to engage the public. Their study also revealed that most of the social media posts
were meant for their customers as well as the general public. They argued that social media has

provided organizations the opportunity to create awareness and also to reach out to the public.

From the studies above we can argued that most organizations use social media to engage with
their publics, send messages across and also create awareness for their organizations. That being

said, one can also argue that social media is mostly good for public engagement.

4.1.3 Effectiveness of social media in crisis management

Gomez, Chalmeta & Sosa-Verela (2012) argued that social media is an excellent tool for
companies to generate stakeholder dialogue and engagement. Raj, Joseph & Rousseau (2015)
argued that social media has empowered the consumer by giving them powers to express their
views about products or services freely to their networks. Companies build their image, reputations

and brands on social media now (Raj, Joseph & Rousseau, 2015).

In analyzing social media as an effective tool for risk communication, Kelly (2014) found that
social media is mostly beneficial when used for real time information (19.67%), crisis management
(18.03%), risk management (16.39%), public relations (14.75%) and unfiltered direct
communication (9.84%). Farha (2015) also confirmed that social media is very important during

crisis situation.

In a qualitative study by Asamoah (2019) on the effectiveness of social media on corporate
communications on Vodafone, respondents argued that at VVodafone, social media is very

important to engaging stakeholders during crisis situation. They noted that social media helps get
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information to the public very fast as compared to the other channels available and also argued

that social media compared to other channels is relatively cheap and cost effective.

Studies by Kelly (2014), Raj, Joseph & Rousseau, (2015), and Asamoah (2019) all found that
during crisis management, social media is an effective way of communicating to the public. Farha
(2015) however argued that communication on social media during crisis situation needs to be
carefully crafted and strategically placed in order not to create more confusion which is going to

escalate the crisis.

4.2 Chapter Summary

This chapter discussed the findings of other researches in relation to the objectives of this study.
The study focused on studies from Andoh-Quaino & Annor-Antwi (2015), Gomez, Chalmeta &
Sosa-Verela (2012), Gomez et al (2012), Kelly (2014), Kent & Taylor (2014), Wigley & Zhang
(2011), Farha (2015), and Asamoah. In the analysis, it was found that most organizations use
Facebook and Twitter more than the other social media channels. It was also found that
organizations use social media for public engagements, promotions and generally for crisis
management. Finally, the analysis also posits that social media has become a very effective

channel for communication during crisis situation.
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CHAPTER FIVE

SUMMARY, LIMITATIONS, AND RECOMMENDATION

5.0 Introduction

This chapter will discuss the relevance of our study and some challenges throughout the
conduction of the study. It also proposes recommendations for policy making and further studies
on the phenomenon under study. The chapter also summarizes some of the findings made by earlier
studies and identifies the common threads found in these studies. It also enumerates some of the
limitations of the study due to the COVID 19 pandemic experienced in Ghana and the world at

large.

5.1 Summary of the Study

The study examined the use of social media for crisis management. To be able to achieve this
objective, the study sort to investigate the channels Vodafone Ghana use to engage publics during
crises periods, its effectiveness, and how Vodafone Ghana uses social media to engage its publics.
The study employed the use of qualitative research design in the gathering of data. The research
was supposed to interview five (5) members of the Communication and Marketing department of
Vodafone Ghana but because of the impact of the COVID-19 researchers were advised against
gathering data through interviews. For this reason, the researcher decided to review findings of

other studies and contextualize it within the framework of this study.

The study affirms the relevance of the situational theory and the theory of contextual design in
understanding the effectiveness of social media in crisis management. The theory of contextual

design helps us understand why companies use social media to gather data about customers and
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how that data is analyzed and used productively. The study also helps us understand that how
practitioners scan the internet to enable them identify possible threats through data collection and

how communication strategies are adopted to help neutralize possible crisis situations.

The situational theory also gives us an insight into how publics are formed and how practitioners
can group the various publics into categories. The theory also helps practitioners analyze the
various publics during crisis situations and also how to develop a communication strategy to meet

the demands of each category.

The study also helped practitioners into understanding how social media can be used during crisis
situation. By reviewing and analyzing the works of some scholars like Asamoah (2019), Gruzd et
al. (2011), de Vries, Gensler &c Leeflang (2012), Cavalié¢ (2015), Pang et al, 2014, p; 6), Dwod
(2013), we have been able to analyze the importance of social media in crisis communication. This
is going to help practitioners learn and understand the concept of social media and also adopt social

media in their communication strategy since it can be a very effective means of communication.

This study is going to add-up to the works of Gomez, Chalmeta & Sosa-Verela (2012), Raj, Joseph
& Rousseau (2015), and Breakenridge, (2012) who have all tackled social media and crisis
communication in previous publications. This is going to add up to existing literature which is also
going to help students and researchers who wish to study the phenomenon relating to social media

and crisis management.

The study also gives us the opportunity to understand the use of social media for corporate
communication by practitioners and companies in Ghana. The study gives us an idea of the type
of social media used, how organizations adopt the use of social media and its effectiveness to

corporate communications and crisis management.
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5.2 Limitation of the Study

One major limitation of the study was COVID-19. The global pandemic forced the research to
change course. The proposed methodology of the study was qualitative research design. The
qualitative design would have helped us understand social media use and crisis communication
from the practitioner’s point of view but the researcher was constraint by the global
Pandemic(COVID 19) to review its methodology and analyzed findings of other related studies in
relation to the specific objectives of the study. This method however effective cannot help us
understand the true reflection of events on the grounds. The study wanted to use Vodafone Ghana
as a case study but this type of methodology cannot help us achieve that aim. This has become a

challenge to the study since the results which would be obtained cannot be conclusive.

5.3 Recommendation of the Study

The researcher recommends that future research should adopt the mixed method approach in their
study. This will give the study some strength as it will give the researcher the opportunity to
explore and investigate into details and also to capture the number of practitioners affected by the
phenomenon. A mixed method can give us a broader view of the number of practitioners who

agrees with the submissions and also provide us with reasons and depth.

The researcher recommends that practitioners take online communication seriously. Online
communications and social media engagements have become a very important assert to
organizations especially in a competitive market. It has therefore become important that,
practitioners understand the technical knowhow to effectively communicate online. Practitioners
can take up courses on Social media engagements and digital marketing in other to learn and

understand how online communication works.
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5.4 Chapter Summary

The chapter discussed the summary of the study, limitations and also proposed some
recommendations for future studies. One major limitation of the study was the change in
methodology due to the impact of the COVID 19. The study also recommended that future studies
use mixed methodology in gathering data. This is because mix methodology would potentially

give us a broader perspective of how influential social media is during crisis situations.
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