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_____________________________________ 
 

ABSTRACT 
_____________________________________ 

 
 
 
 
In recent years, blogs, which can be described as online journals, have started 
to reach a broad audience. One type of blog emerging has been the executive 
blog, which is maintained by a person holding an executive position within a 
company. Theory suggests that one possible area of use for executive blogs is 
to build trust. 

 
The purpose of this dissertation is to examine whether executive blogs are 
used for building trust and if trust is created. A deductive research approach, 
mixed with some characteristics of an inductive approach, is adopted for the 
research. 

 
Based on trust theory, three executive blogs are examined to see if it is 
possible to find indications of executives signaling trustworthiness, site design 
characteristics signaling a trustworthy environment, and readers signaling 
perceived trustworthiness. By using a manual, qualitative data collection 
method, blogposts and comments are examined.  

 
The findings indicate that it is possible to find indications of executives 
signaling trustworthiness, site design characteristics signaling a trustworthy 
environment, and readers signaling perceived trustworthiness. Findings of 
how this is done are visualized in models. Suggestions for further research 
include examining executive blogs from a knowledge management 
perspective.  

 
Since no study found by the authors of this dissertation has examined 
executive blogs from a trust perspective, the results of this dissertation may be 
useful to shed light on this possible area of use. The results may also be useful 
for executives who are blogging as well as executives who plan to start 
blogging, with the aim of building trust on their blogs.   
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CHAPTER 1 
INTRODUCTION 

_____________________________________ 
 

In this chapter, the background and purpose of this dissertation are described, 

the research questions are discussed and limitations and definitions are 

reflected upon. Finally, the outline of this dissertation is presented. 

_____________________________________ 

1.1 Background 
 

Blogging, which simplified can be described as online journaling, but with 

much broader ramifications, started to reach the broad public in 2004 (Bly, 

2006). In December of 2004, BusinessWeek published an article stating that 

blogging was undergoing explosive growth. In the same year Merriam-

Webster announced that the word “blog”, coined by writer Jorn Barger in 

1997 (Bly, 2006), was the most popular search word of its online dictionary 

(Flynn, 2006). During recent years, blogging has been rapidly developing and 

one category of blog emerging is the corporate blog. The corporate blog can 

be described as a tool used by companies to communicate with its customers, 

people interested in their business and products, journalists and other visitors 

of the blog. Recent research shows that four percent of major U.S. 

corporations operate external blogs, meaning blogs that can be accessed by 

any Internet user. Furthermore, ten percent of small U.S. businesses have 

incorporated blogs into their marketing plans and fully 89 percent of U.S. 

corporations report that they are either blogging or plan to blog (Flynn, 2006). 

Given this, we find corporate blogs to be a fast growing medium, possibly 

gaining more and more importance in the business world. Therefore, we feel it 

is very interesting to investigate this topic further.  

 

Several different types of corporate blogs can be found within the 

blogosphere. Corporate blogs can be either internal (for in-house use only) or 

external (accessible for any Internet user). Furthermore, corporate blogs can 
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be operated by different persons, such as executives, employees, or hired 

corporate bloggers, for example from PR-firms (Wright, 2006). We find the 

whole area of corporate blogging to be interesting, but have decided to focus 

this dissertation on executive blogging, since we find the direct interaction 

between the individual reader and the executive to be especially interesting. 

Literature on the topic of corporate blogging suggest several areas in which 

executive blogs theoretically can be used, for example to engage chief 

executives more intimately with external stakeholders and to make the 

executive an opinion maker, expert, and thought leader of the company’s line 

of  business, to list a few (Flynn, 2006). It is also argued that executive blogs 

can be used for building trust (e.g. Cass, 2007; Lee, 2006). Furthermore, we 

consider several aspects for which executive blogs are used to be closely 

connected to trust. Therefore, we have decided to focus this dissertation on 

examining executive blogs from a trust perspective, to see if this category of 

blogs is used for building trust and if trust actually is created. 

 

1.2 Purpose 
 

The purpose of this dissertation is to examine if it is possible to find 

indications of that executive blogs are used for building trust, which actions 

and site design aspects that indicate that executive blogs are used for building 

trust, and if it is possible to find indications of that trust is actually created 

through executive blogs. 

 

1.3 Research questions 
 

As mentioned above, this dissertation focus on executive blogs and if, and in 

that case how, these blogs are used for building trust. Our objective is to 

examine if we can find any indications of executive blogs being used for 

building trust. Furthermore, we want to examine in what ways executive blogs 

are used for building trust, by looking at the actions of the blogging executive 

and blog site design aspects. Finally, we also aim to examine if trust is  
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actually created through executive blogs, by looking at the readers’ actions 

when interacting with the blogging executive. The research questions of this 

dissertation are: 

 

• Is it possible to find indications of that executive blogs 

are used for building trust? 

• Which executive actions indicate that executive blogs are 

used for building trust? 

• Which site design aspects indicate that executive blogs 

are used for building trust? 

• Do readers’ actions indicate that trust is being created 

through executive blogs? 

 

1.4 Limitations 
 

As mentioned above, the scope of this dissertation is limited to examining 

executive blogs, by focusing on the blogging executives’ actions, blog-site 

characteristics, and interacting readers’ actions. Executives can operate both 

internal and external blogs. Internal blogs are not accessible for all Internet 

users, for example being protected by a password, which means that we are 

not able to access these blogs. Therefore, we have decided to focus this 

dissertation on external executive blogs. Moreover, literature suggests several 

possible areas of use for executive blogs. From our point of view, executive 

blogs have many characteristics that may make them useful for building trust. 

Therefore, we have decided to focus our dissertation on if, and in that case 

how, executive blogs are used for building trust. Thus, we do not focus on 

other possible areas of use.  

 

Initially, we aimed to use a text analysis program to make it possible for us to 

examine larger quantities of data, compared to if the data should be analyzed 

manually. However, financial limitations made it impossible for us to spend 

any money on purchasing software for this purpose. We were able to find free 

sample software for analyzing text, but could not use the program found in our 
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examination. Not being able to use a text analysis program has limited our 

possibilities of analyzing large amounts of blogposts and comments, since we 

have also had a limited time period for writing this dissertation. Our time 

limitations will be further discussed below.  

 

The blogosphere can be described as a huge community, in which 

communication takes place on several different blogs (Wright, 2006). 

However, time and resource limitations have made us decide to focus our 

work on examining material found on executive blogs. Thus, we will not 

further track conversations within the blogosphere. Furthermore, time and 

resource restrictions have made us decide to focus our research on the three 

most popular executive blogs, their popularity being defined by their 

respective rank on the blog search engine Technorati. The limitations 

described above have also made us decide to limit our analysis of blogposts 

and comments to those posted between January 1st and February 28th 2007. 

Furthermore, our analysis of comments is limited to the 20 first comments of 

each post examined. We find it important to clearly state the limitations of this 

dissertation, since some of them of course have an impact on the usability and 

generalizability of our results. However, our opinion is that we have been able 

to reach interesting and useful results in spite of the limitations described 

above.  

 

1.5 Definitions 
 

This dissertation involves several terms specific for blogging. A glossary of 

blog terms can be found in appendix 1.  
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1.6 Outline 
 

The outline of this dissertation is presented below: 

 

Chapter 1. Introduction 

In this chapter, the reader is introduced to the topic of this dissertation. 

Furthermore, the purpose, research questions, and limitations of this 

dissertation are presented and reflected upon.  

 

Chapter 2. Methodology 

In this chapter, general descriptions of methods used in this dissertation are 

presented. Furthermore, the scientific approach, research approach and 

research strategy of this dissertation are discussed. 

 

Chapter 3. Theoretical framework 

This chapter begins with a broad description of blogs in general, corporate 

blogs, and executive blogs. Different areas of use for corporate and executive 

blogs are reflected upon and the connection between executive blogs and trust 

is discussed. Furthermore, trust theory is discussed and some definitions and 

preconditions of trust are presented. Moreover, antecedents of trust, mainly 

from an online perspective, are discussed. The chapter concludes with a 

theoretical model for building trust with executive blogs. 

 

Chapter 4. Empirical methodology 

The empirical methodology chosen for this dissertation is presented. This 

chapter also contains discussions regarding the validity, reliability and 

generalizability of this dissertation. 

 

Chapter 5. Analysis 

In this chapter, a revised theoretical model for building trust with executive 

blogs is presented. Furthermore, the results of our examination of executive 

blogs from a trust perspective are presented and discussed. 
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Chapter 6. Conclusions 

In this chapter, the conclusions of this dissertation are presented and 

discussed. Furthermore, criticism of the methodology used for this 

dissertation, practical implications of the conclusions drawn, and suggestions 

for further research are presented.  
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CHAPTER 2 
METHODOLOGY 

_____________________________________ 
 

In this chapter, we will give a brief presentation of our choice of method as 

well as a brief presentation of our research approach and research 

philosophy. This will be followed by a presentation of our data collection 

process and criticism of collected data.  

 _____________________________________ 

2.1 Choice of methodology 
 

As stated in our introductory chapter, the purpose of this dissertation is to 

examine whether it is possible to find indications of that executive blogs are 

used for building trust or not. If so, our aim is to examine which actions and 

site design aspects indicate that executive blogs are used for building trust and 

if it is possible to find any indications that trust is indeed created.  

 

After deciding the topic of this dissertation, we had to conduct extensive 

literature and article reviews in order to gain a deeper understanding of the 

concept of corporate blogging and the concept of trust.  We found the above 

mentioned concepts to be very complex to examine, due to the fact that 

corporate blogging is a relatively new phenomenon and the supply of 

information is limited. Furthermore, trust is a very multidimensional concept, 

which aggravated the finding of useful information.   

 

The aspects described above, as well as the time limit for this dissertation, 

made us decide to narrow our research down to examine the three most 

popular executive blogs over a period of two months, which we believe is an 

adequate selection in order to fulfill our research objective. The selection 

method as well as a brief presentation of the chosen blogs will be closer 

examined in chapter 4. 

 



 17

After collecting secondary data for our theoretical framework, a theoretical 

model for building trust through executive blogs was created, aiming to 

facilitate the examination of the three chosen blogs.  

 

2.2 Research approach 
 

According to Saunders, Lewis, and Thornhill (2007), there are two approaches 

while conducting a research, a deductive and an inductive approach. A 

deductive approach involves the testing of a theoretical proposition, which in 

our case is examining whether executive blogs are used for building trust or 

not. Further, the authors state that the research strategy while conducting a 

deductive research is “specifically designed for the purpose of its testing” 

(Saunders et. al., 2007, p. 596). The inductive approach involves “the 

development of a theory as a result of the observation of empirical data” 

(Saunders et. al., 2007, p. 599) which implies the difference between the two 

approached to be that one approach tests a theory while the other one creates a 

new one.   

 

Since we build a theoretical model based on trust theory as a foundation for 

our examination of executive blogs in this dissertation, our research is mainly 

based on a deductive approach. However, we combine both approaches when 

considering the facts that we as researcher are a big part of this specific 

research process and that we do not aim to statistically generalize the results. 

Saunders et. al. (2007) explain these facts to be essential for the emphasis of 

induction. Moreover, based on the results of our examination we develop 

models describing how trust is created on executive blogs. Based on the 

discussion above, we argue that we are using a mix between a deductive and 

an inductive research approach.  
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2.3 Research philosophy 
 

Saunders et. al. (2007) present three different research philosophies relating to 

how a person develops knowledge and explains the nature of this knowledge. 

The authors further point out that research in reality seldom falls into just one 

category, but is usually a mixture of at least two. They suggest that business 

and management related research often is characterized by a mixture of the 

interpretivistic and positivistic point of view, which we believe reflects our 

research. 

 

Interpretivism “advocates the necessity to understand differences between 

humans in their role as social actors” (Saunders et. al., 2007, p. 600) and is 

also characterized by the implication that generalizability is not of crucial 

importance. Positivism emphasizes the use of qualitative methods as well as 

the importance of being independent enough not to be affected by or affect the 

subject of the research (Saunders et. al., 2007). As we aim to be as objective 

as possible while conducting our research, as well as not seeking to 

statistically generalize our result, we believe that our research falls under a 

mixture of the positivism and interpretivism philosophies.  

 

2.4 Data collection 
 

Our theoretical framework and the results of our research will have their 

foundation in data congregated from both primary and secondary sources. We 

have also used tertiary sources in order to gain an understanding of concepts 

and terms that we came across during the process of writing this dissertation.  

 

2.4.1 Secondary data 
 

Saunders et. al. (2007) point out that the availability of secondary literature 

sources is increasing because more sources are made available on the Internet. 

We definitely took advantage of this fact, as sources found through the 

Internet are the main provider of our secondary data. The initial stage of our 



 19

data collection was based on written material within the field of corporate 

blogging. To collect this information, we mainly used databases that gather 

scientific journals, available on the Kristianstad University library’s website.   

 

When we believed to have an adequate understanding of the concept of 

corporate blogging, we started to congregate data about trust, since the focus 

of this dissertation lays on building trust with executive blogs. 

 

Due to the complex and multidimensional aspects of trust, we found it very 

hard to find relevant data for our research. This led us to an intense study of 

several disciplinary fields, with the purpose of gaining a broad understanding 

of the concept of trust. Our data collection was mainly done by using the 

databases mentioned earlier, but data was also collected from books written 

within the field of organizational trust.  

 

2.4.2 Primary data  
 

Since our primary data is based on information congregated from the 

executive blogs we have examined, we had the advantage of a constant 

availability of information. The process of collecting our primary data will be 

described in detail in chapter 4.   

 

2.4.3 Tertiary data  
 

The tertiary data for this dissertation is mainly congregated from Wikipedia1, 

which has been used to understand technological terms mentioned while 

reviewing secondary data, as well as technological terms used in the executive 

blogs. We have also used bibliographies of the reviewed secondary data as 

tertiary data, since such bibliographies has helped us to find new sources of 

information.  

 

                                                 
1 Wikipedia is a multilingual, online encyclopedia operated by the Wikipedia Foundation, 
which gives its users the possibility to edit the content (Wikipedia, 2007a) 
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2.5 Criticism of data 
 

As mentioned earlier in this chapter, corporate blogging is a relatively new 

phenomenon and the concept of trust is very complex and multidimensional, 

which have lead to aggravation of finding relevant data.  Some may argue that 

building trust with corporate blogs is based on assumptions, since there has 

not been much research conducted proving this theory.  

 

This resulted in the use of trust studies within the field of online trust, which 

do not directly deal with the aspect of building trust with corporate blogs. 

However, we believe that the findings in those studies are applicable to our 

field of study.  

 

The use of an online dictionary such as Wikipedia, which can be edited by its 

users, can be seen as an unreliable source, but we believe this to be the only 

source that can explain the new technological terms that accrue daily. 

Furthermore, such dictionaries have the advantage of being easily accessible.   

 

When it comes to the discussion of our primary data, one can question our 

ability to stay coherent and objective during the data collection process. 

Considering the different nature of our examined blogs, we do acknowledge 

the risk of defects in coherence and objectivity during the data collection 

process. However, we believe to have collected our data according to 

recommendations given in literature, which minimizes the risks discussed 

above.  

 

2.6 Summary 
 

In this chapter, we have presented the foundation of our choice of 

methodology. We have given a brief insight in what this dissertation will 

examine, as well as argued for our implementation of a mixture between a 

deductive and inductive research approach and a positivistic and 

interpretivistic research philosophy. Furthermore, we have guided the reader 
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through our data collection process of primary, secondary, and tertiary data, 

and concluded this chapter with a part in which criticism of the data used is 

discussed.  
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CHAPTER 3 
THEORETICAL FRAMEWORK 

_____________________________________ 

In this chapter, the theoretical framework of this dissertation is presented. We 

start by presenting a broad theoretical framework on the topic of blogs and 

corporate blogging and why we find it relevant to examine blogs from a trust 

perspective. We then move on to describing the phenomenon of trust. Finally, 

a theoretical model for building trust with executive blogs is presented.  

_____________________________________ 

3.1 Blogs 
 

This part of our theoretical framework describing blogs begins with a 

discussion regarding how a blog can be defined. Thereafter, we move our 

focus towards presenting some reasons to why blogs have become popular. 

We then move on to discussing corporate blogs, different categories of 

corporate blogs, and some possible reasons to why companies blog. Finally, 

we will present our own comments regarding how we define blogs and why 

executive blogs may be interesting to investigate from a trust perspective. 

 

3.1.1  Definition of the blog 
 

The term blog, a contraction of weblog coined by writer Jorn Barger in 1997 

(Bly, 2006), can in easy terms be described as an online journal consisting of 

written content, links, and photos (Flynn, 2006), but with much broader 

ramifications. The blog provides an interface for web-publishing and makes 

online publishing easier compared to a website (Edelson, 2005). The most 

common categories of blogs are created and maintained by private persons. 

 

Although there is no standard for the content or design of a blog, we find it 

important to try to give a fair description of the vast majority. All blogs 

contain entries, or posts, that are written in a chronological order but displayed 
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reversely with the most recent post appearing first. The design of a blog is 

often very simple in order to facilitate navigation. On the top, the name of the 

blog is displayed and sometimes also a short description of the content. 

Furthermore, blogs usually contain a sidebar with additional information, such 

as an archive for posts. Moreover, the sidebar normally contains the name, a 

description, and sometimes even a photograph of the author. Some sidebars 

contain links to other blogs and websites favored by the author. The main 

focus is on the actual post. Most blogs are first and foremost textual, but the 

development of blog software in recent years has enabled an expansion of the 

content to include photographs, videos, and music. The interaction between 

the blogger and the visitor of the blog is seen as something crucial. This 

interaction is facilitated by, for example, making it possible for readers to 

leave comments on the blogger’s posts (Wright, 2006).  

 

There are several differences between a blog and a traditional website. Some 

examples of these differences are that most blogs consist of a single page, 

most blogs are more frequently updated compared to a website, and that most 

links found on a blog refer to other blogs, creating a community. Furthermore, 

most links found on a blog are normally deeper links, referring to a certain 

topic/aspect rather than the site in general. Moreover, a blog is often 

maintained by one person or a small group of people. A blog is also usually 

considered easier to navigate within, compared to a website. Yet another 

difference is that the latest added entry is placed on the top of the blog, 

suggesting that new information is the most important, whereas websites 

might give old information the same, or higher, importance as new ditto 

(Cohen & Krishnamurthy, 2005).  

 

A notable difference between a blog and a website is the frequency of change. 

One of the basic ideas behind maintaining a blog is to update it regularly, 

while changes of regular websites are usually insignificant in the short term, 

which makes repeatable visits of readers’ non existent (Holtz & Demopoulos, 

2006). Another main difference between a typical blog and a traditional 

website is the level of personalization and language formality. A blog is often 

written in a very informal language, making the reader perceive the 
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information as being more personal compared to information found on a 

website (Nacht & Chaney, 2007). One more key-difference is that most blogs 

allow for comments, making the blog a medium for two- or multi-way 

communication rather than a write-once-read-many medium, which is the case 

for most websites (Cohen & Krishnamurthy, 2005). A comparison of blogs 

and traditional websites suggest that blogs incorporate dialogic 

communication principles better than a website when it comes to online 

communication (Seltzer & Mitrook, 2007). Thus, the blog can be described as 

a communication mechanism, allowing for blogging enthusiasts to share 

opinions, stories, and observations, also often allowing readers to comment 

posted material (Cohen & Krishnamurthy, 2005). The fact that most blogs 

allow for comments makes the blog an interactive environment consisting of 

different points of view (Davison-Turley, 2005). Just as the posts are sorted in 

reverse chronological order with the latest entry first, so are often the 

comments adding to the conversation, suggesting a greater importance of new 

comments (Zhao, 2007).  

 

The interaction between bloggers goes beyond the blogpost. Blogrolls connect 

bloggers by allowing them to catalogue and read each other’s blogs, 

permalinks enable bloggers to link to specific postings on a blog, and 

trackbacks automatically update such references on the blog that contain the 

cited postings (Zhao, 2007). Thus, blogs mix personal reflections of the 

blogger with links to other sources of information on the Internet, and also 

normally give the possibility for others to comment (Shankar, Cherrier & 

Canniford, 2006). Via comments, trackbacks, links, and blogrolls, blogs are 

linked together into a great network, referred to as the blogosphere, 

consequently changing the way individuals communicate today (Holtz & 

Demopoulos, 2006).  

 

As stated above, blogs can be defined as a medium for two-way 

communication. Furthermore, the blog can also be seen as a medium for 

finding information and news, competing with classical media such as 

newspapers and magazines (Hunt, 2002; Rockman, 2005) 
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3.1.2 Popularity of blogs 
 

In recent years, blogs have started to reach a broad audience and have become 

the most growing section on the Internet (Cohen & Krishnamurthy, 2005). 

Different authors have different views on when blogs started to reach a broad 

audience, the earliest opinion being that blogs reached public prominence in 

2000 (Cohen & Krishnamurthy, 2005). However, most authors seem to agree 

that blogs became well-known in 2004, when BusinessWeek published an 

article stating that blogging was undergoing explosive growth (Bly, 2006) and 

dictionary publisher Merriam-Webster announced that the term “blog” was 

the most popular search word of its online dictionary (Flynn, 2006). One can 

say that blogs started out as a way for people around the globe to 

communicate their interests and the events of their everyday lives. Since then, 

blogs have continued to develop into covering every imaginable topic in a 

never-ending conversation. The development of blog tools in recent years has 

enabled cheap and fast creation of blogs, even for people with a low level of 

technological knowledge (Holtz & Demopoulos, 2006). Research conducted 

by Pew Internet and American Life project in May 2005 showed that nine 

percent of Internet users have created their own blogs and that 25 percent read 

blogs. Although one might consider these figures to be low, they still indicate 

a substantial interest for blogs and blogging (Davison-Turley, 2005). 

 

In 2005, online blog search engine company Technorati reported that it was 

tracking around 8 million blogs with an estimated readership of between 200 

and 500 million people (Holtz & Demopoulos, 2006), and today Technorati 

tracks around 108 million blogs (Technorati, 2007a). Another telling 

argument for the explosive growth of blogs in recent years is the fact that the 

daily creation of new blogs has increased from 23,000 in 2005 to 175,000 in 

2006 (Holtz & Demopoulos, 2006). However, some aspects need to be 

considered when reflecting upon the actual amount of blogs. In their study of 

blogs, Cohen and Krishnamurthy (2005) found that as many as one or two 

thirds of the blogs they were tracking had not been updated in two months or 

more. Taking into account that one characteristic of a blog is that it is  
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frequently updated, one could argue that these blogs are inactive and therefore 

not should be taken into account when examining the amount of existing blogs 

(Cohen and Krishnamurthy, 2005).  

 

3.1.3 Why people read and write blogs 
 

One important reason to why people enjoy reading and writing blogs was 

debated by Zhao (2007), building his discussion around the phenomenological 

framework that sociologist Alfred Schutz and his associates constructed for 

examining the lifeworld2. Based on this framework, Zhao (2007) found that 

blogging may be a way for individuals to gain mutual knowledge of one 

another. Before the telephones became common in almost every home, thus 

long before the Internet, Schutz claimed that the only way for people to get to 

know the private minds of each other was by interacting face-to-face for a 

longer period of time, in other words by growing old together. However, in 

later work Schutz also argued that asking questions might be another way of 

validating knowledge about another person.  

 

Today, the Internet has created a public gathering place where total strangers 

can meet and interact, also having the possibility to stay anonymous, 

something that seldom occurs in a normal setting (one of few possible 

exception being in bars). Thus, people can establish acquaintanceship without 

face-to-face interaction. By the use of blogs, people that never would have 

met otherwise, for example because of physical distance, get to know each 

other and share lived experiences by mutual disclosure and become “intimate 

strangers” or “anonymous friends” (Zhao, 2007).  

 

According to Zhao (2007), blogging is a form of social interaction and 

personal stories told by the blogger need to be interesting and enlightening to 

impact the readers. However, all personal information must not be disclosed. 

                                                 
2 The concept of the lifeworld, originating from the German word ‘lebenswelt’, was 
introduced by Edmund Husserl in 1936. The concept refers to the world as lived prior to 
reflective re-presentation or theoretical analysis and is mainly used in philosophy and social 
siences such as sociology (Wikipedia, 2007b) 
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Thus, telling interesting stories does not have to be on the expense of personal 

privacy. In addition to being a place for social interaction, blogs are also used 

for sharing knowledge (Lawer & Knox, 2006) and for receiving information 

(Rockman, 2005). 

 

3.1.4 The rise of corporate blogs 
 

In recent years, companies have started to enter the blogosphere, responding 

to the rising popularity of blogging (Lee, Hwang & Lee, 2006). Blogging 

companies span from small businesses to Fortune 500 companies. Recent 

research shows that four percent of major U.S. corporations operate external 

blogs, meaning blogs that are accessible for any Internet user. Furthermore, 

ten percent of small businesses have incorporated blogs into their marketing 

plans and fully 89 percent of U.S. corporations report that they are either 

blogging or plan to blog (Flynn, 2006).  

 

When corporations started up their websites in the late 1990’s, it was expected 

that these sites would be used for enhanced two-way communication with 

customers. However, this rarely occurred and the web pages were mostly used 

as an advertising platform (Lee et. al., 2006). Blogs have opened up for two-

way communication between companies and employees, customers, potential 

clients, and a broader business community (Flynn, 2006). Today, companies 

use blogs for a broad range of purposes, such as public relations, crisis and 

emergency communication, corporate citizenship, reputation management, 

community relations, media relations, investor relations, employee relations, 

government relations, marketing communication, corporate branding and 

image building advertising, and building relationships and trust (Goodman, 

2006). The corporate blog can be defined as a website where an organization 

publishes and manages content to attain its goals (Lee et. al., 2006). 

 

Edelson (2005) states that it is safe to say that blogs have become mainstream 

since they are featured on the cover of business magazines, and in recent years 

articles on corporate blogs have started to appear in the business press. In the 
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book Blogging for Business: Everything You Need to Know and Why You 

Should Care, the authors Shel Holtz and Ted Demopoulos (2006) argue that 

“May 2, 2005, will be remembered as a landmark date in the history of 

business blogging” (Holtz & Demopoulos, 2006, p. xi) According to them, no 

significant number of businesses were using this new communication and 

marketing tool, and not many even knew what a blog was until that date. 

Holtz and Demopoulos (2006) argue that business executives up until then 

were considering blogs, merely seen as a phenomenon, to be only temporarily, 

irrelevant and unreliable. On May 2nd, businesses at least paid attention to this 

new phenomenon due to the cover story of BusinessWeek. In this article, titled 

“Blogs will change your business”, it was stated that  

 
they're [blogs] simply the most explosive outbreak in the information world 

since the Internet itself. And they're going to shake up just about every 

business -- including yours. It doesn't matter whether you're shipping 

paper clips, pork bellies, or videos of Britney in a bikini, blogs are a 

phenomenon that you cannot ignore, postpone, or delegate. Given the 

changes barrelling down upon us, blogs are not a business elective. They're 

a prerequisite (Hill, 2005). 

 

Earlier in 2005, in January to be more precise, Fortune Magazine published an 

article stating that: “Blogs are just the latest tool that makes it harder for 

corporations and other institutions to control and dictate their message. An 

amateur media is springing up, and the smart are adapting” (Hill, 2005). Even 

though it has been articles written on the topic before, this was the first time 

they were published in serious business publications “to explore the business 

consequences and opportunities associated with blogs” (Holtz & Demopoulos, 

2006, p. xi). Furthermore, several books on the topic of blogs have seen the 

light of day since 2005. According to Scoble and Israel (2006), people today 

do not believe or trust corporate materials and spokespeople.  They suggest 

that communication tools such as websites, brochures, ads, banners, press 

releases, and PowerPoint presentations have lost their impact. Therefore, they 

argue that using blogs as a communication tool is a necessity for companies 

today.  
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3.1.5 Categories of corporate blogs 
 

Corporate blogs can either be for internal use within the organization, for 

example protected by a password, or for external use, being possible to reach 

for anyone with Internet access (Wright, 2006). Furthermore, blogs can be 

written by different people within the organization, spanning from the CEO to 

a rank-and-file employee (Lee et. al., 2006), or by hired company bloggers, 

for example from PR-firms (Wright, 2006).  

 

The internal blog can be used as a Human Resource Management tool for 

building trust with an audience within a corporation (Goodman, 2006). 

Furthermore, internal blogs can be a tool for ensuring that everyone within an 

organization is up-to-date and able to find relevant information and documents 

in real time. Blogs give the ability of immediate updates and creation of files 

that are robust in the system, as opposed to for example messenger 

conversations, by which information is lost when the conversation is ended. In 

addition to this, employees can use the internal blog for reporting their 

performance in a natural and local language (Hasgall & Shoham, 2007). The 

blog also provides for workflow, file sharing, and collaboration (Edelson, 

2005). Furthermore, internal blogs can be used for knowledge management, 

since blogs can be considered to be a knowledge sharing technology for 

communication and knowledge capture (Hedgebeth, 2007). As stated above, 

this dissertation is focused on external executive business blogs. Therefore, 

internal business blogs will not be further discussed.  

 

Lee et. al. (2006) studied the external corporate blogging strategies of Fortune 

500 companies and found that corporate external blogs can be divided into 

five separate groups, employee blogs, group blogs, executive blogs, 

promotional blogs, and newsletter blogs. The employee blog is a typical 

personal blog which is written and maintained by a single rank-and file 

employee, and varies in content and format. Historically, the individual blog 

has often been hosted on a commercial blog-platform and many still are today, 

even though several companies have realized the potential power of blogging. 

In response to this, some organizations are today hosting their employees’ 
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personal blogs. Group blogs are written by a group of employees, and are 

usually focused on one topic of expertise, often a technical ditto. Some of 

these blogs have started on an initiative of the employees themselves and are 

self hosted, other have sprung from a strategic management decision and are 

company hosted. Executive blogs are, as the name clearly indicates, written by 

a person holding an executive position within a company. Often, the public 

tend to be more interested in the CEO than they are in the company, so 

executive blogs usually generate traffic instantly when the CEO enters the 

blogosphere. Executive blogs can be an effective tool for direct 

communication with stakeholders and the public, and can also be used by the 

CEO for exchanging ideas.  

 

According to Lee et. al. (2006), promotional blogs have as their main purpose 

to generate buzz about products or events. This kind of blog is considered 

somewhat controversial by bloggers, since it lacks an authentic human voice, 

something that is expected by actors within the blogosphere. Promotional 

blogs also include payments from a company to a private blogger in exchange 

for this person to promote a product on his/her blog. Actions of this kind have 

occasionally created anger within the blogosphere, one example being the 

suggestion of a product boycott by bloggers, indicating that traditional 

marketing gimmicks are not tolerated within the blogosphere. Finally, 

newsletter blogs are used for giving official statements of a company’s 

position. These kinds of blogs tend to be filled with well-polished messages, 

and cannot be considered to be personal blogs.    

 

3.1.6 Executive blogs 
 

As mentioned above, executive blogs is one category of corporate blogs, and 

this specific category is the scope of our dissertation. Executive blogs are 

often referred to as CEO blogs, even though they can be written by other 

equivalent position holders such as presidents, executive managers, or  
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executive chairmen (Holtz & Demopoulos, 2006). On TheNewPR’s3 website, 

being referred to by for example Holtz and Demopoulos (2006) and Lee et. al. 

(2006), a list of 276 CEO blogs from all over the world is presented 

(TheNewPR, 2007).  

 

Executive blogs enable for direct communication between the executive and 

employees, customers, and a broader business community (Flynn, 2006). 

Usually, the public is very interested in the executive as a person, so executive 

blogs normally create a lot of traffic immediately (Lee et. al., 2006). The 

executive can use the blog for several causes, such as communication, 

exchanging ideas (Lee et. al., 2006), and promoting thought leadership 

(Flynn, 2006). In their research of Fortune 500 companies’ blogging 

strategies, Lee et. al. (2006) examined a few specific cases of executive blogs 

and discussed their purpose. The executive blog of Sun Microsystems was 

considered to be used for humanizing the company by openly discussing the 

ideas and opinions of CEO Jonathan Schwartz. Schwartz is one of the most 

popular executive bloggers and is sometimes somewhat provocative in his 

comments regarding competitors. In 2004, this provocative behavior led 

competitor HP to file a cease-and-desist4 order in response to a posting on his 

blog, but the issue was later dropped.  

 

GM’s Vice Chairman and Chief Operating Officer Bob Lutz and other top 

managers within the company discuss products, issues, and personal 

experiences with car buyers on their FastLane blog, which has gained a lot of 

attention and generates much traffic. GM executives use the blog as a mean of 

conveying messages without using traditional media, and have also used it to 

squash rumors regarding the company. Boeing Vice President of Marketing 

Randy Baseler keeps an online journal, attracting thousands of visitors daily. 

Initially, this blog received some criticism within the blogosphere since it 

lacked some basic blog features expected by bloggers, such as permanent 

                                                 
3 http://www.thenewpr.com/ 
4 “Cease and desist is a legal term used primarily in the United States which essentially means 
‘to halt’ or ‘to end’ an action (‘cease’) and to refrain from doing it again in the future 
(‘desist’). The recipient of the cease-and-desist may be an individual or an organization” 
(Wikipedia, 2007c) 
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links, and the blog closed down for some time. Vicki Warker, Vice President 

of Product Management and Marketing within Sprint Business Solutions use 

her blog to communicate with customers in order to be open to customer 

feedback. Steve Wilson, Senior Director of Global Web Communication of 

McDonald is also using a blog, stating that an open, ongoing dialogue is very 

important (Lee et. al., 2006). 

 

Lee et. al. (2006) state that some corporations may not be open to the public 

and that executive blogs may be important for personifying these corporations 

to internal and external stakeholders. According to them, it is still unusual to 

find high ranking executive bloggers among Fortune 500 companies. Lee et. 

al. (2006) argue that in today’s environment, executives should be more 

transparent and disclose more information, but also that executives need to 

maintain a high level of confidentiality in order to run their companies 

effectively, two aspects that must be balanced. Therefore, Lee et. al. (2006) 

suggest that many executives prefer not to be open on the web, even though 

they realize the value of the medium.  

  

Literature on the topic of corporate blogs indicates that the main uses for 

executive blogs are to generate traffic, communicate, send messages, openly 

discuss opinions and ideas, personify the company, and promote thought 

leadership (e.g. Lee et. al., 2006; Flynn, 2006; Wright, 2006). However, we 

have not been able to find any research exclusively directed to the specific 

topic of executive blogs. Most research is focused on corporate blogging in 

general, just discussing executive blogs as a sidetrack and as a part of a total 

corporate blogging strategy. Thus, we do not find what is written about 

executive blogs to be sufficient in order to fully grasp the potential of this 

specific type of blog. For that reason, we will now continue to build our 

theoretical framework by presenting potential areas of use for corporate blogs 

in general and some reasons to why companies use blogs, since this we 

consider this information important for understanding the full potential of the 

executive blog.   
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3.1.7 Consumers actively searching for information 
 

Some authors state that consumers are actively seeking information before 

purchasing a good or a service to a greater extent compared to a few years 

ago. Shankar et. al. (2006) researched consumer empowerment based on the 

findings of Foucault5, and state that consumers have more possible choices 

nowadays, which is empowering them. However, having many choices is both 

empowering and liberating, but can also be disciplining and potentially 

paralyzing, since more information needs to be processed before the most 

efficient choice can be made. Goods and services will be valued by consumers 

based on how they send out a positive feeling of being and identity, which is 

part of a social process fulfilling the need to be approved by others. The 

Internet has become a medium for consumers to discuss products and 

dissatisfaction, especially through blogs. According to Shankar et. al. (2006), 

some companies are uncomfortable with consumers having the power to 

discuss their products. The authors argue that some companies demonstrate 

this by starting their own blogs, with the purpose to regain control of what is 

being said and by whom.   

 

The point of view that too many choices can be paralyzing is also shared by 

Lawer and Knox (2006), stating that more consumers today have access to the 

Internet, enabling them to compare brands, products, services, and companies, 

something that can be frustrating for the consumers. Consumers form interest 

based communities online, empowering them to share knowledge over 

boarders, making them put less value on one-way communicated messages 

from companies. Lawer and Knox (2006) argue that companies should use 

new technology to assist consumers in finding the best solution, since this 

makes it easier for the company to gain long-term trust, purchases, and 

loyalty. 

 

 

                                                 
5 Michel Foucault (1926-1984) was a French philosopher, historian, and sociologist, most 
famous for his critical studies of various social institutions (Wikipedia, 2007d) 
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3.1.8 Monitoring of the blogosphere and responding to criticism 
 

Apart from maintaining a blog, representatives of a company need to monitor 

the blogosphere in order to find out what individuals are writing about it 

(Wright, 2006). By the rise of new communication technologies, companies 

have lost the “control advantage” they previously had over individuals. The 

blogosphere need to be monitored for negative comments etc., since not 

responding to criticism may have a negative impact on people’s perception of 

the company (Strategic Direction, 2006b). When there is a question or 

concern, people expect that a company respond in a timely and open manner 

(Goodman, 2006). Realizing this, some companies have started to actively 

follow online conversations. For example, Porter, Sweetser Trammell, Chung, 

and Kim (2007) state that practitioners of public relations seem to have started 

to monitor the blogosphere to be aware of what is being said about their 

companies or their clients. 

 

In recent years, anti-corporate protests have grown in scale and visibility 

(Jones, Comfort & Hillier, 2006).  Anti-corporate websites and blogs have 

been created on the Internet, bringing the weaker, compared to the company, 

individual protesters together with the purpose of trying to change a 

corporation’s behavior. Mostly, these actions are aimed at ethical aspects of a 

corporation’s behavior, such as its impact on the environment, local 

economies and communities, culture, and employees (working conditions, 

wages etc.), but these actions can also be political or anti-capitalistic 

manifestations (Jones et. al., 2006). The Internet has enabled for actions of 

this kind to spread faster, reach more people, and has also enabled for the 

forming of communities against corporations. Some companies have 

responded to the criticism on their websites, for example by posting corporate 

responsibility reports. However, it is suggested that these reports are mainly 

targeted to shareholders, investors, and public policy makers, not consumers. 

Increased criticism from the public may lead corporations to communicate 

directly with consumers. Some companies have done this at the point of sale 

in stores by posters, leaflets etc. (Jones et. al., 2006). From our point of view, 

blogs may be an effective way of responding to online protests and enhancing 
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direct communication with consumers, especially if protest actions take place 

on anti-corporate blogs, where a public discussion can be held. In addition to 

this, we find corporate monitoring of the blogosphere to be crucial since it is 

the only way to know what is actually being said about the corporation in 

question. Delegates from companies attending the Blogging4Business 

conference in April 2006 seem to acknowledge the importance of monitoring 

the blogosphere, stating that checking for negative comments and responding 

to them is crucial, since not doing so leads to negative impact on the 

perception of the company (Strategic Direction, 2006b).  

 

Several authors argue that it may be risky for a company to ignore monitoring 

and responding to discussions within the blogosphere regarding the company 

or its products, and many of them use “The Kryptonite Locks Story” (Wright, 

2006; Flynn, 2006) to illustrate this. In 2004, top-selling bicycle lock 

manufacturer Kryptonite was attacked within the blogosphere, when a blogger 

discovered that a Kryptonite lock could be picked by using a standard 

ballpoint pen. This information spread quickly throughout the blogosphere 

and shortly after the story was posted, The New York Times and the Associated 

Press had picked up on the story. Kryptonite representatives’ state that they 

were aware of the criticism within the blogosphere, but that they were to busy 

responding to customer complaints by phone and e-mail to take part of the 

online discussion. The company was hit with a class-action lawsuit6, forcing 

the company into a massive lock exchange program. It is argued that the 

outcome of the crisis might have been another if the company had been better 

prepared for the realities of the blogosphere, and approached the problem on 

an early stage by responding to the original blogger’s post shortly after it had 

been published. This action might have stopped the information from 

spreading to millions of people, limiting the impact it had on the company’s 

reputation (Wright, 2006).  

 

                                                 
6 “In law, a class action or a representative action is a procedural device used in litigation to 
determine the rights of and remedies, if any, for large numbers of people whose cases involve 
common questions of law and/or fact” (Wikipedia, 2007e).  
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Furthermore, companies may need to monitor the blogosphere to see what 

their employees are writing about the company on their personal blogs. Blogs 

enable writers to anonymously share information on the Internet, and some 

employees use anonymous blogs for criticizing the company they are working 

in. One example of a company that has been attacked by an employee on an 

anonymous blogs is Microsoft (Strategic Direction, 2006a). 

 

Blogs can be monitored by using RSS (Real Simple Syndication) feeds. By 

using RSS, blogs do not need to be monitored manually, since feeds can be 

subscribed to from the blogs of interest. These feeds are sent to the e-mail 

address of the subscriber when the blog is updated, and they are possible to 

tailor for personal use. Thus, RSS provide a good tool for information 

management (Davison-Turley, 2005). Moreover, the content of blogposts can 

be monitored by using blog search engines, which for example are provided 

by Technorati and Google. Search words and phrases can be typed into these 

search engines, which then browse the blogosphere for blogposts containing 

them (Wright, 2006). Thus, companies (and others) have several tools at their 

hands for monitoring conversations within the blogosphere.  

 

3.1.9 Corporate blogs as a tool for crisis management 
 

Corporate blogs are considered to be a suitable tool for crisis management, 

since they enable quick communication with a human voice, short statements, 

and frequent updates (Sweetser & Metzgar, 2007). On a broader societal level, 

blogs have been used for communication during crises such as the 9/11 

terrorist attack, the tsunami crisis, and Hurricane Katrina. During the 9/11 

attack, people turned to the Internet when other means of communication were 

failing, for example when the government phone lines were jammed, to find 

instant news and information (Jefferson, 2006). During a time of crisis blogs 

tend to generate a lot of traffic, and the medium is seen as a suitable tool for 

crisis communication. Blogs combine local knowledge with the possibility of 

providing information and news quickly. Furthermore, blogs are considered 

useful for crisis communication since they provide a communication 
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mechanism for people who want to assist in rescue actions. The timeliness of 

the blog medium is due to its unfiltered nature, something that has also been 

criticized, since it may affect the accuracy of the information. Therefore, it is 

suggested that a combination of traditional media and blogs may be suitable to 

maximize timeliness, accuracy, and completeness of information (Jefferson, 

2006). The fact that people tend to turn to blogs in times of crisis can, from 

our point of view, be an underlying reason for blogs being considered a tool 

for crisis management on a corporate level as well, since it indicates that 

people find the medium to be trustworthy for communication during a crisis.  

 

Crisis communication planning is a critical corporate communication factor, 

and value can be added to the company by continuous crisis planning 

(Goodman, 2006). Sweetser and Metzgar (2007) examined corporate blogs as 

a tool for communication during a crisis from a relationship management 

perspective. They looked at changes in relationship management scores, 

credibility, and the perception of an organization’s crisis when the 

respondents had been reading about the crisis in either traditional media, 

personal blogs (with no ties to the organization), or in organization sponsored 

blogs. They found that the credibility of the blog did not vary if a blog reader 

reads several blogs or not. Furthermore, the corporate blog scored better when 

it came to establishing and maintaining relationships in the conversational 

human voice factor, and also got higher relationship management scores when 

looking at the responsiveness/customer service factor, compared to the 

personal blog.  

 

Sweetser and Metzgar (2007), found that readers of the corporate blog 

perceived the lowest level of crisis, the highest level of crisis being perceived 

by non-blog readers, followed by the personal blog readers. No differences 

were found when looking at credibility compared to relationship management.  

However, the authors found that the credibility of the blog had an impact on 

the perception of crisis, lower credibility leading to higher perception of crisis, 

and that important factors to reduce the perception of a crisis were task 

sharing and responsiveness/customer service. Their conclusion was that the 

corporate blog is an effective crisis management tool. According to Sweetser 
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and Metzgar (2007), great importance should be given to providing timely and 

accurate information by having a frequently updated blog.  Furthermore, 

information should be written in a human voice, meaning that the blogger 

should not provide messages that seem to be corporate mouthpiece. Providing 

information of this kind indicates that the organization is not shying away 

from discussing an incident, and it may lead to positive overall impressions of 

the organization both during and after the crisis. The perception of a crisis is 

decreased when communication is increased and brought closer to the 

organization, or put the other way around, no stimulus at all on the behalf of 

the organization leads to the highest perception of crisis. Given this, Sweetser 

and Metzgar (2007) argue that companies should use blogs for communication 

and continue to communicate openly during times of crisis.    

 

3.1.10 Corporate blogs as a tool for product development 
 

Literature on the topic of corporate blogging suggests that blogs may be a 

useful tool for involving customers in company activities (e.g. Wright, 2006; 

Lee et. al., 2006). Lee et. al. (2006) state that corporate blogs can be used for 

involving customers in product development, and present some companies 

(e.g. Microsoft and Sun Microsystems) that use their blogs for this purpose. 

They argue that disclosing product development processes and actively 

seeking feedback may be useful for companies that promote improvement and 

innovation in their products. When using a blog for this purpose, there is a risk 

of releasing confidential information to the public. However, Lee et. al. 

(2006) state that this approach of involving the customers in the development 

of new products may be good for customer-oriented companies.  

 

According to Wright (2006), it is important for companies to involve their 

customers in company activities such as product development. He argues that 

the blog can be used as a substitute of customer focus groups, which earlier 

has been used when creating ideas for new products.  Since blogging enables 

for communication with customers and users, a corporate blogger can gather 

information regarding product development by asking for the readers’ 
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opinions in a blogpost. Thus, Wright (2006) argues that blogs are useful tools 

for product development. Lawer and Knox (2006) argue that new 

communication technologies, such as blogs, can be used for gathering 

information and feedback on for example customer problems, needs, and 

ideas, aspects that can be considered to be connected to product development. 

Furthermore, Cass (2007) states that some of the best returns from blogging 

come from product development activities, suggesting that the blog medium is 

very useful for this purpose. According to him, the blog can be used for 

gaining feedback and for actively involving the customers in the product 

development process.  

 

3.1.11 Corporate blogging as a tool for building relationships 
 

As described in our part discussing the corporate blog as a tool for crisis 

management, Sweetser and Metzgar (2007) argue that corporate blogs should 

be used as a relationship management tool for communication during a crisis. 

Several authors on the topic of corporate blogging claim that blogs are 

suitable for building relationships with customers and a broader business 

community when considering aspects apart from crisis management as well. 

The argument that corporate blogs can be used for building relationships 

rhymes well with the findings of Zhao (2007), who stated that people in 

general blog to get to know one another and to form relationships. 

 

Seltzer and Mitrook (2007) made a comparison of blogs and traditional 

websites and suggest that blogs incorporate dialogic communication principles 

better than a website, potentially making them better for building relationships 

online. Earlier, public relations practitioners have mainly seen websites as a 

way of showing online presence, leaving a gap between this objective and the 

potential use of the medium when it comes to communication between the 

company and its stakeholders. Seltzer and Mitrook (2007) argue that blogs 

may be a suitable tool for filling this gap. Building their research on the work 

of Kent, Taylor, and White (2003), who studied the potential of relationship 

building on the web, Seltzer and Mitrook (2007) focused on five dialogic 
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principles that can be used to build organization-public relationships, the use 

of a dialogic loop, easy to use interface, conservation of visitors, generation of 

return visits, and the provision of useful information to the public. By 

studying environmental blogs in comparison to environmental websites, 

complemented by a request for more information sent to the bloggers and 

organizations behind the websites respectively, they found that blogs 

incorporate many of the dialogic principles, primarily conservation of visitors 

and ease-of-use interface, scoring significantly higher than websites on these 

principles. Furthermore, they found that blogs scored lower on usefulness of 

volunteers and that no significant differences could be found when 

considering usefulness for the medium, generation of return visits, and 

dialogic loops. However, more bloggers were responsive when being asked 

for more information and the bloggers also responded faster than people 

maintaining a website. The authors argue that this needs to be kept in mind 

when considering the dialogic loop, since it does not matter if features 

contributing to a dialogic loop are present if an organization fails to 

communicate when encouraged to.  

 

Seltzer and Mitrook (2007) conclude that blogs may be an effective tool for 

establishing and maintaining organizations-public relationships, and 

furthermore suggest that an organizational blog is better maintained by an 

external blogger, preferably a public relations practitioner, since they argue 

that an external blogger is independent enough to maintain a distinctive 

individual voice. Porter et. al. (2007) also state that public relations 

practitioners are starting to use blogs to a greater extent today, seemingly 

moving in steps from first considering blogs as an alternative source of 

information, then start to handle the information found in a more strategic and 

professional way, and finally participate in the two-way communication by 

leaving comments, starting their own blog, and monitoring what is being said 

about their companies and clients.  

 

Lee et. al. (2006) state that developing a candid dialogue with customers is the 

best way of establishing meaningful relationships based on familiarity and 

trust. Since blogs are suitable tools for two-way communication between a 
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company and its customers, this medium may be useful for building such 

relationships. This is also considered by Goodman (2006), who states that 

there is a need for companies to build trust-based relationships with internal 

and external stakeholder, for example through new media of communication 

such as blogs. Furthermore, Lawer and Knox (2006) argue that companies 

should embrace new communication technologies, such as blogs, and use 

them as tools for building relationships with their customers. Wright (2006) 

also suggests that blogs are suitable for building relationships. According to 

him, relationships built on several positive experiences through interaction on 

the blog can lead to the creation of customer evangelists for the company and 

its products.  

 

3.1.12 Corporate blogs as a tool for building trust 
 

According to Cass (2007), it is possible for companies to build trust in their 

brands by blogging if the blogger tries to connect with the blog readers. He 

argues that the content of the blog, being written in a passionate manner 

reflecting the opinions of the blogger regarding products or the company, can 

be a driver of trust, making people more willing to consider the company’s 

products or brands. Furthermore, he suggests that people consider the blog 

medium to be more honest by its nature and that blogs can be used by 

companies to break through the barriers persons set up against advertising 

messages. Cass (2007) states that one blogger that has been successful in 

building trust with his readers is Tim Jackson of the MASI Guy blog for Masi 

Bikes, and presents a list of factors that a reader of this blog have considered 

helpful for making this particular blog interesting. This reader states that 

openness and transparency of the blogger, writing style of the blogger, content 

of the blog, interaction with the blogger and other readers, frequency of posts, 

how quickly the blogger responds to comments, the blogger’s role at the 

company, and the authority of the blogger are important factors. Furthermore, 

another reader of a Microsoft blog regarding recruiting states that its blog  
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makes the company’s recruiting style seem more personal. Cass (2007) 

suggests that factors like this make people connect with the blog and that this 

connection can develop trust that may extend from the blogger to his/her 

company as well.  

 

Goodman (2006) states that when considering corporate communication, there 

is a need to build trust with both internal and external audiences, for example 

by forming relationships with these parties. He argues that a strong 

relationship based on trust is important when building a positive reputation. 

According to Goodman (2006), trust in corporate communication, for example 

through new media such as blogs, is built by the company holding a strong 

and open dialogue about its beliefs and values. He further states that writing is 

a core skill necessary for building trust though corporate communication. 

According to him, other essential skills for building trust include knowledge 

of the company and business principles, integrity and honesty, transparency, 

and a positive attitude, just to mention a few.  

 

Goodman (2006) argues that there is a need for companies to understand and 

master new media of communication, for example when it comes to building 

trust with different stakeholders. Lawer and Knox (2006) state that it is 

important for companies to find new communication mechanisms by which 

for example trust can be built. They argue that companies should use these 

communication mechanisms for holding an open and transparent dialogue 

with their customers, as well as showing a will to improve, since this builds 

trust which in turn leads to loyalty. Furthermore, Wright (2006) suggests that 

blogs are suitable for building trust, since they allow the corporate blogger to 

communicate with customers, users, and other people on a personal level. 

According to him, frequent updates of the blog are important for building trust 

through the blog. 

 

Lee et. al. (2006) argue that blogs can be used for enhancing corporate 

credibility and trust, since they can be used for publishing well thought 

opinions on topics related to the company, which gives external audiences an 

insight into the company’s culture. They also state that the best way for a 
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company to establish meaningful relationships based on familiarity and trust is 

by developing a candid dialogue with its customers. Thus, Lee et. al. (2006) 

consider the two-way communication possibility of the blog medium to be 

important for building trust with external audiences. Flynn (2006) also argues 

that trust is important when considering corporate blogging. She states that it 

is very important for blogging companies to build trust with actors within the 

blogosphere. If the company only uses the blog to promote its products, the 

blog effort will not be considered to be trustworthy. Therefore, Flynn (2006) 

argues that an open dialogue, in which both positive and negative company 

related issues are mixed with personal content, is crucial for companies in 

order to succeed within the blogosphere. If the readers of a corporate blog 

perceive the blog to be trustworthy, the content presented on the blog will be 

taken more seriously.  

 

3.1.13 Summary and own reflections 
 

In this part of our theoretical framework, our objective has been to build a 

broad theoretical framework on the topic of blogs by clarifying what a blog is, 

why some companies are blogging, and some theoretical areas of use for 

corporate blogs with the purpose of introducing the reader to the topic and to 

narrow the focus of this dissertation. As stated in our research questions, we 

are interested in researching executive blogs from a trust perspective, and in 

this part we will try to clarify why we think this aspect is relevant.  

 

To summarize the findings of our literature review regarding blogs, we first of 

all find it important to make a distinction between blogs and websites. 

Supported by the literature, we find that the blog should be defined as a new 

medium for two-way communication and sharing information rather than an 

extension of a website. Furthermore, we have aimed to see why companies 

blog, and we consider the popularity of blogs to be one important reason. 

Since blogs are fast growing, this of course gives an implication to why 

organizations should be interested in entering the blogosphere. To attract  
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customers, try to understand how they think, get them to buy its products, and 

to build relationships, companies need to be present where consumers meet 

and interact.  

 

When studying the literature on corporate blogs, we find that it can be 

categorized in several ways. We have decided to focus on external blogs, 

simply because we will not be able to get access to the internal ditto. 

Moreover, corporate blogs can be categorized by purpose and author. We 

have decided to focus on executive blogs, since we find this possibility for an 

individual to interact with an executive of a huge corporation to be unique and 

something that has not been possible to the same extent earlier. When 

reviewing the literature, we have found that not much is written about 

executive blogging, since most authors have focused on a total corporate 

blogging strategy, merely treating the executive blog as part of it. However, it 

is stated that one possible use for executive blogs is to attract a lot of traffic 

immediately. We have decided not to focus on the executive blog as a tool for 

generating traffic, instead focusing on the actual content and conversations on 

the blog. 

 

3.1.13.1 Executive blogs from a trust perspective 
 

Some authors (e.g. Cass, 2007) straightforward argue that corporate blogs are 

suitable tools for building trust and that is one of the reasons for us to focus on 

executive blogs from a trust perspective. However, most of the literature we 

have been studying does not focus on corporate blogs from a trust perspective, 

rather just briefly mentioning trust in connection to blogs. In spite of this, we 

consider several other areas of use for executive blogs mentioned in the 

literature to be connected to trust, and have also found support for this in the 

trust literature, which will be discussed in the next part of our theoretical 

framework. Below, we discuss why we consider it to be relevant to examine 

executive blogs from a trust perspective by summarizing some findings we 

argue to be connected to trust.  
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To be able for companies to succeed in the blogosphere and for them to know 

how blogs should be written, it is important to understand why people enjoy 

blogging. The work of Zhao (2007) tells us why people like to blog, namely 

because they get to know one another and form relationships. The nature of 

achieving this is by sharing personal stories and providing valuable content, 

even though not all information needs to be given. From our point of view, 

this gives an indication of how a blog needs to be written to attract readers and 

make them return. It is indicated that a personal angle and interesting 

information are crucial for achieving this purpose. Moreover, one of the actual 

purposes of individuals’ blogging is to build relationships, indicating that this 

could possibly be an important factor for corporate blogging as well. 

According to Zhao (2007), relationships are built upon the mutual disclosure 

of personal information. We consider gaining mutual knowledge and sharing 

personal content as important factors for building trust. Furthermore, literature 

suggests that executive blogs can be used for open, personal communication 

(Lee et. al., 2006). From our point of view, you tend to trust someone you 

know on a level you perceive to be more personal, especially if that person 

knows you too. In the trust theory, which is further discussed in the following 

part of our theoretical framework, we have found support of this point of 

view. Several authors argue that trust can be built through the disclosure of 

personal information and open personal communication. This aspect is one of 

the reasons for us finding it relevant to examine blogs from a trust perspective.  

 

Furthermore, it is mentioned in the literature on corporate blogging that 

executive blogs can be used for promoting thought leadership (e.g. Flynn, 

2006). From our point of view, being seen as a thought leader, meaning as 

competent and credible, is connected to being seen as trustworthy. Authors on 

the topic of trust support this view, arguing that competence, credibility, and 

ability are antecedents of trust (e.g. Sichtmann, 2007), which will be further 

discussed in the following part of our theoretical framework. Thus, the 

potential of using the blog for promoting thought leadership is another reason 

that we consider it relevant to examine blogs from a trust perspective. 

However, it is argued that too much marketing activities may be seen as 

negative within the blogosphere, since bloggers consider activities of this kind 
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to contradict the basic purpose of blogging (Lee et. al., 2006). We argue that 

using the blog in a trustworthy manner by acting trustworthy towards the 

medium itself, based on what actors within the blogosphere expect, may have 

an impact on whether blogging activities will be useful for building trust. 

Therefore, we also consider the balance between information regarding 

company related issues and other information published on executive blogs to 

be interesting to examine from a trust perspective.     

 

When looking at corporate blogs as a whole, some authors claim that 

consumers actively seek for information and reach out for help to make good 

decisions when considering buying a product or a service, and that companies 

should therefore embrace new technologies to assist them in their decision-

making. This gives further implications to why companies blog, it can be 

either to try to control what is being said about the company, as is suggested 

by Shankar et. al. (2006), or it can be to assist customers. According to Lawer 

et. al. (2006), assisting consumers may be a way to gain long-term trust, an 

aspect that is also supported by trust theory (e.g. Reast, 2005). Therefore, it 

may also be interesting from a trust perspective to see if the executive is 

actively seeking to assist readers of his/her blog.  

 

We also find a clear connection between the need of monitoring the 

blogosphere in order to respond to criticism, using the blog as a tool for crisis 

management, and trust. Blogs have successfully been used for handling crisis 

on a broader societal level, which may have influenced the trustworthiness of 

this medium positively. Thus, we suspect that the actual blog may be a driver 

of trust by itself. Furthermore, our point of view is that holding transparent 

dialogues regarding criticism and potential problems are also important 

factors for building trust, meaning that these aspects also are relevant for our 

decision to focus on corporate blogs from a trust perspective. This point of 

view is supported by trust literature (e.g. Selnes, 1998), which will be 

discussed in the following part of our theoretical framework.  
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3.2 Trust 
 

In this part of our theoretical framework, we will reflect upon the 

phenomenon of trust and give an overview of the fundamental perception of 

trust in two disciplinary fields. We will also discuss why trust is considered to 

be important from a business perspective. Furthermore, we will discuss some 

preconditions and antecedents of trust. Moreover, we will examine how the 

information on the executive blog and the executive’s effort may affect trust. 

We will also discuss the relevance of reader involvement and communication 

from a trust perspective. Finally, we will reflect upon how site design features 

may affect the creation of a trustworthy environment.   

 

3.2.1 Introduction 
 

According to Cambridge’s online dictionary, trust is defined as “to have belief 

or confidence in the honesty, goodness, skill or safety of a person, 

organization or thing” (Cambridge, 2007). By Wikipedia (2007f), trust is 

defined as “a relationship of reliance”.  The concept of trust has, of course, 

existed long before the introduction of the Internet and has been studied in 

numerous disciplinary fields (Wang & Emurian, 2004), of which two will be 

presented later.  Wang and Emurian (2004) argue that trust has “existed as 

long as the history of human beings and the existence of human social 

interactions” (Wang and Emurian 2004, p. 107) and further argue that almost 

every aspect of a person’s life can somehow be related to trust, with 

importance being attached to the vitality of trust in love, friendship, and 

relationships.  Trust is seen as a very complex and multidimensional 

phenomenon (Papadopoulou, Andreou, Kanellis & Martakos, 2001), which is 

evidenced by the different views on what actually makes trust occur, as well 

as the different views on the character of trust (Huemer, 1998). Wang and 

Emurian (2004) believe that there are two underlying reasons for the multiple 

definitions of trust. They argue that “trust is an abstract concept and is often 

used interchangeably with related concepts such as credibility, reliability or 

confidence“ (Wang and Emurian 2004, p. 108) and that “trust is a multi-
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faceted concept that incorporates cognitive, emotional and behavioural 

dimensions” (Wang and Emurian 2004, p. 108). They also point out that trust 

is conceptualized to fit the nature of the particular context that is being 

studied.   

 

3.2.2 Definitions of trust 
 

Because of the complexity and multidimensional aspects of trust, it is difficult 

for us to provide an explicit definition of the concept of trust, as well as 

identify the elements that construct it. Therefore, we believe that it is 

important to give an insight in how trust is defined by two early disciplinary 

fields in order to build a foundation for our examination and elaboration of 

trust created on executive blogs.    

 

3.2.2.1 Philosophy  
 

Bailey (2002) argues that trust in philosophy is just as difficult to 

conceptualize as it is in other disciplinary fields. He says that “philosophers 

often simply ignore or presuppose it [trust], and when they do consider it, they 

often struggle to explain it or confuse it with other things” (Bailey, 2002, p. 

1). In the discipline of philosophy, the concept of trust can be traced back to 

the ancient Greeks (Wang & Emurian, 2004) and Plato’s The Republic, which 

he wrote approximately 360 BC (Wikipedia, 2007g). In this Socratic dialogue, 

he mentions a discussion between Socrates and his older brother Glaucon, in 

which it is argued that “only the fear of detection and punishment prevents a 

human being from breaking the law and doing evil for the sake of his self 

interest” (Bailey, 2002, p. 1). In other words, this indicates that trust only 

occurs if we can be assured that a person’s fear of detection and punishment is 

strong enough for them not wanting to cause us any harm (Wang & Emurian, 

2004).  
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Further, Bailey (2002) argues that trust accommodates us in making our life 

more pleasant, since he identifies love and friendships as aspects requiring a 

high level of trust. Trust within philosophy does not only concentrate on the 

trust between two people, but also on areas such as politics. Political 

philosophers believe that there has to exist a minimum level of trust in order 

for any community to function (Huemer, 1998).  

 

3.2.2.2 Psychology 
 

Wang and Emurian (2004) argue that the focus on trust within the discipline 

of psychology lay on interpersonal trust and the concept of social influences, 

where it is believed that one can influence or persuade a person who is 

trusting more easily. They state that most psychologists agree on the fact that 

trust is vital to social life and the development of a person and refer to Erik 

Erikson (1963), who in a model suggested that trust is the first step in the 

human development and essential in creating a healthy personality. Robbins 

(1998) argues that parents play a central role in how a person will perceive 

trust. She states that “if they [the parents] behave with integrity, tell us the 

truth, and keep their promises, then we are inclined to believe that other 

people will do the same thing. If our parents tell us to trust them, and then 

break their word, we may never learn to trust at all” (InnerSelf, 2007). She 

further points out that once trust is lost, it is very difficult to restore. This 

indicates that the only way for a person to maintain a level of trust is to be 

trustworthy, both orally and in practice.     

 

3.2.3 Trust from a business perspective 
 

In this part of our theoretical framework, we will describe trust from a 

business perspective and discuss why it is important for companies to develop 

and maintain trust with its stakeholders in order to fulfill what can be 

considered to be the company’s main objective, to generate profit. Trust is 

considered to be important from a business perspective, since trust enables for 

companies to build relationships with its customers, suppliers, and other 
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interest partners (Dwyer, 2007). Below, we will discuss trust from a business 

perspective, leaning on findings in the literature on theories of organization-

public relationships (OCR) and customer relationship management (CRM).  

 

3.2.3.1 Organization-Public Relationship (OCR) 
 

The public relations literature on relational characteristics highlights the 

importance of trust, commitment, satisfaction, control mutuality, and dialogue 

as essential characteristics of a relationship, because without them, the 

relationship degrades (Stafford & Canary, 1991). Morgan and Hunt (1994) 

argue that for long-term relationships, trust becomes even more important 

since such relationships involve a higher level of investment (Bruhn, 2003). 

Transparency is an aspect that is argued to be important for trust (De Cremer 

& Dewitte, 2002). If trust has declined, for example due to a crisis, or if it has 

been eroded over time due to perceived negative organizational behavior, 

transparency becomes a critical relational characteristic used for rebuilding 

trust between the company and the distrusting part (Jahansoozi, 2007). Apart 

from being used for rebuilding trust, transparency provides a number of 

further outcomes that are beneficial for relationship building. According to 

Jahansoozi (2007), transparency is important since it promotes accountability, 

collaboration, cooperation, and commitment. Transparent decision-making 

and operational processes makes accountability cleared, since it is easier to 

see where responsibility lies. Given that organizational transparency increases 

the level of trust and accountability, collaboration and cooperation are made 

possible, since the parties involved feel in control in a given situation and can 

trust each other. Once levels of trust have been established within the 

relationship, other relational elements such as dialogue, control mutuality, 

commitment, and satisfaction can be developed (Jahansoozi, 2007).  

 

A relational dialogue is useful for strengthening relationships and may also be 

a driver of long-term relationships. Furthermore, a relational dialogue is 

central for resolution of conflicts (Jahansoozi, 2007). Kent and Taylor (2002) 

clarify the concept of dialogue in public relations, describing it as “one of the 
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most ethical forms of communication and as one of the central means of 

separating truth from falsehood” (Kent and Taylor 2002, p.22), stating that 

holding a dialogue is useful for building and maintaining relationships. 

Stafford and Canary (1991) define control mutuality as “the degree to which 

partners agree about which of them should decide relational goals and 

behavioural routines” (Stafford & Canary, 1991, p. 224). Ideally, relational 

parties should feel that they have the ability to influence each other, otherwise 

the relationship breaks down. Research on relational commitment indicates 

that commitment is positively associated with satisfaction and long-term 

investment in a relationship (Stafford & Canary, 1991). Commitment is 

developed when the relational parties have a sense of satisfaction with the 

relationship they are part of, feeling that it is worth to invest in the 

relationship because the benefit is higher than the costs of doing so 

(Jahansoozi, 2007).  

 

In the late 1990s, public relations research increased its focus on the 

importance for organizations to build mutually beneficial relationships with 

their key audiences. This relational perspective in public relations was initially 

discussed as early as 1984 by Ferguson, but was not regarded to be a serious 

area of research until a number of key academics (e.g. Broom, Casey & 

Ritchey, 2000; Bruning & Ledingham, 1999; Grunig & Huang, 2000) started 

to publish literature on this topic (Jahansoozi, 2007). During recent years, 

theory development and research in this area of organization-public 

relationships has continued. Ledingham (2003) proposed that “effectively 

managing organizational–public relationships around common interests and 

shared goals, over time, results in mutual understanding and benefit for 

interacting organizations and publics” (Ledingham, 2003, p. 190), suggesting 

that collaboration is necessary in public relations. An open discussion 

facilitates mutual understanding. Therefore, it is very important for 

organizations to try to understand, listen, and develop a dialogue with their 

key audiences so that, for example, the impact of a crisis originating from 

organizational activities can be reduced (Jahansoozi, 2007).  
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3.2.3.2 Customer Relationship Management (CRM) 
 

Chalmeta (2006) defines customer relationship management as a customer 

focused business strategy, in which a company is creating and adding value 

for the company and its customers, suppliers and other interest partners by 

integrating sales, marketing, and customer service activities. In customer 

relationship management theory, trust is regarded to be an important aspect 

(Bruhn, 2003). Furthermore, network strategy theory, a theory in which all 

market participants, such as customers, suppliers, and competitors are taken 

into account, suggests that trust is important for building relationships 

(Grönroos, 2002; Gummesson, 1994). Literature on customer relationship 

management and network strategy theory proposes that a trusting atmosphere 

promotes a flexible and open exchange of information (Bruhn, 2003), which 

may be beneficial for a company in order to gain profit.  

 

Bruhn (2003) suggests that networking is important, since it enables customer 

collaboration, which is defined as cooperation between the company and its 

customers that goes beyond what is required for simple transactions. A more 

personalized relationship, in which each relationship is treated as a unique 

ditto, enables for the company to act in line of its customers’ needs. Bruhn 

(2003) argues that using innovative methods for building relationships with 

customers can be used by a company to overcome competitive pressure from 

other actors that lack such methods. According to Bruhn (2003), new 

innovative methods of communication can be used to improve the company’s 

conflict handling strategy, which is useful when trying to gain market shares. 

Being open to complaints and satisfying current customers theoretically lead 

to acquisition of new customers if the company brings together satisfied 

customers and potential customers (Bruhn, 2003).  
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3.2.4 Preconditions for trust 
 

Huemer (1998) argues that trust is “regarded as the basic assumption of a 

normal and rational life” (Huemer, 1998, p. 98) and identifies certain 

preconditions for trust to be present. He argues that risk and uncertainty are 

two fundamental preconditions for trust because it is in such environment that 

trust is needed. He refers to the work of Deutsch (1958), in which it is 

suggested that risk taking and trust are coherent or two meanings of the same 

concept. To explain uncertainty, he refers to work done by Meyerson, Weick 

and Kramer (1996) and argues that “in a temporary system, a person may be 

either more trusting or distrusting simply in the interest of reducing 

uncertainty and getting on with the task” (Huemer, 1998, p. 99). He further 

argues that “people fall back on pre–dispositions, categorical assumptions and 

implicit theories in order to reach a clearer view of either trust or distrust” 

(Huemer, 1998, p. 99).  

 

Huemer (1998) points out that uncertainty itself is not necessarily a sufficient 

situational characteristic for the occurrence of trust, since a person can 

manage the perceived uncertainty by taking risks. He further states that 

vulnerability “is a consequence of the risk and uncertainty involved in 

trusting” (Huemer, 1998, p. 100). This precondition is by Wang and Emurian 

(2004) explained by the fact that “trustors must be willing to make themselves 

vulnerable for trust to be operational by taking the risk of losing something 

important to them and relying on the trustees not to exploit the vulnerability” 

(Wang and Emurian, 2004, p. 111). To tie vulnerability to risk taking, Huemer 

(1998) refers to work done by Mayer, David and Schoorman (1995), who 

argue that “making oneself vulnerable is taking a risk” ( p. 100). A similarity 

between risk, uncertainty and vulnerability is explained by the fact that they 

“all imply a certain lack of information or knowledge on behalf of the trustor” 

(Huemer, 1998, p. 101).  

 

Other preconditions for trust brought up by Huemer (1998) are familiarity and 

knowledge. He argues that “trust needs history as well as reliable background” 

and points out that “for trust to emerge, repeated encounters are required, and 
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the parties involved must have a memory of previous encounters” (Huemer, 

1998, p. 102).  Knowledge is gained by a learning process in which “a trustor 

must make it clear, as a kind of internal reassurance, that the trust given is not 

unconditional but rather within limits and in proportion to specific, rational 

expectations” (Huemer, 1998, p. 102) and is complete when trust given has 

not been betrayed.  

 

3.2.5 Antecedents of trust 
 

An antecedent is by Dictionary (2007) described as “a preceding 

circumstance, event, object, style, phenomenon, etc. [that influences what 

comes later]” and by Encarta (2007) as “something that happens or exists 

before something else”. Focusing on trust, Huemer (1998) argues that 

antecedents are issues that can be linked to trust but cannot be substitutes for 

it. Furthermore, he states that “many definitions of trust actually focus on its 

antecedents” (Huemer, 1998, p. 111) and are fundaments of the different 

definitions of trust. Wang and Emurian (2004) argue that antecedents are 

“underlying dimensions, determinants or principles” (Wang and Emurian, 

2004, p. 112) of trust and further argue that antecedents in general can 

produce trustworthiness or determine if a customer will trust or not. Below, 

we will discuss some antecedents of trust that we consider to be relevant when 

examining executive blogs from a trust perspective.  

 

3.2.5.1 Ability, competence and credibility 
 

A lot of the literature investigating antecedents of trust considers the 

perceived ability, competence, and credibility of a trustee to be important 

factors for building trust. In a company/customer relationship, the company 

needs to be able, meaning competent, to deliver a product or a service of 

expected quality. The competence of the company includes qualifications, 

skills, and knowledge, and the customer will only trust the company if he/she 

is convinced of the company’s competence. Furthermore, the customer wants 

to evaluate the company’s willingness to deliver, and the only way to do so is 
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by assessing the credibility of the company. A number of studies have shown 

positive correlations between credibility and trust, some even including 

credibility as part of the concept of trust (Sichtmann, 2007). Sichtmann (2007) 

found that competence and credibility are important antecedents for the 

development of trust, suggesting competence to be more important than 

credibility. She suggests that companies should communicate that they are 

competent and credible, for example by communicating leadership, great 

experiences, and qualifications to their customers.  

 

Communication literature (e.g. Hovland & Weiss, 1951) widely recognize that 

the perceived expertise or competence of a source is very important for the 

effect of communication, since the perception has an impact on whether a 

message can be trusted to be true or important (Selnes, 1998). According to 

Cravens, Grant, Ingram, Laforge, and Young (1992), competence of a 

company includes both technical expertise and knowledge of customers, 

markets, competitors, and industries (Selnes, 1998). Selnes (1998) created and 

tested a model in which competence was included as an antecedent of trust, 

but the test showed that competence did not drive trust. However, as stated 

above, Sichtmann (2007) in empirical research found competence to be an 

important antecedent of trust, indicating the usefulness of this term when 

examining trust.  

 

As stated above, Sichtmann (2007) found that credibility is an important 

antecedent of trust. This is also supported by the work of Corritore, Kracher, 

and Wiedenbeck (2003), who stated that the perception of credibility is one 

factor that affects trust. Reast (2005) also studied credibility in his 

examination of brand trust and brand extension, but rather took the view of 

Keller and Aaker (1992), considering trust to be part of brand credibility 

(Reast, 2005), as opposed to Sichtmann (2007) who see credibility as an 

antecedent of trust. Reast (2005) states that truthfulness, fair-mindedness, 

sincerity, concern for customers, similar values, confidence, competence, 

expert standing, and reputation are all parts of credibility. He furthermore 

suggests that credibility reflects upon the honesty and standing of a brand in  
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terms of product and service claims stated in brand communication, including 

personal interaction, where the perception of the brand as an expert in its field 

is important.  

 

Ridings, Gefen, and Arinze (2002), who examined antecedents and effects of 

trust in virtual communities, argue that ability is an important factor of trust, 

defining ability as the skill or competence that enables an individual to 

influence a certain area. In the case of their research, ability mainly reflected 

upon knowledge about the common interest of the topic which the community 

existed upon. They found that perceived responsiveness, in the world of 

communities meaning frequent and quick replies to postings, indicates skills 

and competence, which builds belief in an individual’s ability. They also 

found that confiding personal information may positively affect the perceived 

ability, since this information usually reveals a connection to the topic being 

discussed in the community. Furthermore, trust in another’s ability was 

considered to make an individual more eager to disclose information.     

 

3.2.5.2 Benevolence and integrity  
 

From a trust perspective, the term benevolence has its origin in the 

psychology and social science literature (Delgado-Ballester & Munuera-

Alemán, 2001). Research in these areas (e.g. Blau 1964) suggests that 

benevolence is one of three aspects which the multidimensional concept of 

trust is built upon (Ridings et. al., 2002). Benevolence can be encouraged by 

creating opportunities for forming long-term relationships between a trustor 

and a trustee, in which they get to know each other. Repeated interaction, the 

expression of vulnerability through for example self disclosure, good 

intentions, and interpersonal cues such as liking are considered to have 

positive effects on benevolence (Riegelsberger, Sasse & McCarthy, 2005). 

 

According to Ridings et. al. (2002), benevolence can be defined as the 

expectation that others will have a positive orientation and a will to do good, 

for example by helping others, giving advices, and holding appropriate 
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discussions. Yet another factor which trust is built upon is integrity, which can 

be defined as an individual acting in accordance with socially accepted 

standards of honesty, by not telling lies or provide unverified information 

(Ridings et. al., 2002). In their study of trust in virtual communities, Ridings 

et. al. (2002) suggest that trust in such settings is two-dimensional, consisting 

of ability (which has been discussed above) and a combination of benevolence 

and integrity. They argue that perceived responsiveness, which affects trust, 

has an effect on this benevolence/integrity factor in virtual communities. An 

individual’s responsiveness gives an indication of obeying the rules of the 

community, since communication is the main principle upon which the 

community exists. Furthermore, being responsive gives a perception of the 

individual having cooperative intentions, an aspect that also can be connected 

to benevolence.  

 

Moreover, Ridings et. al. (2002) suggest that confiding personal information, 

such as age, gender, or perhaps a personal problem, also has an impact on the 

benevolence/integrity factor. Knowing a person makes it easier to picture 

his/her standards and principles, which increases trust since trust is built when 

a partner behaves as it is expected to. According to Ridings et. al. (2002), high 

levels of benevolence and integrity should in theory affect the disposition to 

trust, defined as the general willingness based on extended socialization to 

depend on others. If one individual indicates a willingness to trust others, this 

willingness should apply to other parties of the community. Furthermore, 

Ridings et. al. (2002) argue that benevolence and integrity should theoretically 

increase the desire of giving and getting more information. A high perceived 

level of benevolence and integrity should increase the desire to get 

information, since the value of this information depends upon the honesty of 

the person providing the information, as well as their willingness to help. 

Moreover, an individual is more willing to provide information in a setting 

were others’ benevolence and integrity are trusted, since this decreases the 

risk of opportunistic behavior on the behalf of the other parties. Thus, 

individuals are less willing to share information if they perceive that 

adherence to benevolence norms is lacking (Ridings et. al., 2002). 
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In his examination of corporate blogs as a tool for building trust, Dwyer 

(2007) also included benevolence as an important antecedent. According to 

Hoyt (2002), benevolence can be seen as motivation (Dwyer, 2007). 

Therefore, perception of benevolence motivation provides evidence of caring 

and should theoretically result in liking and trust (Dwyer, 2007). When 

examining corporate blogs, Dwyer’s (2007) intention was to measure the 

expression of good-will in an author’s blogpost by looking at supportiveness, 

positive feelings, expressions of moral values, positive wordings, affection, 

and expressions of gained enlightenments. Thus, he defined these factors as 

parts building benevolence motivation. He found that expressions of 

benevolence on the behalf of the corporate blogger seemed to be appreciated 

by customers, responding by showing a positive attitude.  

 

3.2.6 Information provided and blogger’s effort 
 

Above, we have focused our discussion on some terms frequently used when 

describing antecedents of trust. We now move our discussion to be more 

focused on how the written content of a blog can be used for building trust. In 

an online context, information is mainly presented in written form. Therefore, 

the actual content of the information, provided on for example a blog, is 

important from a trust perspective, since trust must be built mainly based on 

written communication (Ridings et. al., 2002). This segment of our part 

describing trust is closely connected to the antecedent of trust described 

above, and these are frequently reflected upon in this part as well. However, 

most of the issues discussed in this segment are not argued in the literature to 

be antecedents of trust. Therefore, we have decided to present this information 

outside the scope of antecedents of trust and instead give it a part of its own.  

 

3.2.6.1 Communicating leadership 
 

As described above, competence, credibility, and ability are important 

antecedents of trust. Therefore, the information provided to customers should 

reflect upon the leadership and qualifications of a company (Sichmann, 2007), 
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as well as technical expertise and knowledge of aspects such as customers, 

markets, competitors, and the industry the company operates within (Selnes, 

1998). Corritore et. al. (2003) also found the perception of trustworthiness to 

for example depend upon how a customer perceives attributes such as 

expertise and credibility. Sillence et. al. (2006) also found perception of 

expertise to be an antecedent of trust, and furthermore to have influence on 

online engagement. In a virtual community setting, the ability, meaning the 

knowledge about the common interest of the community, is important for 

building trust (Ridings et. al., 2002). The findings of several authors indicate 

that promoting competence, credibility, and ability, for example by stating 

technical expertise and broad business related knowledge, may be beneficial 

for building trust.  

 

3.2.6.2 Disclosing personal information 
 

Furthermore, literature suggests that adding personal information may have 

positive effects on trust. Some personal information useful for building trust, 

such as adding a photograph to the site (e.g. Sillence et. al., 2006), will be 

discussed below as design aspects used for building trust on a website. 

However, it is suggested that personal information in written form may also 

be an antecedent of trust. Sillence et. al. (2006) considered personalized 

content to be important for long-term engagement, which is positive for trust. 

Ridings et. al. (2002) found that confiding personal information increases 

trust. According to them, the disclosure of personal information indicates that 

one is willing to trust others, which is suggested to encourage others to trust as 

well. Moreover, they suggest that disclosing personal information makes a 

person appear more vulnerable, and more of an acquaintance or friend rather 

than a stranger, which affects trust positively. Furthermore, confiding personal 

information has a positive impact on ability, benevolence, and integrity, all 

being antecedents of trust (Ridings et. al., 2002). Thus, it is argued in the 

literature that the presence of personal information may be an antecedent of 

trust. 
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3.2.6.3 Open communication 
 

Selnes (1998) studied antecedents of trust in buyer-seller relationships, and 

considered open communication to be important from a trust perspective. He 

found that communicating all relevant information, without disguising 

unfavorable data, is important for achieving cooperative relationships, which 

means that it is also important for trust. Furthermore, conflict resolution is 

important for relationships based on trust (Selnes, 1998). The importance of 

holding an open dialogue with customers was also considered by Delgado-

Ballester and Munuera-Alemán (2001), who studied brand trust and found that 

honest communication and information about a brand may enhance brand 

trust. Furthermore, Strub and Priest (1976) found that a company gained trust 

if it shared confidential information (Dwyer, 2007). Therefore, it can be 

argued that under some circumstances, holding an open dialogue and 

disclosing information that may be sensitive, as well as discussing problems 

or a crisis, may affect trust positively.  

 

3.2.6.4 Blogger’s effort 
 

When considering blogging, the actual effort of the blogger may affect trust. 

Reflecting upon the effort on the behalf of the blogger can give a blog reader 

an indication of the amount of time spent on the activity of blogging. If a blog 

reader perceives that a blogger spend a large amount of time on blogging, this 

reader may also perceive that the blogger takes blogging seriously. Thus, the 

blogger’s effort may reflect upon whether this person will be perceived as 

acknowledging the blog medium, which, according to literature on corporate 

blogs, may be important for creating trust for his/her blog. Effort on behalf of 

the blogger can be indicated by the amount of posts, length of the posts, 

follow-up comments, and number of trackbacks (Dwyer, 2007). Sillence et. 

al. (2006) also found effort to be important for building online trust, tying 

frequency of updated content to their long-term engagement dimension of 

trust. Since obeying the rules of a community, in this case the blogosphere, 

can be connected to the antecedent benevolence (Ridings et. al. 2002), the 
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number and length of blogposts can be tied to this dimension. The number of 

trackbacks reflects upon the trustworthiness of information provided, and can 

therefore be connected to credibility. The author’s follow-up comments are 

more connected to the interaction between the blogger and the readers, an 

aspect that will be further discussed below. 

 

3.2.7 Reader involvement and communication 
 

Above, we have mainly focused our discussion on information provided by 

the blogger. However, as described earlier, we have chosen to define blogs as 

a new medium for two-way communication, by which the blogger and the 

reader can interact. Therefore, we will now turn our focus towards reader 

involvement and communication, aspects that are also considered to be 

important when building trust. A lot of the trust literature used for this 

dissertation is based upon communication between a company and its 

customers. Therefore, most of the aspects described in this part refer to the 

companies’ interaction with their customers. However, since external blogs 

can be read by other people than just the companies’ customers, we have 

decided to use the word reader rather than customer when titling this part of 

our theoretical framework.  

 

3.2.7.1 Customer involvement 
  

A link between customer involvement in a brand community, relationship 

building activities in general, and the customers’ attitude towards a company 

was demonstrated by McAlexander, Schouten, and Koening (2002) (Dwyer, 

2007). They found that activities involving customers affected the customers’ 

perception of a company and its products, and furthermore affected their 

awareness of a product’s relevance to their lifestyle. By involving customers 

in activities such as product development, a company gains knowledge about 

the customers’ needs. Blogs can be considered as a tool for building  
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communities, which theoretically should lead to an extended customer 

involvement. Involvement on the behalf of customers is shown in customer 

effort and participation (Dwyer, 2007).  

 

In their analysis of trust factors in online health advice, Sillence et. al. (2006) 

also considered consumer involvement to be relevant, connecting this with 

their long-term engagement dimension of trust. They found that user 

generated content, defined as the possibility to post and if it is necessary to be 

registered in order to do so, was relevant for examination from a trust 

perspective. Furthermore, they found tools for interactivity, such as a chat or a 

place for questions, to be relevant aspects for examination. Moreover, 

responding to topics pointed out by customer, meaning acknowledging the 

effort of the customers, affects trust positively (Ridings et. al., 2002). Yet 

another important aspect is that showing concern for customer needs have a 

positive effect on credibility, which, as mentioned earlier, is one important 

antecedent of trust (Reast, 2005). Thus, involving the customer also leads to 

some responsibilities on behalf of the blogger, since acknowledgement and 

shown concern for needs expressed are expected.  

 

3.2.7.2 Communication 
 

Communication can be defined as the exchange of information (Selnes, 1998). 

According to Sabel (1993), holding an open dialogue is important when 

building shared understanding in relationships, and also preserves trust 

(Selnes, 1998). Morgan and Hunt (1994) stated that communication is an 

important antecedent of trust (Dwyer, 2007). Furthermore, interaction 

between two people may lead to liking, an emotional connection between two 

individuals that affects trust positively (Dwyer, 2007). In an online context, 

such as building a community through a blog, there are some differences in 

communication compared to face-to-face contacts between interacting 

individuals.  
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In their research of trust in virtual communities, Ridings et. al. (2002) stated 

that in online communication the location is irrelevant, most participants are 

relatively invisible (read postings but do not comment), and that logistical and 

social costs are lower compared to face-to-face communication. In online 

communication, there is no turn-taking in conversation, which gives greater 

equality in participation. Furthermore, Ridings et. al. (2002) argue that 

members of a community tend to have more heterogenic social characteristics 

and more homogenous attitudes. Moreover, interaction mainly occurs in 

written form. This means that some cues provided by face-to-face 

communication, such as body language or tone of voice, are lacking. 

Information in written form therefore opens up for more possible 

interpretations of a message and trust may be required for communicating a 

message successfully. Furthermore, this trust can mainly be built in written 

form (Ridings et. al., 2002).  

 

In a virtual community, a member can either get or give information, getting 

information by reading and giving information by posting questions or 

comments as response to a post or on another related topic (Ridings et. al., 

2002). Giving information involves more active participation and exposure. In 

a trusted environment, people are more eager to share information and to help 

others. Furthermore, people are more willing to take part in shared activity 

when trust exists, the shared activity in a virtual community being to share 

information. The willingness to share information is built on trust in others 

ability, benevolence, and integrity. Without trust, no information will be 

exchanged, or put another way, trust is a significant predictor of community 

members’ willingness to exchange information (Ridings et. al., 2002). 

Therefore, interaction between members and the presence of two-way 

communication may be an indicator of that trust exist in a community.  
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3.2.8 Site design  
 

A lot of authors that have researched the topic of online trust, mainly those 

who have focused on e-commerce7, have examined how the actual design of a 

website can send signals of trust (e.g. Shankar, Urban & Sultan, 2002; 

Grabner-Kräuter & Kaluscha, 2003; Sillence, Briggs, Harris & Fishwick, 

2006). Corritore et. al. (2003) argue that since computers and software today 

are part of social interactions, they can also be objects of trust. Thus, an aspect 

such as the design of a website is relevant when examining trust in an online 

context. In the previous part of our theoretical framework describing blogs, 

we have argued that there are several differences between blogs and websites 

and that blogs should not be seen as extensions of a website, but rather as a 

new medium for two-way communication. In spite of this, we believe that the 

creation of a trustworthy online environment may be important for building 

trust through executive blogs. Therefore, we have decided to include site 

design aspects in our examination of executive blogs from a trust perspective.  

 

Wang and Emurian (2004) argue that trust in a conventional business context 

can be built by “the physical appearances of business buildings and facilities, 

together with the direct contact with company employees” (Wang and 

Emurian, 2004, p. 115), and that this needs to somehow be implemented in the 

online environment. They suggest that “applying trust inducing features to the 

website […] is the most effective method of enhancing online trust” (Wang 

and Emurian, 2004, p. 115). Furthermore, Wang and Emurian (2004) suggest 

that trust building features of a website can be divided into four broad 

dimensions, graphic design, structure design, content design, and social cue 

design. Our discussion below will be based on these four dimensions. 

 

 

 

                                                 
7 “Electronic commerce, commonly known as e-commerce or eCommerce, consists of the 
buying and selling of products or services over electronic systems such as the Internet and 
other computer networks” (Wikipedia, 2007h). 
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3.2.8.1 Graphic design 
 

Wang and Emurian (2004) define graphic design as “the graphical design 

factors on the website that normally give the consumer their first impression” 

(Wang and Emurian, 2004, p. 116). They refer to research done in Korea, in 

which results show that trustworthiness of a website can be affected by the 

choice of colors and the main clipart. Furthermore, they suggest that “using 

three dimensional, dynamic clipart that covers at least half of the total screen 

size could enhance the trustworthiness of a web interface” (Wang and 

Emurian, 2004, p. 117) and that “the tone of the interface colour should be 

cool, and its main coulor should be a moderate pastel coulor. Additionally, the 

colours should be of low brightness and symmetrical” (Wang and Emurian, 

2004, p. 117). The results also indicate that real photographs of products or 

other well chosen images generate consumer confidence, but also that an 

overuse of such features could instead harm a consumer’s perception of the 

trustworthiness of a website. Furthermore, Wang and Emurian (2004) mention 

a study made by Stanford Persuasive Technology Lab in 2002, which results 

show that 46.1 % out of 2,440 Internet users “assessed the credibility of sites 

based in part on the appeal of the overall visual design of a site, including 

layout, typography, font size and colour schemes” (Wang and Emurian, 2004, 

p. 117).  

 

Sillence et. al. (2006) examined trust factors of web-based health advice and 

found that the design of a site can affect trust, which is a key factor in online 

advice. Like Wang and Emurian (2004), they found that the visual appeal of a 

site, defined as the text/graphic balance and use of colors, had an impact on 

trust. Trusted sites were rated high in visual appeal, while poor design or 

unprofessional errors led to mistrust. Stanford et. al. (2002) found that aspects 

tied to design had most impact on regular customers with low involvement 

with a site, while expert users focused more on the information provided 

(Sillence et. al., 2006). The importance of site design when building trust in 

an online context has also been argued by Lee and Turban (2001) (Grabner-

Kräuter & Kaluscha, 2003) and Corritore et. al. (2003).  
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3.2.8.2 Structure design 
 

Wang and Emurian (2004) define the structure design as “the overall 

organization and accessibility of displayed information on the website” (Wang 

and Emurian, 2004, p. 116). They argue that several authors agree on that two 

key elements to create online trust are to have an easily navigated and 

consistent website. Furthermore, they suggest that “when the structure and the 

design of a website are consisted, users feel more confident using the site 

because they can transfer their learning from one sub site to the next rather 

than having to learn everything over again for each new page” (Wang and 

Emurian, 2004, p. 117). Wang and Emurian (2004) argue that accessibility is 

an essential part of building online trust to avoid creating a frustrating 

environment for the customers by for example broken links or meaningless 

images. They state that “appropriate amount of white space and margins, strict 

grouping and visual density, also help to increase the overall trustworthiness” 

(Wang and Emurian, 2004, p. 117). 

 

Some other authors also suggest that aspects that can be tied to structure 

design are important for building trust online. Like Wang and Emurian 

(2004), Lee and Turban (2001) found usability to be an important factor for 

online trust and stated that the site should be easy to use (Grabner-Kräuter & 

Kaluscha, 2003). Furthermore, Corritore et. al. (2003) also included ease of 

use in their work on how to build trust in an online environment. Sillence et. 

al. (2006) found that layout and navigation were important for building trust 

on web-based health advice sites, suggesting that menus, clear entry points, 

and embedded links should be studied when analyzing this aspect.  

 

3.2.8.3 Content design 
 

Wang and Emurian (2004) define content design as “the informational 

components that can be included on the website, either textual or graphical” 

(Wang and Emurian, 2004, p. 116). According to them, several researchers 

argue that promoting the brand reputation of a company online is of high 
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importance. They refer to Egger (2001), who suggests two ways to fulfill this 

requirement; “Displaying a prominent logo and slogan to facilitate the easy 

identification of the company and presenting the company’s main selling point 

to arouse people’s curiosity” (Wang and Emurian, 2004, p. 118). Furthermore, 

Sillence et. al. (2006) found that the presence of a trusted brand or logo may 

have positive effects on trust. Therefore, they argue that the level of branding 

should be included in an analysis of the trustworthiness of a site. However, the 

work of Fogg et. al. (2001) suggests that a commercial implication of a site 

have a negative impact on credibility (Sillence et. al., 2006). This may 

indicate that some marketing messages should be avoided on a website from a 

trust perspective. The presence and amount of adverts on a site may therefore 

be relevant to observe from a trust perspective (Sillence et. al., 2006). 

 

Wang and Emurian (2004) further suggest that a powerful tool for building 

trust online is the presence of third party certificates verifying a company’s 

competence. As mentioned earlier, the vast majority of studies conducted on 

online trust are focused on e-commerce and the feature of such certificates is 

mainly of significance for companies operating within that field. However, 

other ways of validating the information posted on a blog may be relevant 

from a trust perspective. Sillence et. al. (2006) found that credentials, 

references, external links and sources were positive for credibility, which is 

part of the trust concept. This can be tied to the work of Stanford, Tauber, 

Fogg, and Marable (2002), who found that individuals highly involved with a 

site included information value and source as important factors when 

examining a site (Sillence et. al., 2006). Furthermore, Wang and Emurian 

(2004) conclude their description of content design by referring to Egger, who 

discovered that the providing of comprehensive, correct and current 

information is also a trust inducing feature. Links to credible sites are also 

considered to be important for trust according to De Ruyter, Wetzels, and 

Kleijnen (2001) and Pavluo and Chellappa (2001) (Grabner-Kräuter & 

Kaluscha, 2003).  
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3.2.8.4 Social cue design 
 

Wang and Emurian (2004) state that social cue design relates to “embedding 

social cues, such as face to face interaction and social presence into web 

interface via different communication media” (Wang and Emurian, 2004, p. 

116).  In their work, the issue of the human absence in an online environment 

is brought up, and the authors argue that this creates a barrier for building 

trust. To deal with this they refer to the term “virtual re embedding”, coined in 

work done by others, which suggests a possibility of “bringing customer 

online experiences closer to interpersonal, face to face level interactions” 

(Wang and Emurian, 2004, p. 119) and is seen as an effective tool to enhance 

online trust by making a company more transparent. Research done by 

Riegelsberger and Sasse (2001) indicates that the use of synchronous 

communication media, such as instant messaging and call back opportunities 

on websites, influences consumer trust. These real time communication media 

are suggested to “minimizing misunderstandings and demonstrating 

attentiveness” (Wang & Emurian, 2004, page 119). Even though we are fully 

aware of the fact that real time communication tools are impossible to apply 

on an executive blog, we believe that the argument of attentiveness is of 

importance.  

 

Furthermore, Wang and Emurian suggest that the presence of a photograph of 

a person with whom interaction occurs on a website to be an effective trust 

building tool. This fact has also been discussed by Sillence et. al. (2006) who 

argue that the presence and position of appropriate photographs and graphics 

might have impact on trust. Steinbruch, Schaumburg, Duda, and Kruger 

(2002) found that “the websites displaying a photograph of the company’s 

representative produced higher trust reports than did the websites lacking a 

photograph” (Wang and Emurian, 2004, page 119). This aspect is also 

supported by the work of Olson et. al. (2002), who considered a photograph of 

the interaction partner in virtual communities to increase cooperation between 

the parties (Riegelsberger et. al., 2005).  
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3.2.9 Summary 
 

In this part of our theoretical framework, we have briefly described the 

phenomenon of trust and presented some definitions of trust. We have also 

discussed why trust is considered to be important from a business perspective. 

Furthermore, we have discussed some preconditions and antecedents of trust, 

how the information provided on a blog and the blogger’s effort may affect 

trust, and why reader involvement and communication may be important 

when building trust. Finally, we have also given some attention to site design 

aspects that may be relevant for creating a trustworthy online environment. In 

the next part, the last part of our theoretical framework, we will bring the 

information regarding blogs and trust together and create a theoretical model 

for how trust can be built with executive blogs.  

 

3.3 Towards a theoretical model for building trust with 
executive blogs 
 

In our discussion regarding blogs and trust, we have come in touch with 

several characteristics held by a blog that may make it useful for building 

trust. Furthermore, we have discussed some antecedents of trust, mainly 

focused on driving trust in an online environment. In this part, the final part of 

our theoretical framework, our objective is to bring these characteristics and 

antecedents together with the purpose of creating a theoretical model for how 

trust can be built through executive blogs. This model will be the foundation 

of our continued work, to analyze the blogs. 

 

3.3.1 Roles of the executive, the blog site, and the readers 
 

When creating our theoretical model for building trust with executive blogs, 

we believe that the roles of the executive, the blog site, and the readers can be 

used as indicators of the blog mediums usefulness as a tool for building trust. 

By examining these roles, we are able to see if the blog is being used for 

building trust, as well as if trust actually is being created.  
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From our point of view, some of the executive’s actions can be considered as 

drivers of trust through the blog medium. By writing blogposts and comments, 

the executive can send signals of being trustworthy, meaning that he/she is 

trying to build trust with the readers. Therefore, we argue that the actions of 

the executive indicate if the blog medium is used for building trust. From an 

online trust perspective the actual blog site also has a role in the creation of 

trust. Design aspects of the blog can be used for creating a trustworthy 

environment. Thus, features of the site design may also be an indicator of 

whether blogs are used for building trust. Finally, the readers’ actions indicate 

whether they do trust the blogging executive, sending signals of perceived 

trustworthiness in their comments. Thus, the readers’ actions reflect upon if 

trust actually is created through the blog. The roles of the executive, the 

reader, and the blog site are visualized in figure 3.1 below: 

 

 

 
 

Figure 3.1Roles of the executive, the blog site, and the readers 
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3.3.2 Executive’s actions 
 

As discussed above, we consider the actions of the executive to be an 

important indicator of whether the executive blog is being used for building 

trust, since we argue that the actions of the executive send signals of 

trustworthiness. We will now turn our focus towards discussing actions that 

may be useful for building trust.  

 

3.3.2.1 Communicating thought leadership 
 

As mentioned in our chapter describing blogs, executive blogs are considered 

useful for communicating thought leadership, meaning to position the 

executive as the perceived thought leader of the company’s line of business. 

From a trust perspective, this can be connected with communicating 

competence, credibility, and ability, all being antecedents of trust. In 

blogposts and comments, the executive can signal trustworthiness by 

communicating expertise and knowledge about relevant products, 

technologies, customers, and competitors. Furthermore, knowledge about the 

market and the industry as a whole can be used when communicating thought 

leadership. Since being perceived as competent, credible, and able is 

considered to drive trust, examining if the executive writes about aspects 

described above on his/her blog is relevant from a trust perspective. However, 

it is also argued that too much focus on the company’s own products and 

competence may have a negative impact on credibility. Therefore, it is also of 

interest to analyze the balance between company related and non-company 

related aspects discussed on the executive blog.  

 

3.3.2.2 Disclosing personal information 
 

As pointed out in our part on the topic of blogs, one of the main reasons that 

people do blog is to share personal information in order to form relationships. 

By disclosing personal information, a person can make other people perceive 

that they are gaining knowledge about the person they are interacting with in 
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an online environment, making them more willing to share information 

themselves. The disclosure of personal information expresses vulnerability 

and a willingness to trust others, which is positive for long-term engagement. 

Furthermore, the readers may perceive the blogging executive as less of a 

stranger and more of a friend or acquaintance if the executive is disclosing 

personal information in his blogposts. From a trust perspective, disclosing 

personal information is mainly connected to the antecedents benevolence and 

integrity. Furthermore, disclosing personal information connected to the topic 

being discussed on the blog is positive for perceived ability. We consider that 

the disclosure of personal information, such as personal reflections or 

problems, may be interesting to analyze from a trust perspective. 

 

3.3.2.3 Communicating honesty and concern 
 

Communicating honesty, by indicating that one is truthful, fair-minded, and 

sincere, is considered to be positive for trust. Being honest indicates that one 

is professional. Thus, honesty is mainly tied to the antecedents competence, 

credibility, and ability. Showing concern for other people is also connected to 

competence, credibility, and ability. Furthermore, showing concern and caring 

is connected to benevolence and integrity. Therefore, we consider looking for 

expressions of honesty and concern to be relevant when examining blogs as a 

tool for building trust.  

 

3.3.2.4 Openness 
 

Communicating unfavorable and sensitive information openly is considered to 

be positive for trust. Furthermore, corporate blogs are considered to be a 

useful tool for open communication during times of crisis. Therefore, we 

believe that it is relevant to examine if the executive responds to criticism or 

share information that may be perceived as sensitive on the blog.  
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3.3.2.5 Effort and responsiveness 
 

It is suggested that the effort of the blogger is connected to trust, since the 

effort reflects upon whether he/she takes blogging seriously. Therefore, we 

consider effort when it comes to the length and frequency of blogposts to be 

interesting from a trust perspective. Furthermore, being responsive by 

replying quickly and frequently to readers’ comments is considered to be 

positive for trust, since is indicates that one is willing to interact. 

Responsiveness is tied to competence, credibility, and ability as well as 

benevolence and integrity. Thus, analyzing the executive’s responsiveness by 

looking at the frequency and length of replies may be interesting from a trust 

perspective. 

 

3.3.2.6 Reader involvement 
 

Literature on the topic of blogs suggests that corporate blogs are useful for 

involving the customer in company related issues. By trying to involve his/her 

readers, the blogger can make them more willing to interact, which 

theoretically leads to liking and trust. Thus, involving readers are considered 

to be useful for building trust. Therefore, we think it is relevant to examine if 

the executive actively seeks to involve the readers by encouraging them to 

leave comments upon topics discussed on the blog.  

 

3.3.2.7 Acknowledgement 
 

Finally, involving the readers, by for example asking for their opinions, also 

brings some responsibility on the executive’s behalf. From a trust perspective, 

acknowledging issues pointed out by the readers is considered to be important. 

Therefore, we consider analyzing executive blogposts and comments for 

expressions of acknowledgement of opinions gained to be important. 
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3.3.3 Site design 
 

As mentioned above, we argue that the design of the actual blog site may be 

interesting to examine from a trust perspective, since it may create a 

trustworthy environment. Below, we will briefly reflect upon a few features 

that may be useful for creating a trustworthy environment, which may indicate 

whether the blog is used for building trust. 

 

3.3.3.1 Photographs and graphics 
 

It is argued that the use of photographs, both personal and of for example 

products, and other graphics are useful for creating a trustworthy site. 

However, using too many photographs and graphics may have a negative 

impact on trustworthiness, making it difficult to navigate on the site. The use 

of photographs and graphics are connected to the graphical, structural and 

social cue design of a site. It is also argued that the use of colors may affect 

the perceived trustworthiness of a website. However, since we find this aspect 

hard to analyze, we have decided not to study the colors used on a blog. Based 

on the literature on online trust, we consider the use of photographs and 

graphics to be relevant when examining executive blogs from a trust 

perspective. 

 

3.3.3.2 Menus 
 

The menus of a site may be relevant to examine from a trust perspective. 

Menus should make it easy to navigate on the site, being consistent, easily 

accessible and clearly displaying entry points. Furthermore, blog menus 

should make it possible to easily access older posts and comments. Menus are 

mainly connected to the content design of the site.  
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3.3.3.3 External links 
 

The presence of external links and trackbacks makes a site more trustworthy, 

since it openly indicates the trustworthiness of the information by clearly 

presenting the sources. However, broken links may affect trust negatively. 

Furthermore, trackbacks are considered a necessity within the blogosphere, 

and lacking trackbacks may affect the trustworthiness of the blog negatively. 

External links are connected to the content design of a site. We consider the 

presence of useful external links, trackbacks, and credentials to be relevant to 

examine from a trust perspective. 

 

3.3.3.4 Branding and adverts 
 

From an online trust perspective, branding activities or displaying a familiar 

logo may have positive effects on trust, being connected to the content design 

of a page. However, too much branding activities may be negative from a trust 

perspective. Furthermore, a commercial implication of a site, for example by 

the presence of many adverts, may affect trust in a negative way. Therefore, 

we consider it relevant from a trust perspective to examine if the blog is used 

for marketing activities, such as branding and advertising.  

 

3.3.3.5 Social cues 
 

Social cue design may affect trust positively. One social cue aspect, the 

presence of personal photographs, has been discussed above, but we consider 

a few more aspects to be relevant. The presence of personal background 

information of the interaction partner is considered to affect trust positively. 

Furthermore, the possibility to add user generated content and whether the 

user need to be registered to do so are connected to trust. Therefore, the 

presence of a personal information site and the possibility to add comments 

are relevant to analyze from a trust perspective. 
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3.3.4 Readers’ actions 
 

As discussed above, the readers’ actions may indicate if the executive is 

perceived as being trustworthy. Thus, looking at the readers’ comments may 

be useful when examining if trust is actually built through the blog. The 

actions we consider relevant for examining are discussed below.  

 

3.3.4.1 Effort 
 

The readers’ effort indicates if they are interested in interaction with the 

blogging executive. Theoretically, a precondition for being willing to interact 

and share information is that one trust the other part. Moreover, being willing 

to put effort into helping others indicates that one is trusting. Furthermore, 

readers putting effort into writing comments indicates a willingness to 

interact, which in turn is an indication of that trust is being created. Thus, 

analyzing the effort of readers may be useful when examining if the executive 

blog is considered to be trustworthy. Therefore, we argue that the effort of the 

readers is interesting to analyze from a trust perspective. 

 

3.3.4.2 Positive wording 
 

Positive wording on the behalf of the readers may indicate liking, which is 

connected to perceived benevolence and integrity. Therefore, we consider that 

examining readers’ comment for positive wording may be relevant when 

analyzing if trust is built through the blog. 

 

3.3.4.3 Gained enlightenment 
 

Expressions of gained enlightenment reflect upon whether the competence, 

credibility, and ability of the other part are trusted. Therefore, expressions of 

gained enlightenment on the behalf of the readers are interesting to analyze 

from a trust perspective.  
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3.3.5 A theoretical model for building trust with executive blogs 
 

As initially stated in this chapter, our purpose was to develop a theoretical 

model for building trust with executive blogs, which will be used for our 

analysis of the executive blogs chosen for examination. Above, we have 

presented a selection of actions on the behalf of the executive and the readers, 

as well as some site features that we consider relevant when examining if the 

executive blog is used for building trust and if trust is actually created. These 

actions and features serve as the foundation of our model. Furthermore, our 

model is based on the assumptions visualized in figure 3.1 above. Our 

theoretical model for building trust with blogs is presented in figure 3.2 

below. 

 

  

 
 

Figure 3.2Theoretical model for building trust with executive blogs 
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3.3.6 Summary 
 

In this part, the last part of our theoretical framework, we have highlighted 

some aspects that we find relevant for our examination of executive blogs 

from a trust perspective. We have argued that the executive’s actions and site 

design features may indicate that the executive blog is used for building trust 

and presented the actions and features we have decided to focus on. 

Furthermore, we have pointed out that we consider the readers’ actions to be 

indicators of whether trust is being created. Finally, we have presented a 

theoretical model for building trust with executive blogs, which will be used 

for analyzing the executive blogs chosen for our research. In the next chapter, 

we will turn our attention towards the empirical methodology of this 

dissertation.  
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CHAPTER 4 
EMPIRICAL METHODOLOGY 

_____________________________________ 
This chapter is an extension of our methodology chapter. In this chapter, we 

present our research strategy as well as a more detailed empirical 

methodology in comparison to what we presented in chapter 2. We also 

present our population and selection method, our limitations and the results 

from our pilot study. We conclude the chapter with reflections about the 

validity, reliability and generalizability of this dissertation. 

_____________________________________ 

 

4.1 The empirical method 
 

Given the explorative nature of our dissertation, we find it most suitable to 

adopt a qualitative data analysis process to analyze the content of the blogs 

we have chosen. Qualitative data usually takes the form of words and 

symbols rather than numbers, and the analysis is often focused on describing 

underlying reasons for a phenomenon (Miles & Huberman, 1994). 

Furthermore, a qualitative data analysis is often focused on the entirety and 

the examined context of a study rather than specific parts or words 

(Christensen, Engdahl, Carlsson & Haglund, 2001). 

 

Miles and Huberman (1994) present a model for the qualitative data analysis 

process, in which the data is passing through three concurrent steps; the data 

reduction step, the data display step, and the conclusion drawing and 

verification step. Christensen et. al. (2001) later modified this model to 

include a step of data structuring, being placed in between the data reduction 

and the data display step, excluding the verification step. In our analytical 

procedure of the content of the blogs, we find it most suitable to use the  
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model developed by Christensen et. al. (2001). The three steps of the analysis 

process will be presented in the data analysis process section later in this 

chapter.  

 

4.2 Research strategy  
 

The chosen research strategy for our dissertation is the case study approach, 

which by Christensen et. al. (2001) is explained to be qualitatively 

characterized, where one closely studies a few cases at a specific occasion or 

over time and base the study on both qualitative and quantitative primary as 

well as secondary data. They also point out that this approach do not leave 

room for statistical generalizations due to the fact that one, while making the 

sample selection, seeks cases to fit the research purpose rather than cases that 

can be statistical representative. Our sample selection technique will be 

presented later in this chapter.  

 

Christensen et. al. (2001) further argue that this specific approach is adequate 

when one wishes to study complex social procedures in which a penetration 

of the surface is necessary in order to understand what is happening, how it is 

happening, and why it is happening. Thus, Christensen et. al. (2001) imply 

the nature of this approach to be explorative, descriptive, and explanatory. 

 

4.3 Population  
  

Population signifies all the people or cases that a researcher is interested in 

examining, according to the purpose of his/her study (Christensen et. al., 

2001). This definition implies that the population of this dissertation is 

executives who are currently operating a blog.  

 

In much of the literature on the topic of corporate blogging it is suggested 

that the website TheNewPR is a valuable source of information. On this site,  
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a list of 276 executives operating blogs can be found (TheNewPR, 2007). 

This list has been the foundation of our selection of blogs, in other words 

cases, to examine.  

 

4.3.2 Disadvantages of method of choosing population 
 
Referring to the list presented in the section above to be our only source in 

identifying our population might be a disadvantage. Even though this list was 

recently updated when we selected the blogs to examine, there is always a 

risk that it does not correspond to reality. Some executives on the list may 

have stopped blogging and other executives that are operating blogs may not 

be present on the list. However, based on the fact that several authors on the 

topic of corporate blogging state that TheNewPR is a reliable source of 

information, we believe that we have been able to find a representative list of 

executive bloggers.  

 

4.4 Sampling method 
 

Considering the time restraint for this dissertation and, more importantly, the 

fact that we do not need to study our entire population to generate results, a 

non probability sampling method has been used when selecting cases for our 

study. Non probability sampling is characterized by the fact that it is 

unknown how big of a chance or probability  people or cases from ones 

population have to be selected (Christensen et. al., 2001). A non probability 

sampling method is preferable when conducting a qualitative analysis, in 

which one may need to undertake an in depth study of one or a few cases in 

order to answer ones research questions and objectives. Furthermore, one 

does not seek to make any statistical conclusions from the sample 

(Christensen et. al., 2001; Saunders et. al., 2007). 
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Given the qualitative nature of our dissertation, we have implemented the 

purposive sampling technique when selecting our cases. Saunders et. al. 

(2007) define purposive sampling as a technique that “enables you to use 

your judgment to select cases that will best enable you to answer your 

research question(s) and to meet your objectives” (Saunders et. al., 2007, p. 

230). Furthermore, Saunders et. al. (2007) argue that this technique is 

common when using the case study strategy, when one wishes to “select 

cases that are particularly informative” (Saunders et. al., 2007, p. 230).   

 

Sweetser and Metzgar (2007) suggest that when examining blogs, it is 

important to mainly focus on blogs from a best practice perspective. 

However, it is of course hard to define what best practice actually is, since no 

study found by us has reflected upon this. To try to make our study more 

focused on blogs that might be considered to be best practice blogs, we 

decided to focus our research on the most popular executive blogs. Our study 

is based on the selection of the top three top blogs during a period of two 

months. We believe that this is an adequate choice to fulfill the criteria 

suggested by Christensen et. al. (2001), to examine a few cases at a specific 

occasion or over time, as mentioned earlier in this chapter. To rank the blogs 

by popularity, we used Technorati, a blog search engine, and conducted a top 

40 list. The fact that we conducted a list of 40 executive blogs may seem 

unnecessary, since we have only examined three blogs. However, as will be 

discussed further below, we initially aimed to examine a greater population 

of blogs. In addition to this, we also suspected that all blogs on our list might 

not meet the criteria set for our population, which would be the case if for 

example an executive had ceased to operate his blog.  

 

After examining these top 40 names, we unfortunately discovered the list to 

be inaccurate in some cases. The blogs of Jeff Jarvis, Loic Le Meur, and 

David Armano were taken of our list, since these persons no longer held 

executive positions. To get the accurate information on the executives’ actual 

position status, we made Internet searches on their names and examined the 

websites of their respective companies. Table 4.1 on the next page shows the  
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final top three names that correspond to our population criteria. The blog rank 

numbers presented in table 4.1 are based on the approximately 108 million 

blogs that were tracked by Technorati in October 2007.  

 

Table 4.1 Blogs examined 
Sources: TheNewPR, 2007; Technorati, 2007b, c, d 

EXECUTIVE COMPANY BLOG BLOG RANK 

Mark Cuban HDnet, Dallas Mavericks www.blogmaverick.com # 552 

Jonathan Schwartz Sun Microsystems www.blogs.sun.com/jonathan # 947 

David Sifry Technorati www.sifry.com/alerts # 2280 

 

4.5 Data analysis process  
 

As mentioned initially in this chapter, we have decided to conduct our data 

analysis according to the model developed by Christensen et. al. (2001), who 

mainly built their arguments on suggestions made by Miles and Huberman 

(1994). In this model, the data is processed in three concurrent steps, which 

will be described below.  

 

4.5.1 Data reduction 
 

The first step of the qualitative analysis process is the data reduction process, 

in which the material is made easier to overview (Christensen et. al., 2001). 

In this step, collected data is being selected, focused, simplified, abstracted, 

and transformed in order to reduce the original amount of information (Miles 

& Huberman, 1994). In practice, data reduction can be made by coding the 

material, by searching for key words or key sentences and give these specific 

codes to make it easier to find patterns in the material that is being analyzed 

(Christensen et. al., 2001). Reducing data can also be done by writing 

summaries or finding themes (Miles & Huberman, 1994). The overall 

purpose of this approach is to make the structuring of the material more 

simple. Most data reduction is made when the material for the analysis has 

been collected, but some reduction is given by the research questions, the 
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choice of cases to study, the data collection approach, and the theoretical 

framework of the research, since these provide the basic guidelines and 

limitations, or in other words the focus, of the analysis (Miles & Huberman, 

1994).  

 

In our research, we have reduced data found on the executive blogs by using 

Microsoft Words sheets. In these Word sheets, we have recorded relevant 

data, relevant data being defined as data suitable to answer our research 

questions, found in blogposts and reader comments. Furthermore, we have 

used the Word sheets to write down key words and key sentences with the 

purpose of reducing the original amount of information. When simplifying 

the material by reducing the original amount of data, Miles and Huberman 

(1994) point out that it is important not to strip data from the context in which 

it occurs, in order not to overlook important patterns or draw false 

conclusions. To overcome this problem, we have also added brief 

descriptions of the context in which key words and key sentences occurred in 

our Word sheets.  

 

4.5.2 Data structuring 
 

The next step of the analysis process is to structure the reduced material by 

connecting and relating the key content found, to find patterns and make the 

material more accessible for further analysis (Christensen et. al., 2001). In 

this process, content is grouped and connected into conceptual categories, 

which in turn may be suitable to be further grouped into main categories, 

linking the material together. This step might reveal that some information is 

missing to describe the phenomenon being researched, suggesting further 

collection of data (Christensen et. al., 2001). It is of great importance not to 

force material into groups that has been chosen in advance, but to let the 

material guide to which groups should be formed in order to be able to draw 

relevant and truthful conclusions from the analysis. The process of 

structuring the data is finished when no further keywords or categories found 

can be fitted together (Christensen et. al., 2001). 
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In our research, we initially structured the data by finding patterns in the key 

word and key sentences collected in our Word sheets. When patterns could be 

found, key words and key sentences were grouped into categories. In some 

cases, such categories could also be grouped together, forming main 

categories. Thus, the material has led us to the categorization of data, 

meaning that we have not forced material into categories defined in advance. 

However, the research questions of this dissertation of course led us to what 

data to collect, meaning that data we have not found useful for answering our 

research questions has not been collected. After structuring the key words 

and key sentences into categories, we have used Microsoft Excel sheets to 

further reduce and structure the information found. In these Excel sheets, we 

have mainly used figures to describe the material, counting if a certain 

indication could be found in blogposts and comments.   

 

As mentioned above, it is suggested by Christensen et. al. (2001), and also by 

Miles and Huberman (1994), that this step might reveal that some data 

necessary to fully describe the phenomenon being discussed might be 

missing, suggesting that further data should be collected until no more 

information describing the phenomenon can be found. However, given the 

limited amount of time for this dissertation, we have not been able to follow 

this recommendation. Due to our time limitation, our research is limited to 

examining blogposts during the time period January – February 2007 on the 

three most popular executive blogs. Furthermore, our analysis of comments is 

limited to the first 20 comments of each blogpost. Given these limitations, 

there is a risk of that we have not been able to find all relevant information to 

answer our research questions. However, we believe that we have been able 

to find interesting indications in the material being examined.  

 

4.5.3 Data display 
 

The third step of the qualitative data analysis process is the data display, in 

which the structured data is visualized to make it easier to overview and draw 
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conclusion from (Christensen et. al., 2001; Miles & Huberman, 1994) 

Historically, data was most frequently displayed as extended text, but Miles 

and Huberman (1994) argue that extended text is a poor way of displaying 

information, since the human mind is not very powerful to process large 

amount of information. Displaying information by using extended text may 

lead to information overload and hasty drawn conclusions which might not 

reflect the actual findings correctly (Miles & Huberman, 1994). Given this, 

data is better displayed by using simplified models such as matrices, charts, 

graphs, and networks in order to be useful for drawing conclusions from 

(Christensen et. al., 2001; Miles & Huberman, 1994).  

 

As described above, we have used Microsoft Excel sheet in our process of 

structuring the relevant data found on the blogs examined. From our point of 

view, these Excel sheets are also useful for visualizing our data when 

discussing our findings. Therefore, we have decided to mainly use tables to 

present the results in our analysis chapter. However, we believe that models 

are easier to overlook when summarizing our total findings. Therefore, we 

have decided to use models to visualize our findings in our final chapter, in 

which our conclusions are drawn.    

 

4.5.4 Three concurrent steps 
 

As mentioned above, all three steps used in our data analysis are concurrent. 

Thus, one step is not isolated from the others, but the steps are rather running 

parallel. In addition to this, the steps are also concurrent with the collection of 

data. The reason that the data analysis is concurrent with the data collection is 

that the analysis is conducted by a human being. The human mind is not able 

to be totally objective. Furthermore, the human mind thinks one step ahead of 

the task being performed, even though it may be subconscious, unable not to 

do so. Thus, collection of data leads to reduction due to limitations set up in 

advance. Furthermore, the reduction of data leads to ideas on how the data  
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should be structured and visualized. This makes the analysis of data a 

continuous process that needs to be well documented in order to help the 

researchers learn from the process (Miles & Huberman, 1994).  

 

As mentioned earlier, we have used Microsoft Words and Excel sheets in our 

data collection, data reduction, and data structuring process. To learn from 

the process, the Words sheets have also been used as memos, in which 

thoughts continuously have been written down to make us learn from the 

analysis process.  

 

4.6 Pilot study 
 

A pilot study is by Saunders et. al. (2007) explained as a “small scale study to 

test an […] observation schedule, to minimise the likelihood of […] data 

recording problems as well as to allow some assessment [...] of the data that 

will be collected” (Saunders et. al., 2007, p. 606) and is argued to be made on 

a case as similar as possible to the final population in one’s sample.  

 

We chose to conduct our pilot study on the blog authored by Robert Scoble, 

who did no longer hold an executive position at the time of our sample 

selection, but who was mentioned to be popular in the better part of the books 

and articles we have read concerning corporate blogging. Our aim of this 

pilot study was to see to what extent we could study the different indications 

of trust through blogging presented in our theoretical model for building trust 

with executive blogs. Initially, we aimed to use a text analysis program in 

order to be able to examine larger amounts of data compared to if the 

executive blogs should be analyzed manually. Furthermore, using a text 

analysis program would make it easier to examine more sensitive categories, 

involving expressions of feelings. However, we were not able to use a text 

analysis program, which forced us to make some changes in our initial 

theoretical model.  
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As described earlier, a qualitative analysis process is often useful for 

describing underlying reasons for a phenomenon. Furthermore, a qualitative 

analysis process is characterized by the fact that the material should lead to 

the categorization of the material. When conducting our pilot study, the 

material indicated that some categories of our initial model needed to be 

regrouped. Our pilot study also indicated that a few more categories 

describing how trust is built through executive blogs could be added to our 

model. The fact that new categories could be created led us to make some 

further changes in our theoretical model for building trust with executive 

blogs. Our revised theoretical model is presented in our analysis chapter.  

 

Finally, conducting the pilot study also made us realize that we had to narrow 

our examination of readers’ comments down to include only the top 20 

comments. Given the fact that some blog posts generated several hundred 

comments, it would have been impossible for us to examine them all. It was 

our wish to examine the amount of posts which would lead us to a theoretical 

satiation, but we found this to be impossible to implement due to the time 

restraints of this dissertation.  

 

4.7 Limitations of methodology chosen 
 
In our theoretical framework, we bring up the argument of blogs being 

promoted as a tool for two way communication. Given this fact, some may 

argue that we could have increased the validity of this dissertation by 

conducting some kind of interviews with the authoring executives by the use 

of their blogs. To actually get an executive to confirm our research objective 

would of course endorse our argumentation for executive blogs being used to 

build trust. The reason to why we did not implement such an approach is that 

even though we believe blogs to generate a two way communication, there is 

no guarantee that the executives would chose our request to answer. 

Furthermore, we could have validated our findings by interviewing readers, 

asking them if they perceived the blogging executives to be trustworthy.  
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However, we believe that it might had been difficult to get answers from a 

representative amount of readers commenting on the blogs examined, since 

some of them would be difficult to contact.  

 

As mentioned earlier, we conducted a pilot study of a blog which resulted in 

the realization of yet another limitation, namely not being able to use a text 

analysis program. Miles and Huberman (1994) as well as Christensen et. al. 

(2001) argue that computer software can be a useful tool when analyzing 

qualitative data. Initially, we aimed to use a text analysis program in our 

examination of executive blogs, since doing so would make it possible to 

process larger amounts of data. Furthermore, using a text analysis program 

would also decrease the risk of us influencing the material with our own 

interpretations. Not influencing the material is, from our point of view, 

especially important when examining more sensitive categories involving 

expressions of feelings.  

 

Given our limitations of financial funds, we did not have the possibility to 

spend any money on purchasing text analysis software. We were able to find 

free sample software of the text analysis program General Inquirer on the 

Internet. However, this free sample software did not have the capacity to 

analyze the large amounts of text necessary for our examination. 

Furthermore, no manual on how to interpret output produced by the software 

could be found, making us unable to interpret the results of the machine aided 

analysis. Therefore, we decided to analyze the material manually, which 

forced us to limit the amount of blogposts and comments to be analyzed. 

Furthermore, not being able to use a text analysis program made us change 

some of the categories expressing feelings in our initial theoretical model for 

building trust with blogs, since we feared that we would influence the 

material too much with own interpretations on what was being written. 

However, not using a text analysis program is not entirely negative, since we 

believe that human beings are better to analyze findings in their right context, 

making some results more valuable compared to an analysis made by 

computer software.  

 



 90

Due to the problems discussed above, we made some changes in our initial 

theoretical model for building trust with executive blogs, to make it possible 

for us to examine the categories manually.  

 

4.8 Reliability 
 

Reliability deals with whether the findings of a study can be replicated or not 

if the study is conducted in an identical or similar way at a different occasion 

by other observers (Saunders et. al., 2007). Christensen et. al. (2001) argue 

that reliability as a concept is irrelevant in determining the value of a 

qualitative study, due to the changeable reality of a studied context. 

Christensen et. al. (2001) believe that it is impossible to gain identical results 

if the study is replicated by others, or even oneself, at a different occasion. 

 

As mentioned earlier, it is impossible for a human being conducting an 

analysis to stay totally objective. Furthermore, it is impossible for a human 

being not to influence the final conclusions in any way, since human beings 

have preconceived beliefs. Therefore, we have probably influenced the 

outcome of our analysis, even though we have tried hard not to do so. One 

also has to take into consideration that we are three individuals examining 

three different blogs. Since we, of course, differ as individuals and the blogs 

examined differ from one another, this may indicate a risk of inconsistent 

classifying of data collected.  

 

Data are collected from blogposts published in January and February 2007, 

and we strongly disbelieve that this data would change. Based on that 

argument, one could argue for the possibility of replicating our study. 

However, as mentioned earlier the reality of a studied context is changeable, 

which enable the perceptions of what creates trust in an online environment 

to change. Based on the discussion above, we believe the reliability of this 

dissertation to be low.   
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4.9 Validity 
 
Saunders et. al. (2007) give two explanations to the meaning of validity. 

They initially point out that validity seeks to measure “the extent to which 

data collection method or methods accurately measure what they were 

intended to measure” (Saunders et. al., 2007, p. 614), and also argue that 

validity seeks to measure “the extent to which research findings are really 

about what they profess to be about” (Saunders et. al., 2007, p. 614), which 

implies the reflection of credibility of the findings. When discussing 

qualitative analysis processes, Christensen et. al. (2001) argue that one has to 

find other benchmarks than to what extent one succeeded to measure a 

phenomenon, due to the lack of quantitative implementations of a qualitative 

study. They further argue that the validity of a qualitative analysis is based on 

how systematic one has been in the collection of data and during the analysis 

process, as well as how detailed and open one is with the research process.  

 

One aspect of validity yet not mentioned is to what extent one has managed 

to achieve a theoretical satiation during the research. For a study to have a 

high validity, it is important that the researcher has not drawn any precipitous 

conclusion, but rather taken time to collect all necessary data to support the 

research objectives (Christensen et. al., 2001).  

 

As mentioned earlier in this chapter, we have not validated our findings by 

asking the blogging executives if their purpose is to build trust on their blogs, 

neither asked readers if they perceive blogging executives to be trustworthy. 

Based on that argument, one could argue that the validity of our research is 

low, since we do not know if trust is a relevant aspect to examine. However, 

we have aimed to present a broad theoretical framework on the topic of trust, 

showing that several of our findings are considered to be important aspects 

from a trust perspective. Based on that argument, we believe that we have 

been able to measure what we intended to do, increasing the validity of our 

research. Furthermore, we have tried to be systematical in our data collection 

and analysis process, which is positive for validity. Moreover, we have also 

aimed to be open with how our research has been conducted, once again an 
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aspect that is considered to be positive for validity. However, time limitation 

for this dissertation has made it impossible for us to collect all relevant data 

to fully explain the phenomenon examined, which is influencing validity 

negatively. In conclusion, we have aimed to increase the validity of this 

dissertation to be as high as possible given our limitations. However, some 

aspects discussed earlier are argued to have a negative impact on validity. 

Therefore, we cannot argue that the findings of our examination are totally 

valid.  

 

4.10 Generalizability  
 
Generalizability seeks to explain whether findings in a particular study may 

“be equally applicable to other research settings” (Saunders et. al, 2007, p. 

151), which in our case would be other executive blogs. Christensen et. al. 

(2001) argue that it is fully possible to generalize results conducted from a 

qualitative study and analysis as long as one do not seek to statistically 

generalize the results, which means trying to explain results in terms of how 

common a phenomenon is, or how often it occurs. We argue that we have 

made it very clear in our discussions that we do not aim to generalize our 

results statistically. However, we believe that the generalizability of our 

findings is limited. In this dissertation, we have presented our findings of 

indications of that executive blogs may be used for building trust and that 

trust may be created, based on an examination of the three most popular 

executive blogs. We do not argue these findings to be applicable to all 

executive blogs. Thus, we believe that the generalizability of our findings is 

rather low.  

 

4.11 Summary  
 
In this chapter, we have discussed our empirical methodology in a detailed 

manner. We have stated that our analysis will be based on a qualitative 

process, using the case study approach as our research strategy. Furthermore, 
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we have presented our population, explained our selection method, and also 

given a brief presentation of our pilot study. Moreover, we have in detail 

explained the three steps of our data analysis process and concluded the 

chapter with a presentation of limitations and a discussion about the 

reliability, validity and generalizability of our research. 
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CHAPTER 5 
ANALYSIS 

_____________________________________ 
 

In this chapter, the results of our research of executive blogs are presented 

and commented upon. We start by presenting a revised theoretical model for 

building trust with executive blogs, created after our pretest of the initial 

theoretical model. Thereafter, our findings connected to executive actions that 

may signal trustworthiness are presented. We then move on to present 

findings of site design aspects that may create a trustworthy environment. 

Finally, we present our findings of reader actions that may indicate that trust 

is created through the executive blog.  

_____________________________________ 

5.1 Revised theoretical model for building trust with executive   
blogs 

 

As mentioned in our empirical methodology chapter, our pilot study and the 

fact that we could not use a text analysis program led us to create a revised 

theoretical model for building trust with executive blogs. In our pilot study, 

we found that some categories were hard to test, since we could not 

automatically analyze the material by using a text analysis program. Not being 

able to do so made us believe that we probably would influence the material 

too much with our own interpretations, leading to less valuable results. 

Therefore, the categories “Communicating Honesty and Concern” and 

“Openness” were removed from our analysis of executive actions signaling 

trustworthiness. Furthermore, we found that the “Effort and Responsiveness” 

category was better suited for being split up, giving effort a category of its 

own. We also found that responsiveness could be grouped with 

acknowledgement, forming a new combined category. Furthermore, we found 

it difficult to test the categories “Positive Wording” and “Gained 

Enlightenment” in our analysis of readers signaling perceived trustworthiness, 

once again due to the fact that we could not analyze the material using a text 
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analysis program. However, clear expressions of gained enlightenment and 

positive wording could be included in our new category “Expressions of 

Liking”. 

 

Our pilot study also indicated that other categories connected to trust could be 

created when analyzing readers signaling perceived trustworthiness. We also 

found it more appropriate to adjust one site design category, revising the 

“Photographs and Graphics” category into a “Photographs and Videos” 

category. Our pilot study suggested that our examination of executive blogs 

from a trust perspective could lead to more interesting results if the theoretical 

model was revised. Therefore, we decided to create a new theoretical model 

for building trust with executive blogs, which we have used as a foundation 

for our analysis. Our new theoretical model is presented in figure 5.1 below, 

followed by explanations of the new categories created in this model. We 

have decided not to explain categories included in our first theoretical model, 

since explanations of these categories can be found in our theoretical 

framework. However, we will present descriptions for categories split up or 

combined together. 

 

 
 

Figure 5.1Revised theoretical model for building trust with executive blogs 

Executive signaling trustworthiness: 
- Effort 
- Communicating Thought Leadership 
- Disclosing Personal Information 
- Reader Involvement 
- Responsiveness and Acknowledgement 

Signaling trustworthy online environment: 
- Photographs and Videos 
- Menus 
- External Links 
- Branding and Adverts 
- Social Cues 

Readers signaling perceived trustworthiness: 
- Effort 
- Willingness to Share Information 
- Giving and Getting Help 
- Expressions of Interaction 
- Expressions of Liking 

Trust created through the 
executive blog 
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5.1.1 Revised categories of executives’ actions 
 

In our new theoretical model for building trust with executive blogs, we have 

given effort a category of its own and also combined responsiveness and 

acknowledgement into one category. These new categories are described 

below. 

 

5.1.1.1 Effort 
 

In our new theoretical model, effort is given a category of its own. It is argued 

that the effort of the blogger is connected to trust, since the effort reflects 

upon whether he/she takes blogging seriously. According to literature on the 

topic of corporate blogging, being perceived as a serious blogger is important 

for gaining trust within the blogosphere. Therefore, we consider effort, 

characterized by the length and frequency of blogposts, to be interesting to 

examine from a trust perspective.  

 

5.1.1.2 Responsiveness and acknowledgement 
 

Being responsive, by replying quickly and frequently to readers’ comments, is 

considered to be positive for trust since it indicates that one is willing to 

interact. Responsiveness is tied to competence, credibility, and ability as well 

as benevolence and integrity. Thus, analyzing the executive’s responsiveness 

by looking at the frequency and length of replies may be interesting from a 

trust perspective.  

 

Finally, involving the readers, for example by asking for their opinions, also 

brings some responsibility on the executive’s behalf. From a trust perspective, 

acknowledging issues pointed out by readers is considered to be important. 

Therefore, we consider analyzing executive blogposts and comments for 

expressions of acknowledgement of opinions gained to be important. 
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5.1.2 Revised categories of site design 
 

In our new theoretical model, the “Photographs and Graphics” category has 

been revised into a “Photograph and Videos” category. The new category is 

described below. 

 

5.1.2.1 Use of photographs and videos 
 

It is argued that the use of photographs and other graphics are useful for 

creating a trustworthy site. However, using too many photographs may have a 

negative impact on trustworthiness, since it makes it difficult to navigate on 

the site. The use of photographs is connected to the graphic, structure and 

social cue design of a site. It is also argued that the use of colors may affect 

the perceived trustworthiness of a website, but since we find this aspect hard 

to analyze, we have decided not to study the colors used on the blogs chosen 

for examination.  

 

Apart from using photographs in posts, blogs also open up the possibility to 

include media such as videos. We argue that videos partially can be 

considered to be a graphical medium. Therefore, we also find it relevant to 

look for the presence of videos in the executives’ blogposts. Based on the 

literature on online trust, we consider the use of photographs and videos to be 

relevant when examining executive blogs from a trust perspective. 

 

5.1.3 Revised categories of readers’ actions 
 

In our new theoretical model for building trust with executive blogs, we have 

added four new categories describing how readers may signal perceived 

trustworthiness. These new categories are described below. 
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5.1.3.1 Willingness to share information 
 

As mentioned in our initial theoretical model for building trust with executive 

blogs, the readers’ effort may indicate if trust is being created, since the 

willingness to share information is greater in a trusted environment. A 

willingness to share information is connected to the antecedents benevolence 

and integrity, indicating that the readers trust the blogging executive not to use 

information shared opportunistically. Moreover, readers sharing information 

indicates that the blogging executive’s ability is trusted. However, readers’ 

actions may be an insufficient measure of whether information is actually 

being shared, since readers’ comments may not have any connection to the 

topic being discussed. Therefore, we also find it relevant to examine readers’ 

comments to see if opinions and information are being shared.  

 

Furthermore, we also find it relevant to examine if readers are disclosing 

personal information in their comments. Disclosing personal information 

indicates a willingness to trust others. Thus, readers disclosing personal 

information may indicate that they are willing to trust the blogging executive, 

which may indicate that trust is created through the executive blog.   

 

5.1.3.2 Giving and getting help  
 

As mentioned, readers’ effort may also indicate that they are willing to help 

the blogging executive, which is an expression of benevolence. However, just 

looking at the effort of the readers is an insufficient measurement of their 

willingness to help, since it does not show if the readers are actually trying to 

help the blogging executive. Therefore, we find it relevant to examine readers’ 

comments to see if they are expressing a willingness to help the blogging 

executive.  

 

Furthermore, expressing a willingness to get help may indicate that the 

blogging executive’s competence is trusted, since the readers by asking for 
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help show that they trust the executive to answer their questions. Moreover, 

asking for help may indicate that the executive’s benevolence is trusted, since 

the readers by asking for help show that they believe that the executive will 

help them. Therefore, we also find it interesting to examine readers’ 

comments to see if they are expressing a willingness to get help from the 

blogging executive.  

 

5.1.3.3 Expressions of interaction 
 

According to trust theory, interaction may lead to liking and trust. 

Furthermore, it is argued that seeing the interaction partner as less of a 

stranger and more of an acquaintance or friend may be positive for trust. 

Therefore, we find it relevant to examine readers’ comments to see if it is 

possible to find indications of the readers perceiving that they are 

communicating directly with the blogging executive.  

 

5.1.3.4 Expressions of liking 
 

Theoretically, interaction, for example through the blog medium, leads to 

liking and trust. Furthermore, expressions of liking are connected to the 

antecedent benevolence. Since liking is argued to be interconnected with trust, 

we find it relevant to examine readers’ comments to see if expressions of 

liking can be found. 

 
 

5.1.4 Comments on the revised theoretical model 

 

As mentioned above, Saunders et. al. (2007) define validity as to which extent 

a study measures what it is supposed to measure, and that findings really 

reflect upon what they are supposed to. Modifying our model might of course 

be negative for validity, since it may lead to a less valuable measurement of 

trust. However, when conducting a qualitative research, it is also important 

not to force material into categories decided in advance, and to learn from the 
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analysis process (Christensen et. al., 2001). There are several reasons of that 

we changed our theoretical model, one being that we feared that we would 

influence the material in some categories too much when analyzing it 

manually. However, we also changed some categories due to the fact that the 

new categories created fitted better with the material we could find on the 

blogs, meaning that we to a greater extent let the material lead us to the 

categorization. Moreover, some of the categories from the original model are 

included in our new model, but under new category names.  

 

We find it important to point out that the new categories created all are 

relevant to examine from a trust perspective. Therefore, we argue that the 

creation of a new model has not affected validity negatively, but rather 

positively, since our new model is better fitted for examining executive blogs.  

 

5.2 Executives’ actions 
 

As argued in our theoretical framework, we consider the blogging executive’s 

actions to be an indicator of whether the executive blog is used for building 

trust, since these actions send signals of trustworthiness. In this part of our 

analysis, we will present findings of actions we find relevant when building 

trust, based on our revised theoretical model for building trust with blogs, 

presented earlier in this chapter. We will present results of the bloggers effort, 

indications of that the executive is communicating thought leadership on his 

blog, findings connected to the disclosure of personal information, findings of 

the executive trying to involve his readers, and indications of that the blogging 

executive is responsive and acknowledges the readers’ responses.  

 

5.2.1 Effort  
 

Effort reflects upon the time the executive spends on the activity of blogging. 

We have measured effort by looking at the number of posts and how long the 

respective posts are. Furthermore, frequent updates are connected to trust, 

since it reflects upon the long-term engagement of the blogger. Therefore, we 
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have also examined how frequently the blogger updates his blog. In table 5.1 

below, we have summarized our findings based on blogposts during the period 

January – February 2007. 
 

Table 5.1 Executives’ effort 

January - February 2007 Cuban Sifry Schwartz Average 
Posts 18 24 8 17 
Length (words) 11,659 4,011 4,122 6,597 
Average Length Posts 648 167 515 443 
Frequency (Days/Posts) 3.3 2.5 7.4 4 
Updates/Week  2 3 1 2 

 

In table 5.1 above, the total amount of posts, the posts total length measured in 

amount of words, the average length of the posts, the frequency of updates, 

and the average number of updates per week are presented for each executive 

blog examined. Furthermore, averages for all three blogs on the studied 

aspects are presented. As shown in the table, our findings suggest that the 

average executive blogger is updating his blog every fourth day, which, put 

another way, means about two times a week, writing posts of approximately 

450 words each time. It is of course hard to analyze whether this effort can be 

considered to be large or small, since we do not have any measure of effort to 

compare our results to. From our point of view, effort can probably be seen as 

something highly subjective; one person might consider a post of 450 words 

to be long and another person may consider it to be rather short. However, 

given that the blogs studied are maintained by executives, persons that can be 

considered to have a rather small amount of time to spend on different 

activities, we argue that a post consisting of 450 words written every fourth 

day can be considered a rather large effort. When considering the frequency of 

updates, Cohen & Krishnamurthy (2005) argue that a blog not updated in two 

months could be considered to be inactive. In comparison to this, we argue 

that 17 updates during the same period of time can be considered to be an 

indication of an active blog. Based on the discussion above, we argue that the 

executives maintaining the blogs studied do put effort into frequently writing 

and updating their blogs with new material.  
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When looking at differences between the three blogs studied, the results 

presented in table 5.1 above show that David Sifry mainly puts effort into his 

blog by updating it frequently with shorter posts, whilst Jonathan Schwartz 

rather puts effort into writing longer posts, not updating his blog more than on 

average once a week. In comparison, Mark Cuban puts most effort into his 

blog, updating it frequently with rather long posts.   

 

5.2.2 Communicating thought leadership 
 

As mentioned in our theoretical framework, executive blogs can be used for 

communicating thought leadership, thus trying to position the blogging 

executive as the perceived thought leader of the company’s line of business. 

From a trust perspective, communicating thought leadership is connected to 

the antecedents competence, credibility, and ability. From our point of view, 

an executive can communicate thought leadership by discussing company 

related aspects, as well as discussing other companies. Furthermore, thought 

leadership can be communicated by discussing issues related to the company’s 

own business field, as well as discussing other business fields. Moreover, 

discussing products, services, and events can be connected to communicating 

thought leadership. Finally, we argue that stating opinions on different topics 

in an expression of thought leadership.  

 

We have found content which can be connected to communicating thought 

leadership on all blogs examined. In table 5.2 on the next page, our findings of 

content indicating that thought leadership is communicated are presented. In 

this table, we present the amount of posts in which thought leadership is 

communicated, as well as a percentage of communicated leadership in relation 

to the total amount of posts examined. 
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Table 5.2 Executives communicating thought leadership 

 Cuban Sifry Schwartz Total Average 
Leadership 17 20 8 45 15.0 
% Leadership/Posts 94.4% 83.3% 100.0% 90.0% - 

 

As shown in table 5.2, and as mentioned above, we have found indications of 

that thought leadership is communicated on all blogs. On average, an 

executive blogger communicate thought leadership in nearly all posts. Thus, 

we argue that we have been able to find strong indications of that the 

executive blog is being used for communicating thought leadership. When 

comparing the blogs examined, Jonathan Schwartz is the blogger who 

communicates thought leadership to the greatest extent, doing so in all posts 

examined. This may be explained by the fact that Schwartz’s blog is closely 

interconnected to his company, Sun Microsystems, and that Schwartz mainly 

focus on discussing technology and other aspects connected to the company. 

Below, we will present our findings of which topics connected to thought 

leadership that are discussed on the blogs.  

 

5.2.2.1 Company related content 
 

As mentioned above, discussions related to the executive’s own company, as 

well as discussions related to other companies, such as competing ditto, are 

relevant to examine when looking at if the executive is communicating 

thought leadership on his blog. However, too many positive discussions 

connected to the executive’s own company can be seen as a marketing 

activity, which may have a negative impact on trust since it affects credibility 

negatively. Therefore, we find it interesting to see to what extent the executive 

is blogging about his own company, in comparison to other findings we argue 

to be connected to communicating thought leadership. Furthermore, we find 

the balance between discussions connected to the executive’s own company 

and other companies to be interesting. Finally, we also find it interesting to 

see if discussions regarding the executive’s own company and other 

companies are positive or negative. In table 5.3 on the next page, our findings 

of company related content are presented.  
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Table 5.3 Company related content in blogposts 

Company Related Cuban Sifry Schwartz Total Average 
Own Positive (OCP) 4 5 4 13 4.3 
% OCP 5.6% 13.5% 21.1% 10.2% - 
Own Neutral (OC0) 2 2 1 5 1.7 
% OC0 2.8% 5.4% 5.3% 3.9% - 
Own Negative (OCN) 0 1 0 1 0.3 
% OCN 0.0% 2.7% 0.0% 0.8% - 
Other Positive (OTP) 1 2 2 5 1.7 
% OTP 1.4% 5.4% 10.5% 3.9% - 
Other Neutral (OT0) 8 2 0 10 3.3 
% OT0 11.3% 5.4% 0.0% 7.9% - 
Other Negative (OTN) 2 0 1 3 1.0 
% OTN 2.8% 0.0% 5.3% 2.4% - 

 

As shown in table 5.3, we have found company related content on all blogs 

examined, most frequently content about the executive’s own company. 

However, we do not consider the amount of discussions connected to the 

executive’s own company to be so extensive that the content can be seen as 

merely being marketing messages. This may also be supported by the fact that 

the average executive blogger is writing about as much about other companies 

as he does about his own company. Moreover, the average blogger is not very 

surprisingly mostly positive in comments about his company. When looking 

at whether the average executive blogger is positive or negative in his 

comments about other companies, our findings indicate that most comments 

are positive or neutral. This may be positive for trust, since it gives an 

indication of the material being unbiased, which affects credibility positively. 

This would not be the case if a majority of comments regarding competing 

companies would be negative.  

 

When comparing the blogs examined, Jonathan Schwartz is the blogger who 

writes most about company related issues on his blog. As discussed above, 

this is explained by the fact that Schwartz blog is more interconnected with 

his company in comparison to the other bloggers. Our findings also reveal that 

Mark Cuban writes about other companies more often than he does about his 

own company. In the case of Cuban, he is the CEO of both television 
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broadcasting company HDNet and NBA basketball team Dallas Mavericks. 

Thus, both comments regarding companies and sports teams are relevant 

when examining company related discussions on his blog. We also find it 

interesting to point out that Schwartz is negative in his comments about his 

own company in one of his posts. In this post, Schwartz has, by actively 

monitoring the blogosphere, found a post written by a dissatisfied customer on 

another blog. Schwarz solves the problem for the customer, and also writes a 

post about this, which seem to be very appreciated by his readers. This is 

interesting since openness expressed in a way like this is considered to be 

positive for trust.    

 

5.2.2.2 Business related content 
 

From a trust perspective, communicating knowledge about industries and 

markets are positive for competence, credibility, and ability. Therefore, we 

find it relevant to look for content connected to the executive’s company’s 

line of business, as well as discussions regarding other business fields when 

looking at executives communicating thought leadership. In this category, we 

have focused on looking for business related content not connected to a 

certain company in the blogposts examined. Apart from looking at how much 

of content connected to communicating thought leadership that can be tied to 

business related topics, we have also examined if discussions regarding the 

executive’s own line of business and other business fields are positive, 

neutral, or negative. As discussed above, too much focus on positive aspects 

of one’s own line of business may be considered to be marketing messages, 

which may influence trust negatively. In table 5.4 on the next page, our 

findings of business related content in the blogposts examined are presented.  
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Table 5.4 Business related content in blogposts 

Business Related Cuban Sifry Schwartz Total Average 
Own Positive (OBP) 7 0 0 7 2.3 
% OBP 10.0% 0.0% 0.0% 5.6% - 
Own Neutral (OB0) 6 0 0 6 2.0 
% OB0 8.6% 0.0% 0.0% 4.8% - 
Own Negative (OBN) 6 0 0 6 2.0 
% OBN 8.6% 0.0% 0.0% 4.8% - 
Other Positive (OFP) 2 0 0 2 0.7 
% OTP 2.9% 0.0% 0.0% 1.6% - 
Other Neutral (OF0) 2 1 0 3 1.0 
% OT0 2.9% 2.7% 0.0% 2.4% - 
Other Negative (OFN) 4 0 0 4 1.3 
% OTN 5.7% 0.0% 0.0% 3.2% - 

 

As shown in table 5.4, the average executive blogger discusses business 

related topics quite frequently on his blog. However, when comparing the 

blogs examined, table 5.4 reveals that nearly all business related content is 

found on Mark Cuban’s blog, whilst Jonathan Schwartz does not discuss 

business related topics not connected to a certain company at all on his blog 

and David Sifry does so only once. Mark Cuban mainly discusses his own line 

of business on his blog, being positive, neutral, and negative in his comments. 

Moreover, he also discusses other lines of business. Being both positive and 

negative about ones own line of business, as well as discussing other lines of 

business, may be positive for trust, since it may give a perception of the 

content being unbiased.   

 

5.2.2.3 Products, services, and events 
 

In our examination of executives communicating thought leadership, we have 

also looked at discussions about products, services, and events, since such 

discussions may indicate knowledge about industries and markets. As 

discussed in our theoretical framework, such knowledge may be positive for  
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perceived competence, credibility, and ability. Thus, discussions regarding 

products, services, and events may affect trust positively. In table 5.5 below, 

our findings of content regarding products, services, and events are presented. 

 

Table 5.5 Content regarding products, services, and events in blogposts 

 Cuban Sifry Schwartz Total Average 
Products (PR) 5 3 3 11 3.7 
% PRP 7.1% 8.1% 15.8% 8.7% - 
Services (SR) 2 5 1 8 2.7 
% SRP 2.9% 13.5% 5.3% 6.3% - 
Events (EV) 0 6 1 7 2.3 
% EVP 0.0% 16.2% 5.3% 5.6% - 

 

As shown in table 5.5, we find content regarding products and services on all 

blogs examined and content regarding events on David Sifry’s and Jonathan 

Schwartz’s blogs. In total, the average executive blogger does discuss these 

aspects to some extent. When comparing the three blogs, Jonathan Schwartz is 

the blogger writing most about products. This may be due to the fact that Sun 

Microsystems operates within a field where technological innovation is shown 

by frequent updates of products. Thus, discussing new products may be a way 

for Schwartz to communicate that he is competent and have knowledge about 

what is happening within Sun Microsystems’s line of business. David Sifry is 

the blogger who in comparison writes most about services, which can be 

explained by the fact that Technorati is providing services for its customers. 

Therefore, including information about such services in blogposts may signal 

that Sifry is competent, which is positive for trust. Furthermore, David Sifry is 

the blogger who writes most about events he is attending, which may be a way 

of signaling that he is working hard to be updated and to have fresh 

knowledge about business related issues. Doing so may be positive for 

perceived competence, credibility, and ability, which in turn affects trust 

positively. We also find it interesting to point out that Mark Cuban does not 

discuss products, services, and events to a large extent, compared to content 

about other aspects that can be connected to communicating thought 

leadership found in his blogposts.  
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5.2.2.4 Opinions 

 

Apart from communicating thought leadership by discussing company, 

business, and product related aspects in blogposts, we argue that stating 

opinions in blogposts may be a way for executives to communicate thought 

leadership. Of course, opinions can also be considered to be a disclosure of 

personal information, since opinions may reflect upon the character of the 

blogging executive. However, we believe that by clearly stating his opinion, 

the executive is signaling that he has knowledge worth sharing on different 

topics being discussed. Thus, stating opinions may be a way of 

communicating competence, which, if perceived to be true, is positive for 

trust. In table 5.6 below, our findings of the executive sharing his opinions on 

different topics are presented. 

 

Table 5.6 Opinions expressed in blogposts 

 Cuban Sifry Schwartz Total Average 
Opinions (OP) 19 11 5 35 11.7 
% OP 27.1% 29.7% 26.3% 27.8% - 

 

As shown in table 5.6, the average executive blogger shares personal opinions 

quite frequently on his blog, this category responding to more than a fourth of 

all expressions we find relevant when examining communication of thought 

leadership. When comparing the blogs examined, table 5.6 does not reveal any 

significant differences between bloggers, suggesting that the blogging 

executives share their opinions on different topics to the same extent in their 

blogposts.  

 

5.2.3 Disclosing personal information 
 

As mentioned in our theoretical framework, disclosing personal information 

may affect trust positively, since doing so indicates that one is willing to trust 

others. From a trust perspective, disclosing personal information is mainly 

connected to the antecedents benevolence and integrity.  
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In table 5.7 below our findings of information we regard to be personal are 

presented. This table shows in how many posts personal information is 

disclosed, as well as a percentage of personal information in posts in relation 

to all posts examined.  

 

Table 5.7 Personal information in blogposts 

 Cuban Sifry Schwartz Total Average 
Personal Information 16 16 5 37 12.3 
% Personal Info/Posts 88.9% 66.7% 62.5% 74.0% - 

 

As shown in table 5.7, we have found content we regard to be of a personal 

character on all blogs examined. In total, the average executive blogger 

discloses personal information in a majority of his posts. When comparing the 

three blogs examined, Mark Cuban is the blogger most frequently disclosing 

personal information in his posts, whilst Jonathan Schwartz and David Sifry 

do not disclose personal information as frequently. This may be explained by 

the fact that Jonathan Schwartz’s and David Sifry’s blogs are more connected 

to their respective companies, whilst Mark Cuban to a greater extent is 

blogging about other issues.   

 

5.2.3.1 Different types of personal information 
 

When examining content that can be considered to be disclosure of personal 

information, we have found three different types of personal information 

disclosed on the executive blogs examined. Therefore, the disclosing personal 

information can be divided into three underlying categories, related to family 

and friends, experiences, and stories. When examining these underlying 

categories, we have focused on if any content falling under one of them can be 

found in blogposts. Thus, we have not examined how many times a blogger 

writes about a topic falling under one of the categories, neither the length of 

content regarding one of these categories. For the first category, we examined 

posts to see if the blogger is writing about his family and friends. We have 

sorted blogposts under the second category if the blogger is sharing 



 110

experiences and under the third category if the blogger is telling a personal 

story in his post. Our findings of different types of personal information are 

presented in table 5.8 below, in which percentages of the underlying 

categories in relation to the total content connected to disclosing personal 

information also are presented.  

 

Table 5.8 Different types of personal information 

 Cuban Sifry Schwartz Total Average 
Family and Friends (FF) 2 8 2 12 4.0 
% FF 11.1% 29.6% 25.0% 22.6% - 
Experiences (EX) 7 13 2 22 7.3 
% EX 38.9% 48.1% 25.0% 41.5% - 
Stories (ST) 9 6 4 19 6.3 
% ST 50.0% 22.2% 50.0% 35.8% - 

 

As shown in table 5.8, we have found disclosure of all categories of personal 

information on all blogs examined. The average executive blogger is mainly 

sharing personal experiences and personal stories on his blog, writing less 

about family and friends. When comparing the blogs examined, David Sifry is 

the blogger writing most frequently about his family and friends as well as 

sharing personal experiences on his blog. When looking at sharing personal 

stories, Mark Cuban and Jonathan Schwartz are the bloggers doing so to the 

greatest extent.  

 

5.2.4 Reader involvement 
 

We have examined reader involvement by examining blogposts, looking for 

indications of that the blogging executive is trying to involve his readers, for 

example by asking questions or in other ways seeking feedback on what is 

written. To examine reader involvement, we have looked for questions in the 

executives’ blogposts, questions being defined as sentences ending with a 

question mark. Furthermore, we have looked for other expressions by which 

the blogger asks for feedback, comments, or stating that he is open for 

opinions. Moreover, we have also looked for sentences in which the blogger 
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asks the readers to get involved in company related activities in an on- or 

offline environment outside the blog, as well as meeting him in person. We 

have found indications of trying to involve the readers on all blogs examined. 

In table 5.9 below, results of indications of reader involvement are presented 

for all blogs respectively, as well as a total for all three blogs examined. 

Furthermore, averages for indications of reader involvement in each post are 

presented in this table. 

 

Table 5.9 Indications of reader involvement in blogposts 

 Cuban Sifry Schwartz Total Average 
Involvement (INV) 117 44 29 190 63.3 
Involvement/Posts 6.5 1.8 3.6 3.8 - 

 

As shown in table 5.9, and as mentioned above, we have found indications of 

trying to involve the readers on all three blogs examined. As shown in the 

total column, our results also indicate that the average blogger is trying to 

involve readers several times in each post. When comparing the blogs 

examined, Mark Cuban is the executive blogger whose blogposts show most 

indications of trying to involve readers.  

 

As discussed above, we have found several ways in which bloggers indicate 

that they want to involve their readers. Below, we will present and discuss our 

findings sorted under categories depending on in what way it seems that the 

blogging executive is trying to involve his readers. 

 

5.2.4.1 Questions 
 

In our examination of reader involvement, we have looked for sentences in 

which the blogging executive is writing in the form of a question. As 

mentioned above, we have defined questions as sentences ending with a 

question mark. However, questions can also be part of a writing style. For 

example, the writer can use questions which he answers himself or use 

questions to reflect upon something. Nevertheless, we argue that writing 
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sentences as questions encourage readers to give their own opinions to a larger 

extent compared to if not ending sentences with a question mark. Since we 

have analyzed the material qualitatively, we have not used categories decided 

in advance, but have let the material lead us to the categorization. Below, we 

will present and describe the different categories of questions found. 

Furthermore, we will present tables showing the occurrence of each category 

found on the blogs respectively, as well as a total for all three blogs examined. 

 

5.2.4.1.1 Questions in title 
 

In some blogposts, the blogging executive uses a question in the title of the 

post. From our point of view, using a question in the title may give the 

perception that the whole post is an attempt to answer a question. Thus, using 

a question in the title may mostly be part of a writing style adopted by the 

blogger. However, using questions in the title may also make the readers more 

eager to share their own opinions on the topic, trying to give their suggestions 

on how to answer the questions. Therefore, using a question in the title of a 

blogpost may involve readers, making them more eager to share information. 

In table 5.10 below, the number of questions used in titles on the blogs 

respectively as well as a total is presented. Furthermore, percentages 

calculated as the use of questions in titles divided by the total number of 

attempts to involve the reader are presented in this table.  

 

Table 5.10 Question in title 

 Cuban Sifry Schwartz Total Average 
Question in Title (QT) 6 1 1 8 2.7 
% QT 5.1% 2.3% 3.4% 4.2% - 

 

As shown in table 5.10, the use of questions in titles is moderate in 

comparison to all attempts to involve readers, but still can be found on all 

three blogs examined. When comparing the three blogs, Mark Cuban is the 

blogger that uses questions in the title most frequently.  
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5.2.4.1.2 Questions answered by the blogger 
 

On all blogs examined, we have found questions in the posts which are 

directly answered by the blogger himself. Thus, these questions may be the 

type of question least involving the readers, but rather being an expression of 

thought leadership, since the blogger by using such questions may indicate 

that he is the person most suitable to answer. However, as stated above, we 

argue that writing sentences as questions may make readers more eager to 

share their opinions compared to sentences not written as questions. 

Therefore, we suggest that this type of question may be interesting to analyze 

from a reader involvement perspective. In table 5.11 below, our findings of 

questions answered by the blogger are presented. 

 

Table 5.11 Questions answered by the blogger 

 Cuban Sifry Schwartz Total Average 
Own Answer (OA) 21 1 15 37 12.3 
% OA 17.9% 2.3% 51.7% 19.5% - 

 

As shown in table 5.11, questions which are answered by the blogger are quite 

frequently used when considering all three blogs examined as a total. In 

comparison, Jonathan Schwartz is the blogger most frequently using questions 

which he answers himself. As mentioned above, this could indicate that 

Schwartz is using questions to express thought leadership. However, the 

explanation for the high percentage of this type of questions on Schwartz’s 

blog is that he has gathered several questions given to him in one of his 

blogposts and used them to write a post in an interview-style. However, most 

of these questions (such as discussing Sun Microsystems’s profit) may also 

open up for others to comment on. Therefore, we find it relevant to include 

these questions in our analysis of reader involvement.  
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5.2.4.1.3 Asking for readers to agree 
 

Another type of question found on the blogs is questions in which the blogger 

is asking the reader to agree, for example by writing a leading question. From 

our point of view, this type of question is a clear invitation to readers to 

comment upon what is being written in the post. Thus, we argue that asking 

for agreement is a way for the blogger to involve readers. In table 5.12 below, 

our findings of questions in which the blogger is asking the readers to agree 

are presented.  

 

Table 5.12 Asking for readers to agree 

 Cuban Sifry Schwartz Total Average 
Agree (AG) 5 2 1 8 2.7 
% AG 4.3% 4.5% 3.4% 4.2% - 

 

Our results summarized in table 5.12 show that all executives maintaining the 

blogs examined are using questions in which they ask their readers to agree. 

However, the use of this type of question can be considered to be rather 

moderate. When comparing the percentages of the blogs examined, all seem 

to use this type of question to the same extent. When looking at absolute 

numbers, Mark Cuban is the blogger most frequently asking readers to agree, 

which may be explained by the fact that he is the blogger putting most effort 

into his blog in our comparison.  

 

5.2.4.1.4 Reflective questions 
 

On the blogs examined, we have discovered a type of questions which we 

have decided to categorize as reflective questions. Questions of this type are 

not really questions directed to the readers, nor answered by the blogger 

himself, but are rather questions that can be considered to make one reflect 

upon a certain topic. However, we believe that questions of this kind may to  
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some extent make readers eager to contribute with more information or own 

opinions on the topic being discussed. In table 5.13 below, our findings of 

reflective questions are presented.  

 

Table 5.13 Reflective questions 

 Cuban Sifry Schwartz Total Average 
Reflective (RE) 56 6 5 67 22.3 
% RE 47.9% 13.6% 17.2% 35.3% - 

 

As shown in table 5.13, the total result suggests that reflective questions are 

frequently used on the blogs examined. This category of question is the 

category in which most indications of the blogger trying to involve his readers 

can be fitted. In comparison, Mark Cuban is the blogger who is most 

frequently using this type of questions, nearly responding to half of the 

indications of reader involvement found on his blog.   

 

5.2.4.1.5 Reader reflective questions 
 

In our examination, we have found questions similar to the reflective 

questions discussed above, with the difference that they are more directed to 

the readers to respond upon. Thus, questions in this category are involving 

readers to a greater extent compared to the standard reflective category. One 

example of why a question is fitting into this category rather than being placed 

in the standard reflective category is the use of the word “you” in the 

sentence. Furthermore, follow-up questions to such questions are placed in 

this category. In table 5.14 below, our findings of reader reflective questions 

are presented.  

 

Table 5.14 Reader reflective questions 

 Cuban Sifry Schwartz Total Average 
Reader Reflective (RR) 7 1 0 8 2.7 
% RR 6.0% 2.3% 0.0% 4.2% - 
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As table 5.14 on the previous page reveals, the total use of reader reflective 

questions is moderate. When looking at the individual blogs examined, Mark 

Cuban is the blogger most frequently using this type of question, whilst we 

have not been able to find any questions fitting into this category on Jonathan 

Schwartz’s blog.  

 

5.2.4.1.6 Questions with information 
 

In our examination, we have found questions that are not really answered by 

the blogger, rather being followed by information on the topic discussed. 

Furthermore, questions fitting into this category can be followed by an answer 

in which the blogger makes it clear that the provided answer might not be the 

correct one, but rather a suggestion or speculation. Moreover, questions in 

which a speculation is included in the sentence itself are sorted under this 

category. Thus, this category can be described as a mix of the questions 

answered by the blogger and the reflective categories discussed above. In 

table 5.15 below, our findings of questions in which information is provided 

are presented.  

 

Table 5.15 Questions with information 

 Cuban Sifry Schwartz Total Average 
Question with Info (QI) 18 4 0 22 7.3 
% QI 15.4% 9.1% 0.0% 11.6% - 

 

As shown in the total column of table 5.15, questions with provided 

information are quite frequently used on the executive blogs examined. When 

comparing the individual blogs, Mark Cuban is the blogger most frequently 

using questions fitting into this category, whilst we have found no questions 

with provided information on Jonathan Schwartz’s blog.  

 

 

 

 



 117

5.2.4.1.7 Other questions 
 

Finally, we have also found a few more other questions used on the blogs, but 

since the frequency of use of these questions is rather low, we have decided to 

initially present them as one total category. Our findings of other questions are 

presented in table 5.16 below. 

 

Table 5.16 Other questions 

 Cuban Sifry Schwartz Total Average 
Other Questions (OQ) 5 0 0 5 1.7 
% OQ 4.3% 0.0% 0.0% 2.6% - 

 

As shown in table 5.16, questions not fitting into the categories discussed 

above can only be found on Mark Cuban’s blog. The questions in this 

category can be divided into three underlying categories, which are presented 

in table 5.17 below. 

 

Table 5.17 Categories of other questions 

 Cuban Sifry Schwartz Total Average
Question Competence (QC) 2 0 0 2 0.7 
% QC 1.7% 0.0% 0.0% 1.1% - 
Undecided (UD) 2 0 0 2 0.7 
% UD 1.7% 0.0% 0.0% 1.1% - 
Humorous (HU) 1 0 0 1 0.3 
% HU 0.9% 0.0% 0.0% 0.5% - 

 

As shown in table 5.17, the underlying categories of other questions found are 

question own competence, which are questions in which the blogger reflects 

upon his own competence in a certain area, undecided, which are questions we 

find it hard to categorize, and finally humorous, which are questions that seem 

to be intended to be humorous or ironic. 
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5.2.4.2 Other indications of reader involvement 
 

Apart from using questions, we have found other, more straightforward, 

indications of trying to involve the readers. Such indications include that the 

blogger is actively asking for feedback, asking readers to return to the blog, 

trying to involve readers in company related activities outside the blog, or 

expressing a willingness to meet readers in person. Below, we will present the 

results connected to reader involvement not written in the form of questions.  

 

5.2.4.2.1 Asking readers for feedback 
 

As mentioned above, we have found indications of that the blogger is trying to 

involve readers by actively asking for feedback on what is written in his 

blogposts. In table 5.18 below, our findings of the blogger indicating a 

willingness to get feedback from his readers are presented.  

 

Table 5.18 Asking readers for feedback 

 Cuban Sifry Schwartz Total Average 
Total Feedback (TFE) 0 9 3 12 4.0 
% TFE 0.0% 20.5% 10.3% 6.3% - 

 

As shown in table 5.18, the total indication of trying to involve readers by 

asking for feedback is moderate. This can be explained by the fact that Mark 

Cuban, the blogger showing most indications of trying to involve readers, 

mainly shows indications of trying to involve readers by asking questions. 

However, when comparing the three blogs, David Sifry is quite frequently 

asking for feedback and also Jonathan Schwartz to some extent involves his 

readers by doing so. The total feedback category can also be divided into five 

underlying categories. In table 5.19 on the next page, the underlying 

categories of the total feedback category, as well as the occurrence of 

expressions fitting into these categories, are presented. 
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Table 5.19 Categories, asking readers for feedback 

 Cuban Sifry Schwartz Total Average
Feedback (FE) 0 4 1 5 1.7 
% FE 0.0% 9.1% 3.4% 2.6% - 
Comment (CO) 0 4 0 4 1.3 
% CO 0.0% 9.1% 0.0% 2.1% - 
Criticize (CR) 0 1 0 1 0.3 
% CR 0.0% 2.3% 0.0% 0.5% - 
Spec. Person Answer (SA) 0 0 1 1 0.3 
% SA 0.0% 0.0% 3.4% 0.5% - 
Open for Opinions (OO) 0 0 1 1 0.3 
% OO 0.0% 0.0% 3.4% 0.5% - 

 

As shown in table 5.19, the total feedback category can be divided into five 

underlying categories, all moderately used when considering the total 

percentage. The feedback category, quite frequently used by David Sifry, 

consist of sentences in which the blogger is asking readers to give feedback in 

other ways than on the blog, for example by using e-mail. The comment 

category, once again mostly used by David Sifry, consists of sentences in 

which the blogger asks his readers to comment and give feedback on the blog. 

The criticize category consists of sentences in which the blogger encourages 

the readers to give criticism and the specific person answer category of 

sentences in which the blogger asks a specific reader for an answer. Finally, 

the open for opinions category consist of sentences indicating that the blogger 

is open for other opinions on a topic being discussed.  

 

5.2.4.2.2 Asking readers to keep on reading 
 

We have also found indications of executives encouraging their readers to 

keep on reading the blog. By doing this, we argue that the executive is 

encouraging readers to stay involved with the blog itself. In table 5.20 on the 

next page, our findings of expressions in which the blogger asks the readers to 

keep on reading the blog are presented.  
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Table 5.20 Asking readers to keep on reading 

 Cuban Sifry Schwartz Total Average 
Keep Reading (KR) 2 1 3 6 2.0 
% KR 1.7% 2.3% 10.3% 3.2% - 

 

Our results summarized in table 5.20 indicate that the total use of sentences in 

which the blogger is trying to encourage the readers to keep on reading the 

blog are rather low. However, indications of this can be found on all blogs 

examined. In comparison, Jonathan Schwartz is the blogger that asks his 

readers to keep on reading his blog to the greatest extent, doing so rather 

frequently. 

 

5.2.4.2.3 Involve readers in other activities 
 

Apart from trying to get readers to read and comment upon blogposts, we 

have also found indications of the blogger trying to get readers involved in 

activities outside the blog. Involvement of this kind can for example be to 

comment or vote on web pages outside the blog, come to seminars, and 

getting involved in company related activities. Furthermore, sentences in 

which the blogger is clearly encouraging his readers to perform a certain 

activity or test something are included in this category. Findings of the 

blogger trying to involve his readers in other activities are presented in table 

5.21 below.  

 

Table 5.21 Involving readers in other activities 

 Cuban Sifry Schwartz Total Average 
Involve (IV) 0 12 1 13 4.3 
% IV 0.0% 27.3% 3.4% 6.8% - 

 

As show in table 5.21, the total indications of trying to involve readers in 

other activities are quite low and can only be found on two of the blogs 

examined. However, when comparing the three blogs, David Sifry is quite 

frequently trying to involve his readers in activities outside the blog.  
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5.2.4.2.4 Asking readers to meet in person 
 

Finally, we have also found sentences in which the blogger is asking the 

readers to meet him in person, thus not only interact on the blog. Our findings 

of sentences in which the blogger is encouraging readers to meet him in 

person are presented in table 5.22 below. 

 

Table 5.22 Asking readers to meet in person 

 Cuban Sifry Schwartz Total Average 
Meet in Person (MP) 0 7 0 7 2.3 
% MP 0.0% 15.9% 0.0% 3.7% - 

 

As show in table 5.22, the total indications of that the blogger wishes to meet 

his readers in person are quite low, and can only be found on one executive 

blog. However, David Sifry is asking his readers to meet him in person quite 

frequently. On his blog, Sifry is talking about his interest of taking photos and 

tells his readers when he is traveling to different cities, asking them to meet 

him for photo walks.   

 

5.2.5 Responsiveness and acknowledgement 
 

As stated in our theoretical framework, being responsive by frequently 

replying to readers comment may be important from a trust perspective, since 

it indicates that one is willing to interact. Furthermore, involving readers by 

asking questions also brings some responsibility on the blogging executive’s 

behalf, since acknowledging issues pointed out by readers is considered to be 

important from a trust perspective. Therefore, we have analyzed blogposts and 

comments, looking for executive responses to issues pointed out by readers. 

When looking for comments related to responsiveness and acknowledgement, 

we have examined all comments to the posts examined. Thus, we have not 

limited our research to the 20 first comments when investigating this aspect. 

Our findings indicating responsiveness and acknowledgement are presented in 

table 5.23 on the next page. 
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Table 5.23 Responsiveness and acknowledgement 

 Cuban Sifry Schwartz Total Average 
Respond Post (RP) 1 1 5 7 2.3 
Respond Post/Posts 5.6% 4.2% 62.5% 14.0% - 
Respond Comment (RC) 0 1 0 1 0.3 
Employee Response (ER) 0 0 1 1 0.3 

 

As shown in table 5.23, we have been found quite few indications of 

executive responsiveness and acknowledgement on the blogs examined. 

However, when comparing the amount of responses in posts with the total 

amount of posts, the average executive seem to respond to topics pointed out 

by readers to some extent. Our findings of comments related to responsiveness 

and acknowledgement are very fewest on Mark Cuban’s and David Sifry’s 

blogs. This may be due to the fact that we have only examined blogposts from 

January and February 2007, which means that the time horizon of our research 

has been somewhat limited. Furthermore, the low indication of responsiveness 

may also be explained by the executive responding to questions by e-mail, or 

by responding on another blog. Nevertheless, we find it interesting to point 

out that we, in spite of this, have been able to find indications of 

responsiveness on all blogs examined.  

 

In comparison, Jonathan Schwartz is the blogger being most responsive. 

When examining Schwartz’s blog, we have found that he in several posts 

includes information about something readers have asked him for. 

Furthermore, we have found one post in which Schwartz corrects a mistake 

pointed out by readers. Thus, Schwartz does not clearly respond to the reader, 

but his actions indicate that he acknowledges what has been questioned or 

pointed out. Therefore, we argue that Schwartz is showing indications of 

being responsive in his posts. Furthermore, Schwartz is also in one of his 

blogposts responding to a customer complaining about a product on another 

blog. This shows that he is monitoring the blogosphere, responding to 

questions and complaints pointed out on other blogs than his own. Moreover, 

we have found a comment in which another Sun Microsystems employee 

gives an answer to a question from a reader, which may indicate that Schwartz 

let employees help him increase responsiveness on the blog.  
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5.2.6 Summary and comments 
 

In this part of our analysis chapter, we have presented our findings of how the 

blogging executives may signal trustworthiness. Our findings indicate that 

executives are signaling trustworthiness by communicating thought 

leadership. When comparing our finding of how thought leadership is 

communicated, we find that the executive mainly communicates thought 

leadership by discussing company related issues. Furthermore, thought 

leadership is being communicated by the executive giving his opinions on 

topics being discussed. The executive is also communicating thought 

leadership by discussing his own and other business fields, as well as by 

discussing products, services, and events.  

 

Our findings also indicate that the blogging executives are signaling 

trustworthiness by disclosing personal information. However, personal 

information is not being disclosed as frequently as thought leadership is being 

communicated. Personal information is disclosed by the executives sharing 

personal experiences, telling stories, and writing about their families and 

friends.  

 

The blogging executives are also signaling trustworthiness by involving their 

readers. Our findings show that executives mainly involve their readers by 

using questions in their posts. Furthermore, our findings suggest that questions 

can be divided into different categories. The executives are also involving 

readers by asking for feedback on what is being written in the posts. Just as 

for questions, we have found that executives are asking for feedback in 

different ways on their blogs. Executives also involve readers by asking them 

to get involved in activities outside the blog and by asking them to keep 

reading the blog. Finally, we have found that one of the blogging executives is 

involving readers by asking them to meet him in person.  

 

Our findings also indicate that blogging executives are signaling 

trustworthiness by being responsive and acknowledging opinions pointed out 

by readers. Executives mainly respond to aspects pointed out by readers, but 
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we have also found that one blogger is responding in comments and that 

another blogger has employees helping him to answer questions from readers. 

Finally, we argue that our results from examining the bloggers’ effort may 

indicate that executive do put effort into frequently writing and updating their 

blogs with new material, which is considered to be important when signaling 

trustworthiness.   

 

Based on the results presented in this part of our analysis chapter, we argue 

that we have been able to find indications of the blogging executives signaling 

trustworthiness. Furthermore, our results indicate how trustworthiness is being 

signaled. In the next part of our analysis chapter, we will present our findings 

of how the site design of the blogs examined may signal a trustworthy 

environment.  

 

5.3 Site design 
 

As stated in our theoretical framework, online trust theory suggests that site 

design is considered to be important when building trust in an online 

environment. From our point of view, examining site design might be relevant 

when examining if trust is being built on executive blogs, since the site design 

might signal a trustworthy environment. In our examination of executive 

blogs, we have analyzed site design by looking at the presence of photographs 

and also by examining menus on the blog. Furthermore, we have looked at the 

presence of external links, branding activities and adverts, and finally the 

presence of social cues. Below, our findings of site design features that may 

signal a trustworthy environment are presented.  

 

5.3.1 Photographs and videos 
 

As mentioned above, the presence of photographs may be important from a 

trust perspective, since it may have a positive impact on perceived 

trustworthiness. Apart from using photographs, all of the blogs examined have 

also included videos in one or more of the posts examined. Since we argue 
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that videos partly are a graphical medum, we have also included the presence 

of videos in our examination. In table 5.24 below, our findings of photographs 

and videos in the blogposts examined are presented.  

 

Table 5.24 Photographs and videos in blogposts 

 Cuban Sifry Schwartz Total Average 
Photographs 0 12 11 23 7.7 
Photographs/Posts 0.0 0.5 1.4 0.5 - 
Videos 1 4 1 6 2.0 
Videos/Posts 0.1 0.2 0.1 0.1 - 

 

As table 5.24 reveals, David Sifry and Jonathan Schwartz have included 

photographs in their blogposts, using photographs quite frequently, whilst 

Mark Cuban do not include any photographs in the blogposts examined. In 

online trust literature, it is argued that using too many photographs may affect 

trust negatively, since an overuse makes it more difficult to navigate on a 

page. However, when considering the average total use of photographs per 

post, a photograph is included in half of the posts examined. According to us, 

this cannot be considered to be an overuse. Of course, it is hard to analyze 

how many photographs would be ideal to use in a blogpost, since we do not 

have any measure to compare our findings to. However, since using 

photographs are considered to be positive for trust, our findings may indicate 

that since photographs are used, a more trustworthy environment may be 

created. 

 

As mentioned above, we have also examined blogposts to see if videos are 

used on the blog. We have found videos in blogposts on all blogs examined. 

However, videos seem to be moderately used when considering the total 

videos per post. In comparison, David Sifry is the blogger most frequently 

using videos in his blogposts.  
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5.3.2 Menus 
 

As mentioned in our theoretical framework, menus may be interesting to 

examine from a trust perspective, being connected to the content design of a 

website. Menus should make it easy to navigate on the site, being consistent, 

easily accessible and clearly displaying entry points. Furthermore, blog menus 

should make it possible to easily access older posts and comments. When 

examining the menus on the blog sites, we have looked at if it is possible to 

get access to old blogposts and comments. Furthermore, we have looked at if 

a calendar/archive, making it easier to get access to old posts can be found on 

the blog. Finally, we have also examined if the blogs have included a search 

feature, in which blogposts can be searched for key words. Our findings 

connected to menu features of the blog sites are presented in table 5.25 below.  

 

Table 5.25 Menus examined on the blog site 

 Cuban Sifry Schwartz 
Access to Old Posts yes yes yes 
Access to Comments yes yes yes 
Calendar/Archive no yes yes 
Search Field yes yes yes 

 

As shown in table 5.25, it is possible to access old posts and comments on all 

blogs examined. Furthermore, a calendar/archive, making it easier to find 

posts by date, can be found on Jonathan Schwartz’s and David Sifry’s blogs. 

However, Mark Cuban’s blog does not have a calendar/archive. From a trust 

perspective, menus should make the site easy to navigate. The presence of a 

calendar/archive makes the site easier to navigate within, suggesting that 

Schwartz’s and Sifry’s blogs provide a more trustworthy environment 

compared to Cuban’s blog. Furthermore, a search field makes the site even 

easier to navigate within, since such feature makes it possible for readers to 

search for topics they are interested in reading about. As shown in table 5.25 

above, we have found a search field on all blogs examined.  
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According to online trust literature, menus should be easy accessible in order 

to create a trustworthy environment. On Schwartz’s and Cuban’s blogs, menus 

are placed on the top of the right margin of the page, making them easy to 

access. On Sifry’s blog, menus are placed in the bottom of the page. To access 

the menus, one has to scroll the entire page of postings. From our point of 

view, this makes it difficult to access the menus on Sifry’s blog. Therefore, a 

less trustworthy environment may be created on Sifry’s, compared to the other 

two blogs examined.   

 

5.3.3 External links 
 

As argued in our theoretical framework, the presence of external links and 

trackbacks may make a site more trustworthy, since clearly presenting sources 

and other points of view may indicate that the information presented is 

trustworthy. In our examination, we have looked for external links in the 

executives’ blogposts. Furthermore, we have examined if the links are leading 

to the sites they are supposed to lead to, since we suspect that many broken 

links may affect trustworthiness negatively. Moreover, we have also looked at 

if the blogging executives are using tags, categories that can be used to search 

blogs, in their blogposts. Our findings of external links and tags are presented 

in table 5.26 below.  

 

Table 5.26 External links in blogposts 

 Cuban Sifry Schwartz Total Average 
Links 31 75 52 158 52.7 
Links/Posts 1.7 3.1 6.5 3.2 - 
Broken Links 5 19 2 26 8.7 
% Broken Links 16.1% 25.3% 3.8% 16.5% - 
Tags 0 64 0 64 21.3 
Tags/Posts 0.0 2.7 0.0 1.3 - 

 

As shown in table 5.26, links to external sites can be found on all blogs 

examined. Furthermore, external links are frequently used, on average more 

than three times in each post. As argued above, this may signal a trustworthy 



 128

environment. However, as table 5.26 reveals, several of the external links are 

broken links, meaning links that do not lead where they are intended to lead. 

As mentioned above, we believe that this may affect trustworthiness 

negatively. We believe that the reason for the large amount of broken links 

may be explained by the fact that we have focused on gathering information 

from quite old posts (posts from January and February 2007, our data being 

collected in October and November 2007). We believe that the online 

environment is changing quite frequently, and some links that are broken 

today may have been functioning when the blogposts were written. In 

comparison, Jonathan Schwartz is the blogger using links most frequently, on 

average including links more than six times in each post. In addition to this, 

Schwarz is the blogger with the smallest amount of broken links. Based on the 

argument that external links are positive for creating a trustworthy 

environment, this may indicate that a more trustworthy environment are 

created on Schwartz’s blog, compared to the other blogs examined.  

 

As mentioned above, we have also examined blogposts to see if tags, 

highlighted categories that can be used to search blogs, are used by the 

blogger. As table 5.26 reveals, David Sifry is the only blogger using tags. We 

find it not very surprising that David Sifry is using tags, since he is the CEO 

of Technorati, a company that is focused on providing services for searching 

blogs. Therefore, it is quite logical that Sifry have adopted blog specific 

features used for the purpose of searching on blogs.  

 

5.3.4 Branding and adverts 

 

As mentioned in our theoretical framework, some branding activities, such as 

displaying a familiar logo, may be positive for trust. However, a commercial 

implication of a site, for example by using too many adverts, may have a 

negative impact on trust. In our examination, we have found branding 

activities connected to site design to be moderate on all blogs examined. We 

have not found the executive’s company logo displayed on the blogs 

examined. However, all blogs examined link to their respective company 
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websites. We believe that this may be positive from a trust perspective, since 

readers of an executive blog probably have some interest in the company the 

blogging executive is working in. Furthermore, the blogs of Jonathan 

Schwartz and Mark Cuban has the name of their organizations in their blog 

addresses. Once again, we believe that this may be positive from a trust 

perspective, since it provides a connection between the blogger and the 

company. 

 

As mentioned above, using to many adverts may affect trust negatively. Our 

findings indicate that adverts are very moderately used on the blogs examined. 

On Jonathan Schwartz’s blog, three adverts are displayed. By clicking these 

adverts, readers can download software and free samples. Furthermore, five 

adverts opening up the possibility to subscribe to the blog are displayed. On 

David Sifry’s blog, one Technorati advert is displayed on the bottom left of 

the blog page. Finally, on advert of the company hosting the blog is displayed 

on Mark Cuban’s blog. From our point of view, we do not consider either of 

the blogs examined to use a lot of adverts. As mentioned above, Schwartz’s 

blog has most adverts displayed, but all adverts lead to content or functions 

that might be considered to be useful. Thus, we do not believe that adverts 

displayed affect trust negatively on the blogs examined.  

 

5.3.5 Social cues 
 

As mentioned in our theoretical framework, the presence of social cues, such 

as a personal photograph, personal background information, and the 

possibility to add user generated content, may affect trust positively. 

Therefore, we have looked for the presence of social cues on the blogs 

examined. Apart from the social cues discussed above, we have also examined 

if it is possible to subscribe to the blogs and if a function enabling for sharing 

of a blogpost is present. Our findings of social cues are presented in table 5.27 

on the next page.  
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Table 5.27 Social cues on the blog site 

 Cuban Sifry Schwartz 
Personal Photograph no yes yes 
Personal Information no yes yes 
Add Comments yes  yes yes 
Register to Comment no no no 
Subscribe yes no yes 
Share Post yes  no yes 

 

As shown in table 5.27, personal photographs and personal background 

information are included on two of the blogs examined. It is possible to 

generate user generated content, meaning comments, on all blogs examined. 

Furthermore, comments can be added without registration on all blogs 

examined. Finally, it is also possible to subscribe to and share posts (for 

example by e-mail) on two of the blogs examined. In comparison, Jonathan 

Schwartz’s blog has all indications of social cues present, indicating that a 

trustworthy environment is created on this blog.  

 

From our point of view, the most important social cue may be the possibility 

to comment upon what is being written in blogposts. All blogs examined 

enables for readers to add comments. Furthermore, readers do not have to be 

registered in order to do so. Based on this, we believe that all blogs examined 

have an important social cue that may be useful for creating a trustworthy 

environment. 

 

5.3.6 Summary and comments 
 

In this part of our analysis chapter, we have presented our findings of how the 

site design of a blog may create a trustworthy environment. We have found 

that photographs and videos are being used by executive bloggers. Online 

trust theory suggests that using photographs are positive for trust, if such 

features are not overused. It is of course hard to define what an overuse would 

be. Our findings indicate that photographs on average are used in half of the  
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executives’ blogposts, which we do not consider to be an overuse. Therefore, 

we believe that the presence of photographs may lead to the creation of a more 

trustworthy environment. 

 

Furthermore, we have presented our findings regarding menus on the blogs 

examined. We have found that it is possible to access old posts and comments 

on all blogs examined. Furthermore, a search function, making it easier to find 

content by looking for key words, can be found on all blogs examined. 

Moreover, two of the blogs examined have a calendar/archive, making it 

easier to find blogposts by date. However, we find it hard to analyze whether 

the menus of the blogs examined are creating a more trustworthy 

environment. Therefore, we do not believe that our findings regarding menus 

on the blogs do lead to the creation of a more trustworthy environment. This is 

also the fact of our examination of branding activities and the presence of 

adverts. Our findings indicate very few branding activities and a moderate use 

of adverts on all blogs examined. Since we find it very hard to analyze 

whether this has an impact on trust, we do not believe that our findings 

regarding branding activities and adverts leads to the creation of a more 

trustworthy environment.  

 

We have also presented our findings of external links and tags. Our findings 

show that tags only are used on one of the blogs examined. Our findings 

indicate a frequent use of external links on all blogs examined, which may be 

positive for credibility. Therefore, we argue that the use of external links may 

lead to the creation of a more trustworthy environment. However, we have 

also found that several of these links are broken. We believe this is mainly due 

to the rapidly changing online environment, which means that some links may 

have been functioning when the posts were written.  

 

Finally, we have also found social cues on the blogs examined. We have 

found personal photographs and background information on two of the blogs 

examined. Furthermore, it is possible to subscribe to and share blogposts on 

two of the blogs examined. All blogs examined open up for the possibility to  
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add user generated content, meaning comments, without being registered. 

From our point of view, being able to add user generated content is the most 

important social cue examined.  

 

We believe that some of the site design aspects found are important for 

creating a trustworthy online environment. Furthermore, our findings indicate 

which aspects may be most important. In the next part of our analysis chapter, 

we will present our findings of how readers may signal perceived 

trustworthiness.  

 

5.4 Readers’ actions 
 

As mentioned in our theoretical framework, we argue that the readers’ actions 

can be used as indications of that trust is actually created through the 

executive blog, since these actions send signals of perceived trustworthiness. 

We have analyzed the readers’ actions by looking at comments written on the 

blog. As stated in our theoretical framework, we have focused on looking at 

readers’ effort, willingness to share information and help or get help, and also 

expressions of liking and interaction. Given our limitation of time and the 

large amount of information that needs to be examined if all comments on a 

post should be analyzed, we have decided to focus only on the first 20 

comments on each post. This limitation of course means that some possible 

interesting aspects which may appear as the discussion goes on in later 

comments might be missed, but we argue that we have been able to find 

interesting indications in this somewhat limited scope of comments analyzed 

as well. Below, we will present and comment upon our results connected to 

readers’ actions and how they may signal perceived trustworthiness.  

 

5.4.1 Readers’ effort 
 

As mentioned in our theoretical framework, reader’s effort indicates their 

general willingness to interact with the blogging executive. From a trust 

perspective, reader’s effort can reflect upon whether they trust the blogger or 
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not. In a trusted environment, readers are more willing to share information, 

since they do not fear that the information will be used opportunistically. 

Furthermore, a willingness to help signals that one is caring and trusting. 

Therefore, readers’ effort may indicate that trust is created on the executive 

blog. In table 5.28 below, the amount of comments, the average amount of 

comments per post, the total length of the comments (measured in amount of 

words), and the average length per comment are presented for each blog as 

well as a total for the three blogs combined.  

 

 

Table 5.28 Readers’ effort 

 Cuban Sifry Schwartz Total Average 
Comments 1,628 26 253 1,907 636 
Comments/Posts 90 1 32 38 - 
Length Comments 176,485 973 23,747 201,205 67,068 
Ave. Length Comments 108 37 94 106 - 

 

As shown in table 5.28, each blogging executive on average receives nearly 

40 comments to each post, each comment on average being a bit longer than 

100 words. Just as when examining the bloggers effort, it is of course hard to 

analyze whether this effort should be considered to be large or small, since we 

do not have any effort measurement to compare these figures to. However, the 

total amount of comments to each post does indicate that readers take the time 

to comment upon what is being written on the blog. Furthermore, we argue 

than an average comment of more than 100 words can be considered to be a 

rather large effort, since it will probably take a reader some time to produce a 

comment of that length. When comparing the three blogs examined, Mark 

Cuban is the blogger who gets the most and also the longest comments, which 

could indicate that his blog is the most trusted. Based on the same argument, 

one could argue that trust is not being created on David Sifry’s blog, since he 

on average only gets one short comment per post. However, we believe that a 

willingness to comment does not exclusively depend upon perceived 

trustworthiness, but can also depend upon interest in the topic being 

discussed. We also find it relevant to mention that the comments on David 
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Sifry’s blog had to be adjusted for spam, commercial messages with no 

connection to the topic being discussed, mainly of a pornographic character. 

From our point of view, it is possible that the presence of such spam 

comments might influence the perceived trustworthiness negatively, since not 

deleting messages of this kind could give an indication of the comments not 

being read.  

 

5.4.2 Willingness to share information 
 

As mentioned above, readers’ effort can be used as an indicator of trust being 

created, since the willingness to share information is greater in a trusted 

environment. However, we believe that just focusing on effort is an 

insufficient measurement of whether trust is being created, since the readers’ 

comments could be nonsense comments, with no connection to the topic being 

discussed. Therefore, we find it important to examine whether readers are 

willing to share information and own opinions that are connected to the topic 

being discussed in the blogpost, since we argue that this gives a better 

indication of perceived trustworthiness.  

 

In our examination, we have found three closely interconnected indications of 

readers’ willingness to share information. The first category we find relevant 

is whether the reader gives his/her own opinions on the topic being discussed. 

In this category, we have placed comments in which readers’ somehow share 

their opinions, reflections, answers, or explanations to what is being 

discussed. Thus, we have not included comments not connected to the topic 

being discussed in the blogpost. In the second category, we have placed 

comments in which the readers provide information that can be considered to 

be more professional, not just own opinions. In the final category, we have 

examined comments and looked at whether the reader has provided a link to 

an external site, where more information can be found. In table 5.29 on the 

next page, our findings of comments indicating willingness to share 

information are presented. The results in this table, and also in the following 

tables in this part of our analysis, are based on if any part of a comment is 
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fitting into the category can be found or not. Thus, we have not examined the 

length of expressions fitting into the categories, nor how many times a certain 

expression can be found in each post.  

 

Table 5.29 Readers sharing information 

 Cuban Sifry Schwartz Total Average 
Opinion (OPI) 318 12 132 462 154.0 
% OPI 88.3% 46.2% 84.1% 85.1% - 
Information (INF) 157 8 73 238 79.3 
% INF 43.6% 30.8% 46.5% 43.8% - 
Link Provided (LNK) 28 2 13 43 14.3 
% LNK 7.8% 7.7% 8.3% 7.9% - 

 

As shown in table 5.29, readers are to a large extent willing to share their own 

opinions on the topic being discussed in a blogpost. Furthermore, several 

readers’ are willing to share information beyond just their own opinions, 

indicating that they are willing to help and bring the discussion further. 

Moreover, some readers also provide links to external sites on which 

additional information can be found. From our point of view, this willingness 

to share information could be seen as an indication of readers signaling 

perceived trustworthiness. When comparing the blogs examined, the 

willingness to share information are highest on Mark Cuban’s and Jonathan 

Schwartz’s blogs, whilst readers do not share as much information on David 

Sifry’s blog. Based on the argument that a willingness to share information 

can be an indication of trust being created, this may indicate that Sifry’s blog 

is less trusted than the other two blogs examined.  

 

5.4.2.1 Willingness to disclose personal information 
 

Above, we have focused on a willingness to share information connected to 

the topic being discussed in blogposts. However, a willingness to disclose 

information of a more personal character may also indicate that trust is being 

created. Of course, sharing ones opinions, as discussed above, can also be 

considered as disclosing personal information, since an opinion may reflect 
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upon the character of the person giving his/her point of view on what is being 

discussed. However, we have decided to create a category for sharing personal 

information that goes beyond sharing an opinion. In this category, we have 

placed sentences in which readers share information that can be considered to 

be on a more personal level. Such information can be that a reader is writing 

about his/her family, occupation, or where he/she lives. Furthermore, 

information falling under this category can be the sharing of a personal story, 

anecdote, or experience. However, we have excluded personal information as 

brief as just sharing ones forename, since we argue that this information not 

really can be considered to be a disclosure of personal information. 

Furthermore, we suspect that several readers use a pseudonym or a nickname, 

which in that case from our point of view would make this information less 

personal.  In table 5.30 below, our findings of comments in which personal 

information is disclosed are presented. 

 

Table 5.30 Readers disclosing personal information 

 Cuban Sifry Schwartz Total Average
Personal Information (PIN) 59 2 27 88 29.3 
% PIN 16.4% 7.7% 17.2% 16.2% - 

 

As seen in table 5.30, our findings indicate that the average reader is quite 

willing to share personal information in comments on a blog. This may 

indicate that trust is being created on the executive blogs examined. When 

comparing the blogs, readers of Mark Cuban’s and Jonathan Schwartz’s blogs 

are most eager to share personal information in their comments, whilst readers 

of David Sifry’s blog are less willing to do so. Based on the argument that 

disclosing personal information is an indication of perceived trustworthiness, 

this may indicate that less trust is created on David Sifry’s blog.  

 

5.4.3 Giving and getting help 
 

As mentioned in our theoretical framework, a willingness to help can be an 

indication of that trust is being created. This has partially been discussed in 
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our part discussing sharing of information. However, we argue that a 

willingness to help also can be connected to if readers complain or give 

suggestions in their comments. Therefore, we have looked at comments to see 

if readers complain about issues related to the company in which the executive 

is working and also complaints regarding broken links, non-functioning 

videos, and incorrect information provided in blogposts, since we consider 

this to be expressions that can be connected to a willingness to help. We have 

also looked at comments to see if readers share suggestions of improvement 

for the company or for the blog, the latter for example by asking for updates 

and corrections.  

 

Furthermore, the presence of questions to the executive may be an indication 

of trust, since asking questions may indicate that the reader trusts the bloggers 

competence and that he is caring enough about his readers to give an answer. 

Therefore, we have also examined comments to see if we can find any 

questions clearly addressed to the blogger. Moreover, we have included 

comments not formulated as questions, in which some kind of action or reply 

from the blogger seem to be expected. When examining questions directed to 

the blogger, some questions can be considered to be more of a humorous 

character, which may indicate that an answer not really is expected. However, 

we have decided to include questions of this kind in our analysis, given that 

they are clearly directed to the blogger. In table 5.31 below, our findings 

regarding the presence of questions, complaints, and suggestions are 

presented. 

 

Table 5.31 Readers giving and getting help 

 Cuban Sifry Schwartz Total Average 
Questions (QUE) 20 9 42 71 23.7 
% QUE 5.6% 34.6% 26.8% 13.1% - 
Complaints (COM) 1 2 13 16 5.3 
% COM 0.3% 7.7% 8.3% 2.9% - 
Improvement (IMP) 0 1 16 17 5.7 
% IMP 0.0% 3.8% 10.2% 3.1% - 

 



 138

Our results summarized in table 5.31, presented on the previous page, show 

that perceived trustworthiness mainly is signaled by readers asking the 

blogger questions. This may indicate that the readers trust the blogger’s 

competence, since they expect that the blogger are able to give an answer to 

their questions. Furthermore, it may indicate that the readers trust the 

blogger’s benevolence and integrity, since it may indicate that they believe 

that the blogger is caring and is willing to answer their questions. When 

looking at complaints and suggestions from improvement, which we argue to 

be indications of the readers expressing a willingness to help the blogger, the 

occurrence of such expression are moderate for the average executive blog. 

When comparing the blogs examined, we find it interesting to note the low 

result on Mark Cuban’s blog, which may indicate that the readers of this blog 

are not trusting Cuban to answer their questions and are not willing to help 

him by providing suggestions of improvement.  

 

5.4.4 Expressions of interaction 
 

As mentioned in our theoretical framework, interaction between two partners 

theoretically leads to liking and trust. Therefore, we think it is interesting to 

see if readers of executive blogs give indications of communicating directly 

with the executive in their comments, rather than just writing their point of 

view to the entire audience of readers of the blog. To see if readers seem to 

perceive that they are communicating directly with the blogger, we have 

examined comments to see if the blogger is being addressed in second person 

or being referred to in third person (if being addressed or referred to at all). 

From our point of view, addressing the blogger in second person gives an 

indication of that the reader seem to perceive that he/she is communicating 

directly with the blogging executive. Furthermore, people tend to see a trusted 

interaction partner as less of a stranger and more of an acquaintance or friend. 

Therefore, we also find it interesting to see if readers seem to perceive the 

blogging executive as a friend rather than an executive of a large company. To 

find indications of this, we have looked at if the blogger is being addressed by 

his forename, surname, both names, or by a nickname (for example addressing 
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Jonathan Schwartz as “Jon”). From our point of view, a less formal way of 

addressing the blogger might indicate that the reader is seeing the blogging 

executive as more of a friend, compared to addressing him in a more formal 

way. In table 5.32 below, our findings of expressions of interaction are 

presented. 

 

Table 5.32 Reader expressions of interaction 

Addressing Blogger Cuban Sifry Schwartz Total Average 
Second Person (AB2) 133 10 67 210 70.0 
% AB2 36.9% 38.5% 42.7% 38.7% - 
Third Person (AB3) 18 0 3 21 7.0 
% AB3 5.0% 0.0% 1.9% 3.9% - 
Nickname (ABN) 0 2 3 5 1.7 
% ABN 0.0% 7.7% 1.9% 0.9% - 
Forename (ABF) 77 4 37 118 39.3 
% ABF 21.4% 15.4% 23.6% 21.7% - 
Surname (ABS) 5 2 0 7 2.3 
% ABS 1.4% 7.7% 0.0% 1.3% - 
Both Names (ABB) 4 0 1 5 1.7 
% ABB 1.1% 0.0% 0.6% 0.9% - 

 

As shown in table 5.32, a majority of the readers do not address the blogger at 

all in their comments. However, from our point of view the amount of readers 

addressing the blogger in second person in their comments is still very 

significant. This may indicate that a large amount of readers of executive 

blogs perceive that they are interacting directly with the executive, an 

indication that would be positive from a trust perspective. When looking at 

how the blogger is addressed, most readers address the blogger by his 

forename, which may indicate that they perceive the blogger as an 

acquaintance. As mentioned above, seeing an interaction partner as an 

acquaintance is positive for trust. When comparing the blogs examined, we do 

not find any large differences in how the blogger is being addressed in 

comments. Readers of David Sifry’s blog address him by his forename less 

frequently, but also most frequently address him by using a nickname 

compared to readers of the other two blogs.  

 



 140

5.4.5 Expressions of liking 
 

In our examination of comments to blogposts, we have also found expressions 

of liking, which may be an indication of trust being created. Of course, liking 

has its counterpart, disliking, which also may be interesting to examine from a 

trust perspective. From our point of view, expressions on liking or disliking 

can be on different levels, making this category rather broad. In our 

examination, we have found expressions of liking or disliking of posts, in 

which the readers reflect upon if opinions and information provided in the 

post are considered to be good or bad. Closely interconnected to this 

underlying category of liking, we have found three other categories that may 

be connected to liking. Readers can express liking by agreeing or disagreeing 

with what is being written in the post (with the possibility to agree with one 

part and disagree with another), reflect upon news provided in the post or 

express gained enlightenment after reading the post. In table 5.33 below, 

results for categories in which expressions of liking or disliking connected to a 

certain post are presented.  

 

Table 5.33 Readers expressing liking of blogposts 

 Cuban Sifry Schwartz Total Average
Post Good (POG) 37 4 20 61 20.3 
% POG 10.3% 15.4% 12.7% 11.2% - 
Post Bad (POB) 10 0 2 12 4.0 
% POB 2.8% 0.0% 1.3% 2.2% - 
Agree (AGY) 52 2 6 60 20.0 
% AGY 14.4% 7.7% 3.8% 11.0% - 
Disagree (AGN) 20 0 1 21 7.0 
% AGN 5.6% 0.0% 0.6% 3.9% - 
News Good (NEG) 0 1 16 17 5.7 
% NEG 0.0% 3.8% 10.2% 3.1% - 
News Bad (NEB) 0 0 1 1 0.3 
% NEB 0.0% 0.0% 0.6% 0.2% - 
Gained Enlightenment (GEN) 7 0 2 9 3.0 
% GEN 1.9% 0.0% 1.3% 1.7% - 
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As shown in table 5.33 on the previous page, readers mainly express liking by 

stating that they consider the post to be good or by agreeing with what is 

being said. In comparison, readers are more frequent to express positive 

wording of posts than they are to criticize what is written. In comparison, 

readers of the different blogs express that the post is good to the greatest 

extent on David Sifry’s blog. However, we consider the statements of the post 

to be good as rather evenly shared between the blogs examined. Readers of 

Mark Cuban’s blog seem most eager to agree with what is being said, whilst a 

quite low amount of readers agree with Jonathan Schwartz. Reflections upon 

news shared on the blog are more moderate, which may be due to the fact in 

which the different executive blogs are written. In comparison, Jonathan 

Schwartz is the blogger who to the greatest extent uses his blog to tell readers 

about news related to the company, whilst Mark Cuban not really writes about 

issues of this kind on his blog. In the light of this, it is not surprising that most 

readers considering news shared on the blog to be good are readers of 

Jonathan Schwartz’s blog. Our results indicate that not many readers express 

gained enlightenment after reading a post, but that a few do so after reading 

Mark Cuban’s and Jonathan Schwartz’s blogs. Based on table 5.33, we argue 

that we can find expressions of liking connected to the blogpost in readers’ 

comments, which may indicate that trust is being created. Furthermore, based 

on the same argument, it seems that trust expressed in this way can be found 

on all blogs, but that readers of the different blogs express trust in different 

ways. 

 

Apart from being liking of a post, liking can also be on a more personal or 

corporate level, thus not as closely connected to what is written in a certain 

blogpost. This can be expressed by stating that one likes (or dislikes) the 

blogger and his general blogging activities, thus not only that one likes (or 

dislikes) a certain post. Closely interconnected to this underlying category of 

liking we have found four other categories we find relevant when examining 

expressions of liking. The readers can reflect upon the blogging executive’s 

competence, knowledge, or credibility and either trust it or not. Furthermore, 

readers can reflect upon the executive’s or the company’s actions, which can 

be considered to be either good or bad. Finally, we also find it relevant to 
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include comments in which the readers wish the blogger well in some way 

and also expressions of a willingness to meet the blogger in person. In table 

5.34 below, results for categories we find relevant when examining 

expressions of liking on a more corporate or personal level are presented. 

 

Table 5.34 Readers expressing personal liking 

 Cuban Sifry Schwartz Total Average
Personal Liking (PLY) 25 2 26 53 17.7 
% PLY 6.9% 7.7% 16.6% 9.8% - 
Personal Disliking (PLN) 4 0 0 4 1.3 
% PLN 1.1% 0.0% 0.0% 0.7% - 
Competence Trusted (COT) 3 0 2 5 1.7 
% COT 0.8% 0.0% 1.3% 0.9% - 
Competence Quest. (COQ) 10 1 1 12 4.0 
% COQ 2.8% 3.8% 0.6% 2.2% - 
Action Good (ACG) 0 1 0 1 0.3 
% ACG 0.0% 3.8% 0.0% 0.2% - 
Action Bad (ACB) 0 0 0 0 0.0 
% ACB 0.0% 0.0% 0.0% 0.0% - 
Wish Well (WIW) 2 1 16 19 6.3 
% WIW 0.6% 3.8% 10.2% 3.5% - 
Meet in Person (MIP) 2 4 0 6 2.0 
% MIP 0.6% 15.4% 0.0% 1.1% - 

 

As shown in table 5.34, most expressions of liking can be found in the 

personal liking category followed by the wish well category, whilst 

expressions of liking fitting into the other underlying categories are not very 

frequently used in comments on the blogs examined. When comparing the 

three blogs, we find it interesting to point out that reader of Jonathan 

Schwartz’s blog express liking quite frequently in their comments. 

Furthermore, we also find it interesting to point out that Mark Cuban’s readers 

seem least eager to express personal liking in their comments. Moreover, the 

percentage of readers wishing to meet the blogger in person is quite high on 

David Sifry’s blog, which can be explained by the fact that Sifry is asking for 

readers to meet him in person in his blogposts, something that the other 

bloggers examined do not do.  
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5.4.6 Summary and comments 
 

In this part of our analysis chapter, we have presented our findings of how the 

readers may signal perceived trustworthiness. Our findings indicate that 

readers mainly signal perceived trustworthiness by sharing information in 

their comments. The readers mainly share information by giving their 

opinions on topics being discussed, but also by sharing additional information 

in their comments. Furthermore, we have found that readers disclose personal 

information in their comments, which may indicate that they trust the 

blogging executive. Finally, readers are also sharing information by providing 

links to sites with additional information.  

 

The willingness to share information is interconnected to our examination of 

readers’ effort. We argue that readers do put effort into writing long and 

frequent comments on the blogs. Furthermore, the comments are relevant for 

the topic being discussed, which may indicate that the readers trust the 

blogging executive.  

 

Our findings also suggest that readers are signaling perceived trustworthiness 

by how they address the blogger. We argue that addressing the blogger in 

second person indicates that the readers perceive that they are interacting 

directly with the blogging executive, which may be positive for trust. 

Furthermore, we have found that some readers address the blogger by his 

forename. Apart from being an expression of interaction, addressing the 

blogger by his forename may indicate that the readers see the blogger as an 

acquaintance or friend, which in that case affects trust positively.  

 

We have also found that the readers are signaling perceived trustworthiness by 

expressing liking in their comments. Our research suggests that liking can be 

divided into two categories, liking of a post and liking on a higher, more 

personal level. Readers mainly express liking by stating their liking of a post, 

doing so more frequently than they express disliking of blogposts. 

Furthermore, readers express liking by agreeing with what is being stated in 

blogposts, once again doing so more frequently than they are disagreeing with 
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what is being written. We have also found that some readers are expressing 

liking of a post by considering news delivered in a post to be good and by 

expressing gained enlightenment. However, such expressions of liking are not 

as frequently found in comments, compared to other expressions of liking of a 

blogpost discussed above.  

 

On a higher, more personal level, readers mainly express liking by stating 

personal liking of the blogger. Our findings also show that readers express 

liking by wishing the blogger well. Furthermore, we have found that some 

readers reflect upon the blogging executives’ competence. Our results show 

that the competence of the blogging executives’ are questioned to a greater 

extent than they are trusted, which may indicate an expression of disliking. 

We have also found that liking is expressed by readers asking the executive to 

meet in person. Finally, on one of the blogs examined we have found that a 

reader is considering an action undertaken by the blogging executive to be 

good, which also can be connected to liking.  

 

Our findings show that readers signal perceived trustworthiness by giving and 

getting help. Our results indicate that readers are more willing to ask for help 

than they are to give help. Readers mainly try to get help by asking questions 

to the blogging executive. Our findings show that readers give help by giving 

suggestions of improvement and by stating complaints on the blog.  

 

Based on our results, we argue that we have been able to find indications of 

readers signaling perceived trustworthiness. Furthermore, our results indicate 

how perceived trustworthiness is being signaled. Our presentation of results 

connected to readers signaling perceived trustworthiness concludes this 

chapter of this dissertation. In the next chapter, our conclusions are presented.  
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CHAPTER 6 
CONCLUSIONS 

_____________________________________ 
 

In this chapter, our conclusions are presented. We begin by presenting our 

conclusions for each of the four research questions of this dissertation. 

Thereafter, we move on to a discussion of criticism of the methodology used 

for this dissertation and also briefly reflect upon the practical implications of 

our findings. Finally, some suggestions for further research are presented.   

_____________________________________ 

6.1 Indications of that executive blogs are used for building 
trust 

 

As stated in Chapter 1, the purpose of this dissertation has been to see if it is 

possible to find indications of that executive blogs are used for building trust 

and, if so, how this is indicated. Therefore, our first research question was 

aimed to examine if we could find any indications of that executive blogs are 

used for building trust. Finding such indications was, of course, a precondition 

for us to be able to investigate which actions and site characteristics that 

indicate that trust is being built through the executive blog. Furthermore, 

finding indications of that executive blogs may be used for building trust was 

also a precondition for examining if trust actually is created.  

 

We argue that we have been able to find indications of that executive blogs 

are used for building trust. When analyzing the executives’ blogposts, we 

have found content that, according to trust theory, may be useful for building 

trust. Furthermore, we have found site characteristics that in online trust 

literature are suggested to be suitable for creating a trustworthy environment. 

Finally, when analyzing the content of the readers’ comments, we have also 

found indications of that trust is being created on the executive blogs 

examined. However, we believe that it is important to point out that our 

findings only show that content indicates that executive blogs may be used for 
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building trust and that trust may be created. Thus, we have not validated our 

findings by asking the blogging executives if the purpose of their blogs is to 

build trust, neither asked readers if they perceive the blogging executives to be 

trustworthy.  

 

Given the time limitation of this dissertation, our research has been limited to 

investigating three executive blogs for a time period of two months. 

Moreover, we have only investigated the first 20 comments of each blogpost 

examined. This of course affects the generalizability of our results. However, 

we do not argue that our findings can be statistically generalized to a greater 

population, neither has this been the purpose of this dissertation. In spite of 

the limited scope of our research, we argue that we have been able find 

interesting results, which may indicate that executive blogs are used for 

building trust and that trust is created. Given the exploratory character of this 

dissertation, combined with a qualitative research method, our purpose has not 

been to statistically validate our findings. Therefore, we argue that finding 

indications of that executive blogs are used for building trust and that trust is 

actually created might be interesting to analyze, even though such indications 

may not occur frequently. However, we believe our findings to be more 

interesting and to provide stronger implications when considering indications 

found several times in blogposts and comments. This aspect of limiting our 

conclusions to indications found in several blogposts and comments will be 

further discussed in the following parts of this chapter.  

 

Below, we will present our conclusions regarding which executive actions and 

site characteristics may indicate that trust in being built on executive blogs. 

We will also present our conclusions of reader actions that may indicate that 

trust is being created.  

 

6.2 Executive actions signaling trustworthiness 
 

As stated in Chapter 1, our second research questions was to examine which 

executive actions may indicate that executive blogs are used for building trust. 
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As mentioned earlier, we argue that we have been able to find indications that 

theoretically may be useful for building trust in our analysis of the blogging 

executives’ blogposts. However, once again as mentioned earlier, we have not 

validated our findings by asking the blogging executives if their purpose has 

been to build trust. Nevertheless, theory supports that our findings are useful 

for building trust, which may indicate that the executive actions found are 

suitable for the purpose of making readers trust the blogging executive. We 

have found indications of blogging executives signaling trustworthiness by 

their effort, communicating thought leadership, disclosing personal 

information, showing a willingness to involve readers, and by being 

responsive and acknowledging readers’ effort. Furthermore, we have also 

found indications of how this is done.  

 

6.2.1 A model of executive actions signaling trustworthiness 
 

As mentioned in our empirical methodology chapter, it is suggested that 

results from a qualitative study are best visualized in for example a model. 

Therefore, we have decided to present our findings of executive actions which 

may signal trustworthiness in a model. In this model, each relevant trust factor 

is given an underlying category, which in turn is divided into further 

underlying categories, describing which findings we find relevant for the main 

category. Thus, the underlying categories more practically describe how the 

executive is signaling trustworthiness. The category we have found in most 

posts is placed on the left side of the model, whilst categories further to the 

right side of the model are being found in fewer posts. Furthermore, the 

underlying categories are also placed in order of occurrence, the category 

found most times being placed highest.  

 

As mentioned earlier, we have not tried to verify our results statistically, but 

argue that merely finding an indication may be interesting to analyze. 

However, we have decided to limit our model to only include results in which 

the indication has been found several times in the executives’ blogposts. For a 

category to be included, an aspect needs to be present in at least 5% of the 



 148

total blogposts examined. Furthermore, an underlying category of such 

category needs to respond to at least 5% of the main category to be included 

in our model.  

 

Above, we have discussed how our model should be interpreted to see the 

importance of the signals found. However, some of the categories we claim to 

signal trustworthiness are hard to compare to other categories. Content in 

which the executive is communicating thought leadership or disclosing 

personal information has only been calculated as either to be present or not in 

the blogposts examined. Thus, such content can only be present one time per 

post. Indications of reader involvement and responsiveness can on the other 

hand be present several times in each blogpost. Thus, these categories cannot 

be compared to the categories communicating thought leadership and 

disclosing personal information. In addition to this, it is not possible to 

compare effort to the other categories. However, we argue that the executives’ 

effort might indicate trustworthiness. Due to these problems of comparing 

categories, not all categories can be said to be presented in falling importance 

from left to right in the model, but rather need to be considered as three 

clusters of indications of how executive bloggers are signaling 

trustworthiness. Nevertheless, we believe that our conclusions are best 

presented by using just one model. Our model of executive actions signaling 

trustworthiness is presented in figure 6.1 on the next page.   
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Figure 6.1 Executive bloggers signaling trustworthiness 
 
 

As mentioned earlier, figure 6.1 should be read as consisting of three 

imagined clusters, communicating thought leadership and personal 

information, reader involvement and responsiveness, and finally effort, since 

the importance of the categories cannot be compared between the imagined 

clusters. As shown in figure 6.1, we have found that executives signal 

trustworthiness by communicating thought leadership and disclosing personal 

information. Our findings suggest that executive bloggers communicate 

thought leadership to a greater extent than they are sharing personal 

information.  

 

The blogging executives communicate thought leadership mainly by 

discussing their own and other companies, but also by giving their opinions on 

different topics. Furthermore, executives communicate thought leadership by 

discussing their own line of business, as well as other business fields. 

Moreover, executives also communicate thought leadership by discussing 

their own and others products, services, and events in their blogposts. As 

mentioned above, we have also found content indicating that blogging 

executives signal trustworthiness by disclosing personal information in their 
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blogposts. Blogging executives mainly disclose personal information by 

sharing personal experiences in their blogposts, but also by telling stories and 

disclosing information about their respective family and friends.  

 

Moving on to the second imagined cluster of figure 6.1, we have found 

indications of that blogging executives signal trustworthiness by involving 

their readers and by being responsive. Our findings indicate that blogging 

executives try to involve readers to a greater extent than they are being 

responsive. Blogging executives mainly involve their readers by asking 

questions, this underlying category having significant higher occurrence than 

the other underlying categories. However, our findings also indicate that 

blogging executives involve their readers by asking them to get involved in 

activities outside the blog and by asking readers for feedback on what is being 

written in blogposts. Furthermore, we have found indications of executives 

signaling trustworthiness by responding to aspects pointed out by readers, 

mainly doing so by responding in blogposts.  

 

Finally, we also argue that the executives’ effort on the blogs examined may 

signal trustworthiness. Effort is of course hard to measure, since our results 

cannot be compared to an average measurement of effort. Our results show 

that executive bloggers on average update their blogs two times a week, on 

average writing posts of above 400 words each time. From our point of view, 

this can be considered to be a rather large effort. Therefore, we argue that the 

blogging executives put effort into their blogging activities. Since effort 

affects trust positively, we find it relevant to include effort in our model of 

executive actions signaling trustworthiness.   

 

6.3 Site design signaling a trustworthy environment 
 

The third research question of this dissertation was aimed to examine if we 

could find any site design characteristics that signal a trustworthy 

environment. We have analyzed this question by looking for site design  
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characteristics that in online trust literature are argued to be useful for building 

trust in an online environment. We argue that we have been able to find some 

site characteristics that may signal a trustworthy environment.  

 

The site design aspect we find most important to point out is social cues. All 

blogs examined have several social cues, the most important being that 

readers are able to add user generated content. On all blogs examined, readers 

are able to add comments without being registered, which in online trust 

literature is considered to be important for creating a trustworthy environment. 

Furthermore, we have also found that blogging executives use a lot of external 

links in their blogposts. Using external links is considered to be positive for 

credibility, which in turn theoretically affects perceived trustworthiness 

positively. Moreover, we have also found that blogging executives use 

photographs in their posts, since using photographs is considered to be 

positive for perceived trustworthiness. We also aimed to examine the menu 

systems and branding activities as well as the presence of adverts on the 

executive blogs. However, we found it difficult to analyze how our findings 

might affect perceived trustworthiness. Therefore, we cannot draw any 

conclusions from our findings regarding menus, branding activities and the 

presence of adverts.  

 

6.3.1 A model of site design signaling a trustworthy environment 
 

As for the findings presented above, we have decided to create a model to 

visualize the findings we find relevant regarding how executive blog site 

design may signal a trustworthy environment. In this model, the site design 

aspect we find most important for signaling a trustworthy environment is 

placed on the left side of the model. Thereafter, categories are sorted by 

falling importance towards the right side of the model. Our model of site 

design characteristics signaling a trustworthy environment is presented in 

figure 6.2 on the next page. 
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Figure 6.2 Site design signaling a trustworthy environment 
 

As shown in figure 6.2, we have given social cues the greatest importance of 

our findings. All blogs examined have several social cues. However, our 

findings indicate that the most important social cue is the fact that readers are 

able to leave comments. The possibility to add user generated content is 

considered to be important for creating a trustworthy online environment. 

Furthermore, we have found that executives use several external links in each 

blogpost. Using external links is positive for perceived credibility, since 

external links provide additional information and since they can be used to 

present sources of information. Finally, our findings also show that executives 

are using photographs in their blogposts. According to online trust theory, 

using photographs is positive for trust. However, an overuse of photographs 

may be negative for perceived trustworthiness, since using to many 

photographs may make it difficult to navigate on a page. Our findings show 

that blogging executives on average use a photograph in half of their 

blogposts. From our point of view, this cannot be considered to be an overuse 

of photographs. Therefore, we believe that the photographs used on the blogs 

examined are positive for perceived trustworthiness.  

 

6.4 Readers signaling perceived trustworthiness 
 

The aim of our last research question was to examine if readers’ actions 

indicate that trust actually is created through executive blogs. We have 

analyzed this question by examining readers’ comments, to see if the content 

may signal perceived trustworthiness. Furthermore, we have examined how 

Site Design Signaling a Trustworthy Environment

External Links Use of Photographs Social Cues 

Possibility to Add User 
Generated Content 



 153

perceived trustworthiness might be expressed. We argue that we have been 

able to find indications of perceived trustworthiness in readers’ comments. 

However, we find it important to once again point out that our findings have 

not been validated by asking readers if they actually perceive the executive 

bloggers to be trustworthy. Nevertheless, theory supports that our findings 

might be useful as indicators of perceived trustworthiness. We have found 

indications of readers signaling perceived trustworthiness by their effort, 

willingness to share information, give and get help, and also by their 

expressions of perceived interaction and liking. Furthermore, our findings also 

show how perceived trustworthiness is indicated by readers.  

 

6.4.1 A model of readers signaling perceived trustworthiness 
 

To present our findings of readers signaling perceived trustworthiness, we 

have created a model similar to the model used for visualizing our findings of 

executives’ actions signaling trustworthiness. Just as in the model showing 

indications of executives signaling trustworthiness, categories are sorted by 

falling importance, the category found most times being placed on the left side 

of the model. However, in our model of readers signaling perceived 

trustworthiness, we have used somewhat different criteria for categories to be 

included in the model. Since we have examined more material in our analysis 

of comments, indications need to be present in at least 10% of the comments 

to be regarded significant enough to be included in our model. Furthermore, 

underlying categories need to be present in at least 5% of the comments to be 

included in the model. This limitation of categories included in our model 

means that some indications found are excluded from the model. We have for 

example found indications of readers giving help in their comments by stating 

complaints and giving suggestions of improvement. However, neither of these 

underlying categories reach the criterion of being included in the model. 

Nevertheless, these categories combined fulfill the criterion of being included 

as an underlying category, meaning that giving help can be included as an 

underlying category in our model. Our model of readers signaling perceived 

trustworthiness is presented in figure 6.3 on the next page. 
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Figure 6.3 Readers signaling perceived trustworthiness 
 

As shown in figure 6.3, readers mainly signal perceived trustworthiness by 

their willingness to share information. Readers mainly share information by 

giving their opinions on different topics being discussed in the blogposts. 

Furthermore, readers share both professional information connected to the 

topic and personal information in their comments. Moreover, readers share 

information by providing links to other sites where more information can be 

found. Readers also signal perceived trustworthiness by expressions of 

perceived interaction with the blogging executive. Readers mainly express a 

perception of that they are interacting with the blogging executive by 

addressing him in second person, but also by addressing him by using his 

forename. Addressing the blogger by using his forename may also indicate 

that the readers see the blogger as less of a stranger and more of an 

acquaintance or friend.  

 

Furthermore, readers signal perceived trustworthiness by expressing liking in 

their comments. Readers mainly express liking of the content provided in the 

executives’ blogposts, but also by agreeing with what is being written in the 

blogposts. Moreover, readers also express liking on a more personal level in 

their comments and also indicate perceived trustworthiness by their 
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willingness to give and get help. Readers mainly get help by asking questions 

addressed to the executive blogger. As mentioned earlier, readers also give 

help in their comments, but no indication of how help is given is occurring 

frequently enough in readers’ comments to be included in this model.  

 

Finally, we also argue that readers’ effort may indicate that they perceive the 

blogging executive to be trustworthy. This category cannot be measured in the 

same way as the other categories in our model, which means that this category 

cannot be compared to the other categories. Therefore, we have decided to 

place this category furthest to the right side of the model. It is of course 

difficult to analyze effort, since we do not have any measurement to compare 

our findings to. However, we have found that readers are sharing relevant 

opinions and information in their comments. Since sharing information is 

positive for trust, the fact that readers put effort into sharing information may 

indicate that they are trusting. Our results show that the average executive 

blogger gets nearly 40 comments per post, each comment on average being 

over 100 words long. Since information provided in these comments is 

relevant, we argue that our findings indicate that readers do put effort into 

their comments, and also that readers do comment quite frequently. Therefore, 

we have included effort into our model of readers signaling perceived 

trustworthiness.  

 

6.5 Criticism of methodology used 
 

As mentioned in our empirical methodology chapter, we have manually 

analyzed the material found on the executive blogs examined. By manually 

analyzing the material, we have probably influenced our findings with our 

own interpretations, even though we have tried not to do so. Furthermore, we 

have only focused on examining the executive blogs to see if we could find 

indications of that executive blogs are used for building trust and if trust is 

actually created. Thus, we have not validated our findings by conducting 

interviews with executives, to see if they aim to build trust on their blogs,  
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neither interviewed readers to see if they perceive blogging executive to be 

trustworthy. Finally, our results have not been statistically tested for 

significance.  

 

6.6 Practical implications 
 

In this study, we have examined executive blogs to see if we could find any 

indications of that executive blogs are used for building trust. Based on trust 

theory, we argue that we have been able to find indications of that some 

executive actions and site design characteristics are signaling a trustworthy 

environment. Furthermore, our findings show how executives are signaling 

trustworthiness and which site design characteristics are most important for 

creating a trustworthy environment. Therefore, we believe that our results 

might be useful as a foundation for executives and others who are blogging or 

plan to start blogging, with the aim to build trust on their blogs.  

 

6.7 Suggestions for further research 
 

As mentioned earlier, we have not validated our findings by asking blogging 

executives if they aim to build trust on their blogs. Furthermore, we have not 

asked readers if they perceive the blogging executive to be trustworthy. 

Therefore, it would be interesting to for example interview blogging 

executives and readers of executive blogs to see if the aim of executive blogs 

is to build trust and if trust is actually created. Furthermore, it would be 

interesting to conduct a research in which it could be statistically validated 

that trust is being built on executive blogs. Dwyer (2007) examined corporate 

blogs from a trust perspective, using the text analysis program General 

Inquirer and also validated his findings. A similar examination of executive 

blogs might lead to interesting results. Finally, we also think that it would be 

interesting to examine executive blogs from other perspectives than trust. 

Theory suggests that corporate blogs are useful tools for gathering 

information. Therefore, it might be interesting to examine executive blogs 

from a knowledge management perspective. 
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6.8 Summary 
 

In this chapter, we have presented our conclusions. We argue that we have 

been able to find indications of that executive blogs may be used for building 

trust. Furthermore, we argue that we have been able to find indications of that 

readers in their comments may signal perceived trustworthiness. We have 

visualized our findings of executive actions signaling trustworthiness, site 

design characteristics signaling a trustworthy environment, and reader actions 

signaling perceived trustworthiness in models. Finally, we have reflected upon 

criticism of the methodology used for our research, practical implications of 

our findings, and presented some suggestions for further research. 
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Appendix 1. Glossary 
 

 

Archive:  Consisting of a blogger’s past posts, making it possible to 

navigate between posts. An archive is usually organized by 

date (Flynn, 2006).  

 

Blog:  A contraction of the word weblog, coined by writer Jorn 

Barger in 1997 (Bly, 2006). The word blog can be used both 

as a noun and verb. A blog is an online journal that enables 

for anyone with Internet access to publish written content, 

links, and photos on the Internet (Flynn, 2006). 

 

Blogger:  A person operating a blog (Flynn, 2006). 

 

Blogosphere: The universe of blogs, or the community of bloggers (Flynn, 

2006) 

 

Blogroll: A list of external links to other blogs, bloggers, and websites 

that are favoured by a blogger. The blogroll is normally 

placed in the column of a blog (Flynn, 2006). 

 

Comments: A comment feature is included on many blogs, enabling for 

readers to respond to posts (Flynn, 2006). 

 

Post: Can also be referred to as entries. A post is content that is 

written by a blogger on a blog (Flynn, 2006). 

 

RSS: Short for Really Simple Syndication or Rich Site Summary. 

RSS can be both a way to notify a reader that a blog has 

been updated and a file format that allows persons operating 

a website to syndicate content so other sites can 
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automatically receive and reproduce excerpts, attributions, 

and links back to the original website (Flynn, 2006). 

 

RSS Feed: A file that contains the latest post of a blog (Flynn, 2006). 

 

Tags: Categories or topics under which a blog post is organized. 

Tags can be clicked to get to posts related to the topic being 

tagged (Flynn, 2006). 

 

Trackbacks: Enables bloggers to connect to each other via a link. 

Trackbacks are used to notify bloggers of that one of their 

posts is being referred to in a blogpost (Flynn, 2006). 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 


