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An increasingly complex environment and pressure from external publics on organizations
to speak consistently challenge contemporary organizations. Strategic communication has
been portrayed as offering a method for organizations to handle these complexities and is
characterized not only as a rational way to handle problems organization face by centralizing,
planning, and controlling, but as inevitable.

Contrary to the conventional understanding of strategic communication as being a micro-
level action, I recognize in this thesis that organizations’ strategic communication making is
socially embedded. Thus, taken for granted ways of engaging in strategic communication play a
vital role for what activities are conducted and how. Hence strategic communication is viewed to
also constitute a macro-level phenomenon (a ‘strategic communication mind’) that reciprocally
interacts with how participants engage in strategic communication making at the micro-level.

Using a practice theory lens and an ethnographic approach, I explore how the strategic
communication mind and strategic communication making reciprocally interacted in the
Swedish Green Party’s 2014 election campaign making by focusing on how the national
organization and a local branch, organized for the election campaign, engaged in planning and
controlling.

In generalized terms, my findings suggest that even though the national organization and
the local branch’s campaign making interacted with the strategic communication mind, these
interactions were not always reciprocal. Rather, many of their micro-level activities diverged
from what both campaign groups’ members expected and desired to do, as well as what the
strategic communication mind prescribes. I suggest that it was the organizational and election
campaign contexts in which the campaign making transpired that made participants unable
to follow the strategic communication mind to the letter. Hence, participants’ invocation of
the strategic communication mind in campaign making led to a number of tensions: between
centralization and internal democracy, planning and situational coping, strategist control
and inclusion, and control and flexibility. Although these tensions challenged the strategic
communication mind by hindering a reciprocal interaction, the mind was never deliberately
critiqued or challenged by participants of the campaign groups or rank-and-file members, but
the tensions kept lingering on.
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Campaign Making 
It is May 28 2014, three days after the European Parliamentary election. I 
enter the pin code to the office building and take the stairs up to the 
third floor. In the small kitchen, I bump into one of the political secre-
taries who is unpacking a green cake with the Green Party’s logo and the 
local election result in the European Parliamentary election written on it. 
In the election, the Swedish Green Party received 15.41 percent of the 
votes and thus became the second largest party in Sweden. It was their 
best result in a European Parliamentary election. For the local branch 
(which is the branch that I followed in this thesis), the result was even 
better: over 20 percent of the votes and the largest party in the munici-
pality.  
 
I help the political secretary with carrying cups and plates to the meeting 
room. It is a small room, dominated by an oval table in the middle. We 
place the cups, plates, cake and coffee on the table. I choose a chair close 
to the door and pull it out so I sit a bit behind the others. Additional 
meeting participants drop in and when the clock turns 18.00, the chair-
man announces that the campaign group meeting is starting and invites 
everyone to take a piece of the cake and some coffee. The participants 
seem to be satisfied with the election result, as suggested by the warm 
and cheerful atmosphere. On the agenda for today’s meeting is the task 
of evaluating the European Parliamentary election campaign. In the fol-
lowing extract, some of the participants’ thoughts about their campaign 
are aired: 

Anna: Another thing, Isabelle [one of the candidates for the European 
Parliament] was the most marked name on the ballot in [the municipali-
ty]. This means that she’s popular and that we had a focused campaign. 
It’s obvious that she’s been central in our marketing and that we’ve been 
consistent in our marketing1.  

[…] 

Agnes: Our target group thinking has been really good. That’s something 
that we must continue with in the next campaign.  

[…] 

Simon: We need to get better at cooperating with Green Students and 
Green Youth; for instance, when it comes to book tables [something of-

                                                
1 All quotes translated from Swedish by the author. 
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ten used in school and outside debates]. We need to institutionalize these 
by creating a list of book tables and debates.  

[…] 

Joanna: […] what worked well was when we had prepared events and 
members could just join in. Already, this summer we can make a calen-
dar so members can sign up for different activities.  

Anna: […] this means that members are not allowed to sign up to man-
ning the election booth2 themselves. We need to organize this in a better 
way.  

[…] 

Anna: […] We had no manager. Those who were supposed to lead the 
campaign making were also doing practical things: managing and doing 
was intertwined.  

Thomas: […] We got closer to a better way of organizing, more manag-
ing and less practical things at the end.  

(CG, May 28) 
 
This introductory example is taken from my field observation of a local 
branch of the Swedish Green Party and their 2014 election campaign 
making3. In their evaluation, the participants’ discussions about commu-
nication and election campaigning, what election campaigning is, how it 
should be conducted as well as factors needed for success, are all done in 
a rather taken for granted fashion. Anna talks about consistent commu-
nication as vital and Agnes remarks on their target group thinking. Si-
mon raises the importance of coordinating activities and Joanna suggests 
that rank-and-file members’ participation in the campaign(ing) should be 
facilitated by providing a calendar so they can sign up for activities. In 
addition, Anna argues that the campaign group must control who is 
manning the election booth. The last two quotes point out that the partly 
ill managed campaign was due to failed attempts at separating manage-
ment (deciding and leading) from operations (doing). Hence, the way the 
participants talk about campaigning can be seen as a part of what it 
means to work strategically with communication: to manage the com-

                                                
2 An election booth is a small house located on a (often times central) square in a city or 
village and that political parties use during election campaigns in order to contact, in-
form and persuade voters. 
3 Drawing on Vaara & Whittington (2012), ‘campaign making’ and ‘strategic communi-
cation making’ are used here as umbrella terms to describe the myriad of activities in-
cluded in the micro-level production of election campaigns and strategic communica-
tion. 
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munication, coordinate activities and get organizational members to 
work in a similar direction, to communicate consistently and to take con-
trol over the communication and rank-and-file members.  
 
In this thesis, political election campaigns are regarded as an example of 
strategic communication. However, contrary to the conventional under-
standing of strategic communication as being a micro-level action (e.g., 
Falkheimer & Heide, 2014; Zerfass & Huck, 2007), in this thesis it is 
recognized that organizations’ strategic communication making is socially 
embedded. Thus, taken for granted ways of engaging in strategic com-
munication play a vital role for what activities are conducted and how 
they are conducted. Hence, strategic communication is seen here as also 
constituting a macro-level phenomenon that interacts with how partici-
pants engage in strategic communication making on the micro-level. The 
focus of this thesis is thus on the reciprocal interaction between the mac-
ro- and micro-level.   

In the Context of Strategic Communication 
During the past few decades, an increasing number of organizations have 
come to engage in strategic communication (Verhoeven, Zerfass & 
Tench, 2011). Sandhu (2009) notes: “As a heuristic, it will be difficult to 
find an organization of any type that does not claim to communicate 
intentionally with its publics4” (p. 74). Similarly, the recent ‘strategic turn’ 
in communication science has led to, “everything – or almost everything 
– being regarded as strategic communication” (Torp, 2015, p. 34; see 
also Frandsen & Johansen, 2015; Hallahan, Holzhausen, van Ruler, 
Verčič & Sriramesh, 2007). Hence, researchers within the field of strate-
gic communication contend that most of what an organization does and 
says should be treated as potential strategic communication (Falkheimer 
& Heide, 2014). Today, strategic communication seems to have become 
“to the organization what personality is to the individual” (Mintzberg, 
1988, p. 18): inseparable entities.  
 

                                                
4 There are at least four conceptualizations of groups in the strategic communication 
literature: stakeholders (Freeman, 1984), constituents (Coombs & Holladay, 2010), 
target groups (Cornelissen, 2014) and publics (Leitch & Neilson, 2001). In this thesis, 
the concept publics is used, which acknowledges that internal and external groups are 
not static, waiting for the organization to identify them, but can be self-organizing 
(Leitch & Neilson, 2001; Vasquez & Taylor, 2001). Target group is used in reference to 
communication interventions such as campaigns, i.e., in a specific context.     
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In their seminal article on strategic communication, Hallahan et al. 
(2007) define strategic communication as a tool that organizations use to 
“communicate purposefully to advance its mission” (p. 7; see also Falk-
heimer & Heide, 2011, 2014; Hallahan, 2015; Holzhausen & Zerfass, 
2015).5 Similarly, strategic communication campaigns have been defined 
as “[…] a set of deliberate and purposive communication activities en-
acted by a communication agent in the public sphere on behalf of a 
communication entity to reach established goals that are informed by 
multiple perspectives” (Werder, 2015, p. 81). Strategic communication is 
thus an attempt at the top level to orchestrate an organization’s commu-
nication while having a holistic overview of the organization’s internal 
and external communication. As such, strategic communication is often 
described as a multidisciplinary field, including organizational communi-
cation, public relations, and market communication (e.g., Falkheimer & 
Heide, 2014; Werder, 2015).  
 
Three of the concepts in Werder’s (2015) definition of strategic commu-
nication campaigns are central to understanding the conventional ap-
proach to strategic communication: ‘deliberate’, ‘purposive’ and ‘entity’.   
 
The origin of strategic communication can be traced back to the classical 
perspective on strategy, where ‘strategy’ is understood as a matter of 
designing and planning (Mintzberg, 1990; Whittington, 2001). Being 
‘strategic’ then implies deliberately moving toward a desired end-state, 
planning and communicating consciously and intentionally to achieve a 
particular result (e.g., Beck, 1998; Bienvenu & Timm, 2002; Collins, 
2005; Hynes, 2008). It includes a set of purposive activities conducted by 
top managers and includes setting (measurable) goals, analyzing target 
groups, strategies and evaluating communication (Cornelissen, 2014; 
Erikson, 2008). Because the plan is to guide organizational activities, it is 
regarded as explicit and fully formulated (Holzhausen & Zerfass, 2005; 
cf. Ansoff, 1965, 1991; Mintzberg, 1990; Porter, 1996). Lastly, the organ-
ization portrayed as an entity suggests that it displays uniformity with re-
spect to talk and action (cf. Christensen, Morsing & Cheney, 2008). As a 
consequence of this perspective, and as noted by Sandhu (2009), the core 
research agenda in the conventional approach to strategic communica-
tion is the analysis of intentional and deliberate communication, as well 
as a search for more efficient strategies. 
 
                                                
5 In this thesis, I understand ’corporate communication’ not as a synonym to strategic 
communication but as closely related and at times overlapping in regards to both theo-
retical issues and research focus (cf. Falkheimer & Heide, 2014). 
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Strategic communication is suggested to be the answer to an increasingly 
complex environment (Cornelissen, 2014; Johnston & Everett, 2015; 
Zerfass & Huck, 2007; Verheren, Zerfass & Tench, 2011) and a pressure 
from external publics on organizations to speak with clarity and appear 
as a uniform and consistent organization (speaking with one voice) 
(Cornelissen, 2014; Falkheimer & Heide, 2014). In a world of increasing 
complexity, organizations thus respond with managerial ambitions. The 
one voice ideal is not only portrayed as a rational way to handle prob-
lems that contemporary organizations face, but as inevitable (Cornelis-
sen, 2014; Falkheimer & Heide, 2014). Hence, strategic communication 
is considered a means to foster clarity by centralizing, planning, and con-
trolling (cf. Christensen, Morsing & Cheney, 2008). In this way, strategic 
communication has come to function as a framework for analyses, prob-
lem definitions and problem solutions (cf. Knights & Morgan, 1991).  

Strategic Communication and Ontology  
The philosophical position that the conventional understanding of stra-
tegic communication rests on has been termed the ‘building worldview’ 
(Chia & Holt, 2006; Chia & MacKay, 2007; Chia & Rasche, 2010) and is 
a purpose-oriented theory of action. In other words, actors are seen as 
always having a clear purpose with what they do, and thus become ori-
ented towards certain goals: they are (instrumentally) rational. The build-
ing worldview is firmly anchored in an individualist tradition (cf. Clegg, 
Carter & Kornberger, 2004), which relies on two core assumptions: so-
cial atomism (de Certeau, 1984) and a Cartesian split between mind and 
matter (Descartes, 1641; cf. Clegg, Carter & Kornberger, 2004). Social 
atomism entails that social wholes are reducible to the single individual. 
As such, the individual’s goals, beliefs and desires as well as actions are 
viewed to be the smallest piece of the societal whole (an atom). The Car-
tesian split between mind and matter, as formulated by Renee Descartes 
in 1637, implies a mind-body dichotomy, a separation between thinking 
and acting. In this regard, thinking is viewed to always precede action. 
Brunsson (2006) has labeled this perspective a ‘rational model’ and 
writes: “According to the rational model, action is guided by reason. Ide-
as rank above action, while action is also their ultimate goal […] Ideas 
can control action, without themselves being affected by it” (pp. 173-
174). The rational model is very strong in theories on decision making 
(Brunsson, 2006, 2007), as well as in strategic communication where 
planning is portrayed as a linear set of activities conducted in a pre-
established order, i.e., thinking first followed by action. By resting on this 
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foundation, the conventional understanding of strategic communication, 
similarly to the classical approach to strategy, becomes “just another 
version of the basic form of rationality that underlies western thinking – 
in its simplest form, that to act you must first know what you want to 
accomplish. Think first, then do” (Mintzberg, 1990; p. 1984; see also 
Brunsson, 2006, 2007).  
 
Even though this worldview is deeply ingrained in the field of strategic 
communication, communication researchers have questioned it, suggest-
ing a number of alternative perspectives instead. These alternatives sug-
gest studying strategic communication as emergent (and hence some-
thing that is not carefully thought through in advance: see Frandsen & 
Johansen, 2015; Hallahan et al., 2007; Holzhausen & Zerfass, 2015; 
King, 2009), stressing postmodern approaches (Holzhausen, 2002; Stroh, 
2007), complexity theory (Murphy, 1996; Nothaft & Wehmeier, 2007) 
and a neo-institutional perspective (Fredriksson & Pallas, 2015; Sandhu, 
2009). Others have emphasized the importance of understanding com-
munication as culture, centered on meaning making and based on collec-
tive constructions (Falkheimer & Heide, 2011, 2014). These perspectives 
try to broaden the boundaries and understanding of strategic communi-
cation, including its theoretical and research focus. Still, they constitute 
the exception and have not (yet) had any greater impact on research and 
empirical studies conducted within the field; nor on what is taught as 
strategic communication at universities (King, 2009). Attempts at chal-
lenging strategic communication as deliberate and purposive still have 
not gained any resonance: modernist ideas and ideals of rationality in 
human action continue to be deeply embedded in the field (Hallahan, 
2015). In this thesis, the conventional view of strategic communication is 
challenged by arguing for embedding strategic communication making in 
its social context.  

Lingering Problems and a Suggested Solution 
The essential problem with the conventional approach to strategic com-
munication is its assumed social atomism and rationality. Hereby, strate-
gic communication is presumed to be a micro-level activity that organiza-
tions engage in, with no external interference or influence of what activi-
ties are conducted and on how they are conducted. A sole focus on mi-
cro-level activities allows for on-the-ground analysis, but fails to consider 
the larger context in which these are embedded (Fay, 1996). As such, 
strategic communication is conventionally regarded as produced by indi-
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viduals, but in a vacuum that does not consider the specific social, cul-
tural and historical context in which the organization is a part. This situa-
tion calls for a theoretical perspective that embeds strategic communica-
tion in a social context and acknowledges that organizational activities 
are not reducible to the individuals who comprise them, but that they are 
also influenced by macro-phenomena, interacting with what they do and 
how they do it. 
 
A theoretical perspective that offers such a ‘sociological eye’ is practice 
theory (Whittington, 2007). Although practice theory offers perspectives 
rather than a coherent theory, a practice lens enables understanding 
communication activities as embedded in broader societal contexts by 
focusing on how micro-level activities are related to macro-level ‘practic-
es’ (e.g., Giddens, 1984, Schatzki, 2001a, 2001b, 2005). In this way, social 
structure and human activity are linked together in an explanation of 
action. Vaara and Whittington (2012) define practices as “accepted ways 
of doing things, embodied and materially mediated, that are shared be-
tween actors and routinized over time” (p. 3; a more elaborate discussion 
and specification of my practice lens is given in Chapter Two). Thus, 
participants’ taken for granted and non-deliberate ways of engaging in 
activities are brought to the forefront. One consequence is that the prac-
tice perspective “shows sensitivity for the neglected, the unintended and 
the unexpected” (Tsoukas, 2010, p. 48). 
 
The development, diffusion and expansion of strategic communication 
suggest that strategic communication constitutes a phenomenon that 
contemporary organizations need to relate to in one way or another. By 
influencing activities in different organizations in similar ways (Zerfass, 
Schwalback & Bentele, 2014), strategic communication constitutes what 
Whittington (2006) has labeled ‘extra-organizational’ practice. Hence, in 
this thesis it is argued that strategic communication, additional to being 
an activity that organizational members’ engage in, constitutes a practice 
that interacts with members’ micro-level activities. While the strategic 
communication practice both enables participants by incorporating 
know-how and constrains them by excluding alternatives (Giddens, 
1984, 1993; Taylor, 1989), there is no necessary determination of activi-
ties. Giddens’ (1984) transformative capacity of human agency suggests 
that ways of engaging in activities are open-ended (cf. Schatzki, 2005; 
Swidler, 2001). In different words, there is an ever-present possibility to 
“act otherwise” (Giddens, 1984, p. 14), to produce and transform instead 
of just reproducing the practice (Giddens, 1984, 1993; Schatzki, 2005). 
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Few scholars in strategic communication have shown interest in explor-
ing strategic communication as a practice. Marchiori and Bulgacov (2012, 
2015) draw on a practice perspective in their articles on the role commu-
nication practices play in the construction of strategic practices. In two 
articles, Marhiori and Bulgacov (2012, 2015) argue that strategy entails a 
communicational practice that is dependent on how participants are 
stimulated and influenced by trends from the field. However, they do 
not consider what role strategic communication might play as a practice 
in itself: put differently, how strategic communication making as a prac-
tice reciprocally interacts with how the organization engages in strategic 
communication making. 
 
There thus seems to be a dearth of studies that view strategic communi-
cation as a practice. For this reason, I turn to the field of strategy and 
management and its subfield Strategy as Practice. Because the fields of 
strategy and management and strategic communication are adjacent, the-
ories and research in the former can aid research in the latter.  

Strategy as Practice with a Practice Lens 
Strategy as Practice is a subfield that has grown quickly since the seminal 
issue of Journal of Management Studies in 2003, where a research agenda for 
this new subfield was presented (Golosorkhi, Rouleau, Seidl & Vaara, 
2010; Johnson, Langley, Meling & Whittington, 2007). The research 
agenda in Strategy as Practice is diverse and dynamic (Golosorkhi et al., 
2010, 2015; Johson et al., 2007; Orlikowski, 2010) and has been defined 
as concerned “with what people do in relation to strategy and how this is 
influenced by and influence their organizational and institutional con-
text” (Johnson et al., 2007, p. 7; see also Jarzabkowski, 2005; Jarzabkow-
ski, Balogun & Seidl, 2007). Similarly, ‘strategy’ is defined as “a situated 
accomplished activity” (Jarzabkowski et al., 2007, p. 8). Accordingly, 
strategy is not something that organizations ‘have’, but something they 
‘do’ (Golosorkhi et al., 2010; Johson et al., 2007; Jarzabkowski et al., 
2007; Whittington, 2006; Vaara & Whittington, 2012). Organizations and 
organizational members’ ‘doing(s)’6 (i.e., their activities) of strategy are 
consequently a focal point within this subfield.  
 
Orlikowski (2010) and Feldman and Orlikowski (2011) have identified 
three approaches in Strategy as Practice research (see also Johnson et al., 
2007): an empirical approach, a theoretical approach and a philosophical 

                                                
6  In this thesis, the term ‘doings’ is synonymous with the term ‘activities’. 
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approach. Although not necessarily exclusive, they do entail different 
assumptions about practices and their powers in constituting and pro-
ducing the social world (Orlikowski, 2010). The empirical approach fo-
cuses on everyday micro-level activities such as routines and procedures, 
but without taking a theoretical point of departure in a practice-centered 
theory. The theoretical approach involves an articulation of a practice-
centered theory and the application of a particular theoretical lens (such 
as Gidden’s (1984) structuration theory or Bourdieu’s (1990) praxeology) 
when studying social phenomena (Feldman & Orlikowski, 2011; Tsou-
kas, 2010). The philosophical approach is concerned with the ontological 
dimension of practices, meaning that practices are the building blocks of 
social reality. A study of everyday activities is then fundamentally a study 
of practices (Feldman & Orlikowski, 2011). Consequently, under the 
heading ‘Strategy as Practice’, a vast number of different topics on dif-
ferent levels are studied (for an overview, see Golosorkhi, Rouleau, Seidl 
& Vaara, 2015). The subfield has thus been criticized for being imprecise 
and vague (e.g., Carter, Clegg & Kornberger, 2008a, 2008b). Even so, 
research within this subfield has added new insight into the production 
of strategy, how this is ‘done’, and among other topics, how the produc-
tion of strategy is situated in a social, cultural and historical context 
(Whittington, 2006).  
 
Strategy as Practice research has been dominated by research that ad-
heres to the empirical and theoretical approaches. There has been fewer 
attempts to let the practice turn in philosophy and social science (e.g., 
Schatzki, Knorr Cetina & von Savigny, 2001) enrich the understanding 
of organizations’ strategy making (Feldman & Orlikowski, 2011; Seidl & 
Whittington, 2014). As a consequence, many studies are caught in a 
building worldview (Seidl & Whittington, 2014; Vaara & Whittington, 
2012; see also Chia & Holt, 2006; Chia & MacKay, 2007; Chia & Rasche, 
2010; Gomez, 2010; Tsoukas, 2010). This situation has led some re-
searchers to question the originality of the field, arguing that the label 
might be new, but the research themes are based on the same old onto-
logical premises (e.g., Carter, Clegg & Kornberger, 2008a, 2008b).  
 
This thesis adheres to see practices as an ontological question (cf. 
Schatzki, 2001b, 2005). Therefore, strategic communication as a practice 
is studied by focusing on what participants do in their strategic commu-
nication making and how these levels (macro and micro) interact.    
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The Case: Political Election Campaign Making 
At the end of the 2014 national election campaign, the Swedish Green 
Party’s campaign group decided to change strategy and focus more on 
the bronze medal (becoming the third biggest party) than on environ-
mental and climate issues (which normally, and also to some extent in 
this campaign, constitute the core of the party’s campaigns). The Green 
Party’s election result was, contrary to the European Parliament election, 
not what they had hoped for, and in an op-ed published about two 
months after the election, the Party secretary wrote the following in his 
evaluation of the campaign: “When we exchanged our political ideas to 
numbers and tactics and focused on becoming the third biggest party, 
the argument lost its power” (Wallner, 2014, November 28; translated 
from Swedish by the present author). The conclusion the Party secretary 
drew is simple: the wrong strategy was behind the party’s bleak result.   
 
Political election campaigns represent a time of intense competition be-
tween campaigning parties, where the role of strategic communication is 
indeed considered central for a successful result, as is apparent in the 
Party secretary’s own analysis. Parties invest enormous resources in man-
aging their communication (Nord, 2013), a state that is particularly ac-
centuated during election campaigns. As one consequence, there has 
been an increased professionalization of political parties’ campaigns dur-
ing the past decades (Grusell & Nord, 2009; Farrell, 2006; Negrine, 2007, 
2008; Nord, 2013; Plasser & Plasser, 2002). Thus, political parties’ elec-
tion campaign making are generally perceived as a highly strategic enter-
prise, clearly differentiated in time and space. Much is at stake (votes, 
power, influence) and much is invested in it (hopes, dreams, money). 
Therefore, a political election campaign provides a good case for study-
ing strategic communication, both as an organizational action and as a 
practice.  
 
Within the field of strategic political communication, scholars study po-
litical marketing (the use of tools from marketing in politics), political 
market orientation (a long-term philosophical and behavioral perspective 
with the rationale to offer what the market wants; see O’Shaughnessy, 
Baines, O’Cass & Ormrod, 2013)7 and the professionalization of cam-
                                                
7 For an alternative categorization of political marketing, see Henneberg (2004). 
Henneberg differentiates between the “theory of political marketing” (the societal pro-
cess of political exchange and its consequences for democracy), the “theory of political 
marketing management” (the art and science of managing this exchange) and “political 
marketing management” (operational focus on, for example, strategies). Two levels of 
focus complement these three levels of involvement: descriptive and normative. 
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paigns (Gibson & Römmele, 2001, 2009; Negrine, 2007)8. Akin to the 
conventional approach to strategic communication, research on strategic 
political communication rests firmly, in a building worldview (Savigny, 
2003, 2007; see also Winther 2012, 2013). The research agenda focuses 
on the analysis of intentional and purposive communication and produc-
tion of campaigns (e.g., Fagerholm, Grandien & Lozanovska, 2009; Gru-
sell & Nord, 20009; Lees-Marshment 2001, 2008; Nord, 2013; Nord & 
Strömbäck, 2003; Ormrod, 2009; Plasser & Plasser, 2002). The building 
worldview in strategic communication tends to lead to research that 
“begin with a set of simplifying assumptions to produce a generic model 
from which propositions are deduced, then tested against empirical evi-
dence to establish the validity of the (retrospective) prediction” (Savigny, 
2003, p. 27).9 
 
In addition, many studies have built on empirical material such as inter-
views or surveys with representatives of the party elite (e.g., Fagerholm 
et al., 2009; Grusell & Nord, 2009; Nord, 2013; Nord & Strömbäck, 
2003). This approach has led to a scarcity of studies that have actually 
observed the campaign makings of political parties and thus, we know 
little about what is really going on once the party elite closes its doors to 
engage in campaign making. This situation has led Farrell (2011) to de-
scribe political campaign making as “one of the most secret of gardens” 
(p. 130). Studies of political parties’ election campaigns have been suc-
cessful at mapping out what strategies and tactics have been used, but 
they have not satisfactorily addressed how taken for granted ways of 
engaging in campaign making influence their work; nor what they actual-
ly do when they engage in campaign making. 
 
                                                                                                               
Strömbäck (2007) differentiates between political marketing/market orientation, on the 
one hand, and professionalization, on the other, suggesting that the former concerns 
dealing with organizational and political-philosophical principles, whereas the concept 
of professionalization refers to dealing with the expertise on the use of marketing tech-
niques. 
8 The ‘professionalization’ of campaigning is discussed and studied more by European 
scholars than by American scholars, who are more inclined to use the label ‘political 
marketing’ (Strömbäck, 2009). Alternative concepts proposed for describing this pro-
cess are ‘americanization’ (Negrine & Papathanapoupolos, 1996), ‘modernization’ 
(Plasser & Plasser, 2002) and ‘hybridization’ (Nord, 2006, 2009; Plasser & Plasser, 
2002). 
9 Savigny (2003, 2007) traces the roots of political marketing back to economic theory 
and its roots in an orthodox rational choice theory. She argues that as a consequence of 
these roots, assumptions underpinning many theories and studies conducted within the 
field are instrumental rational. The politician/political parties’ preferences are regarded 
as fixed, transitive and identifiable, and consequently, an objectivist, realistic perspective 
and an epistemological commitment to positivism, focusing upon the observable, dom-
inate studies in the field. 



 28 

Taken together, the conventional understanding of strategic (political) 
communication, its building worldview foundation and the focus on 
micro-level activities calls for studies that take the point of departure in 
an alternative theoretical foundation that recognizes the social embed-
dedness of strategic communication. It also calls for more in-depth stud-
ies of campaign making. The intention of this thesis is to do just that.   

Purpose and Aim of the Thesis 
Previous research has shed light on different ways to perform strategic 
communication. However, it has not provided knowledge on the poten-
tial that lies in how different strategic communication activities are em-
bedded in a broader societal context. In this thesis, strategic communica-
tion making is seen as reciprocally interacting with strategic communica-
tion as a practice. This thesis general purpose is thus: To increase our under-
standing of strategic communication making. The ubiquity of the way 
organizations do things points to the importance of considering the so-
cial context in which action takes place and on which it relies (cf. Gid-
dens, 1984, Bourdieu, 1990). However, what organizations do should not 
be seen as fully determined by practices. Rather, the opposite. As Gid-
dens (1984) and others have stressed, the contradictory and negotiable 
nature of practices can enable deliberate change. I present a specification 
of my research questions in Chapter Four, but some preliminary ques-
tions relate to: How did the strategic communication practice interact 
with strategic communication making? What did they do in their cam-
paign making? How was the campaign organized and who participated? 
This thesis aims at exposing some of those contradictions, negotiations, 
complexities and tensions that may emerge when organizations engage in 
strategic communication, as well as exploring what their consequences.   
 
An ethnographic approach was used to study how the Swedish Green 
Party (and one of its local branches) engaged in strategic communication 
campaign making for the 2014 national and local elections. 2014 was a 
‘Super election year’ in Sweden. The European Parliamentary election 
was held in May and the Swedish elections in mid-September (including 
elections to Parliament, regional and municipality councils). Although on 
an empirical level it is difficult to separate the making of the two election 
campaigns, focus is on the elections held in September. This is further 
discussed in the methodological chapter (Chapter Five).  
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The Structure of This Thesis  
This thesis consists of two parts. Part One provides the theoretical and 
methodological aspects of the present study. Chapter One contains a 
description and discussion of the development of organizations’ inten-
tional communication. It ends by presenting three key activities that I 
have identified in the conventional literature on strategic communication: 
organizing, planning and control. In Chapter Two, the study’s theoretical 
framework is presented. I explain how I view the practice concept and 
argue that to avoid confusion, ‘objective mind’ is a better term to use 
when referring to a macro phenomenon. I then construct a theoretical 
framework that contains four parts: objective mind, activities, biography 
and positions/positioning. The thesis suggests that those key activities 
identified in Chapter One are key aspects in the ‘strategic communica-
tion mind’ and they thus provide empirical focal points for studying stra-
tegic communication making. In Chapter Three, the context in which the 
study was conducted is presented. Earlier research on election campaign 
making, institutionalized politics in Sweden and the present case organi-
zation (the Swedish Green Party) are discussed. Chapter Four contains 
the research questions. Chapter Five presents the ethnographic ap-
proach, methods and operationalizes the theoretical framework. The 
chapter ends with a reflection of the present methods and challenges 
faced during the fieldwork. 
 
The empirical findings are presented in Part Two of this thesis. This part 
starts with a Prelude in which I approach the Green Party and the local 
branch by considering how those who participated in the study described 
the party and the branch. In Chapter Six, how the national organization 
organized for the election campaign is addressed. Thereafter, follows an 
Interlude in which a short presentation is given on how the local branch 
organized its campaign making. Chapter Seven examines how the cam-
paign group in the local branch engaged in planning. Chapters Eight and 
Nine are devoted to the control aspect. Chapter Eight discusses control 
in relation to positioning within the campaign group while Chapter Nine 
discusses control in relation to the campaign group’s positioning of rank-
and-file members. In the Postlude, a brief description is offered on the 
aftermath of the national and local election campaigns. The thesis ends 
with a summary of the analysis, an elaboration of the findings and a dis-
cussion of the practical implications of the study.  
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Part One 
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Part One of the thesis gives a foundation on which this study 
of the Swedish Green Party’s strategic communication 
making rests. Chapter One begins by exploring how 
organizations’ intentional communication has developed 
into strategic communication and then identifies three 
activities central in strategic communication making: 
organizing, planning and controlling. Chapter Two presents 
the theoretical framework consisting of four interrelated 
parts: objective mind, activities, biography and 
position/positioning. Chapter Three contextualizes the study 
by addressing earlier research on election campaign making, 
institutionalized politics in Sweden and the Swedish Green 
Party. Chapter Four presents the research questions and 
Chapter Five discusses methodology, methods and 
operationalizes the theoretical framework. 
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Chapter One                                         
Strategic Communication Developments 

and Key Activities 

The strategic turn in communication theory is argued to be the latest 
phase in the history of intentional and deliberate communication (Torp, 
2015). Hallahan et al. (2007) contend that strategic communication is 
now the overarching paradigm for studies of organizations’ communica-
tion, including both public relations and market communication (see also 
Falkheimer & Heide, 2014; Ries & Ries, 2003; Verhoeven, Zerfass & 
Tench, 2011).10 These accounts imply that something is new in how or-
ganizations engage in communication. But what is new about strategic 
communication and what are the key activities in strategic communica-
tion making? With the purpose of constructing a foundation for the the-
oretical perspective and the present study, a brief discussion is necessary 
on the development of organizations’ communication into strategic 
communication and what strategic communication is. This chapter con-
tains two parts. Based on historical writings on public relations and mar-
keting communication, the first part of the chapter discusses the devel-
opment of strategic communication. The second part discusses three key 
activities that I have identified in the conventional literature on strategic 
communication.   

The Development of (Strategic) Communication  
The emergence and development of strategic communication have been 
given little attention, but there have been a number of investigators 
mapping the development of intentional communication in the fields of 
public relations and marketing communication. Research on the devel-
opment of public relations and market communication revolves around 
intentional communication as something that has been a part of societies 
                                                
10 But there is also a long-standing disagreement about the relation between public 
relations and marketing (communication). Already in 1978, Kotler and Mindak dis-
cussed the issue and the discussion continues to this day: Is public relations and market 
communication separate disciplines? Are public relations a part of marketing or is mar-
keting a part of public relations?    
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for hundreds of years. Bernays (1952), one of the founding fathers of 
public relations, even argues: “The three main elements of public rela-
tions are practically as old as society: informing people, persuading peo-
ple, or integrating with people” (p. 23). Redlich (1935) reasons that mar-
keting activities go back to the 16th century and Cutlip (1994) maintains 
that craftsmen began to organize in order to manage their reputation 
already in Medieval Europe. Turnball (2010) writes that leaders, political 
groups and other organizations around the same time evolved ways of 
communicating, including producing material, seeking earned publicity 
and engaging in lobbying. Yet, several scholars contend that more fun-
damental changes in how organizations engage in intentional communi-
cation coincide with the industrialization of Western societies and are 
closely linked to the rise of big corporations (Cornelissen, 2014; 
Marchand, 1998; Fullerton, 1988). To explore strategic communication, I 
take Marchand’s (1998) description of the rise of public relations in the 
big business domain of the USA and Fullerton’s (1988) periodization of 
the development of marketing communication as starting points.  
 
In his book on how corporations engaged in creating their souls, 
Marchand (1998) shows how public relations are nested with the rise of 
big business in the USA, taking its beginning in the second half of the 
19th century. With ‘big’, Marchand means just that: big with respect to 
employees, market share and massive factories and buildings. These big 
businesses disrupted traditional ways of work and life in many ways: the 
employee was just one of thousands of employees: the faceless produc-
ers of goods in the service of big, impersonal corporations. Consumers 
were skeptical in the sense that the corporations were perceived as lack-
ing conscience, moral and soul, and their single goal was to make money 
without considering the consequences. Marchand (1998) notes: “Above 
all, the notion of soullessness reflected the giant corporations’ incom-
plete social legitimacy” (p. 9).11 Driven by a quest to acquire legitimacy, 
some big corporations began the work of creating a ‘soul’. One of these 
corporations Marchand (1998) studied is AT&T12. In his book, 
Marchand shows how this corporation began to show concern for em-
ployees, launch welfare programs, humanize the factories and sought to 
create a family feeling by personal interactions, gifts and various social 
rituals. Of interest in relation to the chapter’s aim is that such work was 
not only geared towards creating a loyal and efficient workforce, but was 
                                                
11 (Social) legitimacy in this context refers to the fact that the organization needs to be 
seen as an accepted member of the community. Suchman (1995) has defined legitimacy 
as “a generalized perception or assumption that the actions of an entity are desirable, 
proper, or appropriate with some socially constructed system of norms, values, beliefs 
and definitions” (p. 574).   
12 American Telephone and Telegraph Company. 
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also used for gaining ‘good’ publicity and in advertisement in attempts to 
persuade suspicious consumers. But publicity and advertisement were 
also used in issue management and lobbying, such as when attempting to 
prevent public ownership and hostile legislation (Marchand, 1998). These 
attempts at creating a ‘soul’ were accompanied by a centralization and 
coordination of the communication, aiming at speaking with clarity and 
consistency, as well as to appear in a state of uniformity in the publics’ 
eyes. Top-down initiatives, long-term planning, making employees am-
bassadors for the corporation and control of communication were also 
recurrent themes of the corporation’s public relations work (Marchand, 
1988). Although Marchand’s (1988) study shows that corporations for 
over one hundred years ago worked with intentional communication in 
ways that resembles how contemporary organizations engage in strategic 
communication, he notes that those few corporations he studied, and 
especially AT&T, were at the very front edge. Although many corpora-
tions followed the example of these corporations, few did it to the same 
extent and in the same skillful way as AT&T.   
 
In his description of the development of marketing and marketing com-
munication, Fullerton (1988) take the industrialization period as a point 
of departure, a period that began in the mid-18th century Britain and then 
spread primarily to northern Europe and North America (Pollard, 1981). 
Drawing on Redlich (1935), Fullerton (1988) stress that marketing activi-
ties are not a creation of this historical period but goes back even further 
to the 16th century. However, by paving the way for the mass production 
of goods, the industrialization period intensified marketing activities. In 
his article, Fullerton (1988) rejects the dominant periodization of the 
evolution of marketing into the ‘production era’, the ‘sales era’ and the 
‘marketing era’ (see e.g., Keith, 1960). Instead, he proposes a ‘complex 
flux’ model that emphasizes that the development of marketing is, and 
continues to be, complex, involving dramatic changes, and yet continui-
ty. He thus proposes a new periodization and locates the beginning of 
modern marketing to the introduction of mass production. This is the 
beginning of the first period during which businesses began to target 
consumers and designed products that would appeal to them on a mas-
sive scale. The second period lasted between mid-19th century until 1929, 
and represented a time in which many of those activities that are part of 
modern marketing first appeared. An increased distance between pro-
ducer and buyer meant that understanding and finding ways to com-
municate with potential consumers became necessary and market re-
search and advertisement became standard ingredients in the marketing 
recipe. The last period began around 1930. Few activities have been add-
ed to the marketing toolbox, and this period has primarily involved “[…] 
the further development, refinement, and formalization of institutions 
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and practices that were developed earlier” (Fullerton, 1988, p. 122). 
However, two things are new. First, marketing education, which has in-
volved a formalization of marketing knowledge and created a body of 
normative knowledge. Second, he points to the formal organization of 
marketing:  

[…] the big change in recent decades has been that these activities have 
become organized formally into marketing departments in firms on both 
sides of the Atlantic. The marketing concept has become a formally ar-
ticulated firm goal, whereas earlier it had been practiced more than we 
realize but not articulated. (Fullerton, 1988, p. 123)  

 
The way in which Marchand (1998) depicts the development of public 
relations at the end of the 19th century and the beginning of the 20th cen-
tury shares similarities with how Fullerton (1988) portrays the develop-
ment of marketing. Within both fields, organizations move from more 
disparate communication activities to increased centralization and coor-
dination of the communication. Similar to Marchand (1998) and Fuller-
ton (1988), Cornelissen (2014) traces organizations’ intentional commu-
nication back to the introduction of mass production, but in the context 
of corporate communication13. In his description of the development of 
corporate communication, Cornelissen (2014) focuses solely on the rela-
tion between intentional communication activities and the formal organ-
izing of these activities within the organization. Similar to Marchand 
(1998) and Fullerton (1988), Cornelissen (2014) contends that mass pro-
duction made it important for many businesses to work with communi-
cation activities such as promotion, advertisement, campaigns and pub-
licity in order to influence consumers and politicians. Whereas the com-
munication at mid-19th century was carried out by hiring ‘experts’ (publi-
cists, press agents, campaign managers) on and off, the public’s growing 
skepticism towards corporations during the 1920s and 1930s led to 
bringing practitioners in-house. A consequence of this, according to 
Cornelissen (2014; drawing on Ewen, 1996), was a professionalization of 
the communication in terms of it becoming more systematic and skilled 
(see also Sandhu, 2009).  
 
One of the most explicit attempts at describing the development of 
communication into strategic communication is offered by Torp (2015). 
When Torp describes the transformation of communication, he adopts 
Deetz (1992) understanding of the development of communication as 

                                                
13 As I stated in a footnote in the introduction, I understand ‘corporate communication’ 
not as a synonym to strategic communication, but as closely related and at times over-
lapping in regards to both theoretical issues and research focus (cf. Falkheimer & 
Heide, 2014). 
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suspended between ideals of participation and effectiveness. Plato and 
his view on rhetoric as a means of manipulation is taken as the point of 
departure14. Aristotle’s more complex understanding of rhetoric as both 
being a tool used to influence and something that enables participation 
in public discussions is the next stop in Torp’s (2015) description. In the 
Enlightenment, citizens began to be understood as disembedded, which 
brought with it a focus on effective communication. Today, Torp (2015) 
argues, participation and the empowerment of organizational members 
seem to constitute one endpoint of the continuum, with control and 
discipline at the other end (cf. Deetz, 1992). This approach to the history 
of communication that focuses on participation versus effectiveness 
shows that a number of processes are entangled in the birth of strategic 
communication. Its development is thus contingent on social, cultural 
and historical contexts (as is also the description). In addition, it also 
shows that participation is a central matter when organizations strategic 
communication is addressed.    
 
Albeit there have been big variations as to how different organizations in 
the same period have employed communication activities, the general 
development shows an increased centralization and coordination of ac-
tivities, as well as a formalizing of organizations’ intentional communica-
tion. As argued by strategic communication scholars, strategic communi-
cation now constitutes the overarching paradigm for an organization’s 
communication (Hallahan et al., 2007). 

Key Activities of Strategic Communication  
Even though the origins of strategic communication can be traced back 
to ancient civilization (Bernays, 1952), during the past decades there has 
been a widespread transformation in relation to how organizations en-
gage in communication. In the conventional literature on strategic com-
munication, three key activities are identified in this thesis that are pre-
sented as central to strategic communication making: organizing, plan-
ning and controlling. Although these key activities are closely related, in 
this thesis they are presented separately.    

Organizing 
A central argument in strategic communication is that more complex 
organizations and environments have necessitated an increased centrali-

                                                
14 Plato’s view of rhetoric is described by Peters (1999) as more nuanced, emphasizing 
that in some of his writings Plato described rhetoric in more positive terms.  
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zation of their communication. Receiving and preserving legitimacy (Ih-
len & Van Ruler, 2007; Van Ruler, Verçiç, Bütschi, Flodin, 2000; Varey 
& Mounter, 1997; Verhoeven, Zerfass & Tench, 2011) attaining and 
maintaining a positive reputation (Holtzhausen & Zerfass, 2015) and the 
incorporation of (external) expectations (Steyn & Neimann, 2010) are 
also arguments presented as drivers for organizations to adopt a central-
ized strategic communication perspective. Strategic communication thus 
urges organizations to effectively adjust and adapt to the environment in 
which the organization operates and the communication manager is the 
person appointed to carry out this task. According to Varey and Mounter 
(1997), organizations have reached a stage in the development of strate-
gic communication where communication management is understood as 
the coordination and integration of an organizations communication, 
both in relation to internal and external communication (see also Falk-
heimer & Heide, 2014; Frandsen & Johansen, 2015; Proctor & Kitchen, 
2002; Raupp & Hoffjan, 2010; Torp, 2015). Using similar reasoning, 
Scholes and James (1998) prescribe a communication tsar that can over-
see the organization’s communication to ensure that it is consistent and 
that the organization is speaking with clarity and one voice.  
 
Several scholars contend that the management of communication is 
nowadays institutionalized in organizations (Steyn & Neimann, 2010; 
Tench, Verhoeven & Zerfass, 2009; Verhoeven, Zerfass & Tench, 2011). 
Verhoeven, Zerfass and Tench (2011) describe this institutionalization 
as:  

A collective pattern of behavior has emerged of people that are profes-
sionally engaged with internal and external communication for all kinds 
of organizations, from joint companies and private firms to nonprofit 
and governmental organizations. (p. 95) 

 
Indeed, strategic communication has gradually assumed a more powerful 
and strategically role in many organizations (cf. Christensen et al., 2008). 
By ascribing centralization, coordination and management of the internal 
and external communication, strategic communication has become an 
organizing principle (Cornelissen, 2014; Werder & Holzhausen, 2011). 
Hence, this thesis understands ‘organizing’ as referring to general and 
formal organizing processes that are triggered when organizations engage 
in strategic communication. 

Planning 
Van Ruler et al. (2000) contend that whereas organizing and centraliza-
tion primarily relates to managing, managing is closely linked to the op-
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erational dimension; planning and executing. To make plans, have, and 
follow plans are argued to be central in the conventional strategic com-
munication literature. Plans function are to equip the organization to 
confront the challenges of environmental uncertainty (Zerfass & Huck, 
2007; Verhoeven, Zerfass & Tench, 2011). By engaging in long-term 
planning, the communication manager can be on top of things, and the 
plan can give prediction and stability in an unstable world.  
 
Holzhausen and Zerfass (2015) contend that strategic communication 
“follows from an organizations strategic plan and focuses on the role of 
communication in enabling the organization’s goals and objectives” (p. 
4). As such, strategic communication entails planning communication 
interventions, programs and processes, including conducting research 
and intelligence, setting goals and objectives, strategies and tactics 
(Brønn, 2001; Cornelissen, 2014; Erikson, 2008; Hallahan, 2015; Scholes 
& James, 1998). The planning activity of strategic communication thus 
emphasizes a logical, unified and orderly approach to problem solving 
and a linear system of planning activities.   
 
Further, those persons who engage in strategic communication are by 
Brønn, (2001) portrayed as ‘strategists’. Similarly, Verhoeven, Zerfass 
and Tench (2011) contend that the making of strategic communication 
plans “[…] presupposes a goal oriented rational subject that understands 
its environment as consisting of things and events and acts upon it” (p. 
100). Accordingly, communication managers are seen as highly strategi-
cally oriented, which enables them to act instrumentally rational to 
achieve goals.  
 
In this thesis, planning is thus understood as both encompassing what 
activities organizations conduct when engaging in strategic communica-
tion making (formulating goals, strategies etc.) and how they should con-
duct these activities (linear, orderly, controlled).    

Controlling 
Several researchers have noted that what distinguishes strategic commu-
nication, and in particular strategic communication in a European con-
text, is the notion of ‘reflexivity’ (Verhoeven, Zerfass & Tench, 2011; 
Falkheimer & Heide, 2003, 2011). In this setting, reflexivity implies that 
organizations take an ‘outside perspective’ of the organization, i.e., re-
flecting on the way the organization is viewed upon from the outside 
when planning and implementing strategic communication. While these 
researchers stress the importance of acknowledging external publics, they 
seem to show less concern about internal publics in relation to strategic 
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communication. When internal publics are addressed in direct relation to 
strategic communication, researchers tend to emphasize that strategic 
communication is a tool that organizations can use “to lead, motivate, 
persuade and inform employees […]” (Goodman, 2000, p. 69). It is also 
a way to internally manage meaning (Zerfass & Huck, 2007). Similarly, 
Welch and Jackson (2007) believe that effective internal communication 
is crucial for success, where ‘effective’ in this context relates to strategic 
analysis, planning and evaluation of the communication.  
 
Hence, strategic communication includes a separation between top and 
bottom, between those who engage in strategic communication making 
and those who implement. To be perceived as a unified entity, members’ 
communication needs to be controlled in various ways. For instance, the 
notion of the communication tsar implies that controlling what members 
say and how they say it is a way to attain consistency (see Scholes & 
James, 1998; Varey & Mounter, 1997). Control is thus a means to pre-
sent a clear and unambiguous image of the organization (Falkheimer & 
Heide, 2014). The one voice ideal that prescribes the organization to 
speak with clarity and consistency is thus closely linked to the call for 
supervising and regulating everything the organization and organizational 
members say and do (cf. Christensen, Morsing & Cheney, 2008).15  
 
Although these activities – organizing, planning and controlling are 
closely related, the present thesis proposes that they can be used as focal 
points when studying strategic communication making, irrespective of 
theoretical perspective. In this way, they lead us to know where and how 
we can study strategic communication making; by focusing on organizing 
processes that are triggered when organization’s engage in strategic 
communication, planning activities and attempts at taking and being in 
control over the communication. This idea is further elaborated upon in 
the next chapter where the theoretical framework of the thesis is pre-
sented. 

                                                
15 More recently, the notion of empowerment and participation has become a hot topic. 
For instance, Murphy (2015) notes that ”control has long been a troublesome issue in 
strategic communication” (p. 3) whereas Werder and Holzhausen (2011) describe a 
development in organizations where participative work relationships and employees on 
all levels are involved in decision making. Similarly, Cheney, Christensen, Zorn and 
Ganesh (2011) assert that the past decade has involved a democratic trend in organiza-
tions, where words such as democracy, participation and teamwork have come to have 
a positive overtone (See also Heide & Simonsson, 2011). However, the actual purposes, 
implications and results of these attempts at letting organizational members participate 
in issues that directly or indirectly relate to their work have been questioned (see e.g., 
Stohl & Cheney, 2001; Deetz, 1992, 1995; see also Hedman Monstad, 2014). In addi-
tion, there still seems to be a void of research that directly relates participation with 
strategic communication.  
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 Chapter Two                                 
Strategic Communication                           

as an Objective Mind 

Strategic communication is often treated as a neutral managerial activity, 
a mindset that includes a set of tools that organizations can use when 
attempting to realize their goals and visions. It is thus often studied as a 
micro-level activity. This thesis views strategic communication as a mac-
ro-level practice that reciprocally interacts with how participants engage 
in strategic communication making at the micro-level. In this chapter I 
present a framework for how to study the reciprocal interaction between 
practice and making.  
 
The chapter starts with a discussion of how the central concept ‘practice’ 
has been used and defined in studies in the fields of Strategy as Practice 
and Sociology. I propose that ‘objective mind’ (the concept is explained 
in detail on pages 47-49) is a better concept to use in order to avoid po-
tential confusion about what level of the practice (micro or macro) is 
addressed. Thereafter, follows a presentation of the theoretical frame-
work that is composed of four reciprocally interacting parts: objective 
mind, recurrent activities, biography and positions/positioning. It is ar-
gued that when seeking to understand strategic communication making, 
all these parts and the relations between them need to be addressed.   

‘Practice’ in Strategy as Practice  
Although the practice concept is central to studies in the field of Strategy 
as Practice, there are few studies that discuss the concept as such. This 
lack of studies might be because the subfield includes many different 
types of study regarding interests and theories (Feldman & Orlikowski, 
2011). Already from the start, the focus has been on micro-level practic-
es and the production of strategy with an individualistic starting point. In 
their influential article, Johnson et al. (2003) write: “we are calling for an 
emphasis on the detailed processes and practices which constitute the 
day-to-day activities of organizational life and which relate to strategic 



 44 

outcomes” (p. 3). The authors suggest that an activity-based view (i.e., 
focus on what and in which way activities are conducted in relation to 
strategy and strategizing) would further this perspective. Hence, Strategy 
as Practice does not build on a specific theoretical perspective, but is 
eclectic both in relation to what activities are studied and what theories 
are applied to these studies (for an overview, see Golsorkhi et al., 2010, 
2015). Several researchers have also argued that the subfield should con-
tinue to be inclusive in terms of diversity in types of theory used, and 
calls for discursive openness instead of discursive closure are recurrent 
(e.g., Rasche & Chia, 2009).  
 
Some works, however, have argued that the practice turn in social theory 
and philosophy should be adopted. One of the proponents to this turn is 
Whittington (2006). Whittington (2006) contends that to gain a deeper 
understanding of strategy making and reject the dominant individualist 
position, the extra-organizational context has to be considered. Accord-
ing to Whittington (2006), the extra-organizational context is composed 
of aggregated trends that influence organizations’ strategy making and 
that have “powerful and pervasive effects on society at large” (p. 613). 
He continues to state: “The successes and failures of intra-organizational 
activity are often traceable to external context; aggregate trends need 
close interrogation for what is really being done in their name” (Whit-
tington, 2006, p. 613). Here, Whittington (2006) asserts that those activi-
ties that are included in organizations’ strategy making, such as Power-
Points or workshops, are connected to aggregate trends that have (recip-
rocal) implications for organizations that engage in strategy making. This 
acknowledgment that macro-level phenomena are linked to organiza-
tional action suggests adopting a more critical lens when looking at or-
ganizations’ strategy making, asking why they are doing what they are 
doing. Such a critical lens has also been directed (although not under the 
Strategy as Practice label) towards strategy in order to examine such 
things as how strategy emerged as a powerful managerial discourse and 
transformed managers from administrators to strategists, from being 
reactive to active (Knights & Morgan, 1991). Similarly, in his study of 
strategic management, Shrivastava (1986) portrays this organizational 
activity as ideological. The ideology, for instance, is expressed by biases 
towards normative models not factually validated (Shrivastava, 1986). 
Both Knights and Morgan (1991) and Shrivastava (1986) suggest, first, 
that strategy practices are not a neutral set of activities, and second, that 
the necessity of studying strategy making should not be as an atomistic 
and rational enterprise but as a reproduction of a macro-level strategy 
practice. However, to only study strategic communication as a macro-
level practice would lead to a deterministic notion of an organization’s 
strategic communication making, excluding organizational members’ 
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possibility to produce and transform their activities. Only when the mac-
ro-level is linked with the micro-level, can organizational action be un-
derstood and explained (cf. Giddens, 1984) and thus also strategic com-
munication making.  
 
For the sake of bridging micro-level studies’ focus on production and 
macro-level studies’ focus on reproduction, Whittington (2006) proposes 
an integrative framework for studying strategy making. He suggests that 
to understand strategy making, researchers need to include the practition-
ers who skillfully engage in strategy making and their praxis (activities) as 
situated within practices. To understand organizational strategy making, all 
levels need to be addressed in the same study. In this thesis, this frame-
work prompts looking at the interaction between praxis and practice 
while acknowledging the practitioner’s role in the strategic communica-
tion making. However, there are some weaknesses in Whittington’s 
(2006) presentation that have to be addressed before applying his ideas 
to the present work.   
 
A weakness in the Strategy as Practice subfield as such is the various 
ways in which the central concept ‘practice’ is used. In micro-level stud-
ies that focus on the production of strategy, it is mostly used as a syno-
nym for ‘activities’. This usage somewhat clashes with how, for instance, 
Whittington (2006) defines practices as macro-level phenomena (see 
Vaara & Whittington, 2012). However, this usage is also problematic 
because the range of what counts as a practice is fairly wide: Whittington 
speaks, for example, about ‘portfolio analysis’ and ‘commercialization’ as 
examples of extra-organizational practices. Another problem is that 
Whittington (2006) seems to imply a form of social atomism when he 
speaks of the ‘aggregation’ of activities (such as trends) as what consti-
tute extra-organizational practices. In contrast, a practice lens would em-
phasize that these trends are mindly and bodily symbolic systems (this 
view is developed further later in the thesis) (cf. Reckwitz, 2002). He also 
fails to satisfactorily address how we can understand central concepts 
such as ‘taken for granted’, and ‘skillfulness’, when rejecting an individu-
alist position that assumes that all activities are deliberate. What would be 
at risk if we adopt his integrative framework is that we would still find 
ourselves in a world where individuals always consciously and deliberate-
ly act on their environment. That would mean too much tolerance would 
be given to agency and not sufficient consideration to macro phenome-
na.   
 
To further explore these issues and build a foundation for how to study 
strategic communication as a practice, I now turn to practice theory. 
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‘Practice’ in Practice Theory 
The sociological literature on practices is diverse concerning how differ-
ent sociologists have defined the concept. The literature offers perspec-
tives on social action rather than one coherent theory. Similar to the situ-
ation in Strategy as Practice, ‘practice’ can be taken to refer to what ac-
tors do (their actual activities), the context in which these activities are 
conducted and to macro-level phenomena that enable and constrain such 
activities (cf. Stern, 2003). Such prominent sociologists as Anthony Gid-
dens, Pierre Bourdieu, Michel de Certeau and Michel Foucault, not only 
define ‘practice’ in slightly different ways but also at times use it impre-
cisely. Stern (2003) writes, “Yet while the interest in practice has only 
continued to grow […] there is considerable disagreement as to who is a 
practice theorist and how practice theory is to be used” (p. 186).  
 
It can be useful to use inclusive concepts but it can also lead to fuzzi-
ness, a lack of clarity and difficulties, as is the case with the practice con-
cept. Fuzziness has led Reckwitz (2002) to propose that we should dif-
ferentiate between ‘practice’ and ‘praxis’ (which is a differentiation that 
Whittington, 2006, adopted). Whereas praxis is proposed to represent 
micro-level activities, practice is proposed to represent macro-level phe-
nomena that guide actors so they know what to do and how to do, when 
they engage in activities. This attempt to clarify the concept and level of 
analysis and make the concept more precise, however, has not been 
widely adopted. ‘Practice’ continues to be used to also refer to micro-
level activities. So, many different conceptualizations, understandings 
and applications of such a central term suggest the need for alternative 
concepts that can be employed to serve the same function, namely that 
of depicting macro-level phenomena. One such alternative has been of-
fered somewhat unknowingly by Schatzki (2005). On the last page of his 
article, he introduces the concept ‘objective mind’, but fails to fully elab-
orate on it. What he does state is: “The organization of a practice is an 
array on understandings, rules, ends, projects, and even emotions […] 
They thus constitute a sort of objective mind.” (Schatzki, 2005, p. 481). For 
clarity, I adopt Schatzki’s term, taking it to represent macro-level phe-
nomena. Further, it is considered a synonym of the macro-level practice 
concept. Thus, in this thesis ‘the strategic communication mind’ is used 
to refer to strategic communication as a macro phenomenon. 
 
In the following, the present practice lens that guides this study and con-
stitutes the theoretical framework of this thesis is presented. This prac-
tice lens is both dynamic and eclectic, an amalgamation of theories pre-
sented by different practice theorists. However, Giddens (1977, 1979, 
1984, 1993) plays a central role for the present framework in that it pro-



 47 

ceeds from an understanding of macro and micro as reciprocally inter-
acting. The framework is composed of those three interrelated themes 
that Whittington (2006) has proposed (practice, praxis, practitioner), 
although I re-label and re-conceptualize them and even add a fourth 
theme (positioning). Thus, the present theoretical framework is com-
posed of (i) the objective mind that (ii) institutes spaces of intelligibility 
through recurrent activities, which are (iii) contingent on participants’ biog-
raphy and (iv) enables and constrains organizational members through 
positioning. Although this framework may appear as a closed system, there 
is a possibility for transformation, as will become clear in the following 
pages.  

Objective Mind: Collective Knowledge Scheme   (i) 
In line with several practice theorists, an objective mind in this thesis 
constitutes a collective knowledge scheme that actors invoke while en-
gaging in activities. It guides interpretation of how to engage in an activi-
ty, including how one should talk, what one should do and how to be-
have and feel (Bourdieu, 1990; Giddens, 1979, 1984, 1993; Reckwitz, 
2002; Schatzki, 2001b). To ‘invoke’ is not a conscious or deliberate ac-
tion, but something actors do based on a taken for granted understand-
ing of how to act in a specific situation. For instance, when you are in-
troduced to a new colleague at your workplace, your way of greeting is 
an example of an invocation of an objective mind. Similarly, an example 
of an invocation of the strategic communication mind is when actors 
engage in strategic communication making by holding meetings and 
planning. Objective minds enable a socially shared way of enacting activi-
ties, but without this knowledge of how to do (the ‘know-how’) being 
explicitly articulated (Giddens, 1984, 1993; Schatzki, 2001b). Actors’ 
‘knowledgeability’ directs attention to all those activities actors skillfully 
carry out without really giving any (conscious) thought to what they are 
doing. In such a way, actors ascribe meaning (in taken for granted ways) 
to those activities that they conduct in the durée of day-to-day life (Gid-
dens, 1984). A central proposition in practice theory is thus that objec-
tive minds make social life and collective action possible (Barnes, 2001; 
Bourdieu, 1990; Giddens, 1984).  
 
The notion of objective minds as composing mindly and bodily struc-
tures is central to practice theory. According to Reckwitz (2002), these 
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structures organize reality symbolically.16 Objective mind as inscribed in 
actors’ minds and bodies entails that objective minds are not external to 
actors, but embodied (Bourdieu, 1990; Giddens, 1984). Hence, mind 
does not tell the body what to do but bodily movements (including say-
ings) are performed without thinking, i.e., they occur without thought. 
This has led Reckwitz (2002) to describe actors as ‘carriers of practices’ 
(p. 250) (or ‘carriers of objective minds’ in this thesis). Likewise, Schatzki 
(2005) notes that to conduct activities is ipso facto to be carrying on the 
objective mind. As such, know-how, demeanor and emotions are not 
necessarily only individual, but part of an objective mind (Rasche & 
Chia, 2009; Schatzki, 2001b, 2005).  
 
It is here important to note that practice theory should not be confused 
with structuralism. From a structuralist perspective, activities are ex-
plained only by collective norms and values determining what actors do 
(see e.g., Parson & Shils, 1965). Practice theory, however, links social 
structure and human agency together in the explanation of action (Vaara 
& Whittington, 2012) and thus embraces a reciprocal perspective. This 
way of explaining social action discards individualism and rejects that 
action is an outcome of either structure or agency: action is an outcome 
of both.  
 
As constituting a collective knowledge scheme, an objective mind has no 
socio-temporal location but transcends the single actor. ‘Planning’, in 
one version or another, is, for instance, an activity that is carried out in 
organizations engaging in strategic communication making. However, at 
the same time that an objective mind is transcendental, it is also context 
specific and situated (Giddens, 1984; Schatzki, 2001b, 2005). How an 
activity is enacted is dependent on the social, cultural and historical con-
text in which the activity takes place. For instance, how an organization 
engages in planning is dependent on ‘intra-organizational’ routines and 
procedures that are produced and reproduced within the specific organi-
zation (cf. Whittington, 2006). Such routines and procedures can refer to 
who is involved in the planning, where it takes place and with what tools 
and techniques (paper and pen, computer, PowerPoint, etc.).   
 
Schatzki (2005) describes knowledge schemes as something that pre-
scribe, require and instruct actors. ‘Expectations’ thus play a central role: 
actors do what is expected from them. To return to the greeting exam-
ple, in a Swedish workplace you are expected to greet a new colleague by 

                                                
16 This is also an example of how practice theory differs from other cultural theories 
such as social constructionism. See Reckwitz (2002) for an elaboration and discussion 
of the differences between cultural theories.  
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shaking his or her right hand while introducing yourself by name and 
position. Similarly, when engaging in strategic communication making, 
actors are expected to engage in planning activities. Rasche and Chia 
(2009), drawing on Taylor (1989), describe knowledge schemes as nor-
mative, that they discriminate between right and wrong, better and 
worse. In this way actors are guided in what is valuable and attractive to 
do. As such, objective minds not only guide activities and understandings 
of what and how to act, but also how problems in activities are defined 
and what solutions are proposed. This description can be coupled to 
Giddens (1984) who proposes that knowledge schemes always enable 
and constrain activities. Giddens (1984) primarily refers to three such 
constraints that are interconnected: the physical capacities of the human 
body, power and structure. He defines structure, which here is of most 
relevance, as “placing limits upon the range of options open to an actor, or plurality 
of actors, in a given circumstance or type of circumstances” (p. 177; italics in the 
original). The feasible options open to agents may vary between different 
activities. In some activities, actors are more constrained than in others. 
But Giddens (1984) also argues that the constraining aspect cannot be 
detached from the enabling: “Each of the various forms of constraint are 
thus also, in varying ways, forms of enablement. They serve to open up 
certain possibilities of action at the same time as they restrict or deny 
others” (Giddens, 1984, pp. 173-174). For instance, while actors are ena-
bled by an objective mind by knowing how to engage in a certain activi-
ty, they are also often time constrained by limited options of acceptable 
behavior.  

The Production and Reproduction of                   
the Objective Mind: Recurrent Activities              (ii) 
Actors recurrently conducting a certain activity in roughly specific ways 
are what form an objective mind. In this way, the activity or set of activi-
ties comes to form a routinized way of understanding how to perform 
the activity. An objective mind thus composes a pattern of different ac-
tivities that have emerged through actors’ continuous engagement in 
those activities in similar ways (Reckwitz, 2002). Hence, recurrent activi-
ties instantiate spaces of intelligibility where actors simply need to invoke 
an objective mind to understand and know how to act. As Giddens 
(1993) notes, although the activities that (re)produce the mind are skilled 
ones, the production is not wholly intended or wholly comprehended by 
the actors. When actors continue to invoke a mind in activities, they also 
reproduce that mind and reproduction is then the process whereby ac-
tors, by invoking an objective mind in their activities, also reconstitute it.  
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Thus, when actors talk about strategic communication as a management 
function and engage in strategic communication by holding meetings, 
planning, centralizing and coordinating, they also reproduce this particu-
lar way of understanding strategic communication. In this thesis, ‘as-
pects’ are used to refer to those activities that an objective mind incorpo-
rates and that actors invoke in their activities, i.e., ‘aspects’ refer to the 
macro-level, whereas ‘activities’ refer to the micro-level. Examples of 
aspects of the strategic communication mind are those key strategic 
communication activities (organizing, planning and controlling) that are 
identified in the last chapter of this thesis, as well as coordination, man-
agement, and consistency. These aspects are thus likely to be invoked in 
an organization’s strategic communication making.  
 
The reproduction of an objective mind point at a recursiveness between 
mind and activities (in this case, between the strategic communication 
mind and strategic communication making). Although there is reciproci-
ty between these activities, the production of objective minds points at 
actors’ power to transform minds.  

Transformation of Minds 
Among the first generation of practice theorists, Giddens is the one who 
ascribes actors most possibility to transform and change objective minds 
(which he also has been criticized for; see, e.g., Carlstein, 1981). The 
transformative power that actors possess (according to Giddens) is inevi-
tably linked to the proposition that actors can always choose to “act oth-
erwise” (Giddens, 1984, p. 14). Similar to the interconnectedness be-
tween the enabling and constraining aspect of an objective mind, Gid-
dens (1993) maintains that the possibility to transform is not disconnect-
ed from the reproduction of the objective mind: “All reproduction is 
necessarily production, however: and the seed of change is there in every act 
which contribute towards the reproduction of an ‘ordered’ form of social 
life” (Giddens, 1993, p. 108; italics in the original). The open-ended di-
mension of the objective mind entails that there is always a possibility for 
actors to do otherwise than to follow the mind when engaging in activi-
ties. In the context of strategy, Carter, Clegg and Kornberger (2008b), 
for instance, describe strategy making as composed of activities not fixed 
in advance. Hence, by actors engaging in activities in different ways, the 
mind can eventually transform. However, Schatzki (2005) asserts that 
transformations are often more a matter of piece-meal and gradual 
changes than abrupt transformations of the objective mind as such.  
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Even though an objective mind composes taken for granted ways of 
engaging (Giddens, 1993; Bourdieu, 1990; Schatzki, 2001b, 2005), Gid-
dens (1993) adds that taken for granted knowledge is not stabile. Albeit 
an objective mind constitutes a knowledge scheme that produces mean-
ing and stability, it can never be fully taken for granted. The potential 
transformation of activities and thus an objective mind comes about in 
the possibility to engage in activities differently.   
 
Before moving on to the next part of the theoretical framework, it is 
necessary to contextualize the present practice lens and address how we 
can understand taken for granted and non-deliberate activities in strate-
gic communication making. 

Taken for Granted and (Non-)Deliberate Activities               
in Strategic Communication Making 
In their theoretical and empirical contributions, many practice theorists 
have focused on activities that are deeply embedded in everyday life and 
typically conducted in fully taken for granted and non-deliberate ways 
(e.g., Bourdieu, 1977). Strategic communication making, just like strategy 
making, differs from those activities. To gain a deeper understanding of 
strategic communication making, the distinction between deliberate 
(goal-oriented) and non-deliberate (taken for granted) needs to be exam-
ined.  
 
Several Strategy as Practice scholars have noted that while some of the 
activities conducted under the strategy-making umbrella involve non-
deliberate activities, others involve deliberate activities. In this respect, 
Vaara and Whittington (2012) argue that it is necessary to separate strat-
egy making from intentionality:   

This [strategy making] includes strategizing in the sense of more or less 
deliberate strategy formulation, the organizing work involved in the im-
plementation of strategies, and all the other activities that lead to the 
emergence of organizational strategies, conscious or not. (Vaara & Whit-
tington, 2012, p. 287)  

 
Although few researchers in the field of Strategy as Practice have dealt 
with the issue of deliberate and non-deliberate action, two salient posi-
tions are identified here. One position understands strategy making as 
primarily involving non-deliberate activities, whereas the other is more 
dynamic and stresses the co-existence of non-deliberate and deliberate 
activities. Proponents of the former position, Chia & MacKay, 2007, 
propose that social action should be understood as “sociality inertia” (p. 
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232). They argue that actors’ activities are culturally and historically spe-
cific and “shaped by tendencies and dispositions acquired through social 
practices internalized by actors” (Chia & MacKay, 2007, p. 226). They 
thus position themselves close to Bourdieu’s (1990) notion of knowledge 
schemes as learned and reproduced below the level of consciousness. 
Chia and Rasche (2010) convey a similar position when they note that 
actors acquire objective minds unconsciously. Accordingly, actors relate 
and act mostly spontaneous to circumstances that arise (i.e., actors are 
typically non-deliberate in their everyday strategy making). Chia and 
MacKay (2007) and Chia and Rasche’s (2010) understanding of strategy 
making as primarily non-deliberate and spontaneous, resting on actors’ 
predispositions and unselfconscious responses, indicates two things. 
First, primacy is given to reproduction and stability at the expense of 
transformation and change. Second, acquiring those skills necessary for 
engaging in activities prescribed by a new objective mind is a matter of 
unconscious internalization and unconscious responses to surrounding 
circumstances.  
 
Tsoukas (2010) proposes an alternative understanding of deliberate and 
non-deliberate activities. According to the author, strategy making can be 
both a matter of non-deliberate and deliberate activities. Tsoukas (2010) 
suggests that strategy making involves three modes: practical coping 
(what Chia and Rasche (2010) term ‘spontaneous’), deliberate coping and 
detached coping. This is a more feasible way of approaching strategic 
communication making and below, these three modes of strategy making 
are addressed at some length. 
 
Practical coping is a non-deliberate coping with emerging practical situa-
tions. As such, it is part of ordinary and improvisational coping with 
events that emerge and involve the exercise of skills and knowledgeabil-
ity where actors simply do what makes sense for them (cf. Barnes, 2001; 
Schatzki, 2001b). Practical coping involves how actors make sense of the 
task at hand and even though actors’ activities are oriented towards cer-
tain ends, they are performed in unarticulated ways. Greeting a new col-
league by shaking her or his right hand is an example of practical coping, 
as is adding an additional item to the agenda for the skilled chairman. 
Deliberate coping occurs with a breakdown or when an unexpected event 
emerges. In such a situation, actors pay explicit attention to what they do 
and retrospectively try to make sense of what they have been doing. De-
liberate coping thus involves retrospective sense making, which means 
that actors think explicitly about what they have been doing and con-
sciously articulate this process. Detached coping takes place in ‘strategic 
episodes’, such as strategizing meetings, strategy away-days and work-
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shops. Strategic episodes offer opportunities for reflecting on the organi-
zation from a distance and therefore involve analytical, deductive and 
forward-oriented thinking. Tsoukas (2010) describes it as “a conscious 
activity, typically involving deliberate actions” (p. 48). Drawing on Gid-
dens (1991), Tsoukas (2010) argues: “[…] it is also true that goal-oriented 
actions and reflexive monitoring are not only possible but systematically 
built into formal organizations” (p. 49). Tsoukas (2010) also posits that 
detached coping is necessarily linked to (articulated) intentionality and 
explicit beliefs about the strategy making as well as desires. 
 
An additional point in relation to these modes needs to be made. Even 
though these modes of strategy making differ with respect to how aware 
actors are of what they are doing, they all involve invocations of objec-
tive minds (Tsoukas, 2010). That is, they are all activities that are con-
ducted in a specific context and that are enabled and constrained in cer-
tain ways. The issue of non-deliberate/deliberate activities is related to 
how one may understand actors’ way(s) of engaging in activities, how 
they talk about these activities and how they analyze, define problems 
and provide solutions. By linking this to the notion of objective minds as 
discriminating between wrong and right activities (Rasche & Chia, 2009; 
Taylor, 1989), especially detached coping that involves intentional activi-
ties, suggests that engaging in strategic communication making does 
something with the actors. More specifically, it makes them focus on 
specific issues (such as ‘planning’), talk in specific ways (for instance, 
about ‘target groups’) and do specific things (such as hold meetings and 
workshops) (cf. Kornberger & Clegg, 2011). We can also tie detached 
coping to ‘expectancy’: actors are expected to engage in certain activities 
in order to be perceived as legitimate and rational. In relation to strategic 
communication making, Swidler’s (2001) note on new minds is illustra-
tive: 

[…] the establishment of new social practices appears not so much to 
require the time or repetition that habits require, but rather the visible, 
public enactment of new patterns so that ‘everyone can see’ that every-
one else has seen that things have changed. (p. 87) 

 
It is also arguable that all three strategy-making modes include openness 
for transformation of activities and objective mind. Practical coping can 
lead to an emergent pattern of strategy (cf. Regnér, 2003), which in de-
liberate coping can be (re-)articulated and thus change how the organiza-
tion engages in activities in the future. Lastly, detached coping can lead 
to transformations by the use of propositional language and intentional 
strategizing.  
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How an actor engages in an activity, which aspects are invoked and in 
what ways they are invoked are, however, dependent on the actor’s biog-
raphy.  

Activities Linked to Biography                             (iii) 
Whittington (2006) purports that central to studying strategy making is 
consideration of the practitioners themselves: “For practice theory, peo-
ple count” (p. 615). Jarzabkowski et al. (2007) also emphasize that who 
engages in strategy making has consequences for the outcome (see also 
Suddaby & Viale, 2011). This section will address the third part of the 
present theoretical framework: the centrality of actors’ ‘biography’ for 
understanding strategic communication making. The section also ad-
dresses how biography is linked to the reciprocity between objective 
mind and activity.  
 
Bourdieu’s (1977, 1984, 1990) concept ‘habitus’ is an attempt to capture 
how actors’ background predisposes them to act in certain ways. Accord-
ing to Bourdieu (1977, 1984, 1990), habitus is composed of those dura-
ble dispositions and beliefs that a person holds and uses in activities. 
These structuring dispositions operate beyond an actor’s consciousness 
(Bourdieu, 1977). However, the concept has been widely criticized. Some 
authors have accused the concept of implying a strong social determin-
ism (see e.g., Jenkins, 1982). Swidler (2001), for instance, writes that hab-
itus: “[…] lead us to think of an individual person carrying around with 
her the habitus of her childhood, the skills and dispositions she learned 
there, mobilizing them strategically as she encounters new social situa-
tions” (p. 86). Others have interpreted habitus as having a generative 
capacity, including creative and inventive dimensions (e.g., Gomez, 
2010). These different interpretations of habitus emphasize the potential 
production, and not only reproduction, of structures. This latter interpre-
tation of habitus is also in later works supported by Bourdieu himself 
(Bourdieu & Waquant, 1992).  
 
Yet, to avoid these debates, the term ‘biography’ is adopted in the pre-
sent thesis. Biography refers to how actors invoke an objective mind, 
how they understand it and engage in an activity, and how these differ in 
relation to the education, training and experience (Bourdieu, 1977, 1990; 
Giddens, 1984; Sewell, 1992). As such, biography is what connects an 
objective mind and those activities conducted within the realms of the 
mind. Here, ‘individualistic imagery’ is assumed (Swidler, 2001, p. 86). 
That is, how actors engage in an activity is dependent on their interpreta-
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tion of the mind(s) from an existing array of knowledge. Hence, and 
even though the present theoretical framework prefers to stress the 
strong possibility to act otherwise and (thus) transform an objective 
mind, biography suggests that actors are geared towards reproducing an 
objective mind rather than transforming it.      
 
Biography signifies that objective minds are not homogeneous but rather 
inherently heterogeneous in relation to how actors understand what they 
should do, how they invoke a mind and how they are enabled and con-
strained in their activities. How actors engage in strategic communication 
making is thus dependent on their experience, education and prior 
knowledge about strategic communication. Schatzki (2001b) offers that 
actors’ direction to a specific goal will be tied to their understanding, the 
ways in which they interpret and invoke an objective mind, as well as 
their beliefs, hopes and expectations. However, actors may also have 
different reasons for why they engage in a particular activity and may also 
differ in what goals they want to attain. If actors have different goals 
with their activities, it is also likely that they will have different experi-
ences of that activity (Schatzki, 2001b). When people engage in strategic 
communication making, it is likely that not only will their understanding 
and invocation of the strategic communication mind differ, but also what 
they focus on, what goals they have and how they feel about the strategic 
communication making. Whereas one actor may focus on planning 
ahead, another may focus on conducting activities; whereas the former 
might aim to closely follow the plan, the latter might aim at being as visi-
ble in the publics’ eyes as possible. What the strategic communication 
making is, and what it becomes, as well as how it is analyzed and evaluat-
ed will thus depend entirely on whom we ask.  
 
A central proposition in this thesis is that how actors engage and assess 
activities is dependent on their biography and hence skillfulness at invok-
ing the strategic communication mind. An actor’s biography is thus con-
nected to how she or he engages in strategic communication making. But 
strategic communication making is conducted in an organizational con-
text as well as often in collaboration with others. Hence, positions and 
positioning are also vital concepts to address when seeking to understand 
strategic communication making.  

As Well as Positions and Positioning                   (iv) 
The last part of the theoretical framework acknowledges the roles posi-
tions and positioning play in understanding strategic communication 
making and how these interact with the strategic communication mind. 
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Several practice theorists also emphasize that positions are produced in 
activities as part of invoked objective minds (e.g., Bourdieu, 1990; Gid-
dens, 1979, 1984; Coulter, 2001). To understand strategic communica-
tion making, it is thus important to consider positions and positioning in 
the organization as such, as well as within the group that engages in 
planning strategic communication.  
 
The issue of positioning has gained considerable attention within the 
field of social psychology where Positioning theory has been developed 
(Harré & Moghaddam, 2003). However, the present thesis proceeds 
from practice theorists’ conceptualization and use of position and posi-
tioning because these theories include consideration of the interaction 
between macro-level and micro-level.  
 
In this thesis, positions are understood as both situated and relational 
(Coulter, 2001; Giddens, 1979, 1984; Scott, Corman & Cheney, 1998). 
As situated, actors’ position depends on which activity they engage in 
and thus which objective mind(s) they invoke. As relational, actors’ posi-
tion depends on which other actors participate in the same activity. In 
his conceptualization of positions, Giddens (1979, 1984) departure point 
is Goffman’s (1954) Role theory. However, Giddens (1979, 1984) is crit-
ical over the subjective premises that Goffman’s theory implies as well as 
the static character of these roles. Giddens (1979) thus suggests that po-
sitions are interlinked with macro-level and activities, and is a subject of 
negotiations. He defines positions in the following manner: 

[…] a social identity that carries with it a certain range (however diffusely 
specified) of prerogatives and obligations that an actor who is accorded 
that identity (or is an ‘incumbent’ of that position) may activate or carry 
out: these prerogatives and obligations constitute the role-prescriptions 
associated with that position. (Giddens, 1979, p. 177)  

 
Accordingly, a position is constituted by a set of rules, rights, obligations 
and expectations that help guide actors to define who they are in a spe-
cific activity as well as their relation to other actors involved in the same 
activity (Giddens, 1979, 1984). Being in a specific position means then 
that the actor is expected to do certain things (like planning) and has 
certain privileges (can influence the strategic communication making in 
preferred directions). Although Giddens (1979, 1984) criticizes 
Goffman’s Role theory, he still uses the role term in relation to prescrip-
tions, and argues that ‘role-prescriptions’ are normative and connected to 
objective minds, but neither given nor consensual (Giddens, 1979). 
However, to escape the role concept, here I claim that ‘position-
prescription’ is a more suiting term and is thus applied in this thesis.  
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Coulter (2001) uses the concept ‘identity’ instead of position, but similar 
to Giddens, argues that the situated dimension of positions gets at the 
immanent recursiveness between actor and objective mind(s) that both 
enable and constrain an activity. Coulter (2001) holds that just as actors 
are carriers of objective minds that they invoke in activities, so do they 
carry a wide range of alternative but equally correct positions. An actor 
can, for instance, be a parent, a daughter, a strategist and a campaign 
manager. Accordingly, when the strategist participates in a strategic epi-
sode or when the campaign manager engages in planning, they do so in 
accordance with what the relevant position prescribes. This implies two 
things. First, that positions may incorporate contradictions and conflicts 
that stem from (i) tensions between those different positions an actor 
adopt and is ascribed and (ii) diverse interpretations and contestations of 
the position-prescription a position contains (Giddens, 1979). Second, it 
highlights the necessity of adopting the relevant position to the context. 
For instance, ‘strategist’ is a relevant position to adopt when engaging in 
strategic communication making, whereas ‘daughter’ is not. Whereas 
‘adopting’ a position refers to that actors’ position themselves, ‘ascribing’ 
a position involves the positioning of someone else (Coulter, 2001; Gid-
dens, 1979). Both adopting a position and ascribing a position can be 
observed by how actors act (including non-verbal behavior) within an 
interaction and how they talk about another actor.  
 
Further, Coulter (2001) adds that a relevant and correct position is a mat-
ter of both legitimately adopting a certain position and being recognized 
and legitimately ascribed that position. Here, Coulter (2001) speaks about 
the relational aspect of positions: positioning. Positioning can be either a 
non-deliberate negotiation or the outcome of a comparison between 
actors participating in the same interaction, or it can be deliberate (Gid-
dens, 1984; cf. Davies & Harré, 1990; Gergen, 1994; Harré & Moghad-
dam, 2003). A position is therefore specific for the specific situation, 
dynamic and changeable and possible to challenge. But recognition is 
always pivotal and relates to issues of who is heard, who will have a say 
and who is allowed to exert influence over a group or organization in 
that specific situation. 
 
As might be apparent, positioning ties in with relational power, which 
Giddens (1993) defines as capabilities “[…] to influence or control the 
conduct of others who are parties of that interaction […]” (p. 119). Gid-
dens (1993) does not specify these capabilities, but seems to suggest that 
imbalances in relations may be due to superior linguistic skills, technical 
knowledge and authority. This view could be taken to mean that an actor 
that is more skillful at invoking an objective mind in a particular activity 
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may have a core position in that activity, whereas a less skilled actor may 
have a more peripheral position. As such, biography is central to under-
stand positioning. A core position provides greater opportunity for set-
ting the agenda, defining a given situation and exerting influence. A pe-
ripheral position, on the other hand, implies more occasional contribu-
tions to the activity at hand and less influence. The position actors have 
indicates not only which privileges and obligations they have but also 
who is regarded as a legitimate part in a certain activity (cf. Neilson & 
Rao, 1987), who is listened to and who is ignored (Laine & Vaara, 2007; 
Mantere & Vaara, 2008). Positions and positioning thus need to be stud-
ied in relation to what activities actors engage in.  
 
The framework is a theoretical hypothesis against which I will test my 
material in the analysis. Yet, it also contains an epistemological assump-
tion that a deeper understanding of strategic communication making can 
be gained by studying the interaction between strategic communication 
mind, biography, positions/positioning and strategic communication 
making. In Chapter Five, the framework is operationalized but before 
that I address election campaign making and the Swedish Green Party. 
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Chapter Three                                       
The Case:                                         

Election Campaign Making                                 
and                                                         

the Swedish Green Party 

A central argument in this thesis is that there are many organizations and 
different types of organization (corporations, public organizations, non-
governmental organizations, political parties) that engage in strategic 
communication making. As argued in the introduction, political parties 
are suitable organizations to study strategic communication making, and 
in particular in relation to election campaign making. An election cam-
paign is a highly strategic enterprise and one of the most strategic tasks a 
party can engage in (Farrell, 2006). In addition, it constitutes a rather 
clearly defined endeavor, both in terms of time and space. Political par-
ties’ know beforehand when the election is and campaign making has a 
specific goal (that it will result in a campaign). I have therefore chosen to 
study strategic communication making in a political party engaged in 
election campaign making (hereafter referred to as campaign making). In 
this thesis, campaign making is thus viewed as a type of strategic com-
munication making.  
 
In the present chapter, an overview is given of the development of elec-
tion campaigning in general and the Swedish context in particular. For 
clarity, the term campaign making is applied when addressing prepara-
tions, planning and organizing issues. Campaigning is used to refer to 
carrying out external campaign activities. The development of strategic 
political communication, and specifically campaign making, shows strong 
resemblance to the development of strategic communication. Here, it is 
also suggested that in the campaign making context organizing, planning 
and controlling ate key activities. Thereafter, the political party in which I 
conducted the study of campaign making - the Swedish Green Party - is 
presented (for a description and presentation of why the Swedish Green 
Party makes a good case for studying campaign making, see Chapter 
Five), the party’s formal organization is described and earlier studies of 
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the party are summarized. In the last section of this chapter, a connec-
tion is drawn between the previous two chapters and the current one. 

The Development of Campaign Making 
Researchers in strategic political communication have primarily shown 
interest for election campaigns and the development of strategic political 
communication is then intimately tied to the development of campaign 
making. Political parties’ way of engaging in campaign making is often 
described in terms of a ‘professionalization’. Negrine (2007) has suggest-
ed that this professionalization should be defined as:  

A process of change in the field of politics and communication that, ei-
ther explicitly or implicitly, brings about a better and more efficient – 
and more reflexive – organization of resources and skills in order to 
achieve desired objectives, whatever they may be. (p. 29)  

 
The professionalization of campaign making implies a more efficient 
organization of resources and entails a centralization and coordination of 
the campaign making. To obtain an overview of this development, au-
thors have proposed that the professionalization of campaign making 
can be broken down into three prime stages (Farrell, 1996; Farrell, 2006; 
Farrell & Webb, 2000; Norris, 1996, 2002; Shama, 1976)17 (Table 1). 
These stages are used in this thesis as a heuristic devise to help structure 
the discussion in this chapter and are better regarded as continuum than 
as static states that all parties eventually pass through (see Farrell & 
Webb, 2000).  
 
 
 
 
 
 
 
 
 
                                                                                                                        

                                                
17 Norris (2000) labeled these stages pre-modern, modern and post-modern. Following 
Farrell (2006), who argues that these labels have epistemological connotations, I prefer 
to label them stages.  
     Shama (1976) relates these three stages to those stages that American business con-
ventionally is presented to have passed through (but as Farrell, 1988 criticizes): Produc-
tion orientation, sales-management orientation and marketing concept orientation. 
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   Table 1. Three stages of campaign making. 
 Stage One Stage Two  Stage Three 
Organizat ional    
dynamics  

Mid- 19th century to 
1950s 

Early 1960s-late 1980s  1990s- 

  
Campaign   
preparations 

Short-term; ad hoc Long-term; specialist 
committee est. 1-2 
years in advance of 
election 

 
 
 
 

‘Permanent cam-
paign’; est. of 
specialist campaign 
departments 

Use of media Direct: party press, 
newspaper ads, 
billboards 
Indirect: newspaper 
coverage 

Emphasis on indirect 
Direct: ad campaigns 
Indirect: public rela-
tions, media training, 
press conferences 

 
 
 
 
 

Emphasis on direct 
Direct: targeted ads, 
direct mail, video 
mail, cable TV, 
internet 
Indirect: as before 

Resource          
deve lopments  

    

Campaign       
organization 

Decentralized,   little 
standardization. 
Staffing: par-
ty/candidate-based 
voluntary 

Nationalization, 
centralization. 
Staffing: party-based, 
salaried professional 

 
 
 
 

Decentralized of 
operation with 
central scrutiny 
Staffing: party-based, 
professional, contract 
work; growth of 
leader’s office 

Agencies,        
consultancies 

Minimal use; general-
ist role, politicians in 
charge 

Growing prominence 
of specialist consult-
ants, politicians still in 
charge 

 
 
 
 

Consultants as 
campaign personali-
ties, international 
links: “Who is in 
charge?” 

Sources of  
feedback 

Impressionistic, ‘feel’ 
Important role of 
canvassers, group 
leaders 

Large-scale opinion 
polls 
More scientific 

 
 
 

Greater range of 
polling techniques 
Interactive capabili-
ties of cable and 
internet 

Themati c         
deve lopments  

    

Campaign 
events 

Public meetings, 
whistle-stop tours 

TV debates, press 
conferences, ‘pseudo-
events’ 

 
 
 

As before; events 
targeted more locally 

Targeting voters Social class support 
base, maintain vote of 
specific social catego-
ries 

Catch-all, trying to 
mobilize voters across 
all categories 

 
 
 

Market segmentation; 
targeting of specific 
categories of voters 

Campaign       
communication 

Propaganda Selling concept  Marketing concept 

    Source: Farrell (2006). 

Stage One 
Similar to Marchand (1998) and Fullerton’s (1988) description of public 
relations and marketing communications, the first stage of campaign 
making began in the mid-19th century. This first stage was characterized 
by little or sporadic preparation and decentralization, and campaigns 
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were in the hands of local members or volunteer activists. Structural 
voting, i.e., voting based on class belonging, was still strong and the par-
ties had their supporters that they could reach either through their own 
press or by holding public meetings (Farrell, 2006; Hadenius & Weibull, 
2003). Another consequence of structural voting still being strong was an 
emphasis on mobilization rather than on persuasion: what the party 
needed was not to convince their voter groups to vote for them but to 
actually cast their vote (Farrell & Webb, 2000; Norris, 1996; Shama 
1976). Several authors propose that parties in this era were predominant-
ly product-oriented, arguing for their ideas and believing that voters 
would realize that they were the best alternative without having to packet 
their policies with the help of marketing tools (Henneberg, 2002; Lees-
Marhment, 2001, 2008; Shama, 1976).  

Stage Two 
Although political parties already had encountered new communication 
technologies such as film and radio (and used these technologies to mo-
bilize and persuade voters), it was the arrival of television that led politi-
cal parties to start coordinating their communication (Negrine, 2008)18. 
Negrine (2008) suggests that political parties’ incorporation of television 
in their election campaigning formed the beginning of an increased pro-
fessionalization, where television came to be viewed as a major means of 
communication (see also Ware, 1996). The communication also became 
more professional because the parties increasingly brought in media and 
campaign specialists in the campaign making process (Negrine, 2008). A 
professionalization of party bureaucracy also began, leading to an in-
creased centralization of the organization (Panebianco, 1988)19 and cam-
paign making and campaigning that were governed by the party elite at 
the national level. A standardization of campaign making followed in 
which the party aimed at consistently communicating a single message 
(Farrell & Webb, 2000). Parties in the second stage of the professionali-
zation of campaign making likely responded to a changing electoral envi-
ronment. Decreases in party membership and identification and in-
creased voter mobility/swing voting (Dalton & Wattenberg, 2009), as 
well as deeper social and cultural transformations, such as individualiza-
tion and marketization (Wring, 1999), made parties adopt activities of 
strategic communication (such as centralization). According to Lees-
Marshment (2001, 2008), this new development led to a marketing orien-
tation of political parties.  
                                                
18 In his book, Negrine (2008) describes the evolution and transformation of political 
communication in the UK context.  
19 Panebianco (1988) holds that whereas political parties when founded were ideologi-
cally driven, over time they developed into professional organizations that focused on 
gaining and maintaining social legitimacy in order to survive politically.  
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In their influential article, Kotler and Levy (1969) claimed that the 
“choice facing those who manage non-business organizations is not 
whether to market or not to market, for no organization can avoid mar-
keting. The choice is whether to do it well or do it poorly” (p. 5). The 
political marketing-orientation has consequently been defined as using 
tools from commercial marketing, including situation analysis, target 
group analysis, media strategies and advertising. These tools may be ac-
companied by a communication management function with a focus on 
strategic communication (O’Shaughnessy et al., 2012). According to 
Newman (1994, 2002), communication strategies are integral to contem-
porary campaigns, having both short- and long-term components. The 
short-term components include communications strategies and tactics 
(e.g., how they are going to reach voters) while long-term components 
include additional elements from the marketing process (e.g., working 
with the product), in some cases turning the party into a ‘brand’20. Parties 
in this stage are sales-oriented, i.e., they believe in their ideas but use 
marketing tools to sell the party to voters in an attempt to make people 
want what they are offering (Henneberg, 2002; Lees-Marshment, 2001, 
2008; Shama, 1976). 

Stage Three 
New telecommunication technologies (cable, satellite, Internet) mark the 
beginning of the third stage (Farrell & Webb, 2000; cf. Negrine, 2008; 
Trent & Friedenberg, 2008). Parties and candidates in countries such as 
the USA and UK entered this stage at the end of 1980s and the begin-
ning of the 1990s. Parties have now more channels and platforms in 
which they can engage in direct communication with those target groups 
they wish to reach. During the past decade, parties and candidates have 
thus begun to use political micro-segmentation (Shaw, 2006), making it 
possible to customize messages21. Campaigns are increasingly centralized 
and directed by well-established departments in the party organization. 
                                                
20 A brand is an intangible layer of meaning (a symbol, a name, a color, a design, a set of 
values or a combination thereof) associated with a product or an organization and used 
to distinguish it from other products or organizations (Aaker, 1996). There is some-
thing equivocal about a brand, though. On the one hand, it is seen as something man-
ageable, as something “added”, typically by managers and consultants. On the other 
hand, and this is particularly the case when one talks about an organization as a brand, a 
brand is thought of as a sort of “condensation” of the inner “soul” of the entity in 
question, its “personality”.  
21 Such customized messages demand a heterogenic media landscape where equivocal 
different publics are clearly differentiated in terms of which communication channels 
they use, where they read their news, shop on Internet, etc. The media landscape in the 
USA can be described as offering such possibility, whereas the Swedish landscape is 
more homogenous, although the Internet offers possibilities to reach specific publics 
with specific messages. 



 64 

Moreover, there is an extensive professionalization in terms of hiring 
communication specialists and using agencies and consultants. For some 
parties, one can even talk about consultancy-run campaigns, implying 
that great emphasis and importance is directed towards communication. 
In the third stage, the focus on communication is not only related to 
attempts at selling the party to voters but also on giving the voters what 
they want. If the second stage meant working with the party as a product 
and selling it (i.e., voters are seen as malleable) (Scammell, 1995), the 
third stage is consumer-oriented, making the product malleable (Henne-
berg, 2002; Scammell, 1995; Shama, 1976). No longer is the party pri-
marily trying to shape preferences, but they are trying to accommodate 
to the ‘market of voters’. This market-orientation refers to a long-term, 
philosophical and behavioral perspective (Lees-Marshment, 2001, 2008; 
O’Cass, 1996; O’Shaughnessy et al., 2012; Savigny & Levy, 2009) focus-
ing on offering what the market wants (Butler & Collins, 1996; Henne-
berg, 2002, 2004; Lock & Harris, 1996; O’Cass, 1996; Ormrod, 2009; 
Ormrod, Henneberg & O’Shaughenssy, 2013; Ormrod & Savigny, 2009; 
O’Shaughnessy et al., 2012).   
 
The development and professionalization of campaign making may be 
understood in relation to political parties’ adaptability (Farrell & Webb, 
2000; Negrine, 2008; Panebianco, 1988). The general pattern is that par-
ties spend more time and resources; they professionalize and centralize 
the organization turning it into a campaign organization. They also pay 
more attention to image and matching the product (i.e., themselves) to 
voters’ needs as opposed to ideology (in other words ‘selling’ themselves 
to voters) (Farrell & Webb, 2000; Farrell, 2006; Negrine, 2008). Howev-
er, despite this professionalization, election campaigning are still labor 
intensive and parties rely on the fact that their members engage as cam-
paign workers (Ware, 1996).  

The Swedish Story 
A story has to begin somewhere, and although politicians had engaged in 
campaigning before, the 1866 Swedish Representation reform marked a 
new beginning. The Representation reform transformed Sweden into a 
constitutional monarchy with a bicameral parliament, with the First 
chamber indirectly elected by local governments and the second chamber 
directly elected in national elections every fourth year.22 The reform 
meant that those who wanted to become politicians in the second cham-

                                                
22 In 1971, the parliament became unicameral.   
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ber had to be elected by the electorate.23 This process was in force before 
politicians were representatives of political parties, although politicians 
did at times form groups in parliament.  
 
At this time, propagating for one’s own candidacy was generally seen as 
unsophisticated and few politicians engaged in outward campaigning. An 
exception is Emil Key, who, in the 1866 national election, pursued the 
most out-directed campaign, which included five articles (which he him-
self had written) that were published in the local newspaper (Esaiasson, 
1990). In the 1884 election campaign, new ways of campaigning were 
introduced: canvassing, getting abstainers to the polling booth and Elec-
tion Day advertisement on horse carriages. This form of campaigning led 
a contemporary political commentator to remark that it seemed as 
though these campaigns were influenced by US election campaigns 
(Esaiasson, 1990). Research on election campaigning from this time is 
scarce, and it is not until the 1960s that we find more substantial research 
on campaign making and campaigning. 
 
In the 1960s, a group of political scientists carried out a major research 
program of parties at the municipal level. Parties’ campaign making, the 
way they implemented campaigns and the existence of local party pro-
grams were some of the factors investigated (Forsell, 1968; Gidlund & 
Gidlund, 1981; Odmark, 1971; Strömberg, 1967). In their study of the 
1966 election, Birgersson, Forsell, Odmark, Strömberg & Örtendahl 
(1971) write that election campaigns are planned and governed by “rules 
and recommendations” (p. 88) by the parties on the national level. For-
mat and content of the campaigns, as well as more organizational con-
siderations, were influenced by the party elite with the purpose of creat-
ing and directing a uniform and integrated campaign. Independent of 
where they met the representatives of the party, voters should meet the 
same party. Preparations on the national level for campaigining began 
about one year before the election (held in September). Around that 
time, parties arranged congresses during which plans for the election 
campaign were discussed, offering representatives from local branches to 
give feedback on the national organization’s (i.e., party elite) campaign 
making. These representatives also functioned as the link between the 
national organization and local branches. At the municipal level, prepara-
tions began about a year before the Election Day in bigger municipalities 
and about six months in smaller ones. The outward campaigning began 
at the end of the spring and intensified during late summer. The actual 
election campaign was launched about a month before Election Day 

                                                
23 Members of county councils and some bigger cities indirectly elected the first cham-
ber.  
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(Birgersson et al., 1971). Bigger municipalities used specialists, i.e., per-
sons who had campaign making as their primary work task. The follow-
ing quote from the Right Party (now the Moderate Party) illustrates the 
importance of well-managed campaigns:  

Election management on the municipality level is one of the most im-
portant instances in the parties’ election campaign. If the local election 
work is not well planned and executed, this can have serious conse-
quences on the election result. Experience shows that a well-
accomplished election campaign always gives result (The Right Party, in 
Birgersson et al. 1971, p. 92; translated from Swedish by the present au-
thor). 

 
Presentations and discussions about campaigns at congresses and view-
ing local representatives as the link between the national organization 
and the branches suggest that for a long time elements of centralization 
have been part of political parties’ campaign making. Likewise, the rules 
and recommendations that parties’ national organization formulated 
show that consistency and uniformity were central issues in campaign 
making already 50 some years ago. Lastly, as seen in the above quotation, 
management, planning and implementation were deemed vital already at 
that time.24 
 
In his thesis on Swedish political election campaigns between 1866 and 
1988, Easaisson (1990) shows how technological communication innova-
tions in the Swedish context have influenced the political parties’ election 
campaigns. The political parties continued with well-tested campaign 
methods that included election meetings, election films, leaflets and col-
laboration with the press. However, the radio’s special election program 
during the 1950s in which the party leaders were posed questions by 
journalists and also debated against each other was ranked as the most 
important channel to the voters. The arrival of television in the 1958 
election had a similar influence. Twelve election programs were broad-
casted in which the various political parties could talk about their poli-
cies, including question and answer sessions and debates (Esaiasson, 
1990). With the arrival of television, the political parties’ possibility to 
reach voters without intermediaries improved, and the television media 
came to replace many of the smaller election meetings (Birgersson et al., 
1971; Esaiasson, 1990). However, as Birgersson et al. (1971) remarked, 
already in the 1966 election the parties were again focusing on personal 
meetings with voters (cf. Farrell, 2002). In the 1960s, the independency 
of the press from parties also became evident in how the political parties 

                                                
24 The Moderate Party today is known for being one of the most centralized and top-
governed political parties in Sweden (Johansson, 2005). 
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focused on getting (good) publicity (Esaiasson, 1990). In his thesis, 
Esaiasson (1990) concludes that meetings, rallies and printed campaign 
material have been constant elements in Swedish election campaigns, 
even after the arrival of television.   
 
Swedish political parties have become increasingly professional in their 
election campaigns during the past years (Grusell & Nord, 2009; Nord, 
2013) though the process has been slow (Nord, 2006, 2009). Before, 
being a ‘professional’ carried a negative connotation (Nord, 2001), but 
today it has a much more positive meaning (Grusell & Nord, 2009). Po-
litical parties nowadays show a good deal of interest in using various 
marketing tools (e.g., focus groups, well-defined target groups, opinion 
polls, media strategies and external communication consultants). They 
re-organize into campaign organizations and invest more money in cam-
paigns (Nord, 2013). However, campaign making is still rather party con-
trolled than consultancy-run (Nord, 2013; Strömbäck, 2009). Political 
parties in Sweden are increasingly “characterized by political marketing 
approaches which foremost revolves around identifying and meeting 
voters’ needs” (Nord, 2009, p. 246). Nevertheless, the parties’ rank-and 
file members and its history continue to be important factors in cam-
paign making (Nord & Strömbäck, 2003) and the ‘party of ideas’ is (still) 
not replaced by the market-oriented party (Nord, 2006). Swedish political 
parties are thus predominantly sales-oriented and as yet none of them 
can be viewed as fully market-oriented (Nord, 2013) and one can see 
elements of both the second and the third stages of the professionaliza-
tion process in Swedish campaign making. 

Central Activities 
As with strategic communication, contemporary campaign making con-
tains three key activities: organizing, planning and controlling. The de-
velopment of strategic political communication suggests an increased 
centralization and coordination of the communication of the political 
parties, where the party elite engages in planning the campaign and 
where members are supposed to implement the plan in a consistent 
manner. Although this way of engaging in strategic communication cam-
paigns might be less problematic compared with other types of organiza-
tion (e.g., businesses or public organizations), it may pose problems in 
some political parties where members might expect to have the possibil-
ity to participate in the decision-making process (cf. Cheney et al., 2011).  
 
As the development of campaign making illustrates, the increased dis-
tance between parties and voters seems to have brought with it increased 
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demands from external publics on consistency and (thus) the managing 
of campaigns. What the development of campaign making shows is that 
changes in the formal organization (centralization) cannot be separated 
from that of communication (coordination, consistency). That is, the 
increased centralization is a means to better and more efficiently coordi-
nate the party’s communication to appear consistent. As showed by Bir-
gersson et al. (1971), this development is not as recent as sometimes 
proposed; already in the 1960s did the work of campaign managers pro-
ceeded from a perceived necessity to control the campaign in an attempt 
to attain consistency. Yet, centralization and controlling has been done 
to varying extents in different political parties (cf. Grusell & Nord, 2009; 
Nord, 2013). More decentralized parties, such as the Swedish Green Par-
ty, have resisted an overly centralized management of the organization 
and communication (Barrling, 2014). This raises the question of how 
strategic communication in more decentralized parties is handled. Before 
describing and discussing the Swedish Green Party in more detail, a brief 
presentation is given on the institutional context in which the party en-
gaged in campaign making.   

The Swedish Institutional Context 
Factors such as the democratic system, electoral system, political culture 
and the number of political parties are all important in understanding the 
campaign making of political parties (Maarek, 1995; Nord, 2006; Plasser 
& Plasser, 2002; Strömbäck, 2007). In the following section, the Swedish 
political landscape is briefly described. 
 
Sweden is a multi-party system with a proportional electoral model. Both 
before and after the 2014 general election, eight political parties were 
represented in the Swedish Parliament. Election is held every fourth year 
on the second Sunday of September, and the national election, as well as 
the municipality and county council elections, is held on the same day. 
After the 2014 general election, the Social Democrat Party together with 
the Green Party formed a government with the support of the Left Par-
ty, although they did not get the majority of the seats in Parliament.  
 
For a long period, stability and consensus have been characteristic of the 
Swedish political landscape. Reasons for the stability can be found in 
institutional factors such as the four percent barrier needed to enter Par-
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liament25 and the financial support that parties represented in Parliament 
obtain26. Because the mass media primarily reports about parties repre-
sented in Parliament, also the media can be viewed as a factor that makes 
it harder for new and smaller parties to enter Parliament (Bäck & Möller, 
2003). A consensus-oriented system, characterized by compromises and 
cooperation between governing and opposition parties, has long been 
common in Sweden. In more recent years, however, two political events 
have led to a less stabile landscape that changed party conditions. Before 
the 2006 election, the four liberal and conservative parties (Moderate 
Party, Liberal People’s Party, Christian Democrats and Centre Party) 
formed the center-right ‘Alliance’ with a joint election manifesto. They 
won the majority of the seats in Parliament and formed a new govern-
ment. In the 2010 election, the other parties in Parliament (Social Demo-
crats, Green Party and Left Party) formed a red-green bloc. However, 
the Alliance obtained more votes and formed government once more, 
even though they had not won the majority of the seats. This event was 
due to a new party entering Parliament, namely the Sweden Democrats. 
Because no other party is willing to cooperate with the Sweden Demo-
crats, they have held the balance of power ever since they entered Par-
liament. This situation makes it harder to form a government and pass 
legislation.    
 
With eight political parties, the political landscape is crowded, making it 
difficult for the parties to highlight their uniqueness (cf. Maarek, 1995). 
At the same time, new conflict dimensions have begun to appear, chal-
lenging the traditional left/right dimension (Bäck & Möller, 2003). From 
the beginning, the Green Party has tried to replace the traditional dimen-
sion with a conflict dimension between material growth/ecology. Indeed, 
in the 2014 election, the Feminist Initiative (which received 3.1 percent 
in the 2014 national election) attempted to establish a conflict dimension 
between gender equality/inequality. Still, the parties continue to be struc-
tured along the left/right continuum by experts and voters (Oscarsson, 
1998; Oscarsson & Holmberg, 2013; SCB, 2011).  

                                                
25 For a political party to enter the Swedish Parliament, it has to receive at least 4 per-
cent of the votes in a parliament election.  
26 All political parties represented in the Swedish Parliament obtains financial support 
from the state. This financial support is the biggest source of income for parties and 
secure that they can work long-term without being dependent on different contributors. 
Thus, it is viewed as important for the democracy.  
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The Swedish Green Party: A Presentation 
During the 1960s and 1970s, new, political currents spread throughout 
the world. Anti-establishment and thinking about future generations 
were two themes that monopolized the general spirit of the time. The 
publication of Rachel Carson’s Silent Spring in 1962/2002 led to envi-
ronmental issues being entered into the public agenda and led people to 
discuss climate and the consequences of an ill-treated planet (Ljunggren, 
2010; Vedung, 1991; Wörlund, 2005). These currents paved the way for 
new, green, political parties and during the 1970s the first Green Parties 
(in New Zeeland and Tasmania) were founded. In Sweden, a vote on 
nuclear power in 1980 stirred up strong feelings. The Centre Party, then 
the ‘green voice’ in the center-right government coalition was viewed to 
have failed to take responsibility for climate and environmental issues. 
Because environmental issues had begun to find its way into the public 
agenda and political events, there was not only more scope for a party 
that took responsibility for these issues but also a demand for it (Ljung-
gren, 2010; Vedung, 1991; Wörlund, 2005). 
 
The first step towards the Swedish Green Party’s founding was taken in 
late September 1980 in the apartment of former liberal politician Per 
Garthon. In the same year, Garthon published a book called A future-
oriented party is needed27 and around the same time “Action group for a 
Future and Environmental party”28 was founded (Ljunggren, 2010). In 
addition, already before the Green Party was established, there were local 
parties with a green profile in several municipalities and many of those 
persons who participated in the establishment of the Green Party had a 
background in different social and environmental movements, fueling 
the party with non-profit organizational experience. The formal founding 
of the party was its first congress in September 1981 (Wörlund, 2005). 
As mentioned above, at the time the party was founded, the party was 
said to be strictly neutral in terms of the left/right continuum. The 
Green Party not only wished to retain this neutrality but they also wanted 
to replace the left-right conflict dimension with a conflict dimension that 
focused on material growth-ecology (Bäck & Möller, 2003; Wörlund, 
2005). However, because the left-right continuum continues to be the 
primary conflict dimension in the Swedish political landscape, the Green 
Party is predominantly viewed as a center-left party (Oscarsson, 1998; 
Oscarsson & Holmberg, 2013; SCB, 2011). 
 

                                                
27 Swe. Det behövs ett framtidsparti. 
28 Swe. Aktionsgrupp för ett Framtids- och Miljöparti. 
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Like other green parties, the Swedish Green Party did not only want to 
put the environmental issue on the agenda (and gender equality) but also 
wanted on the agenda the critique against the political establishment, 
bureaucratic procedures and slow democratic processes. The critique of 
Swedish parties’ hierarchical features and centralization of power 
prompted the founding members to try to prevent the concentration of 
power to a few individuals by keeping the party as decentralized as pos-
sible. The party was not to be ruled by a few at the top but by many at 
the bottom. A flat organization was – and to some extent still tends to be 
– the ideal. One decision supporting this way of organizing the party was 
not to have any party board. Instead, the leadership for the party was 
divided into four committees: politics, economy, statutes and media and 
information. These committees were not allowed to have meetings in the 
same room at the same time (Schalug, 2001; Wörlund, 2005). Further, 
from the beginning, the party did not have any spokespersons. The con-
vener of the political committee functioned as the representative of the 
party, and when the party was first established, a new convener was 
elected every month (Garhton, 2001). A couple of years after the party’s 
founding in 1984, a system with two spokespersons (a woman and a 
man) was established and in 1992 the first was elected (Garthon, 2001; 
Ljungberg, 2010; Schalug, 2001).  
 
In their first general election in 1982, the party received 1.7 percent of 
the votes and in their second election in 1985 the party received 1.5 per-
cent of the votes. In their third election, the party received 5.5 percent of 
the votes and 20 seats in Parliament and was thus the first new party to 
have entered Parliament in 70 years. However, already in the next elec-
tion in 1991 the party lost all their seats and had to exit Parliament. By 
the 1994 election, the party had reworked their party programs and re-
placed the plethora of different programs with one program. According 
to Ljunggren (2010), this change gave the party’s issue positions and 
policy proposals a more realistic content. Drawing on Panebianco 
(1988), Ljunggren (2010) argued that the 1991 election prompted the 
party to begin a ‘normalization’ process, going from a ‘soft’ party to a 
‘hard’ party, which implies a centralization of the organization. Since 
1994, the party has been represented in Parliament and is generally 
viewed as one of the established parties. If we also look at the represen-
tation of the Green Party in the municipality and county councils, the 
party was represented in several local councils already in 1985. In the 
1988 election, the party was represented in all county councils in Sweden 
and in the 1991 election, the party was represented in about 200 munici-
palities and over 10 county councils (Ljunggren, 2010). After the 2014 
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election, the party was represented in 259 municipality councils (out of 
290) and in all county councils.29 
 
After the 1998 election, the Green Party began to collaborate with the 
Social Democrats (the Left Party was to some extent also included in this 
collaboration). This collaboration deepened after the 2002 election. In 
the 2006 election, the center-right Alliance won the majority of the seats. 
In reaction to this election result, the Social Democrats, Green Party and 
Left Party formed a red-green bloc with a joint election manifesto at the 
2010 election. This explicit cooperation and joint election manifesto 
were not repeated in the 2014 election, however.    

The Formal Organization 
The highest decision-making body in the party is the Congress, held eve-
ry year in the spring. The Congress elects spokespersons, party secretary 
and party board. The Congress also decides on party programs and elec-
tion manifestos. Between congresses, the Party board is the highest deci-
sion making body. Gender equality is central to the party’s ideology, and 
besides having a divided leadership, national bodies are expected to have 
at least 40 percent of each gender but 50 percent is the ultimate goal 
(Wörlund, 2005). The national organization (the Party Secretariat) han-
dles membership service and the economy30. In addition, there is a Par-
liament Secretariat consisting of teams (group leader team, work team, 
environmental and foreign team and the public team) responsible for 
different issues. These teams provide the spokespersons and the party 
group political and administrative support31. A couple of times a year, the 
national organization arranges meetings for regional representatives and 
for the Trustee council32. The meetings with regional representatives 
serve as a channel for the national organization and a chance for politi-
cians throughout the country to meet and exchange ideas. The Trustee 
council is a policy forum where the Party board anchors its position on 
different policy issues. 
 
The Green Party’s local branches are divided by municipality and have 
more or less active branches in all municipalities. There are also regional 
                                                
29 Election official. (2014, November 12). Retrieved from: 
val.se/val/val2014/slutresultat/K/rike/valda.html 
30 The Swedish Green Party. (2014, November 10). Retrieved from 
http://www.mp.se/kontakt/partikansli  
31 The Swedish Green Party. (2014, November 10). Retrieved from http:// 
mp.se/kontakt/riksdagskansli  
32 Swe. Förtroenderådet. 
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branches, which gather local branches in the region (one or more parlia-
mentary constituencies). In August 2014, the party had about 17,459 
members.  
 
The party has a youth and student organization. Green Youth was 
founded in 1986 after about 60 young green members decided that they 
wanted an organization within the Green Party that was driven by and 
focused on younger members. In 1987, the Green Party Congress ap-
proved Green Youth as the party’s official youth organization. In 1988, 
the party elected their first national board. Just like the Green Party, 
Green Youth has two spokespersons (a women and a man), but in con-
trast to the Green Party, Green Youth can have two women as spokes-
persons (something that as yet has not happened). Green Youth does 
not have its own political agenda but works from within the party to 
encourage the Green Party to adopt those policies that they propose. As 
of 2014, the Green Youth has about 4000 members, six regional branch-
es and 33 local branches. Green Students was founded in 2002 and was 
approved as the Green Party’s student union by the 2005 Congress. Just 
like Green Youth, Green Students have no independent agenda but pur-
sue the same policies as the Green Party but with particular focus on 
students, education and research issues. The Green Students branch of 
the party also has two spokespersons (a women and a man) and consists 
of 12 local branches and about 1500 members. In addition, there are 
several networks to deal with different issues, such as Green Women33, a 
gender equality committee, Green Seniors34 and Green Queer35.  

Increased Centralization and Odd Members 
Already from the very beginning, the Green Party was viewed as an al-
ternative party by others and by themselves. They became famous for 
messy party congresses, sleeping bag accommodations in schools and 
writing party programs that wanted to “[…] create a more positive atti-
tude towards death” (Ljunggren, 2010, p. 177; translated from Swedish 
by the present author). Members were ridiculed for being difficult and 
ostentatious, consisting of “[…] happy amateurs, muddled green wavers, 
disappointed nuclear power opponents and committed troublemakers 
and some lost liberals” (Ljunggren, 2010, p. 177; translated from Swedish 
by present author).  
 

                                                
33 Swe. Gröna Quinnor. 
34 Swe. Gröna Seniorer. 
35 Swe. Queergröna. 
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The disorganization that characterized the first years was followed by 
increased centralization. For practical reasons, such as the importance to 
have a known sender and consistent messages, Ljunggren (2010) con-
tends that the party was essentially forced to gradually create a more cen-
tralized and hierarchical structure (cf. Panebianco, 1988). However, the 
party still tried to hold on to alternative ways of organizing, primarily 
manifested by a strong internal democracy and the Trustee council. Fur-
ther, the party still holds member voting on important issues. Such a 
member vote was the bases for a changed issue position on EU mem-
bership. Held in 2010, it was decided that the party would drop the de-
mand to leave the Union. Yet, and as proposed by Dahl (2011), the party 
elite can be viewed to indirectly control member voting. The party elite 
not only decides which issues to vote on, but have also made their posi-
tion clear in mass media (as was the case in relation to the vote on EU 
membership), thus possibly influencing members to vote in the same 
direction (Dahl, 2011).  
 
In her thesis on party groups in Parliament, Barrling Hermansson (2004) 
described the Green Party as an odd party in comparison to other Swe-
dish parties36. Whereas other party groups emphasized expert knowledge 
or experience, the green party group was more emotionally oriented and 
driven by ideological devotion. Barrling Hermansson writes:  

Unlike other parties, the MPs’ [Members of Parliament] of the Green 
Party do not primarily tie political capabilities to expert knowledge or a 
certain experience. It is the representatives’ own convictions of what is 
right that gives the intensive political will that the political capabilities are 
seen to rest on. (Barrling Hermansson, 2004, p. 230; translated from 
Swedish by the present author)  

 
Ideology, issues and ideas were thus very important to the MPs. At the 
same time, the interviewed members recognized that to turn the party 
program into actual policy proposals, they would sometimes be forced to 
make concessions and take on a more pragmatic tone. Among the other 
parties, the Green Party was seen as the most emotional party and a par-
ty that sometimes ‘lacked reality’. In her conclusions, Barrling Hermans-
son (2004) writes that what characterizes the members of the Green Par-
ty group was their individualism and their individuality. Whereas the 
former refers to individuals not having to be subordinate to the collec-
tive, the latter refers to the notion that the group had few norms that 
                                                
36 Barrling Hermanssons’s (2004) study is based on interviews with representatives of 
the party’s parliamentary group, each with widely varying numbers of representatives, 
which may limit what conclusions can be drawn.  
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governed their work and the relationship between members of the 
group.   
 
Since Barrling Hermansson’s thesis, the party has continued to trans-
form, which is shown in Dahl’s (2011) study of the relationship between 
parties, members and strategic direction. The party has become more 
professionalized, but at the same time, there is concern among members 
that the party might turn into a party that is just like all other parties. 
Along similar lines of reasoning, Barrling (2014) argues that the Green 
Party has changed from an anti-establishment party to a more pragmatic 
party. At the same time, she describes a situation where those MPs who 
are less pragmatic have grown in power during the past couple of years, 
suggesting the party’s development is quite ambiguous. At the same time 
as the party has become more centralized and professionalized, a sizable 
portion of the members and MPs tends to still view politics as a lifestyle 
and holds the same orthodox view of politics that was a major part in its 
founding and early years (cf. Burchell, 2001; Ljunggren, 2010; Vedung, 
1988; Wörlund, 2005). 
 
To summarize, although there has been a centralization of power over 
the years in the Green Party, the internal democracy can still be viewed 
as strong (Barrling, 2014), making it possible for members to influence 
central decision making. Hence, the party elite is not able to dominate 
the party, a circumstance that possibly might influence the interaction 
between the strategic communication mind and campaign making, all of 
which complicates the party’s organizing for the campaign, the planning 
and the possibility for the party elite to be in control.   

Connecting the Parts 
This chapter started by arguing that campaign making is a type of strate-
gic communication making. The chapter continued by sketching the de-
velopment of strategic political communication and concluded that those 
three key activities identified in conventional writings on strategic com-
munication are also key activities in strategic political communication. As 
a consequence, when studying campaign making, these activities can 
serve as focal points for the forthcoming analysis. Moreover, the issue of 
greater decentralized parties in which members might expect internal 
democracy has been briefly addressed. The Swedish Green Party is ar-
gued to be such a party where (some) members expect internal democra-
cy and self-determination, making continued centralization (more) diffi-
cult. Hence, the Green Party’s campaign making will be an informative 
case to study. How the campaign making is studied appears in the meth-
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odological chapter (Chapter Five) in which the theoretical framework is 
also operationalized. In the next chapter, a presentation of the research 
questions is given.     
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Chapter Four                                 
Research Questions 

To reiterate, the general purpose of this thesis is: To increase our understand-
ing of strategic communication making. In the first theoretical chapter, three 
key activities of strategic communication were identified: organizing, 
planning and controlling. In the second chapter, it was argued that these 
are key ‘aspects’ of the strategic communication mind and key ‘activities’ 
in strategic communication making. In the last chapter, the argument was 
that campaign making is a type of strategic communication making. In 
this thesis, organizing, planning and controlling are the (empirical) focal 
points when studying the reciprocal interaction between the strategic 
communication mind, campaign making, biography and posi-
tion/positioning. In the following section, a link is made between the 
present research questions and the three key aspects/activities. 
 
Organizing 
Strategic communication is suggested to have consequences for the for-
mal organizational structure and prescribes centralization and coordina-
tion of an organization’s communication. The first research question 
concerns the consequences the strategic communication mind has on the 
formal organization: 
 

I How does the strategic communication mind reciprocally in-
teract with the way in which the Green Party organizes for 
the 2014 election campaign?  
 

Planning 
Planning is said to constitute an operational dimension of strategic 
communication, entailing a linear set of activities carried out to reach a 
pre-established goal. The second research question relates to how the 
campaign group (i.e., the group responsible for the election campaign) 
engages in campaign making: 
 

II How does the strategic communication mind reciprocally in-
teract with campaign making in strategic episodes? 
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Controlling 
How the campaign making is conducted is also a matter of positions and 
positioning, i.e., of who gets to participate, exert influence and control 
the campaign making. In this thesis, control is studied both within the 
campaign group and in relation to rank-and-file members and directs our 
attention to how participants (in the campaign group) and members are 
ascribed and adopt positions in campaign making and campaigning. My 
final research question is:  

 
III How does the strategic communication mind reciprocally in-

teract with positions and positioning in campaign making? 
 
In the next chapter, I present the methodology and methods as well as 
the operationalization of the theoretical framework. 
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Chapter Five                           
Methodology 

The study of strategic communication requires an in-depth investigation 
of the campaign making (cf. Gorlikorshi et al., 2010; Feldman & 
Orlikowski, 2011). For that purpose, an ethnographic fieldwork 
approach was chosen. This chapter begins by discussing the selection of 
a party, arguing that the Swedish Green Party is a suitable choice for 
studying campaign making. Thereafter, follows a presentation of the 
ethnographic approach, the methods used (observations, interviews and 
document analysis) and how the material was analyzed. The chapter ends 
by a consideration of challenges and potential limitations of the study.  

Selecting a Party 
According to Hammersley and Atkinson (1995), the selection of a case is 
“a matter of identifying the sort of setting that would be more appropri-
ate for investigation of the research problem as currently formulated” (p. 
32). To select an appropriate political party, a sample procedure was 
adopted that was both purposive and theoretical (Altheide, 1987). This 
strategy was deemed most suitable because the party should be informa-
tive and “represent the phenomenon under study quite clearly” 
(Swanborn, 2010, p. 52). In accordance with the theoretical framework, 
the study required a party that (i) engages in campaign making and (ii) is 
portrayed as being decentralized (or at least not totally centralized) and 
that gives explicit room for heterogeneity. This latter delineation (decen-
tralization) is based on the assumption that such a party makes it easier 
in general to study the interaction between the strategic communication 
mind and the campaign making, and in particular, the contradictory and 
negotiable nature of this interaction. Because the study required an in-
depth analysis, a political party was needed that would allow its campaign 
making to be closely followed. Taken together, these criteria suggested 
the Swedish Green Party was the best choice (cf. Erlingson et al., 2005). 
However, before one can enter the field, one must have access to the 
party, be offered a seat during the party meetings and be welcomed by its 
members. My incidental contact (Agar, 1990; Hammersley & Atkinson, 
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1995; Swanborn, 2010; Teorell & Svensson, 2007) with the Green Party’s 
Party Secretary led to him functioning as my ‘gatekeeper’ (Hammersley 
& Atkinson, 1995) to the Green Party. Hereafter, the party organization 
is referred to as the ‘national organization’.  

Some Further Choices 
In this study, it was considered important to include the national organi-
zation’s campaign making in that it forms a backdrop to the campaign 
making of the local branches. Although the local branches are independ-
ent, they are still an integral part of the party. Hence, I discuss the first 
research question in relation to the national organization’s campaign 
making. However, although the present study does pay some attention to 
the national organization’s campaign making, most attention is given to 
the campaign making of a local branch. There are mainly two reasons for 
this choice. First, and most importantly, the intention of the study was to 
examine the whole campaign making process, from the beginning to the 
end. This effort would not have been possible in the national organiza-
tion because campaign preparations begin as early as 2012 and the field-
work for this study did not begin until the autumn of 2013. Second, it 
would prove to be easier to follow the campaign making at a more ex-
tensive level at the local level and would thus be in line with the present 
theoretical perspective that calls for an in-depth analysis.  
 
Most of the local branches of the Green Party conduct election cam-
paigns, but many are small in size, which is reflected in their campaign 
making. For instance, only one or two persons work with the campaign 
making or begin preparing just some three months before the launch of 
the election campaign, and are mostly focused on policies and produc-
tion of material. Thus, the selection of the local branch rested on the 
assumption that a stronger (in terms of members and results in the last 
election) local branch would make a more informative case to study. 
That is, such a branch would likely appoint a campaign group that would 
be responsible for the campaign making, that holds meetings and that 
plans the campaign, which makes it possible to study its campaign mak-
ing and positioning. A local branch in a relatively large municipality was 
chosen in which the party did well in the last election. To give anonymity 
to those who participated in the study, the particular branch cannot be 
named.  
 
It is important to keep in mind that it is not the party itself that is of 
primary interest, but rather the specific activities it performs in relation 
to the campaign making. The exploration of strategic communication 
making provides the opportunity for theoretical generalization (Teorell & 
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Svensson, 2007), i.e., to draw conclusions on campaign making that may 
be applicable to other political parties and types of organization.     

Discovering what the Research is about 
The present study of the Swedish Green Party’s campaign making has 
not been linear, with a clear purpose guiding the fieldwork. Although 
many warn against getting sidetracked from the purpose that guides the 
material creation, material creation is in some sense about discovering 
what one’s research is about, at least from an ethnographic perspective 
(Hammersley & Atkinson, 1995). When I entered the field, I had an idea 
about what I would find, both on paper and in my mind. This idea was 
based on preconceived notions about my object of study as well as about 
campaign making. After some observations and conversations, I soon 
began to realize that that was the case. I realized that the theoretical un-
derpinnings that guide the conventional research on strategic communi-
cation and strategic political communication – which I had set out to 
question – also were present in my ideas about what I would study.  
 
To balance preconceived ideas and the use of traditional theory, I tried 
to be naïve, or in the wordings of Agar (1996), a ‘professional stranger’ 
to what was going on. This led me to continuously pose questions, both 
to myself and to the participants: What are they doing? How are they 
doing it? Why are they doing it? In this way, ethnographic fieldwork de-
mands openness towards the field, and rather than letting theories or 
field produce my purpose and research questions, both shaped them. My 
study is thus neither deductive nor inductive, but rather abductive, mean-
ing that there was a constant move between theory (preconceived ideas), 
field (emerging ideas) and theory (conceptualizations/new preconceived 
ideas), and so on. Some of those theories I draw on in this thesis have 
been with me throughout this project (such as the practice theory lens), 
whereas positioning has been added along the way in order to better 
conceptualize my material and findings. This dynamic interplay between 
theory, purpose and field is apparent in how theories and elements of 
theories both grew and diminished in importance during those months 
when I moved back and forth between the field and my desk. This pos-
sibility to move back and forth, to think and rethink, is one of the ad-
vantages with an ethnographic approach (Hammersley & Atkinson, 
1995).  
 
Researchers who criticize the ethnographic approach to qualitative re-
search often point to the lack of a systematized procedure and that the 
research is largely composed of personal narratives (Alvesson & Deetz, 
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2000; Silverman, 2001; van Maanen, 1995). Naturally, such an argument 
can be directed towards the current thesis. However, I do not accept the 
view that the research process is constituted by building blocks to be put 
on each other in a linear, stabile order. Rather, I see the process as a con-
stant interplay between analysis, theory and field. Nevertheless, some of 
the criticism against ethnography does have some legitimacy, especially 
when studies using this methodology are vague regarding how the study 
has been conducted, i.e., the methods used and the relation between 
material and findings. This criticism, however, can be met by being open 
as I aim to be in the following sections.    

How and Where I Studied Strategic 
Communication Making  
There are different ways of engaging in ethnography, but usually material 
is gathered through participant observations, formal and informal inter-
views, historical analysis and collection of documents (Hammersley & 
Atkinson, 1995; Schwartzman, 1993). Using a multi-method approach 
when studying political parties is also generally advised (Berry, 2002; 
Lilleker, 2003; Tansey, 2007). In this study, I used three methods: two 
types of observation (peripheral and active member), interviews (formal 
and informal) and document analysis. While these methods will be pre-
sented in greater detail later, first I will address how the theoretical 
framework was operationalized.  

Operationalization of the Theoretical Framework 
To reiterate, the theoretical framework is made up of four parts: strategic 
communication mind, campaign making, biography and posi-
tions/positioning. Each part was studied with the help of a combination 
of methods and focuses. A way to study the interaction between cam-
paign making and the strategic communication mind is to examine the 
activities that the national organization and the local branch engage in 
during campaign making (Schatzki, 2005; see also Whittington, 2006). I 
studied these activities using observations, interviews and documents and 
focusing on how the participants in the campaign making engaged in 
activities, what they discussed, how they talked/wrote about campaign 
making, what analysis they made about their campaign making, what 
problems they defined and what solutions they proposed. This approach 
allowed exploration of the different activities they engaged in and how 
they engaged in these activities. I found out more about the participants’ 
biography through interview questions that focused on experiences and 
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education. Lastly, positions and positioning were studied through obser-
vations and interviews, how the participants of the campaign group 
talked about other groups or rank-and-file members in the branch, how 
they talked about themselves, how they engaged in discussions and what 
participants in the campaign group and rank-and-file members outside of 
the campaign group did. Such an approach permitted exploring how 
participants and rank-and-file members were positioned and how they 
positioned each other (Table 2). 

                  Table 2. Operationalization of the theoretical framework. 
Theoretical Part Method Focus 

                           
Strategic communi-
cation mind 
 

Observations, inter-

views, documents 
 

How they engage in 
activities, discussions, 
how they talk/write 
about campaign mak-
ing, analysis, problem 
definitions/problem 
solutions 

Campaign  making 

Biography Interviews Experiences, education 

Positions/         
Positioning 

Observations, inter-
views 

How they talk, how 
they engage in discus-
sions, how they talk 
about themselves and 
others, what they did 

More specifically, campaign making was studied by focusing those key 
activities identified in Chapter One. These activities point to where one 
can study strategic communication making: at the top of the organiza-
tions, various forms of implementation, actual campaigning, the relation 
between these as well as documents produced by the party.  
 
Both the national organization and the local branch organized their cam-
paign making by creating campaign groups. Campaign group meetings 
thus provide focal points of this study. To get a basic understanding for 
what types of interaction these meetings generate, it becomes necessary 
to turn to Strategy as Practice, where meetings are generally considered 
to play a central role (Hendry & Seidl, 2003; Hodgkinson, Whittingon, 
Johnson & Szhwarz, 2006; Jarzabkowski & Seidl, 2008; Seidl & Guérard, 
2015). These meetings are often described as the place for ‘strategizing’ 
activities (e.g., Jarzabkowski et al., 2007; cf. Tsoukas, 2010), formal epi-
sodes in the form of planning sessions, annual reviews, workshops, etc., 
where top managers deliberately discuss strategy issues and engage in 
strategy making (Boden, 1994; Jarzabkowski et al., 2007; Jarzabkowski & 
Seidl, 2008; Seidl, 2005; Tsoukas, 2010). Seidl and Guérard (2015) sug-
gest that strategizing meetings should be understood as “A planned and 
episodic communicative event that involves several participants collocat-
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ed in the same (physical or virtual) space and whose purpose is ostensi-
bly related to the functioning of the organization or group” (p. 565). 
Strategizing meetings are goal-oriented and episodic in the sense that 
they involve a bracketing of time and space, and they include some or-
ganizational members while leaving others outside (Boden, 1994). That 
is, only a few of the organizational members actually participate in strate-
gizing meetings.  
 
In the national organization, the Party board is the highest decision-
making body in-between congress sessions. The Party board discussed 
and made decisions on central issues of the election campaign, including 
the election plan and prioritized issues. A campaign group was given 
responsibility for the campaign making. These bodies – the Party board 
and the campaign group – were central points for studying how the 
Green Party organized for the election campaign (RQ 1). The Party sec-
retary’s and the national Campaign manager’s presentations of the na-
tional campaign were also observed. In addition, interviews with the Par-
ty secretary and the national Campaign manager provided information 
about what they had been doing before the study was initiated and what 
they were doing during the campaign making. Documents produced by 
the national organization was a third way of getting information about 
how the national organization organized for the campaign, including its 
dissemination of information about the campaign.  
 
Similarly, the local branch appointed a campaign group and a working 
group to conduct the campaign making. Meetings conducted by the 
groups were valuable to study how the groups engaged in campaign 
making both with respect to how the strategic communication mind in-
teracts with the campaign making in strategic episodes (RQ 2) and posi-
tion and positioning (RQ 3). To get a deeper understanding of the cam-
paign making in strategic episodes, interviews with those who participat-
ed in the meetings were conducted. Finally, the controlling as-
pect/activity is also related to positioning in the campaign making. 
Positioning in the campaign group was studied by observing how partic-
ipants interacted, included and excluded each other. Positioning in rela-
tion to members was studied by observing what activities members en-
gaged in, as well as how the campaign group talked about members’ po-
sition and how they talked about themselves.  
 
The reciprocal interaction between the strategic communication mind 
and campaign making is discussed in relation to all research questions. 
Whereas also biography is considered in relation to all research questions 
(more at length when discussing research question 2 and 3), poisoning 
and positioning is briefly discussed in relation to research question 1 and 
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at length when research question 3 is addressed. The discussion of posi-
tions and positioning within the campaign group (Chapter Eight) is a 
prolongation of the discussion of campaign making in strategic episodes, 
however (Chapter Seven) (Table 3).  

Table 3. Overview of activities, theoretical part, RQ’s, methods and empirical focus. 
Aspect/ 
Activity 

Theoretical   
Part 

Research Question Method/Material Where 

Organizing Mind 
Making 
Biography 
Positions/ 
positioning 

How does the strategic 
communication mind 
reciprocally interact 
with the way in which 
the Green Party 
organizes for the 2014 
election campaign? 

Observations 
Interviews 
Documents pro-
duced by the 
national organiza-
tion 

Party board 
Campaign group 
Dissemination 
of information  
 

Planning Mind 
Making 
Biography 

How does the strategic 
communication mind 
interact with campaign 
making in strategic 
episodes? 

Observations 
Interviews 
Documents pro-
duced by the local 
branch 

Campaign 
group/working 
group 

Controlling Mind 
Making 
Biography    
Positions/ 
positioning 
 

How does the strategic 
communication mind 
interact with position-
ing in campaign 
making? 

Observations 
Interviews 
Documents pro-
duced by the local 
branch 

Campaign 
group/working 
group 
Campaigning 
Dissemination 
of information 

Below I present the methods, but first I have included an overview of 
the fieldwork:  
 
• May 2013: Contacted the Party secretary. 
• July 2013: First meeting with the Party secretary.  
• August 2013: Contacted the local branch, Green Youth and Green 

Students. 
• September 2013: First meeting with representatives of the local 

branch, Green Youth and Green Students. 
• October 2013 – September 2014: Conducted observations and inter-

views at the national and local level.  

What was observed and How it was Done 
The prime reason for conducting observations is that they offer the pos-
sibility to study which activities participants are actually engaging in, as 
well as how they engage in these activities (Ekstrom, 2011; Hammersley 
& Atkinson, 2004; Öhlander, 1999). In the present study, I primarily 
conducted observations as a ‘peripheral member’ but also as an ‘active 
member’ in some settings. The roles of ‘complete’, ‘active’ and ‘peripher-
al’ member were coined by Adler and Adler (1987) as a rejection to earli-
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er observation typologies (such as Schwartz and Schwartz 1955; Gould, 
1958). Adler and Adler’s (1987) proposed roles: “[…] are distinguished 
by how important their associated performances are for events” (Lindlof 
& Taylor, 2002, p. 151). As a peripheral member, researchers “[…] par-
ticipate as insiders in the activities of the group they are studying, but 
they refrain from engaging in the most central activities” (Adler & Adler, 
1987, p. 35). As an active member, the researcher participates in activities 
just like the members. A difference between the researcher as an active 
member and members is that researchers “[…] hold back from commit-
ting themselves to goals and values of members” (Adler & Adler, 1987, 
p. 35). This typology, which determines the level of participation, fits 
nicely with my way of engagement in the field. As a peripheral member, I 
was sitting at the table or just next to it when the Party board or the elec-
tion campaign groups were holding their meetings, during episodes when 
the Party secretary or the Campaign manager was presenting the cam-
paign. As an active member, I participated in the outward campaigning 
in order to increase my presence with campaign making. Rather than 
trying to pass as a party member, I sought to be a professional stranger, 
keeping the distance between members and me as a researcher. The dif-
ferent ways in which I chose to engage in the field were directly related 
to the setting. In meetings, I was always a peripheral member and when 
at the election booth I was always an active member.  
 
During each meeting or presentation, I focused on a wide range of ques-
tions: How is the meeting carried out? What are they talking about? How 
are they talking about it? What are they doing? What is deemed im-
portant? Who is in charge? Who are the key participants? What positions 
are available? How are they negotiating over positions? Posing these 
questions helped me focus on how participants’ activities interacted with 
the strategic communication mind.  

During campaign making at the national level, I was a peripheral mem-
ber 
• at three party board meetings when they were discussing and decid-

ing upon the election manifesto for the European Parliament Elec-
tion and the election manifesto for the national election.  

• at four meetings with the national election group that included the 
Party secretary, the Chief of the Party Secretariat, the Chief of the 
Parliament Secretariat and Convener of the Party board. The Cam-
paign manager also attended these meetings. 

 
The dissemination of information of the national organization’s cam-
paign making was studied by being a peripheral member 
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• at seven meetings where the Party secretary or the Campaign manag-
er presented the campaign for members and employees.  

• at six meetings for regional representatives and the Trustee council.  
 
To study campaign making at the local branch, I was a peripheral mem-
ber  
• at three party member meetings when discussing and deciding on the 

local party program.  
• at twelve campaign group meetings.  
• at nine meetings with the working group.  
• at a kick-off party for the campaign.  

 
To study campaign making in the local branch, I was an active member 
• during a campaign worker education. 
• during the final five campaign weeks, primarily working in the elec-

tion booth and meeting voters. I also participated in other activities 
such as handing out leaflets during a debate and earplugs outside a 
concert. 

 
In addition to these observations, observations were conduct as a pe-
ripheral member at the annual meetings of the Green Youth and the 
Green Students as a means to get a sense of these organizations and their 
relation to the Green Party. I also focused on how the two wings of the 
Green Party discussed the upcoming election, campaign and communi-
cation. 

How I Remembered It All  
If it had not been for taking headnotes, scratch notes and field notes, this 
study would never have been completed. ‘Headnotes’ describe attempts 
to remember, for example, specific events, conversations and impres-
sions that I experienced when I did not have the opportunity to write 
things down (Lindlof & Taylor, 2002). ‘Scratch notes’ were used for 
notes that were hastily recorded, involving brief notations about, for 
example, statements, impressions or dialogue (Sanjek, 1990). Headnotes 
and scratch notes were used when I did not want to disturb people 
around me by pulling out my notebook or when I wanted people to en-
gage in conversations with me without feeling that they were closely ob-
served. Although I was not ‘undercover’, some people might have felt 
uncomfortable or in other ways disturbed if I would have begun to take 
notes in a ‘get-to-know’ conversation. Scratch notes were taken as soon 
as possible on whatever paper or device that was available (e.g., my 
notebook or my phone). 
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During meetings, I took field notes right away. Field notes are “[…] 
gnomic, shorthand reconstructions of events, observations, and conver-
sations that took place in the field” (Van Maanen, 1988, p. 123). Such 
notes are vital when gathering material through observations (Lindlof & 
Taylor, 2002) and are a way for the researcher to later on be connected 
or ‘return’ to the field (Anderson, 1987). These field notes were first 
written by hand and later carefully recorded on a computer. If there were 
certain aspects of an event that triggered some interpretation or a com-
parison to theory, I also wrote down those associations in the document 
but separated them from the notes. The field notes created a chronologi-
cal record (Lindlof & Taylor, 2002) from the start of the study to the 
fieldwork was completed. 

In addition to the field notes, a journal of observations and interviews 
was kept to keep track of them and a diary. The diary was used for per-
sonal reflections and discussions (or, rather, monologues) about such 
matters as how to tackle obstacles that arose or how to handle certain 
situations. It also included a study of myself, i.e., how I as a person with 
strong interest in politics was influenced and affected by having such 
close contact with a political party and getting to know party members 
and politicians during an election campaign.  

Who and How I Interviewed 
As a second method, I interviewed persons who participated in cam-
paign making. By talking to people, intentions, thoughts and ideas can be 
studied (Eneroth, 1994; Kvale & Brinkmann, 2009; Lindlof & Taylor, 
2002) and events and activities reconstructed (Tensey, 2007).  

Before beginning the fieldwork, I had an idea of which people would be 
relevant to interview. These were the people responsible for the cam-
paign (the Party secretary, the Campaign manager on both levels, local 
commissioners and representatives from the Green Youth and Green 
Students). A first round of introductory interviews was conducted from 
September to October 2013 with representatives from different parts of 
the organization. These interviews focused on gaining a better under-
standing of the organization and the upcoming processes of campaign 
making. The themes covered during these interviews had to do with in-
formation about the party, the relationship between the local branch and 
the Green Party/Green Students/Green Youth and how these organiza-
tions would engage in campaign making. I met the Party secretary, the 
municipality commissioner of the local branch, one of the spokespersons 
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of Green Youth, the local spokespersons for Green Youth and the or-
ganization secretary of Green Students. Additional interviews were made 
with Green Youth’s organization secretary and a board member of 
Green Youth. I also interviewed the national Campaign manager, who 
was hired in October 2013, on two occasions. After some time passed, it 
became apparent that I needed to interview those who participated in the 
local branch’s campaign group to learn more about their biography. Such 
information would be useful in understanding their campaign making (cf. 
Johnson et al., 2010) and their analysis of the making. These interviews 
were carried out from April to September 2014. In all, 29 interviews 
were conducted. 

Following the theoretical framework, the interviews had four aims: (i) 
gather historic information about the campaign making, (ii) collect in-
formation about routines and procedures (the organizational context), 
(iii) gather information about the participants’ biographies and their anal-
ysis of the campaign making and (iv) how they talked about themselves 
and the other participants/members (i.e., positions and positioning). 
Also, observations and early interviews generated questions and ideas 
that could be explored in the subsequent interviews. To give an example, 
during my observations I came to understand that participants in the 
local campaign group was negotiating over positions. As this became 
more apparent, participants in the campaign group were specifically 
asked about these negotiations. In this way, it was possible to ‘confirm’ 
that my observations were ‘correct’ which led me to focus more on these 
negotiations in my observations.  

I constructed three interview guides: one to interview the Party secretary, 
one for the national Campaign manager and one for the participants in 
the local branch’s campaign making (Appendix 1, 2 and 3, respectively). 
All interview guides included similar themes, such as questions about the 
organization and how the campaign making was organized; however, 
interview guide 1 and 2 included specific questions related to the Party 
secretary and the national Campaign manager’s position and knowledge; 
the questions in interview guide 3 focused on the local branch’s cam-
paign making. The interviews were conducted face-to-face and took 
place at locations decided by the participant (e.g., the participant’s office 
or at a local café). All interviews were semi-structured and contained 
similar themes but not necessarily in the same order. The reason the 
term ‘similar’ is used here is that although all interviews included the 
original themes, a new theme was added (the negotiations theme). Also, 
the participants had somewhat different responsibilities, which made it 
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natural to focus on some themes more than others. For instance, in the 
interview with the political secretary that was responsible for media, 
much of the interview focused on media issues, how he worked with 
media, why, with what purposes, etc. The interviews started by asking 
the participants to describe their background, education, work and politi-
cal engagement. The subsequent themes were then covered: how they 
describe the party, its structure and culture(s), the relationship between 
the national and local organization, the campaign making at the national 
and local level and their personal analysis of the campaign making. Inter-
views ranged from one to four hours (mean 70 minutes) and were rec-
orded using a Dictaphone. All interviews were transcribed verbatim for 
later analysis. 

The observations often included informal interviews with participants. 
These informal interviews, written down afterwards (in scratch notes and 
field notes), focused on certain aspects that were deemed relevant. This 
process could have affected the accuracy and correctness of what had 
been said, but this approach was preferred over the use of a notepad 
when dealing with informal interviews.  

Documents Gathered  
A third part of the material included various documents. The documents 
contained material produced for the campaign making, for campaign 
workers and for external publics. The documents were categorized based 
on where they were produced (the national organization or the local 
branch) (Table 4).  
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    Table 4. Summary of the documents gathered.  
Level Campaign  

making 
Campaigning External publics Activity 

National • Election plan 
• Campaign plan 
• Election manual 

(webpage) 
 

• ‘This is what we 
think’  

• ‘This is what we 
think app’ 

• Emails to 
members 

• Party magazine 
• PowerPoint 

presentation 

• Election 
manifesto 

• www.mp.se 
• Facebook page 

Organizing 

Local • Election plan 
• Election 

manifesto for 
municipality and 
county 

 

 • Election 
manifesto 

• Municipality 
and county 

• Webpage 
municipality 
and county 

• Facebook 
page munici-
pality and 
county 

Planning 

Local Closed Facebook 
group for campaign 
workers 

• Emails to 
members 

• PowerPoint 
presentation 

 Controlling 

 
The Party secretary ensured that I would receive the communication 
plan, the election plan and the campaign plan, as well as member emails 
and the party magazine Green37. I also had access to the ‘Election manu-
al’38, a webpage where local branches and members could find campaign 
information and material. I retrieved the other documents (This is what we 
think and the election manifesto) from the Green Party’s webpage: 
www.mp.se. The Campaign manager at the local branch and the munici-
pality commissioner gave me the election plan, emails to members and 
access to the closed Facebook group. In this way, I had access to all cen-
tral documents in the national organization’s campaign making as well as 
the local branch’s.  
 
To make sure the material and information on the webpages and Face-
book pages did not get lost, screenshots were taken and saved regularly 
on my hard drive throughout the fieldwork. On Facebook, it is possible 
to see when changes in content were made. The changes that did appear 
on Facebook were made about the same time as the original text was 
posted. When changes were made, they are noted in the analysis of the 
material.  
                                                
37 Swe. Grönt. 
38 Swe. Valmanual. 
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Analysis of Interviews and Observations 
The material was both analyzed during my time on the field and more 
systematically after the fieldwork ended. In the following sections I de-
scribe how I analyzed the material. A note on the way: both the analysis 
along the way and the systematic analysis was done in Swedish and then 
translated into English. 

Analysis Along the Way 
During the research process, I used both ‘asides’ (brief analytical writ-
ings) and ‘commentaries’ (more elaborate reflections) (Lindlof & Taylor, 
2002; see also Hammersley & Atkinson, 1995; Thomasson, 2002), which 
were inserted in the field notes. After each observation or interview, 
notes were also taken to summarize my impressions and draw connec-
tions to the theoretical framework of the present research. In this way, 
in-process analytic writing was used (Lindlof & Taylor, 2002, 212), i.e., 
the analysis of the material began right away. 

The more formal and systematic analyses of the interview and observa-
tion data comprised two main steps: vertical analysis and horizontal anal-
ysis. This technique was chosen because it offers the possibility to con-
duct thorough analyses, to pick the material apart and to put it back to-
gether in novel ways.  

Vertical Analysis 
The vertical analysis began by carefully reading the interviews and field 
notes, interview by interview and observation by observation and they 
were thus treated event by event. As Thomasson (2002) notes, some 
interviews and observations are more informative than others and the 
informative ones were eventually chosen for a more thorough reading. 
The rationale behind using key data is to discover ideas that deepen the 
understanding and analysis of the phenomenon in question (Thomasson, 
2002). About 60 percent of the data were key data, which helped gain a 
better understanding of the phenomenon and had a more prominent role 
in the analysis and presentation of the results.  

The second stage in the vertical analysis involved coding all the data. For 
coding, both concepts that the participants used and observer-identified 
concepts were used, i.e., those that I spontaneously came up with while 
reading the data (Hammersley & Atkinson, 1995). Examples of these 
concepts are ‘internal’ ‘democracy’, ‘change’ and ‘stability’. Although 
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these categories have different sources, they emerged from reading the 
data and are thus data-guided39 concepts (Kvale & Brinkmann, 2009; see 
also Lindlof & Taylor, 2002). In the process of coding the data, theory-
guided concepts were also applied40 (Kvale & Brinkmann, 2009; see also 
Lindlof & Taylor, 2002). These pre-established concepts were derived 
from the present theoretical framework and included, for instance, as-
pects in objective mind (e.g., ‘control’, ‘centralization’), ‘biography’, and 
‘positioning’. Proceeding from the data-guided and theory-guided con-
cepts, questions were generated and used when analyzing the material 
(Holme & Solvang, 1997). To give an example, the theory-guided con-
cept position was transformed into the questions “How do they talk 
about other participants and rank-and-file members?’ “How do they talk 
about themselves?” “Which positions are available?” ”What characterizes 
these positions?” A systematic analysis of the material was made based 
on these questions. 

Horizontal Analysis 
A horizontal analysis of the whole material followed the vertical analysis. 
The first step was to look for resemblances in the concepts used in the 
coding of single interviews and observations. When close resemblances 
between concepts were found, one of the concepts was selected for later 
use. For instance, in one of the interviews the code ‘keep communication 
tight’ was used, whereas in another interview the code ‘consistency’ for 
coding a similar phenomenon was used. The code consistency was cho-
sen because it is shorter and better describes the phenomenon. By com-
paring similar codes and re-coding, an enhanced overall picture of the 
data was achieved. In the second step, the questions that had been gener-
ated in the vertical analysis were used in the analysis of all the data. Using 
this procedure (and scissors), I created new texts that were sorted into 
themes. 

Analysis of Documents 
The documents were analyzed using Ethnographic content analysis 
(ECA). Developed by David Altheide, ECA offers a reflexive analysis of 
documents emphasizing constant discovering, verifying and comparison 
(Altheide, 1987; cf. Glaser & Strauss, 1967). The notion of discovering 
and verifying entails that both data-guided and theory-guided concepts in 
                                                
39 Swe. Datastyrd. 
40 Kvale & Brinkmann (2009) call them” concept-guided”, Swe. Begreppsstyrd. 
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the analysis were used. As ECA shares the ethnographic mindset, a circu-
lar movement between data collection, analyses and interpretation char-
acterizes the process of analysis. 

The analyses of the documents followed the same path as the analyses of 
the interview and observation data, starting off with a vertical analysis 
using data- and theory-guided concepts that generated questions. After 
the vertical analysis, the documents were subsequently integrated with 
the interviews and observations in the horizontal analysis.  

Anonymity  
In the empirical part of this thesis, the participants are given anonymity 
and the names used are pseudonyms. The Party secretary and the nation-
al Campaign manager are not given anonymity because of the positions 
they hold, however. Similarly, the local commissioners and the local 
Campaign manager are given fictive names but are also presented with 
their position when this is important for the analysis. The organizational 
position of other participants is also given when the analysis requires that 
information (for instance, when discussing positioning).  

To some readers it will be obvious who the person is that appear in the 
analysis. Similarly, although I use fictive names, those who participated in 
the study might still be able to determine who said what, at least in some 
parts of the analysis. This is not unproblematic. Some issues discussed, 
such as positioning, might be perceived as sensitive. The choice I here 
was faced with was to choose between not including that part of the 
analysis or risks some undesirable consequences for some participants 
(i.e., that they would feel accused or unjustly treated by me). At the end, I 
chose to include the part because I deem it vital for the analysis, but also 
because the empirical material has been gathered with the participants’ 
approval. They were all aware that I was present in the meeting room, 
observing their activities. In addition, those participants that appear in 
that part of the analysis are, as politicians, not a marginalized group, 
quite the contrary: they are often familiar with facing criticism and even 
condemnation from others. Thus, in the present view, these individuals 
are not considered vulnerable as would be the case for some of the other 
participants (such as campaign workers).  

Further, in relation to some of the issues talked about in interviews, par-
ticipants explicitly asked me not to quote them; in these cases, the inter-
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view extracts were not used in any analysis.  

Challenges: Reflecting on My Methods 
Were the methods used viable? What problems arose during the study? 
Did my presence shape the data? What were the problems associated 
with conducting fieldwork in an elite group? In the last section of this 
chapter, these and other questions related to my study are addressed. 

Special Conditions: Conducting Ethnography in a Political 
Party 
Conducting ethnographic fieldwork means getting deep into a field and 
getting to know some of those persons in the target organization. Alt-
hough I was able to gain access into the organization, how much about 
the organization and the campaign making did I actually learn?  

Studying campaign making in a political party calls for considering those 
special conditions that the structure and the nature of the party pose: 
Those who made up the campaign group at the local level did not work 
full time with this and most had other jobs or responsibilities. Those 
who worked full-time within the party, also worked with other issues that 
they have to deal with in their everyday work throughout the term of 
office. Although I participated during the whole campaign making except 
for an initial workshop, the organization still posed some limits to the 
study. As a consequence, during the first ten months, I only participated 
in those campaign group meetings arranged by the local branch, con-
ducted (formal and informal) interviews and participated at different 
national meetings that included discussions or information about the 
campaign. Thus, I did not spend as much time in the organization as I 
would have liked. Judging from the purpose and research questions, 
there is no definite period that I need to spend in the branch or organi-
zation as such in order to study their campaign making. Still, having the 
possibility to ‘shadow’ (see Czarniawska, 2007) the party secretaries, 
campaign manager and candidates would have likely provided even more 
insight into the campaign making. If I would have the possibility to redo 
my fieldwork and to shadow some participants in core position, that is 
an opportunity I would have taken.  

Entering the Field  
Throughout the process of observing and interviewing, the goal was to 
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be transparent about who I am and my purpose with being there. How I 
presented my study was dependent on who I was talking to in the sense 
that I always tried to present it in a way that would make the most sense 
for that person (cf. Agar, 1996). For instance, one of the participants in 
the local campaign group had been studying sociology. This fact meant I 
could present the present theoretical and empirical perspective in a more 
detailed fashion. On other occasions, my explanations were of a more 
cursory nature.  

Those who participated during party board meetings and in the cam-
paign groups were all aware of what I was doing there. At the national 
level, the Party secretary introduced me while the municipality commis-
sioner introduced me at the local level. Although the participants in these 
groups did not individually grant me their permission, they welcomed 
me, showed interest in my study and included me in different activities. 
When I engaged as a campaign worker, I always informed those other 
campaign workers I worked with and I was always responded to posi-
tively. Many campaign workers thought it was interesting that I conduct-
ed this study in general, and were positive that I conducted it in the 
Green Party, in particular.  

However, in a couple of instances those observations I conducted were 
‘hidden’ observations, i.e., all of those who participated in those gather-
ings did not know who I was and what I was doing there. This occurred, 
for instance, when I observed a campaign kick-off for a local branch (not 
the one I studied). As usual, I presented myself to those who I met and 
conversed with, but the majority of the gathered did not know of my 
purpose with being there. Yet, because the reason for being there was to 
observe the Party secretary make a presentation on the national cam-
paign, my focus of interest was not geared towards those who participat-
ed in the kick-off, but on the Party secretary. In that sense, participants 
who did not give their consent were not explicitly included in the present 
study.  

Has My Presence Shaped the Material? 
The question of whether my presence has affected the participants’ be-
havior during the observations is not easy to answer, but I assume that it 
has, and probably in some situations more than others. As a peripheral 
member, I conducted two types of observation: participating in meetings 
where the Party secretary or the Campaign manager disseminated infor-
mation about the national campaign and in party board and campaign 
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group meetings. During the first type of observation, I kept to the back 
of the room and, like the other members, listened to a PowerPoint 
presentation. The nature of the setting (the layout of the rooms where 
the presenter stood at the front of the room, sometimes on a stage, with 
the members of the party seated in rows or around tables scattered 
around the room, the preparation done beforehand, and the repeating of 
the same presentation) suggests that my presence had little influence on 
the presentation. The fact that I was not taking notes, but just listening 
as the rest of the audience, also suggests that I had little influence on the 
presentation and audience. But did my presence affect participants’ be-
havior in any way? At times, it might have been that participants hesitat-
ed to pose questions at the meetings because of my presence. If this was 
the case, my presence potentially affected their behavior with the result 
of not getting the information that they wanted or needed.  

Concerning the peripheral observations in campaign group meetings, the 
settings as well as the purpose of the meetings were somewhat different. 
When conducting observations of the party board meetings, I did not 
feel that my sitting in at the meetings significantly affected the partici-
pants. At the campaign group meetings at the local branch, I felt that 
some of the participants were not comfortable with my presence, at least 
not at the beginning. Did my presence affect their behavior? It probably 
did to some extent. Although these participants were actively engaging in 
the meetings my presence might still have made them think twice about 
what they said and in what way they said it. Because I participated in 
these meetings over a longer period and because I also participated in 
other activities, I think that most of the participants (after some time) 
felt at ease with my presence. Some rather deliberate negotiations over 
positions also indicated that the participants spoke freely and were not 
intimidated by my presence.  

So, did my presence shape the observational data? Yes, I think it did. Did 
it shape it in a way that makes it less trustworthy? No, I do not think so. 
There is a difference between shaping the data through one’s presence 
and that participants behaved in a totally different way than they would 
have without me being present. I think we have to relate this question to 
the setting and for what purpose the participants gathered. In their cam-
paign group meetings, the participants had a rather clear purpose: to 
engage in campaign making. It is reasonable to conceive that this pur-
pose in combination with the desire to be successful in their campaign 
making was more important to the participants than my presence. 
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Observing and Interviewing Elites 
Several researchers have written about the challenges that arise when 
interviewing elites, experts or persons with a position of power in an 
organization or in society (Kvale & Brinkmann, 2009). The discussion 
often concerns such problems as even getting an interview (Goldstein, 
2002; Lilleker, 2003), power relations between the interviewer and the 
interviewee (Kvale & Brinkmann, 2009; Richards, 1996), the importance 
of being well prepared and informed (Aberbach & Rockman, 2002; Ber-
ry, 2002; Lilleker, 2003; Richards, 1996; Zuckerman, 1972) and the 
trustworthiness of the politicians (though most of the time they do not 
intend to deceive) (Berry, 2002; Lilleker, 2003; Richards, 1996). Access 
was not a problem in the present study. This ease of access might have 
been due to two factors: that my gatekeepers were the Party secretary 
and one of the leaders on the local level and that the Green Party was 
chosen as the case organization in part based on its perceived openness. 

People in positions of power are familiar with the interview setting and 
more likely to be willing to answer questions concerning their opinions 
and thoughts. In addition, hey are generally more knowledgeable about 
the situation than most other citizens. During interviews with non-elites, 
the power balance between the interviewer and the interviewee often 
favors the interviewer because he or she is more familiar with the situa-
tion. During interviews with elites, the power relation might be altered in 
favor of the interviewee, however. An interview is often best served by 
aiming to create a symmetrical power relationship between the inter-
viewer and the interviewee. One way to establish such a relationship is by 
being well prepared and well informed about the interviewee and the 
subjects that the interview will cover. This was something I tried to be by 
being well prepared about the Green Party, its history, its policies, up to 
date with Swedish politics etc.  

Most of the interviews I conducted would not be classified as elite inter-
views, Still, in those interviews with elites, I felt somewhat intimidated 
and at times even hesitated (or did not) pose some questions. However, 
working in the field over a longer period gave me the opportunity (and 
courage) to return to the elite interviewee and pose questions that I failed 
to do during the initial interview. This was then done in more informal 
conversations where I felt more secure (and perhaps the interviewee felt 
more relaxed).  
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I ,  the Researcher, as a Channel? 
Studying campaign making in a political party during an election year 
warrants asking whether I might have been perceived as a channel for 
the participants’ own agendas. Thomasson (2002) writes that participants 
in qualitative studies at times perceive both observations and especially 
interviews as opportunities to spread their opinions through the re-
searcher. Did this take place in the present study? Yes, it did, not only 
because I conducted my study of a political party during election time 
but also because I asked for the participants’ personal opinions on for 
instance the campaign making, the national organization and the local 
branch. On the one hand, it can be that (some) participants view the 
researcher as a channel for their message(s). It may result in pre-prepared 
talking points, making it more difficult to get to the core issue, a known 
problem associated with conducting research in elite groups. On the 
other hand, this might be a minor problem when using a set of different 
methods and when being in the field for a longer period. Being in the 
field for an extended period made it easier to circumvent prepared an-
swers.  

This is also related to expectancies participants might have had with me 
(i.e., what did they want in return from me? Note that the question is not 
open-ended. Some of the participants made it clearer than others that 
they might expect something from me already during my fieldwork. At 
several times, innocuous attempts were made to get me to say something 
about the campaign making, give advice or provide some feedback. The-
se attempts failed. However, already from the beginning, I promised to 
provide the local branch with my analysis of their campaign making, but 
only after the election.   

In this chapter, the ethnographic approach, the methods and an opera-
tionalization of the theoretical framework were presented. Also ad-
dressed in this chapter was how the material was analyzed. The final sec-
tion reflected over the methods used and the challenges faced in this 
type of fieldwork. This marks the end of Part One of this thesis. 
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Part Two 
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Part Two of this thesis consists of five sections and is devot-
ed to the presentation and analysis of the empirical material. 
In each chapter one of the research questions presented in 
Chapter Four is discussed. This part starts with a Prelude in 
which the organizational context in which the campaign 
making was conducted is described. In Chapter Six, the na-
tional organization’s campaign making is addressed and how 
they organized for the election campaign. Here, the first re-
search question is discussed. Thereafter, follows an Interlude 
in which a short description is offered on how the local 
branch organized its campaign making. Chapter Seven is de-
voted to the issue of campaign making and planning. Here, 
the second research question is discussed. The third research 
question is discussed in Chapter Eight and Nine. In Chapter 
Eight, the issue of positions and positioning within the cam-
paign group is discussed and in Chapter Nine positions and 
positioning of rank-and-file members. Lastly, in the Postlude, 
a short presentation of the aftermath of the election cam-
paigns is described.  
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Prelude 
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The Swedish Green Party:              
According to Themselves 

Although the strategic communication mind transcends the single actor 
and organization, it is also situated within and dependent on the social 
cultural and historical context in which it is invoked. In Chapter Three, 
other researchers’ descriptions of the Green Party were presented. These 
descriptions portrayed the Green Party as centralized but still decentral-
ized. In this Prelude, the participants’ (mostly from the local branch) and 
my own description and introduction to the party are given. This de-
scription will be centered on a number of tensions. Tensions are in this 
thesis understood as a “clash of ideas or principles or actions” (Stohl & 
Cheney, 2001, p. 353) and may take the form as contradictions and dou-
ble binds (McGuire, Dougherty & Atkinson, 2006; Stohl & Cheney, 
2001). In the Prelude, I thus adopt a tension-centered approach (Gibbs, 
2009), viewing tensions as inherent in any organization (Cooren, Matte, 
Benoit-Barné & Brummans, 2013).  
 
As in previous descriptions in Chapter Three, the issue of centralization 
and decentralization will be addressed, but also other tensions are appar-
ent in the material, including those between openness and rigidity, de-
mocracy and consistency and change and stability. This Prelude also 
serves as an introduction to the present study by introducing themes that 
will be further explored in the following chapters.  

Centralized – Decentralized  
This interlude begins in November, 2013 in the Green Party’s headquar-
ter where the Party board is assembled for a two-day meeting. During 
the meeting, the following topics are discussed: problems with getting 
local branches to give money to the national organization, criticism of 
weak ethnic representation on the ballot and the election manifesto. By 
considering how these topics are discussed, good insight can be obtained 
about what type of party the Green Party. 
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Since the last party board meeting, one of the bigger local branches has 
announced that they have decided to lower their payment to the national 
organization from 75.000 SEK to 40.000 SEK. They argue that they feel 
dissatisfied with how the national organization uses the money. The dis-
cussion among the members of the Party board in response to this in-
formation centers on the necessity to better communicate how the na-
tional organization makes use of the money and that it is dependent up-
on the payment from local branches, especially with the upcoming elec-
tions.  

[…] 

Just a couple of days before the meeting, an op-ed written by members 
of the Green Party was published in one of the major Swedish newspa-
pers criticizing the party for its weak representation of persons with eth-
nic backgrounds other than Swedish on the ballot. In the discussion that 
follows, one of the members of the board says that the board, because 
party members do not like being told what to do, should encourage and 
suggest the local branches to think more about ethnic representation. 
Another member of the board argues that the board should not be weak 
and ineffectual in this matter, but have a clear message about the necessi-
ty of living up to the party’s policies.  

(Field notes, November 29) 

During the second day, the election manifesto and the Congress are dis-
cussed. The Party secretary argues that there should be deliberately vague 
formulations in the manifesto in order to provoke debates during con-
gress to focus on the right issues. Along a similar line of reasoning, a 
member of the board contend that it is important to choose what issues 
should be debated as well as those that should not be debated. One of the 
spokespersons argues that they should challenge the Congress but not on 
those issues that have already been thoroughly discussed (such as profits 
in the welfare sector) because they need to show members that the board 
has listened to what they have said during earlier congresses. Also, the 
Party secretary and a couple of members raises the question of media. 
Here, it is argued that it is important to try to steer the debates during 
congress such that journalists will write about debates that is in line with 
the party elite. That is, if the Congress wants stronger writings on, for 
example, gender equality than is proposed by the Party board, this would 
be a ‘good’ conflict for the journalists to write about.  

(Field notes, November 30) 
 
By listening to what members of the Party board propose and how they 
argue for their cases, we can begin to elucidate how they define and de-
scribe their party and its structures, as well as how a tension between a 
centralized and a decentralized organization resides in these narratives. 
The fact that one of the local branches has announced that they will low-
er their payment indicates that this is a decentralized party where the 
branches are free to decide over central issues. In relation to the issue of 
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representation of persons with ethnic background different than Swe-
dish, one of the members argued that the party elite should encourage 
local branches because they do not like being told what to do. In a simi-
lar line of reasoning, one of the spokespersons stated that they must 
show that they have listened to the Congress and the members’ opinions 
on issue positions. Another member argued that they should not be 
‘wimpish’ and the Party secretary talked about steering the debates dur-
ing congress in a preferred direction (i.e., in line with the party elite). 
Whereas the former arguments describe a decentralized organization 
with strong grassroots, the latter examples rest on a description of an 
organization that is centrally managed and controlled, both in direct (not 
be wimpish) and indirect ways (choosing the battles during congress). 
These conflicting manifestations of what the party were not discussed per 
se. Rather, they seemed to be taken for granted ways of understanding 
the party. With the purpose of further exploring the party, we turn to the 
interviewees’ explicit descriptions of it. 

Alternative – Institutionalized 

Emma: How would you describe the Green Party? 

Felicia: As a modern, fresh party (laughing) with great ambitions that 
desperately want change. Something has to happen now. 41 

 
There is a strong belief that the Green Party is different and an alterna-
tive to other old, stagnant parties (Interview, Adam) in terms of organiz-
ing and ambitions. It offers a ‘third’ – green - dimension in Swedish poli-
tics and constantly tries to avoid being placed somewhere along the left-
right continuum. The party was radical from the beginning, and even if it 
and its members have softened, the idea of being an alternative contin-
ues to live on: “Even though we managed to shed the most radical things 
off, there is still a strong belief that our party is not like other parties in 
how we organize, how decisions are made, and so on” (Interview, Party 
secretary). The party is described as more open, flat and more democrat-
ic than the other Swedish parties. Party members are thought to be al-
most obsessed with change with regards to the system, societal values 
and policies: “If you are a member of the Green Party, you continuously 
try to change the society, moving forward towards new solutions, better 
                                                
41 As presented in the methodological section, all names are fictive, except the names of 
the Party secretary and the national Campaign manager because of their positions. All 
quotes were translated from Swedish to English by the present author.  
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solutions” (Interview, Simon). According to many members, this is the 
movement for tomorrow, a movement that not only constitutes the 
green voice in politics but also will continue to grow, gathering more 
members, getting more votes and will probably become the biggest party 
in Sweden one day. It is an organization that consists of many layers and 
what the party ‘is’, is dependent on whom you ask, what position this 
person has and in which local branch or organization she or he is a 
member (the national organization, Green Youth or Green Students).  
 
Trying to understand the party has been a challenge. In one of my inter-
views with the national Campaign manager, I asked if there were an or-
ganizational chart and she replied: “There is a chart, but the first thing I 
learnt when I began working here is to not look at the chart. I have it on 
my computer, but it hasn’t helped me” (Interview, national Campaign 
manager). In a similar manner, one of the participants in the local cam-
paign group replied the following to my question about how she would 
describe the Green Party: “I wonder if you don’t have a better idea about 
that than I have (laughing) […] you could write a dissertation just on that 
topic” (Interview, Agnes). In the following, the Green Party is described 
with a focus on the local branch and campaign making by considering 
those tensions that emerged during the interviews.  

Open – Rigid 
The Green Party is often described as an open and flat party, welcoming 
new members to join in their activities. The ‘takeoff run’ for new mem-
bers is short and there is no demand on having been a member for 30 
years (Interview, Adam) or having participated in 300 meetings (Inter-
view, Thomas) before you are welcomed as an active participant:  

There is a permissiveness that I like, that you can look the way you want, 
you can have any kind of experience, none or a lot, old or young. If you 
want, you are welcome to participate. We take care of each other in a 
good way. (Interview, Adam)  

 
In other political parties, loyalty (having been a member for a long peri-
od or participated in many meetings) can be rewarded. In the Green Par-
ty, it is more about initiating different activities such as a study circle or a 
meeting discussing a certain topic. It is also easy to get a commission of 
trust, especially in the smaller local branches (Interview, Adam). The 
threshold to engagement is described as low: “In many ways, it is small 
and cozy […] I also noted, and it’s a bit interesting (laughing), that peo-
ple quickly add you on Facebook. That is something I never experience 
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before” (Interview, Simon). The local branches and congresses are de-
scribed as having an inclusive atmosphere where it is easy to get to know 
new persons. One expression of this is that members quickly add new-
comers on Facebook. Another example of this openness is the lively 
debates that take place at the congresses: “There are explicit groupings 
that constantly kick up a row. It can be tiresome, but at the same time it 
feels nice that it is like that. It is refreshing. Permissive” (Interview, Rick-
ard). At the same time, in the local branch several of the participants 
talked about the rather rigid way in how they do things, which could 
scare off new members:  

We need to get better at organizing people and let them talk and discuss 
issues that are important to them. Our member meetings have quite a 
rigid structure, which I believe can scare many. First, the agenda, then 
this and then that. And then you are there for the first time and get 
completely confused about what we are doing […] I have this idealistic 
image. I would like if we continue to be that organization I first met that 
asked: What do you think about this? (Interview, Agnes)  

 
Another participant connected this lack of flexibility in the local branch 
to the fact that the branch does not have any tradition of talking about 
political issues:  

The only times we talk about national policies on the local level are when 
we plan to change something, change the party program or adopt the 
election manifesto, or things like that. And then it is about changes in 
words or sentences. We don’t have this old tradition of sitting down, 
studying the party’s position on different issues or trying to work with 
our issue positions. (Interview, Anna)  

 
Talking and discussing political issues and issue positions and giving new 
(as well as old) members the possibility to influence the party’s position 
in different issues can be used to assess the openness and flatness of an 
organization. The fact that a new member can propose an activity or a 
study circle is an indication of an open and flat organization. However, if 
the opportunity to participate in central discussions and decision-making 
processes that influence the local (or national) organization or policies 
and issue positions is limited to certain positions in the organization, this 
form of openness can be questioned. It thus seems as though the notion 
of influence in the local branch is closely connected to certain positions. 
Agnes remarks: “We are not that much of a social movement that we 
would like to be. We have grown much […] we have become much big-
ger in a short period of time” (Interview, Agnes). That the branch has 
grown and gathered more members can be coupled to the general devel-
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opment that the party has gone through: from a more alternative party to 
a more institutionalized one (Ljunggren, 2010). Consequently, also the 
local branch has become increasingly centralized. 
 
This problem of participation, as expressed by many of the participants, 
is also evident in relation to the national organization, which is exempli-
fied during party congresses and is further discussed in the next section. 
Here we can note that the openness of the party seems to relate to what 
kind of person the member is. Is it a person who joined the party be-
cause she or he wanted to discuss political issues and change issue posi-
tions? Is it a person that is used to initiating activities? Is it a person that 
says what she or he thinks or is it a person that needs to be asked his or 
her opinion? How the interviewees perceived the organization (as open 
or as rigid) also depended on what part of the organization they were 
thinking about. Participants who were members of the Green Students, 
for instance, described a more open, flat and including organization, 
whereas those who were mostly thinking about the local branch de-
scribed a more rigid and hierarchical organization. 

Democracy – Consistency 
The Green Party is known to have strong grassroots and conduct vigor-
ous debates during congresses. Participants talk about the party in terms 
of being rather flat and democratic. But there are aspects in organizing 
and in being a political party that challenges high levels of internal de-
mocracy, which might lead to an ambivalent interpretation and presenta-
tion of the party:  

Felicia: […] I believe that people in the party think that the party is very 
open and permissive and have internal democracy and things like that, 
but that is not really how it is. 

Emma: Is this something that has changed over the years? 

Felicia: No, I just believe that the self-image is a bit distorted. 
 
According to Felicia, there has always been a tension between theory and 
practice, i.e., that the idea about the party is different from how things 
actually are. As an example, another participant, Simon, talked about the 
Congress and the decision to include a fourth prioritized issue in the 
campaign.42 This, he argued, was a good example of internal democracy. 
                                                
42 The Congress decision to include a fourth prioritized issue – gender equality – is 
presented and discussed in Chapter Six.  
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However, that gender equality was a prioritized issue was not transparent 
in the campaign material:  

[…] the only difference is that we, in the organization, know that it’s a 
prioritized issue and that it has ten points instead of five in the election 
manifesto. They haven’t changed the campaign material. That I can un-
derstand. I guess it was already printed, but next time I think that it’s 
such a thing that has to be improved: if we have four prioritized issues, 
then it should be four prioritized issues. Of course, at times these demo-
cratic decisions are ungainly, but that is also what a democratic process is 
about. Sometimes it gets ungainly. (Interview, Simon)  

 
As described by Simon, there is a tension between internal democracy 
and a centralized campaign making, which makes it plausible to pose the 
question if not internal democracy and centralized campaign making can 
co-exist? When I asked the local branch’s campaign manager, Thomas, 
about demands on high internal democracy and involvement in the cam-
paign making he replied with the following comment: 

The Green Party is a bit like everybody is supposed to be at the same 
level: everybody should be included in decision making and put her or 
his nose into everything. That is how it has been historically, but when 
the organization is growing and gets bigger... If you are 100 members, 
then you can do things like that. If you are 800 members, then it’s not 
that easy. Then you have to begin to build structures.  

Emma: Do members in some way demand that 

Thomas: This flat organization you mean? Not that much from what I 
experienced. But I think that some members would had liked to see 
more of some sort of direct democracy; some sort of member meetings 
where they could sit and discuss the layout of advertisement. But I would 
say that they are few. Most members understand that that isn’t doable, 
that 60 persons in a meeting are deciding whether it should be yellow or 
green on the posters. That is not democracy. 

 
“That is not democracy”, says Thomas. Such a comment raises questions 
of who decides on what democracy is, where and when it should be dis-
cussed and in what way. It also suggests that the increased centralization 
of the local branch implies decreases in internal democracy.  
 
Further, internal democracy can, in this case, be a challenge to resources 
such as time and money but also to consistency, something that is 
viewed as important not only in times of elections but under all circum-
stances. Consequently, the party elite might find itself caught between 
demands on internal democracy from members, on the one hand, and 
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demands from external publics and the strategic communication mind 
on appearing as consistent, on the other:  

It is a bit like ‘Borgen’, the TV show, when they founded the new party. 
A woman got up on a chair and said: ‘It’s like this: we have founded this 
new party and we will now decide issue positions and all of you who 
agree on those policies are welcome back to join us, but right now you 
can leave’ (laughing). That is not how it is in real life, but I would’ve 
liked if they [party members] understood […]. (Interview, Anna) 

 
Leaders in different parts of the party tended to emphasize the im-
portance of appearing as consistent and may at times find internal de-
mocracy to be a ‘threat’ to consistency. We can also see how consistency 
is connected to rigidity while democracy is connected to decentralization 
and openness. It thus seems that how the party is generally understood 
and described (as open and democratic) collides with how the party and 
the local branch (at least to some extent) actually organizes and how 
some of the members wants it to be organized.  

Change – Stability 
Just as any party, the Green Party is a party where members want to see 
changes in policies. But in descriptions of the party, change is often high-
lighted as a unique characteristic:  

There is not that big of a member cadre that is interested in listening to 
what the spokespersons say and just repeat. A big part of our members 
are more interested in changing or sharpening a bit more. (Interview, 
Anna) 

 
The party has evolved from a ‘one-issue party’ (environmental issues) to 
a multi-issue party, and along the way they have changed their position 
on several issues such as its position regarding the EU (from wanting to 
leave the Union to being merely critical). Change is understood as a natu-
ral part of organizations and political parties, especially if the parties are 
aspiring to grow with respect to the number of members, supporters and 
voters. New members tend to mean new perspectives:  

In my view, this is how it has to be in a movement that is growing. New 
persons who join can’t have the exact same opinions as those who have 
been here since the founding. And they get the same ascendency as those 
who have been members since the beginning. That is a very natural de-
velopment: movements grow and change. (Interview, Political secretary)  
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At the same time, some participants emphasized that the party cannot 
change in just any direction, but that there has to be some sort of com-
mon foundation on which these changes are based:  

[…] it departs from our solidarities. As long as we remain true to them, 
it’s okay. If we begin to change or modify those, then we should start 
thinking about what we are doing. But as long as we have them and can 
stand on them, then there’s no problem. (Interview, Rickard)  

 
Just like internal democracy can challenge such things as demands on 
consistency, change can challenge the need for stability: 

There is no fear of changing and that is a positive thing. But it’s also 
negative because you don’t keep the same message. In order to be suc-
cessful, you need to repeat the same message for ages before you get 
through […] To me, the most important thing is not to change our 
school policies. The most important thing is to find the core in the 
Green Party’s policies and really pursue things and really be associated 
with things. That’s what’s important. (Interview, Anna)  

 
Developing in size and issue positions can be perceived as opposing sta-
bility and staying “true to whom we are”. The tension between change 
and stability is also a tension between listening to what supporters and 
new members want and being perceived as consistent by external pub-
lics. While “staying true to whom we are” relates to the party’s ideologi-
cal foundation, this tension also relates to issue positions and communi-
cation aspects. While listening and changing in its strongest version de-
mands giving voters what they want, the idea of consistency is also an 
idea of stability, of a core and an essence, whether in the organization or 
in the communication. That stability is interlinked with consistency is 
something that is shown in the last quote by Anna: to find the core in 
the Green Party (stability) and to be associated with things (consistency).  
 
Although there are tensions between change and stability, between lis-
tening and adapting and being consistent, they are at the same time both 
about centralization and control. If the party is to listen to what voters 
want, adapt and change, it is easier if a strong party elite governs the or-
ganization. If the party wants to be perceived as consistent and stabile, it 
is easier if a strong party elite governs and controls the communication.  
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Concluding Remarks 
The external and internal descriptions of the Green Party cannot be re-
duced to an either-or choice, i.e., that the party is this and not that, open 
and not rigid, democratic and not aiming for consistency, or changing 
and not aiming for stability. The Green Party is more than that. In a 
sense, all these descriptions, although at times conflicting and contradict-
ing, are interrelated and would not exist or at least not be visible without 
their counterpart. The party is, like most organizations, filled with ten-
sions. My attempt at describing the Green Party is only one way of de-
scribing the party: it is one reasonable way to approach the party, of try-
ing to get an idea of ‘what is going on’. As such, it makes up the founda-
tion for the following inquiry.   
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Chapter Six                                             
The Mind and Organizing  

This chapter addresses how the national organization organized for the 
2014 election campaign and how their organizing activities interacted 
with the strategic communication mind. Several authors have suggested 
that strategic communication has consequences for the formal organiza-
tion or even constitutes an organizing principle in contemporary organi-
zations (Cornelissen, 2014; Werder & Holzhausen, 2011). Similarly, au-
thors in strategic political communication describe the development of 
campaign making as encompassing an increased centralization, where the 
party elite engages in campaign making, with rank-and-file members im-
plementing the plans of the party elite (Farrell, 2006). Hence, here organ-
izing refers to general and formal organizing processes that are triggered 
when organizations engages in strategic communication.  
 
To study how the national organization’s way of organizing interacted 
with the strategic communication mind, changes in the formal organiza-
tion need to be analyzed. Thus, a chronological presentation of the par-
ty’s formal organizing processes is required. In the analysis, focus is on 
how participants in core positions such as the Party secretary, partici-
pants of the Party board, and the Campaign manager talked and wrote 
about the campaigns, campaign making, how they defined problems, and 
what solutions they proposed. Attention is also given to what they actu-
ally did when they organized the election campaign. Central documents 
are also considered and include the communication plan/conversation 
campaign, the election plan and the election manifesto.  
 
The chapter starts with a short presentation of what the strategic com-
munication mind prescribes in relation to how organizations should or-
ganize. Thereafter, an examination of how the national organization or-
ganized the campaign is offered. As a consequence of the national organ-
ization’s way of organizing for the election campaign, tension surfaced 
between centralization and internal democracy. Here, as well as in the 
following chapters, tensions are understood as consequences of the in-
teraction between the strategic communication mind and the specific 
context(s) in which campaign making is conducted. The tension and its 
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relation to the strategic communication mind are considered throughout 
the chapter but discussed at length at the end of the chapter.  

The Strategic Communication Mind Prescribes: 
Centralization 
As an answer to an increasingly complex environment, the strategic 
communication mind suggests a centralized coordination of an organiza-
tion’s communication (Varey & Mounter, 1997; Verhoeven, Zerfass & 
Tench, 2011). This coordination includes appointing someone who can 
oversee and manage the organization’s communication in order to secure 
that it is coherent and consistent (Falkheimer & Heide, 2014; Scholes & 
James, 1998). In the context of the election campaign, this centralization 
concerns both the national organization and local branches. To attain 
consistency, a centrally planned campaign should be implemented in 
local branches (cf. Farrell, 2006).  

What They Did: Defined Problems and Centralized  
In the following sections, I discuss how the national organization orga-
nized for the election campaign, starting with how they defined problems 
in previous election campaigns.  
 
Defined Problems 
In a way, it is arguable that the national organization’s organizing for the 
election campaign began already in 2011. When elected in 2011, the Par-
ty secretary had a rather clear picture of what needed to change in the 
organization with regards to the 2014 election campaign. During the 
2010 national election, the Party secretary had been working as a ‘mid-
dleman’ in the organization as the press secretary for one of the spokes-
persons. He was not happy about how the work had been organized, 
describing his frustration by noting that there was not any coordination 
of the activities the party carried out:  

What got me frustrated was that everybody had his or her piece of the 
puzzle and that is not optimal. You feel that you don’t get as much out 
of it as you could have since the activities are not in sync with one an-
other […] Everybody was doing their best, in their own world. (Inter-
view, Party secretary) 

 
In the interview with the Party secretary, he described how changes in 
the organizational structure were implemented close to the election. One 
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change was that middle managers, which the organization never had 
before, were employed and were to quickly fill these positions. The result 
was non-optimal organizational functioning, which led to less than opti-
mal communication. These problems were also clearly manifested in the 
post-election analysis, where the evaluation, among other things, indicat-
ed that there had been little awareness among rank-and-file members of 
the election plan and its function (Election plan). In his account of the 
2010 election campaign, the Party secretary defined these problems in 
the organization as changes in the organizational structure close to the 
election campaign, no coordination of activities and an election plan that 
few knew of or followed. 
 
Another problem that the Party secretary identified was that there was 
always an opening for “new fresh ideas” in the party (Interview, Party 
secretary). This made the party incapable of maintaining the same mes-
sages and agenda over a longer period. The lack of overarching objec-
tives and messages guiding different activities led to situations where, for 
instance, the spokespersons began to decide what to say just minutes 
before a press conference. The Party secretary recalls the following 
event: 

And my position was somewhere between the spokespersons and the 
organization and my role was to mediate information between them. So, 
I had to ask if we shouldn’t inform our members now that we had pre-
sented our most important issue in the election. Yes, we should, and 
then I had to write something out of my memory of the press confer-
ence. (Interview, Party secretary) 

 
Lack of consistency and poorly planned internal and external communi-
cation can be added to the Party secretary’s list of problems in the last 
election campaign. The Party secretary’s biography, i.e., his experience of 
working in the 2010 national election thus seemed to lead him to define 
problems in certain ways. But his analysis was also confirmed by the 
evaluation of previous election campaigns.  

Learning Points from Evaluations of Previous Campaigns 
The 2014 election plan commenced with a short summary and evalua-
tion of three previous elections: the 2006 national election, the 2009 Eu-
ropean Parliamentary election and the 2010 national election. In the 
short summary, the authors43 focused on both positive and negative fac-

                                                
43 The evaluations of previous election campaigns have different authors. The summary 
of these evaluations, however, is written by the authors of the election plan: The Party 
secretary, two officials and the Chief of the Party Secretariat.  
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tors related to the organization and campaigns. The following is from the 
summary presented in the election plan. 
 
In the 2006 national election, the national organization appeared to be a 
strong organization. Yet, it lacked management of the campaign and 
failed to use those organizational and knowledge resources that were 
available. The party was also vague in its communication and was inca-
pable of challenging the image that the Alliance created of the Green 
Party, the Left Party and the Social Democratic Party. In the 2009 elec-
tion, the party had competent top candidates that were supported by 
rank-and-file members in the party. The open process that led the party 
to change issue position on EU membership led to both media publicity 
and members getting trained and familiar with holding discussions on 
EU-related issues and policies. Yet, the organization re-organized into 
campaign organization44 too late and campaign tours with top candidates 
were poorly coordinated. Most materials, including the new webpage, 
were produced too late. In addition, many local branches, as well as the 
Parliament group (consisting of Members of Parliament) did not partici-
pate in the campaigning or did so only sporadically.  
 
In the 2010 election campaign, the party used the slogan ‘Modernize 
Sweden’45, a slogan that, according to the evaluation, was popular, adapt-
able and used in the election campaigns of many local branches. The 
spokespersons were well known and popular, with many voters perceiv-
ing the Green Party as straightforward. The party was also present on 
social media platforms, where many voters could easily contact the party 
officials. In this election, the party cooperated closely with the Social 
Democratic Party and the Left Party, and for the first time in its history, 
the Green Party had “friends” (as they themselves called it) during an 
election campaign. This cooperation increased the party’s trustworthi-
ness as a party that could govern. At the same time, the three-party co-
operation may have frightened some voters away, according to the eval-
uation. Further, many media events were not anchored in the organiza-
tion and the cooperation with the other parties made qualitative planning 
of media events impossible. There were too many messages, which left 
the campaign in disarray. Indeed, many of those who worked in the na-
tional organization felt that the joint election plan failed to properly gov-
ern or guide their work. Among the learning points from the evaluation 
of previous campaigns, the following are especially relevant for the 
theme of this thesis:    
 

                                                
44 See Chapter Three.  
45 Swe. Modernisera Sverige. 
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• We involve the whole party in the EU election campaign and use it 
as a springboard for the national election 

• Re-organize (partly) into a campaign organization earlier and with a 
clearer leadership 

• Develop an adaptable campaign that local branches can adhere to  
 (Election plan) 

 
Together, these evaluations and learning points can be interpreted to 
have constituted a basis for how the national organization should organ-
ize the 2014 campaign in a strategically better manner. To involve the 
whole party, to re-organize into a campaign organization and develop an 
adaptable campaign that local branches can adhere to, all indicate that a 
preferable way to engage in campaign making was to centralize, coordi-
nate and manage the party’s campaign(s). This point is explicitly ex-
pressed when the authors call for clear leadership and when proposing 
an adaptable campaign. But the last learning point – to formulate an 
adaptable campaign – does not only relates to centralization and coordi-
nation but also indicates the authors’ desire to manage a consistent cam-
paign. That is, if the campaign group produced a campaign that was 
adaptable to local circumstances, it is thinkable that more local branches 
would be willing to adopt such a campaign, which would lead to a more 
consistent appearance throughout the country.  
 
Hence, participants in core positions in the national organization pro-
posed an increased centralization and management of the campaign. 
However, they could not force local branches to adopt their campaign. 
What they could do was to develop a campaign that local branches easy 
could adhere to. In this way, these learning points as well as the Party 
secretary’s problem definitions, implicitly indicate a tension between 
centralization and consistency on the one hand and decentralization and 
internal democracy on the other hand. In the Prelude, these tensions 
were divided into two categories: one between centralization and decen-
tralization and one between consistency and internal democracy. In this 
material, however, they are brought together and referred to as a tension 
between ‘centralization and internal democracy’. This tension, and its 
relation to the strategic communication mind, will be further explored 
later in this chapter. 
 
Throughout this section, a number of problems with previous campaigns 
and solutions to these problems have been proposed. These problem 
definitions and problem solutions indicate that the Party secretary and 
the authors of the election plan invoked central aspects of the strategic 
communication mind: centralization, coordination, management and 
consistency. As a consequence, tension between centralization and inter-
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nal democracy surfaced. In the following sections, how the strategic 
communication mind interacted with the actual way the national organi-
zation organized for the campaign is examined. 

Centralized the Communication  
The 2011 Congress that elected the new Party secretary also elected new 
spokespersons and a new convener of the party board. When the new 
term of office began, there was already a document formulated by the 
former Party board, including what policy issues to pursue that the new 
Party board had to consider. Otherwise, the Party board was free to 
formulate what they wanted to do in the years that followed. Taken to-
gether, this created an opportunity for the Party board to quite freely 
formulate their goals for the upcoming term of office. As a starting 
point, the spokespersons worked with policy issues and more political 
aspects while the Party secretary focused on the communicational aspect. 
The national organization does not have a communication department 
and had not before had someone with a responsibility to oversee and 
manage the party’s communication. At this point in time, however, the 
Party board also decided to add a responsibility for communication in 
between elections to the party secretary function and locate the function 
within the Party Secretariat. The Party board’s answer to those problems 
presented above was thus centralization of the communication by ap-
pointing the Party secretary to manage the party’s communication. 
Hence, this decision was a first example of how the strategic communi-
cation mind had organizing consequences in the national organization 
(and the party) and points toward a reciprocal interaction between the 
strategic communication mind and the way the national organization (re-
)organized.  
 
The most obvious result of the Party secretary’s new responsibility was a 
communication plan. Two priorities formed the foundation for the plan. 
The first priority was to get the organization to focus more on election 
campaigning, preparing all levels (national organization, regional organi-
zations, local branches and members) and strengthening the party’s po-
tential with the 2014 election year approaching. A second priority in-
volved selecting a number of high-priority issues and let these issues 
direct the party’s activities: 

This was my goal, and in order to attain this goal, these prioritized issues 
had to be strongly anchored and agreed upon by the spokespersons and 
different bodies within the party. It wouldn’t work if the Party board 
makes its own decisions about a document with prioritized issues and 
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ambitions. If you override the spokespersons or the teams, nothing is 
going to happen in reality. (Interview, Political secretary) 

 
All central groups in the national organization had to be involved to en-
sure that the whole party would be able to work in the same direction. 
The Party secretary was thus not only referring to the national organiza-
tion when stating the importance of letting prioritized issues lead the 
work but his position was pertaining to the whole party. This points to-
ward that the communication plan encompassed a coordination of the 
whole party’s communication. Again, this indicates that some of those 
problems (no coordination of activities, an election plan that few knew 
of, or followed, and no consistency) defined by the Party secretary and in 
the evaluation of previous campaigns were guiding how the national or-
ganization re-organized their communication work.  
 
Although the Party secretary formulated the purpose with the communi-
cation plan, local branches and members were invited to share their 
thoughts and ideas about it. When members responded that this docu-
ment was more like a campaign plan than a communication plan, the 
Party secretary operationalized it into a ‘conversation campaign’ (Inter-
view, Party secretary). The members’ feedback was clearly taken serious-
ly, showing at the national organization’s concern for internal democra-
cy. Yet, the aim of the communication plan (as well as the conversation 
campaign) was to coordinate the party’s communication as a whole. 
More specifically, the aim seemed to be to impose consistency in the 
shape of a few prioritized issues. In a sense, when members themselves 
suggested that the communication plan was rather a campaign plan, they 
also gave their approval to the centralization of the communication.  
 
The Party board’s decision to appoint the Party secretary to manage the 
party’s communication as well as the communication plan and conversa-
tion campaign again indicates a tension between centralization and inter-
nal democracy. But it is first in relation to the production of the election 
manifesto that this tension became more explicit, as discussed further 
on. 

Prepared by Campaigning 
At the end of October 2011, an op-ed was published in the daily news-
paper Dagens Nyheter46 with the heading “250,000 Swedes are to produce 
the policies of the Green Party”.47 In the article, one can read: 

                                                
46 The leading daily newspaper in Sweden. 
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[…] these meetings between people are now to build the foundation for 
new policies. The goal that 250,000 people in Sweden are engaged and 
shape green policies is set high […] Everyone will not be a member of 
the Green Party, but everybody is, in one context or another, to set their 
mark on the party’s agenda, the election manifesto or a local party pro-
gram.48  

 
The conversation campaign consisted of four prioritized issues: climate, 
migration and equal rights, jobs and school, all of which were decided by 
the Party board. It was launched on May 25 2012, starting with the cli-
mate issue. The other campaigns were launched thereafter at about six-
month intervals.  
 
In his presentations of the conversation campaigns, the Party secretary 
primarily described the campaign as learning to listen to citizens. During 
one of his presentations he said:  

The Green Party is building relationships, not just looking for votes […] 
We are engaging in conversations. We are posing questions: ‘What do 
you think’? ‘How do you feel about the climate?’ The conversation cam-
paign is not about changing voters’ behavior; it is about changing our 
own behavior. We are going to learn how to listen.  

(Field notes, May 10) 
 
But the conversation campaign was not solely about listening to publics, 
as the Party secretary himself stated (Interview, Party secretary), as it was 
also about preparing members of the Green Party for election campaign-
ing. The campaign was thus seen as an important tool to prepare the 
party for the upcoming ‘super’ election year, training members in cam-
paigning and learning to hold to one or a few messages that would be 
communicated similarly throughout the country during a longer period 
(Interview, Party secretary). As such, the conversation campaign was 
aimed at getting the party to move in the same direction so citizens 
would meet the same party everywhere: on posters placed on the under-
ground walls of the public transportation, when a journalist questioned a 
green politician or in real life conversations with a member of the party. 
Coordination and consistency were thus also aims of the conversation 
campaign. 
 

                                                                                                               
47 Fridolin, G., Wallner, A., & Öberg, H. (2011, October 30). Dagens Nyheter. Retrieved 
2012-03-08 from                                                                                                  
http: //www.dn.se/debatt/250000-svenskar-ska-ta-fram-miljopartiets-politik/  
48 Fridolin, G., Wallner, A., & Öberg, H. (2011, October 30). Dagens Nyheter. Retrieved 
2012-03-08 from  
http: //www.dn.se/debatt/250000-svenskar-ska-ta-fram-miljopartiets-politik/ 
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Because one of the prime goals with the conversation campaign was to 
motivate the party to work in the same direction, information about the 
conversation campaign was disseminated throughout the party through 
several channels (webpages, the member paper, information to local 
branches, email to members and by presentations by the Party secretary). 
For each conversation campaign, material was produced for the outward 
communication (campaign material) and for members who engaged in 
the campaign (knowledge material). The campaign material consisted of 
posters, flyers and a campaign manual that informed members about 
how they could participate in the campaign. The knowledge material 
consisted of summaries of the Green Party’s policies on each issue, 
FAQs and study instruction manuals.  
 
According to the Party secretary, this material aimed at getting members 
to feel comfortable and lower the threshold for engaging in the conver-
sation campaign. Concurrently, and in light of the above, the production 
and dissemination of this material can also be understood as tools used 
by the national organization for seeking to coordinate the campaign and 
get local branches and members to represent the party in a more con-
sistent manner. This points toward that knowledge and coordination was 
linked to prompt members to work in the same direction. But coordina-
tion also relates to issues of control. Although the national organization 
in this specific party cannot explicitly control that local branches and 
how members communicate the prioritized issues, it can produce tools 
that implicitly come close to the desired control. The aims of the conver-
sation campaign and the tools that were used for implementing it, show 
that participants in core positions such as the Party secretary, invoked 
the strategic communication mind in their production and implementa-
tion of the campaign. 
 
Accordingly, not only did the Party board’s decision to appoint the Party 
secretary as manager for the party’s communication provide increased 
centralization. The conversation campaign can also be viewed as to have 
provided an opportunity for attempting to manage the party’s communi-
cation and implicitly increasing the extent to which the national organiza-
tion could coordinate the party’s communication, including the local 
branches. If the national organization desires to increase the centraliza-
tion and if local branches can accept a central management during cam-
paigns in between elections, such campaigns entails the potential for the 
national organization to extend the centralization. In this way, and in the 
long run, the conversation campaign can have paved the way for a (even) 
more centralized organization.  
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Prepared the Election Campaign(s) 
The formal planning of the national campaign began in 2012. The Party 
secretary together with the Chief of the Party Secretariat wrote a draft to 
the election plan that was discussed by the Party board. Thereafter, the 
document was sent to regional organizations and branches for considera-
tion and discussion. The Party secretary also visited every district board 
to discuss the plan and obtain feedback. After revising the election plan, 
it was adopted by the Party board in early June 2013 and implemented in 
the beginning of 2014. In October 2013, the party hired a campaign 
manager who gradually took on some of those tasks of the Party secre-
tary. In addition, the campaign group was formed with the responsibility 
to manage the campaign making. The Party secretary, the Chief of the 
Party Secretariat and the Convener of the Party board composed the 
campaign group and the Campaign manager was a co-opted member of 
the group.  
 
However, before the election plan replaced the conversation campaign 
(and thus the communication plan), the Party board decided that the 
prioritized issues in the conversation campaign would either be narrowed 
down or concretized in the election plan. The conversation campaign 
had been quite a big project for the organization: producing material on 
all four themes and encouraging members to engage in conversations. 
The party elite thus hoped that this work had not been done in vain (In-
terview, Party secretary). The second option (to stick with the same pri-
oritized issues) was also chosen but without involving members of the 
party. The Party board thus made a central campaign decision without 
considering local branches position on the issue, and in this way down-
playing participation and internal democracy. The tension between cen-
tralization and internal democracy thus again surfaced and created diffi-
culties for the campaign group, as I will show in the next section.  

 
The purpose of the election plan was to organize the national organiza-
tion’s preparations and activities for the 2014 election year. According to 
the election plan, the document was meant only to guide the national 
organization: the local branches were free to plan their own election 
campaigns. However, the centralization of the party’s communication, 
the increased coordination of local branches’ communication in between 
elections (as illustrated by the conversation campaign) and the Party 
board’s decision on which prioritized issues to pursue, rather suggest 
that the national organization aimed at pursuing a nationally unified 
campaign.  
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National Election Manifesto 
The tension between the centralization of the party’s communication and 
internal democracy has implicitly surfaced earlier in the analysis in rela-
tion to how the Party secretary defined problems with earlier campaigns, 
the learning points from previous election campaigns and the conversa-
tion campaign. Hence, the tension should be understood as a conse-
quence of that participants in core positions in a decentralized party in-
voked the strategic communication mind and attempted to follow what 
the mind prescribes. In these endeavor they at times downplayed internal 
democracy at the same time as efforts were made at navigating between 
centralization and internal democracy. This tension also surfaced in rela-
tion to the 2014 Congress vote on making gender equality a fourth prior-
itized issue in the election campaign. The production of the national 
election manifesto, its relation to the election plan and its consequences 
for the tension between centralization and internal democracy are ad-
dressed below. 
 
The Party secretary, in cooperation with two officials and the Chief of 
the Party Secretariat, prepared a draft to the national election manifesto. 
It was then discussed and prepared by the Party board before members 
could join in and support, propose changes, and amendments on 
‘VoteIt’49. This procedure can be taken as an illustration of the internal 
democracy in the party, where all members who wanted to participate 
had the possibility to do so. After the member voting, the Party board 
met and during a two-days session discussed pre-prepared proposals. 
Based on these discussions, a final draft was prepared and underwent 
final review and editing. It was then sent out to local branches before the 
congress where the final election manifesto was adopted in June 2014. 
Hence, the production of the national election manifesto is a nice exam-
ple of how the national organization navigated the tension between cen-
tralization and internal democracy. 
 
Whereas the election plan was a strategy document for the election cam-
paign, the election manifesto contained the party’s policy proposals and 
issue positions. The point in common was that both documents would 
encompass the same prioritized issues. However, when Green Youth 
successfully induced the Congress to vote in favor for its proposal on 
including gender equality as a fourth prioritized issue, this issue was only 
included in the election manifesto and not in the election plan. Nor was 
any additional material on gender equality produced. Together, this sug-
gests that gender equality was not treated as a prioritized issue in cam-

                                                
49VoteIt is an online program in which organizations can hold virtual meetings. 
www.voteit.se 
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paign making or in the campaigning. The reason why the election plan 
and the election manifesto were not in accordance was because the elec-
tion plan had been formulated and approved by the Party board a couple 
of months before the Congress approved the election manifesto. Be-
cause the election plan was already in place and because it had already 
been guiding the work for several months, no bigger changes in it were 
made after the Congress.  
 
According to the Party secretary, the decision by Congress rendered it 
difficult to align the election plan and the election manifesto (Informal 
interview, Party secretary). Already in the Prelude of this thesis, it was 
clear that the Party secretary and some of the participants of the Party 
board wanted to steer the discussion during the Congress session. Dur-
ing that party board meeting, the Party secretary even used gender 
equality as an example of a ‘preferable’ debate (Field notes, November 
30). This comment, however, was made in reference to discussions of 
mass media and publicity. That is, from a publicity perspective, gender 
equality would be a good issue to debate because there would be a high 
probability that such a discussion would deliver a good deal of publicity. 
Hence, from a publicity perspective, the Congress debated the ‘right’ 
issue, but perhaps not with the ‘right’ result.  
 
The Party secretary’s intention that the election manifesto would be in 
accordance with the election plan suggests that he would have preferred 
the Congress to vote in favor of the Party board’s proposed manifesto. 
The Congress’ decision made it harder for both the Party secretary and 
the campaign group to oversee and manage the campaign. It made it also 
more difficult to invoke and closely follow the strategic communication 
mind that prescribes the manager to be in control. Although there was 
still an interaction between the strategic communication mind and how 
the national organization organized for the election campaign, this rela-
tionship was not reciprocal: internal democracy had come in between. 
 
However, the members’ account of the Congress’ decision and its con-
sequences differed from that of the Party secretary. As noted in the Prel-
ude, Simon related the invisibility of gender equality in the campaign to 
internal democracy. He argued that although internal democracy can be 
ungainly, it is more important for the party to have a functioning internal 
democracy than to surrender to a top managed organization. In the Party 
secretary and Simon’s account, internal democracy is portrayed as ren-
dering campaign making more difficult. That is, valuing high levels of 
internal democracy implies having to open up for contestations, com-
plexities and at times even conflicts that need to be continuously navi-
gated. Thereby, at the same time, they considered a centralized manage-
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ment of the campaign with less involvement of members as an easier 
task.  
 
The Congress decision and the absence of the gender equality issue in 
campaign material suggest that the voice of the national organization was 
stronger than the members’, but also that the strategic communication 
mind was stronger than considerations of internal democracy. Accord-
ingly, a decision made by the party elite (election plan) had a greater im-
pact than a decision made by the members (election manifesto). The 
taken for granted ways of engaging in campaign making seemed to lead 
the campaign group to not consider what consequences their way of 
engaging in campaign making, including adopting an election plan before 
adopting the election manifesto, would have. This points toward that the 
strategic communication mind interacted with how the national organi-
zation organized the campaign: by centralizing central decision making 
concerning the campaign and not involving members and local branches. 
This situation can thus be taken to illustrate how strong and pervasive 
the strategic communication mind can be, and how complicated it is to 
navigate between the strategic communication mind and internal democ-
racy.  
 
Yet, another consequence of that the strategic communication mind was 
invoked and guided organizing activities of the national organization was 
the attempts made by the campaign group to implement its election 
campaign in the party. 

Implemented the Campaign 
The election plan clearly stated that local branches were free to produce 
and pursue election campaigns. Still, a part of the implementation of the 
national organization’s campaign was to get local branches to adopt their 
campaign. Information about the national campaign was disseminated 
via presentations to different bodies in the organization (e.g., local 
branches, regional representatives and the Trustee council). A special 
web page was created and information was also spread via email to 
members and articles were published in the member paper. In the fol-
lowing sections, the campaign group’s effort to get local branches to 
adopt the national organization’s campaign is examined. 

Implementing by Presenting 
The Party secretary (and later on, the Campaign manager) travelled 
around the country to present the results of their campaign making. I 
participated in several of these presentations. Below, I present an obser-
vation extract from one of these presentations: 
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It is a big hall, but still I perceive it as quite crowded, with at least 100 
members of the Green Party attending. Everywhere I look people are 
standing in smaller or larger groups, talking and laughing. Across from 
the door from which I entered, is a big stage and in between the stage 
and me, wooded chairs are arranged in (almost) straight lines. After a 
couple of minutes, the Party secretary gets up on the stage and announc-
es that it is time to get started. Several items are on today’s agenda, in-
cluding the grand kick-off for the European Parliamentary election cam-
paign for one of the bigger regions of the Green Party. During this Sat-
urday, the assembled will get the opportunity to listen to one of Swe-
den’s most popular public speakers, but also discuss ballot lists. The 
reason for me being here is mainly to hear the Party Secretary’s presenta-
tion of the national organization’s election campaign. His PowerPoint 
presentation is projected on the wall behind him. 

(Field notes, May 10) 
 
The main objective of the election campaign was “That the Green Par-
ty’s campaign worker is to have the world’s most fun election year” 
(Election plan). The Party secretary also began his presentation with this 
theme: 

Party secretary: On New Year’s Day, how many of you woke up and 
were completely exited? (audience applauding)  

One of my favorite TV shows is “How I met your mother”. It’s a very 
well thought out show: it’s modern, it’s amusing and you can tell that 
there is a plan behind the show. You could say that it’s like the Green 
Party. Another TV show that I used to watch was “Lost”. When it was 
first aired, it felt fresh and exiting. But after a while you began to wonder 
if there really was a plan. And it turned out that there wasn’t. The charac-
ters were written out of the show when fans no longer liked them and 
the last seasons were just confusing. The ‘New Moderates’ are a bit like 
“Lost”: they were fresh and a bit exiting when they first appeared, but af-
ter a while it became clear that there wasn’t really any long-term plan 
(audience laughing and applauding).  

On the PowerPoint slide: ‘May 25 + September = How fun is that going 
to be?’ 

(Field notes, May 10) 
 
To have “the world’s most fun election year” was not among the original 
objectives of the two election campaigns. Rather the list of objectives 
focused on election results (see Appendix 4). When the election plan was 
sent out to the organization, the Party secretary received some negative 
feedback about the focus on numbers, and it was then that it was decid-
ed to include this ‘having-fun’ objective (Interview, Party secretary). This 
was thus yet another illustration of how the tension between centraliza-
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tion and internal democracy was navigated by the Party secretary and the 
national organization.  
 
According to the Party secretary, the objective also served the purpose of 
motivating the members and injects some energy so that they would 
actually have the working capacity to conduct two election campaigns 
with only three months apart. In his presentations, the Party secretary 
then also encouraged alternative ways of thinking about campaigning: the 
what, where and when. In his PowerPoint presentation, he usually in-
cluded a slide with a picture of a politician in one corner of an otherwise 
empty square (except for one person trying to get across the square as 
quickly as possible, crouching), a leaflet with too much information and 
an empty election booth, except for the party’s own campaign workers. 
In the previous national election (2010), as well as in the conversation 
campaigns and the European Parliamentary election campaign, the party 
experimented with activities such as ‘Green Bar’ and ‘coffee and cinna-
mon bun meetings’ with politicians. These activities were used to illus-
trate good examples of new ways of campaigning. Encouragement to 
think differently was also paired with the image that the party wants to 
convey: “How do we in practice show that the Green Party is an open, 
modern and go-ahead party?” (PowerPoint presentation). During the 
presentation at the kick-off, the Party secretary continued:    

Party secretary: We are also going to learn how to do things in a more 
fun way. How can you think differently about campaigns and campaign 
activities in order to get away from standard ways of campaigning? 

[…] 

It is possible to carry out an election campaign that is so much more fun! 
Elections in Sweden are very public. For instance, the use of election 
booths, something that they don’t have in other countries. But we can al-
so do things that are closer to people. 

PowerPoint slide: ‘What is a fun election year?’ 

• We-feeling (as a movement, not just a single branch): Green 
volunteers, Election festival 

• Security (being able to answer questions and to argue): this-is-
what-we-think-app, study circles 

• Material (nice): webpage, graphical profile 

• Innovative activities: Green meeting places, mobile ‘election 
booths’ 
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Party secretary: I did an exercise with representatives of the regions and I 
said to them: ‘Imagine that you didn’t know what kind of material there 
was. What would you then like to have?’ They said: ‘1. We need leaflets. 
2. We need more fun leaflets.’ Thereafter, they had some other sugges-
tions and ideas. (audience laughing) 

Don’t do activities out of duty just because that is how you usually cam-
paign. Do something else, something new. Find the things you think are 
fun; don’t waste time on things that aren’t fun.  

(Field notes, May 10) 
 
As these observations show, the important thing, according to the Party 
secretary, was not to conduct the same activities throughout the country. 
Yet, the first three points on the slide (we-feeling, security and material) 
all suggest that local branches should communicate at least similar mes-
sages. Even though the Party secretary and the campaign group cannot 
demand that local branches adopt its campaign, the way in which he tries 
to convey the national organization’s campaign indicates that, rather than 
supporting local branches campaign making, he is trying to get them to 
implement the national organizations’ campaign. Further, these extracts 
also show how the Party secretary tried to navigate the tension between 
centralization and internal democracy. On the one hand, he was trying to 
follow what the strategic communication mind prescribes by implement-
ing a centrally planned campaign while on the other he could not de-
mand that local branches should implement this campaign.  
 
This interpretation, however, is not unambiguous. During one of the 
Party secretary’s presentations of the conversation campaign, several 
persons in the audience asked for help to interpret the campaign: about 
how to engage in their local campaigning, what they should do and what 
they should say. This suggests that members were not wholly united in 
the aspiration to achieve internal democracy and self-determination. Ra-
ther, there seemed to be members who preferred to be steered and as-
cribed peripheral positions. These questions and the expressed desire of 
being told what to do by the Party secretary were quite surprising. Previ-
ous presentations did not include such questions, nor did I think that 
members of the party would position themselves as campaign workers 
who were only to enact what the campaign group had planned. When I 
later asked the Party secretary about his opinion on these questions, he 
told me that they made him feel quite uncomfortable (Field notes, No-
vember 16). That is, although different examples of how the Party secre-
tary actively argued for and pursued a centralization of the communica-
tion and campaign making have been discussed, in this situation he still 
felt uncomfortable with being positioned as a leader. Even though the 
Party secretary invoked the strategic communication mind in his cam-
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paign making, he found it awkward when members were doing the same. 
The tension between a centrally managed campaign and a democratic 
organization not only surfaced in the party but also in the Party secre-
tary’s statement. This indicates that the Party secretary also in other ways 
struggled with navigating the tension. Yet, in his organizing of the cam-
paign as well as in his presentations, he continued to invoke the strategic 
communication mind.   

Implementing by Providing Tools and Tips  
The national organization also supplied several tools to help local 
branches and campaign workers: a material generator aimed at creating a 
uniform appearance in the material produced by the local branches, a 
webpage called ‘election manual’50, which contained information about 
the campaign, FAQs, a document called This is what we think and an app. 
Campaigning tips such as events and activities that local branches had 
carried out previously could also be found on the webpage and in the 
discussion forums. In the following I briefly describe the This is what we 
think document and the app. The document did not only include the 
Green Party’s issue positions, but also other parties’ positions, their ar-
guments and counterarguments campaign workers could use against the-
se positions. In the document, each issue had its own chapter, beginning 
with a short introduction to the issue position and ending with a list of 
policy proposals. In the chapter on energy, the campaign workers could 
read:  

The Green Party wants the energy we use to be climate clever, environ-
mentally friendly and sustainable in the long term. We don’t want to ex-
change one environmental problem with another and we do not want to 
build an energy system that is not sustainable […] The Green Party 
wants, energy to be used in a cleverer way and be 100 percent renewable 
[…] (This is what we think) 

 
After the introduction, more information about the issue position and 
policy proposals is given. Thereafter, follows a headline: “The Alliance 
policies”: “With the Alliance policies, Sweden continues with nuclear 
power and coal-cellar increases. The Alliance has no objectives about 
decreasing energy use […]”. The chapter ends with “Opponents at-
tacks”. Under this headline, a list of attacks from the Alliance is listed as 
well as counterarguments. For instance, one attack is the following: “We 
need nuclear power for the sake of the economy – renewable is too ex-
pensive”. One of the proposed counterarguments is: “Nuclear energy is 
not profitable, energy from wind power is much cheaper, and soon also 
sun energy will be cheaper” (This is what we think). The app that members 
                                                
50 Swe.Valmanual. 



 134 

could download contained four parts: ‘This is what we think’, ‘Social 
media’, ‘Mp-flash’ and ‘Even more’. ‘This is what we think’ included 
shorter texts on the party’s issue positions with the possibility to ‘read 
more’. ‘Social media’ contained the latest updates on Facebook and Twit-
ter. On the ‘Mp-flash’, news about articles, debates and tips on how to 
argue with regards to specific issues were published. ‘Even more’ gave 
additional information and facts on specific issue positions and policy 
proposals.  
 
The This is what we think document as well as the app itself provided help 
for local branches and campaign workers to engage in various kinds of 
conversations. Concurrently, and in light of the centralization as well as 
other attempts at coordinating the local branches’ campaigns and get 
them to adopt the national organizations’, the document and the app can 
be interpreted as tools for the implementation of the national organiza-
tion’s campaign. Given this interpretation, the national organization 
strived to steer campaign workers to repeat similar arguments and coun-
terarguments in their campaign activities. The implementation of the 
campaign thus entailed an interaction between how the national organi-
zation organized (centralized and coordinated) and the strategic commu-
nication mind.  
 
Further, at times and when requested, the national organization also 
supplied argumentation support to help the campaign workers partici-
pate in various kinds of goal-directed conversations. For instance, this 
was the case after a debate that was broadcasted on television in which 
one of the spokespersons presented a proposal to increase teachers’ sala-
ry with 10.000 SEK (1000 €) per month. In the debate, however, it was 
not clear whether all teachers would get this raise (or when), which made 
it difficult for campaign workers to answer questions about this pro-
posal. Two days after the debate, the Parliament Secretariat emailed in-
formation about the proposal and how campaign workers could argue. 
Another example is when the Green Party was ‘under attack’ by, among 
others, an interest organization. In an email, a political secretary working 
at the Parliament Secretariat wrote: 

As many of you have noticed, the Green Party is being attacked after the 
Congress decided against profit withdrawal in independent schools by, 
among others, the Swedish Association of Independent Schools, as well 
as other political parties. We have also been notified that many are inse-
cure about how these attacks are to be responded to by local representa-
tives and candidates. Here, is a short document where we clarify the po-
sition. In the document, you also find articles in which our representa-
tives have motivated and defined the Green Party’s position on the issue. 
(Email, June 19)  
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The national organization also proposed media related activities. At the 
beginning of July, the spokespersons wrote an op-ed (published in Dagens 
Nyheter) on the issue of origin marked food at restaurants. In an email 
sent to members at the beginning of August, local branches were en-
couraged to also conduct an activity on the topic at the local level: 

Send out, or walk, to a couple of restaurants in the municipality (e.g., all 
restaurants that are located on the same street) with a short survey. A 
proposal is attached. Most likely, most restaurants will not fulfill our de-
mand on origin marking. You can then make a media move where you 
present the results together with our demand that everybody should have 
the same right to know what they eat as they have regarding how much it 
cost. (Email, August 5) 

 
Those presentations conducted by the Party secretary and the Campaign 
manager, as well as those tips and tools offered by the national organiza-
tion, all indicate attempts at implementing a centrally planned election 
campaign. This was an attempt to oversee and manage the whole party’s 
campaigning and suggests that the national organization and the cam-
paign group invoked the strategic communication mind in their organiz-
ing for the election campaign. As we have seen, the Party secretary had a 
core position in the national organization’s organizing for the election 
campaign. His experiences of the 2010 national election campaign led 
him to define problem and propose solutions in certain ways. The Party 
secretary’s biography as well as his position in the party thus influenced 
how he invoked and followed what the strategic communication mind 
prescribes: influencing the increased centralization.  

Striving for Consistency in a Democratic Party  
A strong rationale underlying the increased centralization seemed to be 
an ambition to pursue a more uniform campaign in which local branches 
would communicate consistently throughout the country. But the decen-
tralized features of the Green Party and the expectancy many of the 
rank-and-file members and local branches have on participation and in-
ternal democracy constituted a challenge to consistency.  
 
When I asked the Party secretary about attempts at conducting a con-
sistent campaign, he also answered that that would be the ideal: that the 
whole party, both the national organization and the local branches, 
would campaign and communicate similarly. “However”, he continued, 
“since the Green Party is an organization in which the party elite cannot 
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force something upon local branches, an inconsistent campaign is just 
something that we have to accept” (Informal interview, Party secretary). 
I also asked the Campaign manager about the complexity that seems to 
exist in trying to conduct a consistent campaign in an organization with 
members who value participation: 

Emma: Do you also experience that there are strong grassroots that per-
haps demand a different way of working with communication and cam-
paigning?  

Campaign manager: Absolutely. We don’t have a tradition or culture 
where we can just say: ‘now we’re doing it this way’. What we can say is 
that ‘now we produced this and we think it would be really good if you 
use it’, but they can choose to do something completely different. Even 
though I know how decentralized it is, I can still get surprised over how 
little we can steer. If some local branch chooses not to talk about these 
issues or use our graphic profile, there is nothing we can do as I think 
bigger parties.  

 
The nonconforming character of some local branches, the difficulties at 
getting them to work in the same direction and to centrally coordinate 
the campaign(s) collide with the desire to be a ‘professional’, consistent 
party: 

Campaign manager: But I think that if we over time want to appear as 
more, it sounds a bit silly, but professional, consistent and plain, then I 
think you have to harmonize more. Because what is said in a debate pro-
gram on TV and the ad on the bus in your home district and what you 
read in the newspaper should be in line… that this is what we as a party 
want to do and that there is a simplicity […] 

Emma: Why do you think you need to be more professional and con-
sistent? 

Campaign manager: When we see in our potential voter analysis that you 
at times choose another party instead of the Green Party because you 
experience that ‘I don’t really understand what they want’, or that ‘I don’t 
understand’, that our communication is pointing in too many directions. 

 
Here the Campaign manager explains the need for increased centraliza-
tion and coordination with reference to external publics and their need 
for clarity. However, she continues saying: 

[…] There is no intrinsic value in being more centralized and governed 
from the top, but there is a value in becoming more straightforward […] 
It’s there the value of taking care of the brand that the Green Party has 
rests. I think you have to do that by providing a more holistic image. But 
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the solution is not to govern from the top, but rather to work for creat-
ing an organization that feels trust and understands that someone has in-
vested in this.  

 
This statement illustrates the dual concern of clarity and consistency on 
the one hand and the need for local engagement and voice on the other 
(i.e., of the tension between centralization and internal democracy).51 
However, instead of providing increased centralization as a solution – as 
the strategic communication mind does – the Campaign manager talks 
about building trust as the path the party should walk to become more 
consistent in their communication. She rhetorically asked: “How can we 
allocate resources better and trust that there are some people who are 
very good at planning these things, and that everybody doesn’t have to 
do everything?” (Interview, Campaign manager). Although she questions 
the value of governing from the top (as illustrated in one of her earlier 
quotes), she nonetheless indicates here that some people are more quali-
fied to formulate and manage campaign making. Yet, she acknowledges 
later in the interview that such plans may need to be unfolded differently 
in different locations: “It could be that in Lapland [province in north-
ernmost Sweden] you need to talk about the climate issue in one way, 
whereas in Skåne [southernmost province of Sweden] you need to talk 
about it in a completely different way” (Interview, Campaign manager). 
Together these responses illustrate the complex tension between on the 
one hand centralization of communication and centrally managed cam-
paigns and on the other hand members’ demands of internal democracy 
and the necessity of local articulation that needed to be navigated when 
the national organization organized for campaign.  

The Tension Between Centralization and Internal 
Democracy 
There is tension in both the Party secretary and the Campaign manager’s 
accounts of pursuing election campaigns in the Green Party. Both ar-
gued for the necessity of a centralized managed, coordinated and con-
sistent campaign. However, they agreed that committed local branches 
and members who want to participate and produce their own local cam-
paigns rendered this difficult. Although the Campaign manager empha-
sized the positive aspect of internal democracy and claimed to not pro-
mote a solution that builds on further centralization, that is what she 

                                                
51 Referring to the party as a brand furthermore illustrates how the strategic communi-
cation mind is invoked.  
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actually did. First, she clearly defined a problem (inconsistency) that 
needed to be handled. Second, her preferred solution to this problem 
was to harmonize, to build trust among members so that they would 
realize that the campaign group is qualified to make decisions that con-
cern the whole party. In this way, she also downplayed the possibility of 
taking advantage of members’ knowledge and experiences. This suggests 
that building trust is just another way to increase centralization.  
 
It is apparent how consistency is taking center stage in this tension and 
how the Party secretary and Campaign manager’s aspirations for con-
sistency were at the expense of internal democracy. The problem, as the 
Campaign manager noted, with being perceived as vague and communi-
cating in ways that points “in too many directions” (Interview Campaign 
manager) is handled by centralizing the communication. That consisten-
cy motivated and mobilized centralization was also evident in the quote 
where the Campaign manager stated: “There is no intrinsic value in being 
more centralized and governed from the top” (Interview Campaign 
manager). That is, the Party secretary and the Campaign manager did not 
seem to push centralization for the mere purpose of wanting to manage 
the communication and organization. Rather, they seemed to do it as a 
solution to a problem where both the problem and solution were guided 
by the strategic communication mind. Together, this shows that the stra-
tegic communication mind has organizing consequences and influences 
the formal organizing of an organization perceived to be open and dem-
ocratic.  
 
Yet, recurrent demands on participation and self-determination func-
tioned to constrain attempts at fully centralizing and coordinating cam-
paigns in the party. This hindered the campaign group from invoking the 
strategic communication mind and follows its prescriptions to the letter. 
In those activities in which the campaign group was unable to follow the 
strategic communication mind as they wanted – in the tension – was a 
possibility to transform activities, and subsequently the mind. Both the 
Party secretary and the Campaign manager also did show to deliberately 
reflect on the tension, but they did not propose that their way of engag-
ing in organizing for the campaign was fraught with problems (actually, it 
was quite the opposite): it was the democratic organization that was the 
problem. Despite acknowledging the complexities the invocation of the 
strategic communication mind produced in a democratic organization, 
their analysis and activities continued to be guided by the strategic com-
munication mind. Thus, there was no deliberate attempt at transforming 
key aspects of the strategic communication mind. Rather, the way in 
which they defined problems and solutions and engaged in organizing 
mostly proved to be a reproduction of the strategic communication 
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mind. And the tension between centralization and internal democracy 
remained present.  

Concluding Remarks 
This chapter explored how the national organization organized for the 
2014 election campaign and how their organizing activities interacted 
with the strategic communication mind. Although the strategic commu-
nication mind was found to interact with how the national organization 
organized (i.e., centralized), the interaction was not a reciprocal relation-
ship: decentralized organization and demands on internal democracy 
came in between.  
 
The Party secretary as well as the authors of evaluations of previous elec-
tion campaigns stated problems with the communication, organization 
and campaigns. The solutions proposed comprised a foundation on 
which the organizing of the 2014 national election campaign making 
rested. The Party board added a clear responsibility for communication 
to the party secretary function. The explicit result of this was a commu-
nication plan that was operationalized into the conversation campaign. 
The increased centralization led to that the Party secretary could more 
explicitly attempt to manage and coordinate the party’s communication 
even in between election campaigns. Several attempts to implement and 
persuade local branches to adopt the national organization’s campaign 
were also made. Coordination and management were thus additional 
aspects of the strategic communication mind that was invoked by the 
Party secretary, the Campaign manager and the participants of the Party 
board.  
 
If the beginning of the Green Party’s journey toward the 2014 national 
election campaign were characterized by disarray, the following can be 
pictured as driven by a wish to manage and coordinate the campaign. 
The increased centralization did not only lead to increased attempts at 
managing the communication but also to managing the entire organiza-
tion. Although the party still has a functioning internal democracy, the 
Party board made attempts to steer the Congress and the election plan 
did not contain the gender equality issue that the Congress voted in fa-
vor of. Yet, members continued to demand self-determination and con-
tested any attempt at extensive centralization. Thus, tension between 
centralization and internal democracy surfaced, making it difficult for the 
campaign group to invoke the strategic communication mind in full.  
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The tension between centralization and internal democracy surfaced as a 
consequence of the organizational context in which the strategic com-
munication mind was invoked. This indicates that the invocation of the 
strategic communication mind needs to be adapted to suit the context in 
which it takes place. Because what we see in the tension is that the 
mind’s transcendence is stronger than its contextualization. In order for 
the Green Party to realize its full potential, participants in core positions 
must navigate the tension and adapt their invocation of the strategic 
communication mind to fit the decentralized organization. Yet, the ten-
sion between centralization and internal democracy is not primarily a 
tension between the national organization and members and local 
branches of the Green Party, but is related to that the Party secretary and 
the Campaign manager invoked the strategic communication mind. As 
such, it is a tension between the strategic communication mind and a 
democratic organization. The present analysis thus indicates that the 
tension that surfaced is one that may appear also in other organizations 
that value democracy and participation and where the strategic commu-
nication mind is invoked.  
 
Furthermore, the analysis indicates that the strategic communication 
mind enabled the Party secretary and campaign group by providing 
knowledge about how to organize for election campaign. However, it 
also functioned to constrain their ability to be flexible and adaptable to 
the context in which their activities took place. The members continued 
resistance against centralization and top managed campaigns constrained 
the campaign group’s attempts at invoking the strategic communication 
mind and closely following its program. This suggests that the democrat-
ic feature of the party limited the campaign group by restricting the ena-
bling aspect of the mind.  
 
In the Prelude, it was concluded that how the Green Party is described 
regarding whether the party is centralized or decentralized is contingent 
on when it is assessed and by whom. The analysis confirms earlier re-
search that described the party as ambiguous (Barrling, 2014). However, 
by focusing on the tension between the strategic communication mind 
and internal democracy, a better understanding of the party can be 
achieved as well as why the party elite (or at least some of its partici-
pants) wants to centralize more authority. According to the analysis, par-
ticipants in core positions in the national organization (and thus the par-
ty) did not increase centralization for the mere reason of centralizing and 
concentrate power at the top. Rather, behind the increased centralization 
were expectations from external publics on clarity and consistency.   
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Campaign Making in the Local Branch 
To provide a foundation for the following three chapters on the local 
branch, a brief account of some information about their campaign mak-
ing is necessary.  
 
Based on a decision made by the regional board (consisting of represent-
atives of the local branches in the region), a campaign group and a work-
ing group conducted the campaign making in the local branch. The cam-
paign group comprised organizational positions and top candidates, con-
sisting of the municipality commissioner, the county commissioner, a 
representative of the regional board, the chairman of the local branch, 
the treasurer, representatives from Green Youth, representatives from 
Green Students, the top three candidates on the ballot to the municipali-
ty council, the county council, the top two candidates to Parliament and 
the political secretaries (one that works for the municipality commission-
er and one that works for the county commissioner). In addition, two 
additional political secretaries were employed to work with the campaign 
making. The political secretary working for the county commissioner was 
also the campaign manager. Starting in October 2013, the campaign 
group met about once a month. No meetings were held in July and from 
mid-August the group met every second week. The meetings were two 
to three hours long, shorter at the beginning of the year and longer clos-
er to the elections.   
 
The campaign group formed a working group that included the cam-
paign manager, the municipality commissioner, the county commission-
er, top candidates and the political secretaries. Whereas the campaign 
group was supposed to be more strategic and planning ahead, the work-
ing group was supposed to be more operational, dealing with more de-
tailed planning and taking decisions on various matters (e.g., advertise-
ment). The working group met two times a week during the last five 
weeks of the election campaign. As such, much of the campaign making 
during the last weeks before the Election Day was conducted within the 
working group. 
 
However, the separation between strategic and operational did not really 
apply in the campaign making, where both groups were performing simi-
lar activities. In addition, both groups were composed of the same, to the 
campaign making central participants. From the perspective of the re-
search questions and purpose of this thesis, this separation is not rele-
vant. Hence, for reasons of simplicity, the following chapters apply the 
label campaign group to refer to both the actual campaign group and the 
working group. However, when presenting the extracts from the obser-
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vations, a distinction is made between the campaign group (CG) and the 
working group (WG).   
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Chapter Seven                                                  
The Mind and Campaign Making in 

Strategic Episodes  

In this chapter I discuss how the campaign group engaged in campaign 
making in strategic episodes and how their activities interacted with the 
strategic communication mind. The strategic communication mind in-
corporates expectations on activities and ways of engaging in campaign 
making. To plan, formulate a plan and follow the plan are such central 
expectations in the strategic communication mind (e.g., Zerfass & Huck, 
2007; Verhoeven, Zerfass & Tench, 2011). To explore the interaction 
between the strategic communication mind and campaign making in 
strategic episodes, this chapter examines what the local branch did dur-
ing its meetings. To gain a deeper understanding of the campaign group’s 
recurrent activities in campaign making, these activities are discussed 
with the help of two modes of strategy making: deliberate coping and 
detached coping (Tsoukas, 2010).  
 
The chapter begins with looking at the campaign group’s recurrent activ-
ities. Thereafter I consider what participants had expected to do when 
engaging in planning an election campaign. There showed to be a dis-
crepancy between the campaign group’s actual activities and what partic-
ipants desired to do. This discrepancy is conceptualized as a form of 
tension and in the last part of the chapter, this tension is addressed as 
well as the way the participants navigated it. But first consideration is 
given to what the strategic communication mind prescribes.  

The Strategic Communication Mind Prescribes: 
Planning 
The planning aspect in the strategic communication mind suggests a 
linear, logical, unified and orderly approach to campaign making that 
rests on prediction and stability (Smith, 2013; Hatch & Cuncliffe, 2006). 
It includes a set of activities that should be conducted in a pre-
established order: setting (measurable goals), analyzing target groups, 
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deciding on messages, strategies and tactics (Cornelissen, 2014; Erikson, 
2008). Because the plan is meant to guide organizational activities, it is 
regarded as explicit and fully formulated (Holzhausen & Zerfass, 2005), 
making the process predictable and stabile (Smith, 2013; Hatch & Cun-
cliffe, 2006). In this way, those who engage in planning think first and 
act afterwards (cf. Brunsson, 2006, 2007; Mintzberg, 1990).    

What They Did: Formulated an Election Plan and 
Engaged in Situational Coping  
The campaign group began their campaign making by formulating an 
election plan. However, in its recurrent activities, the campaign group did 
not follow this plan. Rather, the group engaged in what I label ‘situation-
al coping’, and as a consequence of this coping, ‘informing’ each other. 
In the text that follows, these activities are discussed and related to the 
strategic communication mind.  

Formulated an Election Plan 
Planning was one of the key aspects that the campaign group invoked in 
their campaign making. The first time I met with Anna, the municipality 
commissioner, in mid-October 2013, she shared some of her ideas about 
election campaigning, the 2010 election campaign and the upcoming 
campaigns. What would be different this year, she said, was that the local 
branch would have a more orderly approach to their planning. At this 
point in time, the campaign group had already been formed and the 
working group had had a workshop where they discussed target groups 
and prioritized issues (Field notes, October 16). About a month later, at 
the end of November, the campaign group gathered for a two-day work-
shop where it further discussed its election plan. It is clear how planning 
played a central role already from the start of the campaign group’s cam-
paign making. Initially, the campaign group thus engaged in specific ac-
tivities; they held workshops and meetings, and focused on planning. 
 
The election plan was by the campaign group viewed as a strategy docu-
ment, with the role of directing campaign making and subsequent cam-
paigning. It included a vision, target groups and prioritized issues. The 
vision was: “It is not going to be possible to form a majority without the 
Green Party” (Election plan). The campaign group chose to focus on 
five target groups. In three of these (students and first-time voters, pub-
lic transport users and bicyclists and academics interested in environ-
mental issues), the party already had strong support. Consequently, these 
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target groups were to be “defended” (Election plan). The other two tar-
get groups (people who are interested in school issues (teachers/parents) 
and small enterprises in the countryside and city districts) were to be 
“captured” (Election plan). In addition, they also had a ‘Remind-about-
our-policies-groups’. These groups consisted of persons with disabilities 
and the disability movement. The campaign group decided on four prior-
itized issues: job, education, food and traffic. The election plan also stat-
ed what issues should be prioritized in relation to the target group(s) 
(Table 5). Hence, participants of the campaign group also adopted a spe-
cific way of talking (vision, target groups, prioritized issues). 

                      Table 5. Summary of target groups and issue positions.  
 Job School Food Traffic 
Students and first-time 
voters x   x 

Public transport users 
and cyclists     

Academics with envi-
ronmental commitment  x x  

People who are inter-
ested in school issues  x x  

Owners of small enter-
prises x    

 
The planning aspect of the strategic communication mind also includes 
strategies and tactics, (i.e., how to communicate the right issues to the 
right target groups). However, the campaign group’s election plan nei-
ther stated strategies nor did it state tactics. Rather, the campaign group 
adopted the Party secretary’s encouragement to “be where the voters 
are”, but without declaring this in the election plan.  
 
Although the campaign group did produce a document with the heading 
‘Election Plan’, it was not fully formulated. The last time the election 
plan was explicitly discussed during a meeting was at the end of March. 
On the meeting agenda, this item was labeled “Election Plan (needs im-
provement)” (CG, March 26). However, this discussion did not specifi-
cally add anything and after this meeting, the plan was still without strat-
egies, tactics and activities. Thereafter, it was not explicitly discussed. 
 
Initially, in their campaign making, the campaign group held meetings, 
formulated a plan and talked about vision, target groups and prioritized 
issues. This points toward that they invoked the strategic communication 
mind and that it reciprocally interacted with the campaign making. Yet, 
early on in their campaign making, the campaign group showed to have 
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problems with following the strategic communication mind’s prescrip-
tions to the letter.  

Engaged in Situational Coping 
Only led by the Party secretary’s preferred strategy “to be where voters 
are” and the objective “to have fun”, the campaign group participants 
seemed to lack a formal structure in their campaign making. Instead of 
planning ahead, campaign activities were planned on a week-to-week 
basis, or even on a day-to-day basis. This type of planning forced the 
campaign group to make fast decisions, often responding to events that 
occurred under time pressure. This led the campaign group to engage in 
situational coping. Here, situational coping refers to unplanned upcom-
ing campaign activities that needed to be handled within a short time 
frame. Drawing on Tsoukas (2010), this recurrent activity included two 
modes of campaign making: detached coping and a combination of de-
tached and deliberate coping. Situational coping also led to a second re-
current activity, namely informing.  

Detached (Situational) Coping  
Campaign making conducted by the campaign group in a detached cop-
ing mode was done during campaign group meetings and involved con-
scious and intentional forward-oriented thinking. Yet, although it in-
volved forward-oriented thinking, the planned activities were always 
about to occur. As will be shown in this and the next sections, situational 
coping was related to the fact that the campaign group’s election plan 
was not fully formulated and that the national organization under condi-
tions of short notice encouraged the branch to engage in specific activi-
ties. 
 
During campaign group meetings, the Party secretary’s exhortations were 
recurrently referred to when the group planned campaign activities. 
When I asked Adam, the political secretary responsible for media, about 
the strategy ‘to be where voters are’, and to ‘have fun’, he said: 

I think that everybody was enthusiastic by that way of thinking and we 
tried to be innovative when we did things, asking ourselves: can we do 
this in a more fun way? Can we think about the place, what we’re hand-
ing out, if we’re handing something out? Can we think of some fun ac-
tivity or approach? We often tried to use a message that was double-
edged and fun. (Adam) 

 
This strategy in combination with the situational coping resulted in many 
campaign activities being carried out in connection to events arranged by 
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other organizations, such as outdoor concerts, fairs and bicycle races 
where many people were often gathered. Typically, a discussion of what 
campaign activity to carry out would start with Thomas, the campaign 
manager, asking the meeting participants about what events were coming 
up the following week(s): 
 

Thomas: What’s happening this weekend?  

Simon: Saturday and Sunday there’s a fair in [park]. 

Joanna: Saturday there’s a student reception in [place]. What should we 
do? Take the campaign bicycles? 52 

Thomas: Take the bicycles and pack them with the material. It doesn’t 
need to be so complicated. You can hand out coffee as well. 

 
           […]  

(WG, August 28) 
 
Thereafter, the participants discussed different activities that they could 
participant in, such as handing out earplugs and leaflets outside the con-
cert, candy and leaflets outside the autumn fair or ask people participat-
ing in the bicycle race to propose how the city could improve the infra-
structure and city environment to better suit bicyclists. Such events were 
sometimes discussed with reference to the branch and the party’s target 
groups (as showed in the extract above) and issue positions (such as the 
bicycle race), but this was not always the case. Rather, situational coping 
often resulted in that activities were planned without reference to any 
particular target group or prioritized issue.  
 
The campaign group’s situational coping was also related to the national 
organization’s campaigning. On two occasions, the national organization 
informed Thomas with only a few days ahead that top candidates or the 
spokespersons would visit the city. The campaign group then needed to 
plan an event in connection to their visit. This is illustrated in the obser-
vation extract shown below in which participants of the campaign group 
are discussing what they should do when the spokespersons would visit 
the city on their ‘climate tour’: 

Thomas: The spokespersons + Wetterstrand [former spokesperson for 
the party] and Isabelle [Member of the European Parliament] are coming 

                                                
52 The local branch invested in two ‘campaign bicycles’. These bicycles made the cam-
paigning more mobile and were used in order to access different places around the city 
more easily. Once in place, they were also used as billboards.  
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on Saturday. They’re going to have a climate election spurt tour [region] 
starting around Friday morning. The news is released on Thursday. What 
can we do? Should we have a rally? Where should we be? The City 
square53 was already booked, but the police proposed that either Radio 
square, New square or Small square could be good alternatives. 

Anna: Perhaps not such a bad idea to be on the radio square? But it’s 
pretty tiny. 

Fredrik: Since it’s tiny, it will be perceived as crowded. 
  
           […]  

Anna: Or, the place where they have Farmers market, by the station. 

Fredrik: Many of the people passing by are in a hurry to catch the train 
and don’t have time to stand there listening. It’s better if we’re at a place 
where people are passing by. 

Anna: People are waiting for the bus and listening. 

Simon: I actually agree with Fredrik. 
 
           […]  

Anna: How do we disseminate the information? We have to advertise a 
lot! 

Thomas: I’ve already booked ad spaces. 

Anna: And we have to hand out leaflets. 
 

           […]  
(WG, September 1)  

 
This discussion shows that in their proposals the participants of the 
campaign group analyzed the issue of which is the best square to be at by 
articulating knowledge and beliefs. Also how best to disseminate infor-
mation involved such articulated knowledge: the best way to disseminate 
information was by advertising in the local newspaper. Even though the 
participants were explicitly aware of what they were doing, how they 
discussed the issues (which square to be at and how to disseminate in-
formation) and particularly what they proposed, points toward that they 
already from the start were constrained by taken for granted ways of 
                                                
53 To make it easier for the reader to follow, the different squares discussed have been 
given fictitious names. 
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engaging in planning an event like this. Although the situational coping 
shows at a difficulty to follow the strategic communication mind to the 
letter (engaging in long-term planning and fully formulate a plan), the 
campaign group still engaged in planning activities in a deliberate fash-
ion. However, the predictability and stability that the strategic communi-
cation mind prescribes, especially closer to the Election Day, were no-
where to be found. 
 
Situational coping was also related to the national organization’s cam-
paign in other ways. On several occasions throughout the election cam-
paign, the national organization encouraged local branches to undertake 
specific media related activities on short notice: 

Thomas: I’ve received a template for an op-ed from the national organi-
zation. Adam is working on it. What’s happening today and this week? 

Anna: The national organization wants us to make a media move on mil-
lion-project areas54 at the beginning of this week. 

Thomas: Perhaps you can connect it to sun energy and dwellings [about 
ten minutes earlier the group discussed that an organization was to have 
a theme day on sun energy the following day]? 

Anna: Yes, that is something we can do.  
(WG, August 25) 

 
In this extract, the national organization encouraged the campaign group 
to undertake two media-related activities: writing an op-ed and attempt-
ing to get earned publicity. Because such encouragement to act often 
rested on topical issues, they could not be sent out in great advance. 
Hence, situational coping was partly a result of the local branch follow-
ing the national organization’s encouragement to implement its cam-
paign. The national centralization of election campaigning thus seemed 
to also have made it more difficult for the local branch to plan ahead.  
 

                                                
54 “Million-project areas” refer to those suburbs that were built in Sweden mainly be-
tween 1965 and 1974. To meet the increasing housing demands and raise housing 
standard, a decision to build one million places to live within ten years was made by the 
Swedish Parliament in 1965. Today, many of these suburbs are marginalized and segre-
gated; socio-economically weaker groups populate them and there are often high levels 
of unemployment and a concentration of immigrants or people with an immigrant 
background (Franzén & Sandstedt, 1993).  
      Women living in million-project areas were one of the national organization’s target 
groups.  
 



 152 

The campaign group’s detached coping showed that participants were 
engaging in planning activities in intentional and deliberate fashion. Even 
though the campaign group did not follow the strategic communication 
mind and fully formulate a plan, some of their activities (such as their 
meetings and proceeding from target groups) were still conducted within 
the realms of the strategic communication mind and involved invoca-
tions of the mind (although to different extent). 

Detached/Deliberate (Situational) Coping 
Except for detached coping, the campaign group also engaged in what 
was a combination of detached and deliberate coping. Although the de-
tached coping also arguably involved to ‘make it work’, in the campaign 
group’s detached/deliberate coping this was even more palpable.  
 
At a campaign group meeting two days after the above discussion, the 
group discussed what type of event the campaign group would plan for 
the spokespersons visit on their climate tour. Thomas informs the partic-
ipants that it has been decided (by Thomas and the national organiza-
tion) that the spokespersons’ would give speeches on a stage at a square 
in the city. Thomas also informs the participants that he has booked a 
band playing covers from the 1960s. The following discussion takes 
place: 

Agnes: Do our target groups really like that kind of music? That’s what’s 
important. Is this in line with what we’ve planned? 

Thomas: This is about getting people to stop for a while and listen. 
Women born in the 1960s are one of our target groups.55  

Christopher: Can’t we book something like Labyrint?56  

(Agnes looks a bit concerned) 

Agnes: They’re left radicals. They may have opinions that we don’t stand 
for. 

Thomas: Go ahead and book something if you can. Given the time we 
had at our disposal, we’ve done what we could. If we had months at our 
disposal, then we would’ve booked some other band. We want some-
thing to happen; we want people to stop so there’s a crowd. We’ve print-
ed posters, flyers and booked advertisement in [local newspaper] Thurs-
day until Saturday. 

                                                
55 Women born in the 1960’s was one of the national organization’s target groups. 
56 Labyrint is a Swedish hip-hop group. 
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Anna: And we can use the campaign bicycles and hand out leaflets. 

Christopher: And perhaps some feministic tattoos? 

Simon: Great job. Feels solid. [not ironically meant] 
(CG, September 3) 

 
Whereas Agnes emphasizes the importance to proceed from the election 
plan and plan the event in accordance with what was stated in that doc-
ument, Thomas basically argues that time is a factor that sometimes 
forces one to relinquish the plan, and just do the best possible under the 
circumstances. From this perspective, the prospect of having no band at 
all was thought to be worse than having a band that at least plays songs 
and that can attract people to stop by. Those participants who at the end 
of the discussion join in can be interpreted as trying to make the best of 
the situation by focusing on the possibilities. Especially Simon’s com-
ment: “Great job. Feels solid” is a statement that offers a soothing func-
tion, trying to downplay the conflict between following the plan and 
getting the job done. It is also reassuring by telling the group that it is 
doing a good job, although they are not following the plan (or agreeing).  
 
As Thomas contended, sticking to a plan is not always possible (or feasi-
ble). Consequently, to cope with situations, to get things done and to 
make it work are all more important in the election campaign context 
than merely following a plan. Thomas’ situational coping also ‘won’ over 
Agnes’ invocation of the mind (target groups, follow the plan) and in-
stead of proceeding from the target group, the campaign group coped 
with the situation and went ahead with the event Thomas had planned. 
In a way, it is reasonable that situational coping that Thomas engaged in 
is what Tsoukas (2010) calls ‘deliberate coping’. The unexpected upcom-
ing event forced Thomas to make quick decisions. However, it involved 
no retrospective sense making as Tsoukas’ deliberate coping does, but 
Thomas’ situational coping was geared towards handling the situation in 
an expedient manner. Although not following the election plan, situa-
tional coping was also linked to intentionality and detached coping. Yet, 
the campaign group’s coping did not involve forward-oriented thinking 
that deliberate coping typically does. The campaign group’s situational 
coping does not really match any of those modes of strategy making that 
Tsoukas (2010) proposes, but was rather a combination of both deliber-
ate and detached coping. As such, it involved reflection and intentional 
articulation that included beliefs and desires. Yet, it was a mode of cam-
paign making that was not fully detached, but rather one immersed in 
everyday campaign making.  
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That detached/deliberate coping was a part of everyday campaign mak-
ing also implies that decisions were made outside the campaign group 
meetings. This situation affected the participatory dimension of cam-
paign making because Thomas and the political secretaries who worked 
with the campaign making on an everyday basis at times decided on 
things without involving the campaign group.57 However, de-
tached/deliberate coping was also a recurrent theme during the cam-
paign group meetings and was as such, an inherent part of their cam-
paign making.  
 
In their detached/deliberate coping, the campaign group (or at least par-
ticipants thereof) diverged even more from what the strategic communi-
cation mind prescribes and they were first and foremost geared toward 
‘making it work’. Although they still invoked the planning aspect, the 
way this activity was conducted did not resemble that orderly approach 
prescribed by the strategic communication mind. Hence, between the 
campaign group’s detached/deliberate coping there was few signs of 
interaction between the strategic communication mind and their activi-
ties in the campaign making.        
 
Situational coping led to decisions being made outside of the campaign 
group meetings, and was partly a response to the fact that the national 
organization visited the city on short notice or encouraged the campaign 
group to make specific media moves. As a consequence, situational cop-
ing also led to a second recurrent activity, that of informing.   

Informing 
At almost every meeting, Thomas informed the group about the latest 
news from the national organization, about the budget, about what activ-
ities had been conducted since the last meeting and what they would do 
during the following days. Adam, the political secretary responsible for 
media, informed about earned publicity and op-eds that had been written 
and published, as well as op-eds he was in the process of writing. Alt-
hough much meeting time was already devoted to informing, at a cam-
paign group meeting at the end of March, one of the participants, Felicia, 
suggested that the meetings should begin with short infor-
mation/question rounds. During these rounds, participants could share 
information or get answers to their questions. This request was positively 
responded to (Field notes, March 23) and subsequent meetings all began 
with such a round. There were additional examples, however, regarding 
how informing became a recurrent activity.   
 
                                                
57 Which they were also authorized to do. 
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In the city, the local branch was not the only organization campaigning 
for the Green Party. Green Youth and Green Students also engaged in 
campaign making: the former with a focus on first-time voters and the 
latter on students. Both these organizations had representatives at the 
campaign group meetings. During one of the first camping group meet-
ings, the representative for Green Youth asked: “What is expected of 
us?” Anna, the municipality commissioner, answered this question em-
phasizing the importance of conducting a joint campaign, to keep it tight 
and consistent (CG, October 30). In the discussion that followed, areas 
of responsibility were distributed and it was decided that Green Youth 
was responsible for school debates. In this respect, Anna again under-
lined the importance of those who visited the schools knew about mu-
nicipality policies and the Green Party’s issue positions and policy pro-
posals. Attempts were also made to persuade Green Youth and Green 
Students to distribute the material produced by the local branch at their 
activities (CG, May 28). The coordination of the local campaigns was 
discussed during several meetings, but never in depth. Green Youth and 
Green Students (when represented in the campaign group) informed 
about what they had been doing and what they were planning to do, but 
that was all. Coordination was thus primarily a matter of informing and 
being informed. In other words, the campaign group talked about the 
importance of coordinating the campaigns (indicating that they invoked 
the strategic communication mind), but what they did was to engage in 
informing.  
 
Some of the participants reflected on the fact that informing was a recur-
rent activity in the campaign group’s campaign making. After the Elec-
tion Day, I met with Adam and I asked him how he would describe 
campaign making and he said: 

I think that the election campaigning turned the campaign group more 
into a meeting for informing than a meeting for making decisions. Eve-
rybody was stressed […] I think it was a good thing that we met and 
could talk. That was the most important function […] that we could talk 
about what is happening this week, which things have to be ready when. 
And there are a lot of ideas when you meet like that. I think people 
needed that and it was really important that we did have those meetings. 
(Adam) 

 
The campaign group’s meeting did thus have additional, and likewise 
important functions to fill: to meet other participants, share ideas, engage 
in situational coping and inform.  
 
Whereas the campaign group at the outset of their campaign making 
clearly invoked the strategic communication mind in their workshops 
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and formulated a plan, the plan was not fully formulated and seldom 
played a role during meetings. Thus, the campaign group’s situational 
coping diverged from how the strategic communication mind prescribes 
planning activities. Still, some of their activities and ways of discussing 
events showed at an interaction between campaign making and the stra-
tegic communication mind. 
 
Yet, many of the participants were less satisfied with their campaign 
making and several of them defined similar problems with the campaign 
making. Although the campaign group seldom followed the strategic 
communication mind in their recurrent activities, many of the partici-
pants did so in their analysis of it, and when they defined problems with 
it.  

What They Desired to Do 
In several interviews, the participants dealt with what they perceived to 
be problems with the planning. At times they aired their dissatisfaction, 
even when I did not pose a direct question about it. The strategic com-
munication mind is one-dimensional, discriminating between right and 
wrong, which sometimes became apparent in the participants accounts 
(there are right ways to engage in campaign making and there are wrong 
ways). Those participants who were among those most skillful at invok-
ing the mind also showed to be those most critical about campaign mak-
ing. The next section addresses what these participants expected and 
desired to do, understood as invocations of the strategic communication 
mind. The section also shows how the participants’ analysis of their 
campaign making interacted with their biography and skillfulness at in-
voking the mind.  
 
There are two recurrent themes in the participants’ accounts of what 
they expected and desired to do when engaging in campaign making: 
pursue long-term planning and have a fully formulated plan that could 
give structure to the campaign making.  

Engage in Long-term Planning 
Several of the participants of the campaign group had expected that the 
campaign group would engage in long-term planning. Felicia did not 
participate in the workshops where the election plan was formulated, and 
said:  

When I joined the group, I felt that there was not that much that had 
been prepared, that there wasn’t that much work done. I think I’d ex-
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pected another level of long-term planning and professionalism […] 
there’s no plan, so I don’t know what our goals are. (Felicia) 

 
Felicia has been working with communication before, and specifically 
with formulating a communication strategy for an organization. When I 
asked her about her work with the communication strategy and why she 
thought it was important for the organization to have such a document, 
she gave the following response:  

I believe that it is a good way of creating stability, to provide that struc-
ture that we need, and we need to in our work proceed from more clear 
pointers […] Before, the organization did not work proactively; there 
was no goal to work towards. […] to see to that the organization’s work 
is organized with those goals we formulated in mind. (Felicia)    

 
This communication knowledge that Felicia has of the importance of 
starting by establishing goals that the organization can work towards also 
seemed to guide her analysis of the campaign group’s work. In the inter-
view extract further above, Felicia couples long-term planning with pro-
fessionalism, i.e., that working professionally with campaign making is to 
engage in long-term planning. This can be compared with how the na-
tional Campaign manager linked professionalism to consistency as 
shown at the end of the last chapter. Whereas the national Campaign 
manager seemed to be more focused on external publics and issues that 
connected speaking with clarity, Felicia primarily referred to the internal 
work with communication. Both invoked the strategic communication 
mind, but it seems as though they did so slightly differently. However, 
according to the strategic communication mind, strategic communication 
is to firstly be formed internally by producing a fully formulated plan and 
then implemented in communication directed towards (in this case) ex-
ternal publics. If not the plan (the ‘think first’) is formulated, then the 
organization cannot pursue an external campaign guided by the strategic 
communication mind. Thus, the problem with not having clear goals is 
directly connected to the issue of external publics perceiving the organi-
zation as speaking with clarity and consistency. Although in slightly dif-
ferent ways, the national Campaign manager and Felicia are invoking 
aspects (planning and consistency) of the strategic communication minds 
that theoretically can be seen as distinct, but which empirically are closely 
interlinked.  
 
In continuing the interview with Felicia, these aspects also showed to be 
interconnected in her account: “The communication strategy deals with 
how we work with external communication and how [organizations] 
should be perceived” (Interview, Felicia). Further on, she mentioned the 
importance of steering the communication and being more in control of 
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what is communicated from the organization. I asked Felicia why she 
thought it was important to have more control over the communication 
and she said: 

I think it is more a matter of making it easier for people to understand 
what we are doing and make it easier for us to understand what we are 
doing. That we are not more or less constantly groping our way […] It is 
very important that we are connected with our main issue and it is very 
important that we communicate it to our target group. (Felicia) 

 
In Felicia’s statements on organization’s communication, she accentuates 
the centrality of planning: to have clear goals, issues and target groups 
and let the goals lead the way, and to stick to these issues and target 
groups over a longer period. In this way, long-term planning is coupled 
to consistency and there are thus two sides of the planning coin: a plan 
helps organizational members know what activities to conduct, which 
helps the organization to appear more consistent.  
 
Felicia’s way of defining the problems connected to the campaign mak-
ing (no goals nor long-term planning) thus seemed to be influenced by 
her knowledge about strategic communication, and how she invoked the 
strategic communication mind in her analysis: the ‘right’ way to work 
with and to plan an organization’s communication is to formulate goals 
and a plan. Her knowledgeability made her expect a professional cam-
paign making and her analysis of campaign making was guided by the 
strategic communication mind.  

Fully Formulate the Plan 
A second problem that participants defined arose early in campaign mak-
ing, namely that the plan was not fully formulated. Joanna noted: 

We made an analysis that I believe we could’ve used much more, for in-
stance, to know how to get media publicity; where should we be, is there 
a chance to get earned publicity? It felt like we did a good basic analysis, 
but then it collapsed a bit.  

[…] 

This time it was like we’re going to talk with people in the million-project 
areas, that they are an important target group. But it didn’t feel like we 
had someone that knew how we should do that.  

[…] 

But, then, I feel like we perhaps didn’t follow the plan the whole way 
through. If we want to reach people in the [million-project area], where 
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should we then be? Should we be standing at [million-project area] city 
center? It felt a bit ad hoc, that we have to be in [million-project area], 
‘well let’s stand in the city center’. (Joanna) 

 
In her assessment, Joanna compared the 2014 campaign making with the 
one in 2010 in which she also participated. When she compared the two, 
she reached the conclusion that the campaign group in the 2010 cam-
paign did a better job: the plan was more fully formulated and easier to 
follow. The 2010 plan included more knowledge about target groups and 
where these groups could be reached. This suggests that her prior expe-
rience of campaign making and election campaigning led Joanna to in-
voke the strategic communication mind in certain ways. In this case, her 
biography interacted with the invocation of the mind by defining the not 
fully formulated plan as a problem and by prescribing a fully formulated 
plan as a solution.  
 
Similar to Joanna, Agnes reasoned that the campaign group had not pre-
pared enough, which led to undesirable consequences:   

My experience is that it’s quite unstructured. And now when it matters 
the most, we’ve had to call several things off. I think we spent a lot of 
time and energy on talking about the election campaign, but perhaps we 
didn’t plan it enough. (Agnes) 

 
The time of campaign making, Agnes was working at the Green Party’s 
Parliament Secretariat as a policy expert. During the conversation cam-
paign two years earlier, she had been working with climate issues by pre-
paring knowledge material for members. Agnes also invoked the strate-
gic communication mind in a similar way as Joanna. Both Joanna’s and 
Agnes’ description of the problem with not having a fully formulated 
plan can thus be connected to their biography and how they invoked the 
mind, instructing them in how to define what a plan is, how it should be 
produced and what functions it should have. Joanna noted that the basic 
analysis was good, but it did not really fill a function when things got 
more stressful during the actual campaigning. Nor was it of any guidance 
in planning activities where the campaign group wanted to reach a spe-
cific target group. This can be linked to Agnes comment that campaign 
making was quite unstructured. In these participants’ accounts, a plan 
would have the function of giving that stability that they expected the 
campaign making to have.  
 
What several of the participants (here illustrated by Felicia, Joanna and 
Agnes’ accounts) expected and desired to do was to engage in the long-
term planning of clear goals and follow a well-formulated plan. The plan 
was to give structure and foreseeability to their campaign making, be a 
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tool that the campaign group could use when planning activities: the 
where, when and how. As such, it was supposed to ensure that the cam-
paign group would ‘be on top of things’. Although the campaign group 
did not act in accordance with the strategic communication mind, they 
still did not question the possibility to engage in long-term planning and 
formulate a full election plan. Rather, they questioned themselves and 
the campaign group’s skillfulness at planning an election campaign.  

The Tension Between Planning and Situational 
Coping 
As has been shown thus far in this chapter, the campaign group did not 
engage in long-term planning or follow a fully formulated plan. Those 
activities they did engage in, and especially situational coping, were rather 
the opposite of what the strategic communication mind prescribes. 
When turning to the participants’ analysis and ways of defining problems 
in campaign making, the situation was nearly the contrary. In their anal-
yses, participants proved to be guided by the strategic communication 
mind, and desired to engage in long-term planning and follow a fully 
formulated plan. We thus have a situation where the campaign group 
engaged in some activities while participants expected and desired to 
engage in other activities.  
 
In the campaign group’s campaign making, there was nearly constant 
conflict between making it work (situational coping) and getting it right 
(planning ahead), which resulted in tension. This tension emerged as a 
consequence of that the participants’ recurrent activities did not follow 
what the strategic communication mind prescribes in regards to how to 
plan a campaign. This tension between planning and situational coping 
was visible in how the campaign group engaged in some recurrent activi-
ties, but made an endeavor to engage in other activities. As such, the 
tension was present throughout the campaign group’s campaign making, 
but became more visible closer to Election Day. In some cases, it led to 
animosity in the campaign group and at times, one or more of the partic-
ipants of the campaign group would air their dissatisfaction with how 
they engaged in campaign making. Yet, it was not a topic they discussed 
in dept. Rather, they continued to cope with the situations and made it 
work.   
 
In this chapter, the tension was most explicit when Thomas engaged in 
situational coping, where Agnes protested and argued that they should 
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follow the plan. Situational coping and the strategic communication 
mind were thus both present in campaign making, although in different 
ways. Agnes protest alone, can be viewed as an illustration of this: alt-
hough they were engaging in situational coping, they could still have fol-
lowed their plan (and proceeded from their target groups in their situa-
tional coping).  
 
At the end of the section when the campaign group’s recurrent activities 
were presented, Adam noted that “the election campaigning turned the 
campaign group more into a meeting for informing than a meeting for 
making decisions” (Interview, Adam). He was not the only participant 
who linked situational coping to the election campaign context. Rather, 
in their attempt to explain and navigate the tension, other participants 
referred to the specific context also.  

Navigating the Tension 
None of the participants questioned the possibility to be in control of a 
plan that is in the process of being formulated. Although the process 
might be filled with discussions and debates over central parts and even 
wordings, in the end the participants must determine what they later can 
read in the document. Following an election plan, however, is not solely 
in the hands of those who produce the plan. What other political parties 
and organizations do and what media reports may also influence how the 
campaigning can be pursued:   

Maybe it’s also that it’s only to some extent you’re the one who’s decid-
ing. We can make a plan over how many articles we are going to write, 
about which issues we should talk about, but if no one writes about it, if 
no one comes to our press conference, or if [a local newspaper] only ac-
cepts two op-eds... I don’t know what more you can do. Even if we plan 
and say that it’s important that this candidate is related to these issues, 
what if they arrange a debate special. Whom are we going to send then? 
(Joanna) 

 
Similarly, also Simon linked the difficulties at following a plan and exter-
nal factors that influence how much the campaign group can be in con-
trol. This interview was made about two weeks before the Election Day, 
at the beginning of September:  

Emma: Do you feel like you are in the right phase, that you are where 
you should be? 

Simon: To that extent you can be in the right phase in an election cam-
paign, yes. Absolutely. It can always be more structured, but at the same 
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time, it can’t because there is always going to be things that happen and 
disturb the plan. I think we’re in the right phase. There is a lot of patch-
ing, that ‘oh damn it, we have to do this tomorrow!’ but I think that’s in-
evitable. 

 
Simon has not been working with campaign making before and in my 
interview with him he showed a more idealistic view of communication 
than the other participants who were critical about campaign making. He 
argued for using communication to help citizens make rational decisions. 
Simon also displayed a more tolerant and favorable attitude towards 
campaign making (as his comment on Thomas situational coping: “Great 
job. Feels solid” is an example of). This suggests that Simon’s positive 
attitude is connected to his biography and how he invoked the strategic 
communication mind: as less skillful he seemed to be less guided and 
constrained by it. But Simon was, as the extract from my interview with 
Joanna suggests, not the only one who viewed patching and situational 
coping as an inevitable part of the campaign context. Hence, both Joan-
na and Simon navigated the tension by referring to external factors, and 
their way of navigating the tension seemed not to be connected to their 
biography but rather to their knowledge about the election campaign 
context. 
 
Yet, situational coping was not only viewed as a natural feature of cam-
paign making. Some participants also conceived of the unstructured pro-
cedure as providing opportunities: 

The advantage with many ad hoc solutions is that it offers a scope for 
doing things yourself. That is something I find super fun. I can, on a 
meeting, suggest that shouldn’t we do this digital election booth? And 
then we do that. In some way, this is the fantastic thing about being in 
this organization: that you can come to this forum and just throughout 
some things. Some of the things actually become something; others are 
just dropped (laughing). (Agnes) 

 
Agnes, who was one of the participants most critical about the campaign 
group’s campaign making, here shows more openness and appears posi-
tively disposed towards their campaign making (or at least parts thereof). 
She was not the only participant that presented contradictory accounts of 
the campaign making. In several of the interviews with participants, the 
same person talked about having expected more professional long-term 
planning and more structure. Later, in the interview this person men-
tioned ad hoc solutions and the campaign making being unstructured as 
natural features of campaign making. These discrepancies in statements 
about campaign making were often not connected. On the contrary, they 
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were expressed in different parts of the interview and unrelated to each 
other. First, the participant talked about having problems with how un-
structured campaign making was: too much ad hoc and too little control. 
Later in the interview, the same participants would state that ad hoc solu-
tions are unavoidable. Campaign making was thus, on the one hand, 
portrayed as a matter of deliberate planning, following the plan and sta-
bility, and on the other, a matter of situational coping. Hence, to under-
stand the tension between planning and situational coping, it becomes 
necessary to consider that campaign making is dependent on the context 
in which it is conducted. 

Concluding Remarks 
This chapter discussed the planning aspect of the strategic communica-
tion mind and how it interacted with the campaign group’s campaign 
making in strategic episodes. The analysis showed that participants of the 
campaign group invoked the strategic communication mind at the outset 
of their campaign making, as well as in their analysis and problem defini-
tions, but seldom in their recurrent activities. The strategic communica-
tion mind thus reciprocally interacted with some of their activities, but 
not with all of them. Still, the strategic communication mind was not 
explicitly criticized or challenged by the participants, only by their recur-
rent activities.  
 
The participants’ biography was found to interact with their analysis of 
campaign making: those participants in the branch who were more skill-
ful at invoking the mind were also those who were most critical about 
campaign making. It seems as though those participants that were more 
skillful also had higher expectations on campaign making and that the 
campaign group’s activities were in accordance with what the mind pre-
scribes (i.e., that they were doing the ‘right’ things). Although the possi-
bility for transforming the mind was clearly present, the campaign 
group’s recurrent activities did not seem to influence the mind. In this 
way, the strategic communication mind was rather reproduced than 
transformed. This suggests that the strategic communication mind, simi-
lar to the situation in the national organization, is both strong and perva-
sive and difficult to challenge and change, even when the activities con-
ducted are the opposite of what the strategic communication mind pre-
scribes.   
 
If the campaign group actually did have a fully formulated plan that they 
could have followed in their subsequent planning, campaign making 
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might have been conducted differently. If this had been the case, there 
could have been a reciprocal interaction between strategic communica-
tion mind and campaign making. Yet, and as stated by the participants, 
the election campaign context poses difficulties with respect to adhering 
to the initial to plans. Thus, it is plausible to suggest that although there 
had been a fully formulated plan, it would still have been difficult to 
strictly follow the plan. The complexities that the election campaign con-
text poses when parties invoke the planning aspect of the strategic com-
munication mind were also indicated in the national organization. With a 
few weeks left to the Election Day, they decided to skip the plan and go 
with topical issues: first the climate and then the bronze medal (see In-
troduction).  
 
The discrepancy between the strategic communication mind and the 
campaign making led to a tension between planning and situational cop-
ing. It is suggested here that the best way to understand this tension is to 
acknowledge the role of context. Some participants also underlined the 
importance of context when they pointed out that campaign making in 
the election campaign context inevitably necessitates situational coping. 
They thus depicted campaign making as deliberate planning, following 
the plan and stability, but also as involving situational coping. These par-
ticipants to some extent also reflected on the tension (although they did 
not articulate it in such a way) and they navigated it by referring to the 
election campaign context. In the election campaign context, it is not 
possible to only work proactively and follow a plan, but a campaign 
group is also required to continuously react to new events. As such, the 
tension emerged as a consequence of that the strategic communication 
mind was invoked in an election campaign context. This indicates that 
the tension between planning and situational coping can emerge in any 
political party that engages in (election) campaign making.  
 
Participants’ navigation of the tension indicates that they challenged the 
strategic communication mind by claiming that it is not possible to rig-
orously follow it. However, rather than challenge the strategic communi-
cation mind, these participants seemed to claim that the problem resided 
in the context (both internal and external) and not in the mind as such. 
What the tension between planning and situational coping indicates is 
that the strategic communication mind is not context-sensitive.  
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Chapter Eight                                         
The Mind and Positioning within                                    

the Campaign Group  

This chapter turns to positions and positioning within the campaign 
group and discusses how positions reciprocally interacted with the stra-
tegic communication mind. Positions and positioning relate to issues of 
rights and obligations: who gets to exert influence over central issues, 
who is listened to and who is expected to do what (Laine & Vaara, 2007; 
Mantere & Vaara, 2008). In relation to the strategic communication 
mind, positions and positioning are connected to control in terms of 
ensuring that campaign making is conducted in an effective, efficient and 
rational fashion (cf. Verhoeven, Zerass & Tench, 2011). 
 
In the last chapter I discussed how participants’ biography interacted 
with how they invoked the strategic communication mind and in this 
chapter I further this discussion by considering how biography influ-
enced their positions in the campaign group, and with what consequenc-
es. Thus, this chapter explores positions and positioning in the campaign 
group, how these positions interacted with the participant’s biography 
and the strategic communication mind, and its control aspect. Focus is 
on how the participants engaged in campaign making and how they in-
teracted with each other. The chapter begins with looking at what the 
strategic communication mind prescribes and what the participants of 
the campaign group did in regards to positioning. Thereafter, considera-
tion is given to how evaluation of inputs from group discussions was 
guided by the strategic communication mind. As a consequence of these 
evaluations of inputs, a tension between ‘strategist control’ and ‘inclu-
sion’ emerged. This tension is discussed in the last section of this chap-
ter.  
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The Strategic Communication Mind Prescribes: 
Control 
According to the strategic communication mind, those who engage in 
strategic communication making are ‘strategists’ (Brønn, 2001) and ra-
tional subjects that act upon their environment (Verhoeven, Zerfass, & 
Tench, 2011). A relevant position to adopt in campaign making is thus 
the strategist position, which here is viewed as an aspect of the strategic 
communication mind, and a core position in campaign making. The stra-
tegic communication mind thus request that strategists be in control over 
the activities they conduct (Smith, 2013; Hatch & Cuncliffe, 2006) in 
their strategic communication making.  

What They Did: Positioned and Challenged 
In the following sections, positions and positioning within the campaign 
group, challenges of positions, and evaluations of inputs are examined.  

Adopted and Ascribed Positions 
As described in the Interlude of this thesis, the campaign group com-
prised participants who had central positions in the branch, other green 
organizations in the region (Green Students, Green Youths, and regional 
board), and top positions on the ballot lists. To gain a deeper under-
standing of positions and positioning in the campaign making, I asked 
Anna, the municipality commissioner, to describe how the local branch 
organized the campaign making: 

The background is that top candidates and politicians that are the best 
election strategists are to be given the scope to work with these ques-
tions. In a way, it is to disapprove the board’s ability to conduct this 
work [campaign making]. We have an organization on the local level that 
is divided into a council group that is more political, consisting of politi-
cally elected, and then we have the board that takes care of the organiza-
tion. We don’t want them to be separate. We want politicians to join in 
on parties’ activities, for instance, and vice versa. When I joined the par-
ty, the board. Those persons who couldn’t get a, or couldn’t be given a, 
political commission got to sit on the board. They couldn’t get a com-
mission because they weren’t clever enough, but they also needed a mis-
sion in the party. As a solution, they often were allowed to sit on the 
board. And that was not always appropriate […] It wasn’t I who coined 
the expression, but [in a previous election] we said that ‘everybody 
should participate, but not everyone should be on TV’ (laughing). (Anna) 
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In her description, Anna clearly separates the campaign group and cam-
paign making from the rest of the party’s bodies (and members), indicat-
ing that there was a rather fixed boundary line between the campaign 
group and rank-and-file members. She also ascribes those who partici-
pate in the campaign group specific characteristics: being the best strate-
gists. Last, she states that everybody should participate in the campaign, 
but the positions available are already circumscribed (not in the cam-
paign group and not appear on TV).  
 
Anna’s description of the campaign group was made up of the best elec-
tion strategist that the local branch had to offer concurs with Brønn’s 
(2001) portrayal of those persons who engage in strategic communica-
tion as ‘strategists’. Yet, not all participants in the campaign group were 
strategists. Rather, during the campaign-making period, three positions 
emerged: the Strategist position, the Middle position, and the Marginal 
position.  

The Strategist Posit ion 
While the majority of the participants in the campaign group were active-
ly engaging in campaign making, three participants (Anna, Thomas and 
Agnes) had a strategist position. The strategist position was a core posi-
tion in the campaign group, which was expressed by these strategists’ 
demeanor and their ways of engaging in discussions during campaign 
group meetings. In the following passage, Adam, who was in charge of 
media relations, informs the other participants that the local newspaper 
has given each party the opportunity to publish three op-eds each. The 
discussion that follows concerns what should be the topic of these op-
eds: 

Adam: We have three articles that we can publish. What issue or policy 
proposal should we write about in regards to the county council? The Al-
liance is increasing the public transportation fee if they win the next elec-
tion.  

Anna: Connect it to something positive, like the fee for youths. 

Peter: People who have been granted early retirement? 

Thomas: If we’re to do something, talk about discounts. 

Anna: We’re not going to talk about people who have been granted early 
retirement. I’m sorry. We’re not going to do that. Anyway, people don’t 
like them.  

(CG, September 9) 
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In this discussion, both Thomas and Anna address the issue with confi-
dence and present their proposals more as assertions than as suggestions. 
Peter, however, presents his proposal more as a question, as if he is look-
ing for approval or confirmation from the other participants. That the 
strategists spoke with confidence and positioned themselves as strategists 
while the other participants spoke with a lack of self-confidence was not 
an isolated case, but a recurrent event throughout campaign making: 

Joanna: Next week’s campaign at the station. Should we decide on what 
time and material? 

Thomas: Use the magazine. It’s really good. 

Joanna: At what time should we be there? 

Thomas: Seven. 

Anna: 6.45. A lot of commuters at that time.  

Thomas: 6.45. 

Joanna: Should we be there every morning? 

Thomas: Absolutely!  
(WG, August 28) 

 
By the way in which they answer Joanna’s questions, we can again see 
how Thomas and Anna adopt the strategist position. We also see in this 
observation that Joanna adopts a peripheral position, which Thomas and 
Anna have ascribed her. Although Joanna is initiating the discussion of 
the campaigning at the station by posing questions, she turns to the 
strategists for help, indicating that she expects them to know best how to 
conduct the present activity. As such, Joanna also positions Thomas and 
Anna into core positions and recognizes them as strategists and legiti-
mizes their adopted position. Joanna’s positioning of the strategists does 
not only oblige them to come up with good suggestions and decide what 
to do but also gives them the prerogative to influence the campaign mak-
ing in certain directions. This points toward that the strategist position 
entailed some specific prerogatives: as a strategist, the participant was 
more or less automatically viewed as a person who makes good deci-
sions.  
 
Before she became a commissioner, Anna had been working with com-
munication in different organizations (at the end, as a communication 
manager) and had considerable experience of working strategically with 
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communication. This was also visible in how she skillfully invoked the 
strategic communication mind. Similarly, although not to the same ex-
tent, Thomas had been working with campaigns before in a leading posi-
tion, both within the party and in a non-governmental organization. This 
experience noticeably influenced his skillfulness at invoking the strategic 
communication mind, and consequently also his position in the cam-
paign group. In Chapter Seven, where the local branch’s campaign mak-
ing was examined, Joanna was one of the participants who had expected 
more and better planning. In this context, I suggested that her experi-
ence from working in a previous election influenced her way of analyzing 
campaign making and defining problems (i.e., invoking the strategic 
communication mind). Although she was skillful, Joanna was not one of 
the core strategists, which is illustrated in the above extract. That is, alt-
hough she skillfully invoked the strategic communication mind when 
defining problems with campaign making, she was not as skillful as Anna 
and Thomas. Lastly, Peter was one of the least skillful at invoking the 
strategic communication mind in the campaign group. Joanna’s position 
in the campaign group especially shows that the relationship between 
different participants in the campaign group was a matter of positioning 
and that positions are situated and dependent on whom else participates 
in the same interaction. What is thus also transparent in these above pas-
sages is a hierarchy of positions that the strategic communication mind 
incorporates. In the campaign group, this hierarchy was built on knowl-
edgeability and skillfulness at invoking the strategic communication mind 
and these participants’ biographies thus influenced their position in the 
campaign group. 
 
Yet, the strategists were not only recognized as strategists by other par-
ticipants, but also by each other. That a strategist ascribed another partic-
ipant a strategist position was mainly expressed by posing questions di-
rected to this participant:  

Anna: Agnes, what type of arguments should we use? 

Agnes: We should go for emotional. Appeal to the emotions. We believe 
that people are thinking rationally but they are not. Go for emotional 
appeal.  

(CG, September 3) 
 
As discussed in Chapter Seven, Agnes had been working with communi-
cation and campaigns before, at times on a daily basis. This experience 
was also demonstrated by her skillfulness and position. What these three 
strategists in the campaign group thus had in common was experience in 
working with strategic communication and election campaigns in core 
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positions. By their demeanor and the way they engaged in discussions, 
they also adopted a core position and were at the same time recognized 
as strategists by the other participants. In this way, there was a recursive-
ness on the micro level between adopting a position and being ascribed 
that same position.  
 
Not only did these strategists’ biographies influence their core position, 
but also their organizational position. All three strategists had central 
positions in the branch or the national organization, which helped to 
strengthen their core position in campaign group. Thomas had been 
working as a political secretary for the county commissioner for a couple 
of years. He knew the organization well and was well known within the 
organization. In the campaign, Thomas was also the campaign manager, 
which meant that he chaired the meetings, worked with campaign mak-
ing in between meetings, and stood in contact with the national organiza-
tion. All in all, he was that participant in the campaign group that had 
most information about what was going on in the campaign. As men-
tioned, Anna was the municipality commissioner, a position she had had 
since about the last election (2010). Thus, she was familiar with being in 
a position of power, to have a voice, being listened to, and as one of the 
participants of the campaign group explained; “to have it her way”58. The 
third strategist, Agnes, was working at the Parliament Secretariat as a 
policy expert at the time of campaign making and had been a spokesper-
son for Green Students. What these three strategists also then had in 
common (except for being skillful at the strategic communication mind) 
was that they were those participants in the campaign group who had the 
most prominent positions in the organization (except for Fredrik, as 
discussed below) and were used to having core positions in different 
activities. Whereas Thomas and Anna did not seem to reflect over their 
positions in the campaign group, Agnes did so, relating her position in 
the campaign group to her position within the party as well as to her 
background: 

I can see it from an outside perspective: if I hadn’t had the position with-
in the organization that I have, then the others wouldn’t have listened to 
me to the extent that they do. I can see that it is not just the geniality in 
my proposals and ideas but it’s because I have a certain influence be-
cause of the position I have […] Even if the structure is like that [that 
men are being listened to and rewarded to a higher extent than women], 
I feel like I’m being listened to. But that could also be a thing about me 
being adaptable and that, with the background I have, I am used to a 
coarse jargon and that I believe that I can play at the same level as them. 

                                                
58 I have chosen to anonymize this participant because such a statement can be per-
ceived as sensitive.  
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I read some courses on gender and they were talking about Margret 
Thatcher being a leader in a male way; that she was leading based on 
male premises and sometimes I can see myself in that. Perhaps the rea-
son why I’m being listened to is because I know the rules of the game. 
(Agnes)  

 
In the extract, Agnes relates her core position in the campaign group to 
her organizational position and that she “knows the rules of the game”. 
She was thus aware that her organizational position and the knowledge 
she has gained from previous work in the organization and in decision-
making bodies, influenced and strengthened her position in the cam-
paign group. Although the other two strategists did not seem to out-
wardly reflect about it, their organizational position and position in the 
campaign group clearly interacted. Hence, not only did their knowledge-
ability and skillfulness at invoking the strategic communication mind 
enable them in the act of campaign making but also their organizational 
position enabled them in their work.  

The Middle Posit ion 
Most of the participants had a middle position in the campaign group. 
However, there were several reasons for why a participant had such a 
position. For instance, Felicia, who was one of the most critical partici-
pants against the campaign making, seldom participated in the campaign 
group meetings. Fredrik, the county commissioner, although participat-
ing in previous election campaigns, was less skillful at invoking the mind. 
Simon, who had a very positive attitude toward campaign making, was 
also less skillful at invoking the mind. Joanna was skillful but not as skill-
ful as the strategists. Adam, the political secretary responsible for media, 
was one of the more skillful strategists but he mainly participated in dis-
cussions related to media. For instance, during a meeting when the par-
ticipants were discussing op-eds and topics, Adam stated, “You have to 
[emphasis was put on ‘have to’] talk to me when you want to send in op-
eds! You’re not allowed to do it yourself!” (CG, August 13). Unlike An-
na, Thomas, and Agnes, Adam mostly adopted a core position when 
media-related issues were on the agenda: 

Anna: What should I talk to [local newspaper] about? 

Adam: Sustainable city development – that’s what ties our policies to-
gether. And school. 

Agnes: School, students, trams. Three S.59  

                                                
59 Swe. Skola, studenter, spårvagn. 
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Adam: City pulse, walks in the woods.60  
(WG, August 25) 

 
Although these participants were ascribed a middle position by the strat-
egists, they were often actively engaged in discussions. Whereas most of 
these participants seemed to also adopt a middle position, one partici-
pant challenged it (as will be discussed below). 
 
Yet, these positions were not entirely stable. The participants who ‘nor-
mally’ (i.e., when all strategists were present) had a middle position in the 
campaign group, could at times re-negotiate and adopt a more central 
position. This re-negotiation of positions was connected to two circum-
stances. First, what other participants participated in the meeting. That 
is, when a strategist was not attending a meeting, participants in middle 
positions had more freedom to engage in discussions, contribute their 
ideas and exert influence over campaign making. Second, the topic under 
discussion mattered. Participants in middle (as well as in marginal) posi-
tions had expertise knowledge on different subjects such as media, policy 
content, or what politician to challenge in a debate. Such expertise 
knowledge is not only useful but often indispensable in campaign mak-
ing. The strategists (for a successful campaign) were thus dependent on 
these participants’ input in discussions in the campaign making. 
 
This indicates two things. First, that there was room for re-negotiations 
of positions in the campaign group, primarily when one or more of the 
strategists were not attending a meeting or when a specific topic was 
discussed. As for the rest of the meetings, the positions were quite sta-
tionary. Second, that expertise knowledge potentially could challenge the 
strategic communication mind’s hierarchy of positions. This was seldom 
the case, however. Those who were experts on a particular topic, con-
tributed with their knowledge on that specific topic, but did not seem to 
challenge their positions as such. Rather, the expert took a step up the 
ladder when contributing and then willingly returned to the former posi-
tion. By adopting their middle positions, these participants concurrently 
ascribed the strategists a core position in the campaign group.    
 
Some of these participants had middle positions because they were less 
skillful; others had it because they seldom participated in meetings or only 
engaged in discussions when a specific subject was up on the table. In 
most cases, then, the middle position interacted with the participants’ 
biography, although the position was also a result of attendance and activ-
ity. This suggests that some of the participants that had a middle position 

                                                
60 Swe. Stadspuls, skogspromenader. 
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(like Felicia) could have been strategists if they had participated in cam-
paign making more frequently (presuming they had the required abilities). 

The Marginal Posit ion  
The last position in the campaign group was the marginal position and 
was primarily an adopted position. Two of the participants were included 
in this category and they seemed to have least experience of working 
with campaigns and communication.  
 
These two participants participated in practically every meeting, but sel-
dom engaged in discussions and kept to their marginal positions. Leo 
participated in the campaign group as a representative of one of the 
green organizations that was included in the campaign making. Before he 
had spent time in meetings and other boards with some of the partici-
pants, but he was new to this local branch. When I met him at a café in 
the city, we talked a great deal about how they were working with cam-
paign making in his local branch and about the differences between 
campaign making his branch conducted and campaign making in this 
local branch. The differences were found to be quite big, which were 
related to his branch being considerably smaller (they did not have any 
political secretaries, had a small budget, and few of the participants had 
experience in campaign making). This situation marked his evaluation of 
the local branch that I studied: 

Emma: So what are your thoughts on the campaign making and your 
meetings? 

Leo: I don’t have that much experience in campaign making. I’m really 
impressed by the structure of the meetings, how prepared they are, and 
how good many of the others are at this [campaign making]. 

 
When Leo did participate in discussions, it was primarily in relation to 
the specific task he was responsible for. Similarly, Odin mostly partici-
pated in discussions when they related to one of his areas of responsibil-
ity, or when directly addressed by some of the other participants. The 
following observation is an example of the latter case: 

Joanna: We expect that all candidates on the ballot lists help man the 
election booth. 

Anna (addressing Odin): You have to be tougher when you speak to the 
members. 
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Odin: I don’t have any legal right… (laughing) 
(WG, September 9) 

 
To all appearances, and based on the other participants’ demeanor and 
way of engaging in campaign making, they also ascribed Leo and Odin 
marginal positions. Hence, for this position, as was the case with the 
strategist position, the strategic communication mind and the hierarchy 
of positions it incorporates reciprocally interacted with participants’ bi-
ography and their positions in the campaign group.  

Challenged One’s Position  
Whereas the strategists in the campaign group were strengthened by their 
organizational position, there was one participant (Fredrik, the county 
commissioner) that had a core position in the organization, but only 
seemed to have a middle position in the campaign group. Fredrik did not 
seem to be all pleased with his middle position and he repeatedly chal-
lenged the hierarchy of positions incorporated in the strategic communi-
cation mind during meetings.  
 
Fredrik primarily challenged his middle position by positioning himself 
as a strategist. This was illustrated by him being one of the most active 
participants during campaign group meetings. Although at times he was 
not listened to (and sometimes even ignored), he continued to give in-
puts. Still, the strategists seldom recognized and ascribed him a strategist 
position: 

Thomas: We’ve got a question concerning our election booth and if it is 
environmentally friendly. 

Fredrik: Tell them that we’ll answer after the election. 

Thomas: I don’t know what type of lumber or color they have been us-
ing. Can you buy environmentally friendly lumber?  

(WG, August 28) 
 
Fredrik’s continued challenge of his middle position by being one of the 
most active in campaign making and positioning himself as a strategist 
was likely related to his organizational position. As a county commis-
sioner (and having been in that position for many years), Fredrik is famil-
iar with having a core position in the branch and this core position-
prescription encompasses being listened to and being able to exert pow-
er, influence, and control. The middle positions’ prescription, however, 
involved a more occasional contribution in campaign making and less 
possibility to influence its directions. These seemingly incompatible posi-
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tions and Fredrik’s refusal to adopt the middle position’s prescription 
thus produced a conflict that was ongoing throughout the campaign 
making. Even though his challenge of the strategic communication 
mind’s hierarchy of positions seldom influenced his position in the cam-
paign group, his middle position and activity during meetings meant that 
he did exert influence in campaign making, although not to the extent 
that he seemed to have expected or desired.  
 
Further, the conflict between the campaign group position and the or-
ganizational position can be understood in the light of the specific cir-
cumstances in which it emerged: that the campaign group was composed 
of organizational positions (including top candidates on the ballot list). 
In this way, each participant in the campaign group had one to the or-
ganization relevant position and one to campaign making relevant posi-
tion. Yet, even though participants’ admission ticket to the campaign 
group was their organizational position, this position was not the rele-
vant position to adopt in campaign making, which also explains Fredrik’s 
conflict of positions. Although the campaign group in this way already at 
the outset was shaped for conflicts between positions, only one such 
conflict seemed to emerge.    
 
Fredrik’s repeated challenges of his campaign making position also sug-
gest that he non-deliberately challenged the strategic communication 
mind’s hierarchy of positions by not excepting it. Yet, his demeanor and 
way of engaging in campaign making (being one of the most active par-
ticipants) suggest quite the contrary, i.e., rather than challenging the stra-
tegic communication mind, he endorsed it. In his attempts at adopting 
the strategist position, he was trying to do the ‘right’ thing in accordance 
with the strategic communication mind. He was thus challenging his 
middle position, but not the strategic communication mind as such.  
 
The conflict between the organizational position and the camping mak-
ing position also related to the notion of inclusion. As a consequence of 
the hierarchy of positions included in the strategic communication mind, 
participants in middle and marginal positions were generally included in 
campaign making to a lesser extent than the strategists. This is illustrated 
in the following section by how discussion inputs were evaluated in the 
campaign group’s campaign making. 

Evaluated Inputs  
The strategic communication mind prescribes a rational, efficient, and 
controlled campaign making, where those who engage in campaign mak-
ing should be highly strategically oriented. However, what we have seen 
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in the above presentation and discussion of positions in the campaign 
group is that only three of the participants adopted and were ascribed the 
strategist position. The other participants held either middle or marginal 
positions.  
 
The strategic communication mind discriminates between ‘right’ and 
‘wrong’ and evaluations of inputs during discussions were occasionally 
also guided by the mind. In this way, the differences in how participants 
invoked the strategic communication mind also influenced how their 
inputs during discussions were valued: some higher than others. This 
meant that the strategists had a greater opportunity to influence cam-
paign making, also by evaluating which inputs were assessed as right and 
which were assessed as wrong. The following extract shows how Anna 
(strategist) responds to Joanna and Fredrik’s (both middle positions) 
inputs: 

Joanna: The city theater is sold out Friday and several days next week. 
Perhaps we should campaign outside? 

Fredrik: [local concert building] has a sold out opera. Perhaps we should 
stand outside? 

Anna: Old people. Not our target group.  
(CG, September 9) 

 
Whereas the campaign group recurrently engaged in situational coping 
and in this activity often proceeded from where people were, in this par-
ticular discussion, however, Anna rejects Joanna and Fredrik’s inputs 
with reference to ‘target group’. In this way, Anna positions herself as a 
strategist by invoking the strategic communication mind (target groups), 
but also her evaluations of Joanna and Fredrik’s inputs are guided by the 
mind. Because their inputs do not consider the central aspect of target 
groups, their inputs are also assessed as ‘wrong’. 
 
Invocations of the strategic communication mind did not only involve 
evaluation of inputs and contributions, but also led the strategists and 
experts to take explicit control over discussions in campaign making. 
The extract below serves the purpose of showing how Anna and Adam 
claimed control of the discussion in different ways: 

It is early September and we are sitting in the smaller room one floor 
down, where the working group holds its meetings. It is only two weeks 
until the Election Day and the national organization has just refocused 
its campaign to prioritize the climate issue. The organization is now ar-
ranging a mini tour for a couple of days and has decided to stop by the 
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city. Thomas has just got the word and asks the other participants if they 
have some ideas about what they can do. 

Thomas: If we’re meeting [interest organization] during the day, we 
could bring [local newspaper] with us. Do we have an issue, a message 
that we want to disseminate?  

Adam: It should be local… 

Anna: Flooding. 

Rickard: Shouldn’t we focus on something else? Biology is nothing that 
people care about. 

Anna: This isn’t about biology! 

Rickard: I think that we should do something on shopping malls, better 
public transportation. 

Anna: It’s difficult to spin on climate and climate threats. People believe 
that’s something that’s going to happen 100 years from now and is noth-
ing that we have to care about. It’s better to focus future possibilities 
than threats.  

Adam: If there had only been one thing happening this summer, but 
now it’s three: the fire, the flooding’s in Halland [region in Sweden], and 
now in Malmö. People are coming to understand that something’s just 
not right.  

Anna: Perhaps we should bike. All [city] bikers are invited. We can bike 
to [local area] and talk about how we want to exploit the area in a green 
way. And then we can bike to [local area] and tell them what we want to 
do there. We can invite experts that are standing along the road, telling 
us about those places we pass. 

Rickard: We can ask the county administrative board if they want to par-
ticipate. 

Adam: We’re talking about a Saturday. 

Rickard: But it wouldn’t be longer than 15-20 minutes. 
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Anna: Not that long! More like 1-2 minutes!  

[…] 
 (WG, September 1) 

 
In this discussion, Rickard is questioned on two occasions and ignored 
one time by the other two participants. Both Anna and Adam suggest 
topical issues that have been high up on the (media) agenda during the 
summer months. Rickard’s (shopping mall/public transportation) pro-
posals are not as topical, however. At the end of the extract, Anna and 
Adam again position themselves as strategist and expert that better know 
how to plan an activity like this by questioning Rickard’s suggestions. 
Whereas Anna and Adam are giving each other room to act, they are 
giving Rickard little opportunity to participate in the discussion. In this 
way, in their positions as strategist and expert, respectively, Anna and 
Adam take control over the discussion and see to that it is strategically 
oriented and rational from the perspective of the strategic communica-
tion mind. At the same time, they limit and constrain the possibility for 
other participants to be included in the campaign making. As a conse-
quence of invocations of the strategic communication mind, inputs from 
strategists and experts in this way were less likely to be scrutinized 
(though at times they were contested). In contrast, inputs from those 
participants who were not strategists or experts at the specific topic were 
generally more closely scrutinized.  
 
These are just some few illustrations of how inputs and contributions 
were evaluated by invocations of the strategic communication mind. At 
the same time, it is necessary to stress that not all discussions were like 
these. Many of the campaign group meetings were more inclusive, and 
the participants in middle positions were mostly responded to with a 
more tolerant attitude or were more valued. Still, what these passages 
show is not only that some participants had more influence over discus-
sions and campaign making than others, but that their invocations of the 
strategic communication mind led to their control over the campaign 
making, in attempts to keep it rational and efficient, thus hindering the 
participation of others. In this way, the invocation of the strategic com-
munication mind was connected to influence and control, and who was 
listened to and who was ignored. This points toward that the strategic 
communication mind restricted participation and inclusion by discrimi-
nating between right and wrong and by privileging certain types of 
knowledge.  
 
At the beginning of this chapter, it was suggested that a ‘strategist’ could 
be viewed as an aspect incorporated into the strategic communication 
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mind. There also proved to be an interaction between the strategic 
communication mind, positions and positioning. That is, the partici-
pants’ position in the campaign group conformed to their biography and 
skillfulness at invoking the strategic communication mind (although a 
participant’s position also to some extent was related to meeting attend-
ance). A consequence of the hierarchal structure of positions incorpo-
rated in the strategic communication mind was that those who were able 
to more closely follow the strategic communication mind’s prescriptions 
were more influential in campaign making and had the power to circum-
scribe the influence of those who were not as skillful. Yet, the strategists 
would not have been able to produce a campaign without the other par-
ticipants and their expertise knowledge. 

The Tension Between Strategist and Inclusion 
The election campaign context requires knowledge in many areas, includ-
ing for instance policies on the county level, of where to place posters, 
and about whom best to debate against on a specific issue. Participants 
in middle and marginal positions had these types of expertise knowledge 
that were indispensable to the campaign making. Hence, to be able to 
produce a campaign, the strategists needed to include the other partici-
pants in discussions. Although these other participants might not invoke 
the strategic communication mind in a comparable fashion to that of 
strategists, they still brought with them valuable knowledge to the cam-
paign making. Yet, the strategists also needed to control campaign mak-
ing to keep it rational (as expressed by the evaluation of inputs). At the 
same time, the strategist could not risk excluding participants and creat-
ing conflicts by being abrasive and overly restrictive: the strategist could 
not use excessive actions to restrict campaign making. This struggle be-
tween controlling and including suggests that yet another tension 
emerged, namely between ‘strategist control’ on the one hand and ‘inclu-
sion’ on the other (hereafter, this is termed ‘strategist’ and ‘inclusion’). 
Whereas inclusion might limit the strategists from following the strategic 
communication mind’s prescriptions in every detail and conduct that 
type of campaign making that the strategists (as well as some with a mid-
dle position) expected and desired, strategists (and campaign making) 
were also enabled by other participants’ input and contributions. Hence, 
the strategists had to balance and navigate between controlling and in-
cluding (although seemingly more non-deliberately than deliberately). 
 
Fredrik’s challenge regarding his middle position was also in part an illus-
tration of this tension. Based on his organizational position, Fredrik ex-
pected to be ascribed a strategist position and having the privilege to 
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exert influence over the campaign making in more unquestioned manner. 
However, that he by other participants was ascribed a middle position 
consequently meant that he was not fully included in the campaign mak-
ing.  
 
How can we understand this tension between strategist and inclusion? I 
(again) propose that it can be understood in light of the contexts in 
which the campaign making was conducted. Inclusion was an inherent 
part of the election campaign context (expertise knowledge needed) as 
well as the organizational context (Fredrik). Hence, the contexts influ-
enced how campaign making was conducted, leading some of the activi-
ties to diverge from what the strategic communication mind prescribes. 
In this way, contexts interfered with and set limitations on the possibility 
to follow the strategic communication mind’s prescriptions to the letter, 
i.e., to engage in campaign making in a rational, efficient, and controlled 
manner.  
 
The tension between strategist and inclusion corresponds to the tensions 
between centralization and internal democracy in that they both relate to 
issues of participation. These tensions illustrate that when the strategic 
communication mind was invoked in campaign making, issues of who is 
included and who is not, about aspirations to control the internal cam-
paign making and the external campaigning was made at the expense of 
participation and inclusion. In this way, openness to alternative 
knowledge and perspectives was at times constrained by some partici-
pants’ invocation of the strategic communication mind.  

Concluding Remarks 
This chapter showed that the hierarchical position that is incorporated in 
the strategic communication mind interacted with the participants of the 
campaign group’s biography and thus their skillfulness at invoking the 
mind. During the campaign group’s campaign making, three positions 
emerged: the central strategist position, the middle position, and the 
marginal position. This chapter also demonstrated how the strategic 
communication mind guided evaluations of inputs and contributions: the 
strategist had a more privileged and protected position, at times control-
ling and dominating campaign making. Concerning positions and posi-
tioning, an interaction between the strategic communication mind, biog-
raphy and campaign making was revealed. Since position to some extent 
also was dependent on meeting attendance, the interaction was, however, 
not always reciprocal.  
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Several of the participants in the campaign group also had central posi-
tions in the branch or the party. These positions interacted with the stra-
tegic communication mind’s hierarchy of positions. Whereas some of the 
participants’ organizational position strengthened their position in the 
campaign group, the organizational position of others made them chal-
lenge their campaign group position. In this way, the organization’s hier-
archy of positions challenged the strategic communication mind’s hierar-
chy of positions. This conflict between campaign group positions and 
organizational positions seemed to come about as a result of conflicting 
position prescriptions: Fredrik, for instance, had a central position in the 
branch, but was relegated to a lower position (middle position) in the 
campaign group, which influenced how he was expected to engage in 
campaign making. In connection to this discussion, this thesis argued 
that although Fredrik was challenging the strategic communication 
mind’s hierarchy of positions, he did not seem to challenge the mind as 
such. Rather, in his attempts at adopting the strategist position, he en-
dorsed the mind trying to do ‘right’ things.  
 
But there also emerged a tension between strategist and inclusion, where 
those participants who held core positions in the campaign group were 
geared toward a rational, efficient, and controlled campaign making that 
at times constrained other participants in the campaign group from being 
included in campaign making. Yet, the strategists were in need of the 
other participants and their experience and expert knowledge to conduct 
an effective campaign making. And so the tension kept on lingering.  
 
As discussed in Chapter Six, internal democracy and inclusion both seem 
to conflict with the strategic communication mind. This implies that 
when campaign making is conducted in a context where the strategic 
communication mind is invoked, some types of knowledge are privileged 
whereas other types of knowledge are excluded. In the national organiza-
tion and the local branch, invocations of the strategic communication 
mind thus at times seemed to constrain the potential for alternative in-
puts and diversity in campaign making. Accordingly, the strategic com-
munication mind may not only have a negative impact on internal de-
mocracy and inclusion, but also on campaign making as such.  
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Chapter Nine                                       
The Mind                                                

and Positioning of Members  

In this chapter I addresses the campaign group’s positioning of rank-
and-file members and how this positioning reciprocally interacted with 
the strategic communication mind. The strategic communication mind 
distinguishes between top and bottom, between those who engage in 
campaign making and those who enact what has been planned (Scholes 
& James, 1998). Accordingly, and as we could see in Chapter Eight, there 
exists a hierarchy of positions in the strategic communication mind 
where some members have core positions, whereas others have more 
peripheral positions.  
 
In this chapter, I focus on those positions that were available for mem-
bers who wanted to engage in campaign making by considering how 
participants of the campaign group talked about members and what 
members did. Control was an aspect invoked by the campaign group, 
leading to the production of good representatives for the local branch 
and the party. However, during my weeks as a campaign worker, I ob-
served the scope for flexibility in personal articulation of campaign mes-
sages and in campaign activities. As a result, once more a tension 
emerged in the local branch’s activities: this time between control and 
flexibility. This tension is discussed in the last part of this chapter.  

The Strategic Communication Mind Prescribes: 
Control 
As a consequence of the centralization aspect, the strategic communica-
tion mind prescribes the communication manager to oversee and man-
age the organization’s internal and external communication (Varey & 
Mounter, 1997; Falkheimer & Heide, 2014). As such, the position rank-
and-file members are ascribed is to implement what has been planned 
(Scholes & James, 1998). To present a clear and unambiguous image of 
the organization – to appear as consistent in the eyes of external publics 
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– rank-and-file members’ communication should be controlled (cf. 
Christensen, Morsing & Cheney, 2008).  

What They Did: Ascribed (and Adopted) 
Campaign Worker Position(s) 
A consequence of the decision to organize the local branch’s campaign 
making by appointing a campaign group to conduct the making was that 
rank-and-file members were ascribed peripheral positions in the cam-
paigning. The position available to members who wanted to engage in 
the campaigning was the ‘Campaign worker position’. Three types of 
campaign worker position were included under its umbrella: Passive loyal 
campaign worker, Active loyal campaign worker and Disloyal campaign 
worker.  

The Campaign Worker Position 
As campaign workers, members were mostly expected to implement the 
campaign group’s planned campaign activities. The position prescription 
thus included participating in certain types of activities, all of which were 
aimed at representing the branch and the party. One of the first times 
the campaign group explicitly discussed members’ position was in late 
April in connection to the European Parliamentary election:  

Felicia: We have to take care of our members’ commitment and 
acknowledge that there are many ways in which members can engage in 
the campaigning. 

Gabriella: We should arrange additional educations in order to intercept 
members. We could, for instance, serve breakfast and coffee and then 
they can campaign. That’s something they’re doing in Stockholm. That’s 
an easy way to create commitment.  

Anna: We have to offer different ways of getting involved. 

[…] 

Felicia: It’s about getting people to feel that they are included and recog-
nized. 

Anna: When we have activities and events, we should use them as op-
portunities to get people to campaign for us. Also, we should call our 
members to try to get them to sign up for an activity. 

(CG, April 23) 
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Just before the discussion about members’ positions in the campaign 
begins, there was a discussion noting that the political secretaries were 
overloaded with work. When the participants start to discuss members’ 
positions in the campaigning, they do so in relation to the political secre-
taries’ work situation. In this setting, engaging members are thus directly 
related to reliving the pressure on the political secretaries, suggesting that 
members were viewed as a resource for the campaign group.  
 
What the above statements have in common is that they all ascribe the 
same position to the members: as campaign workers who are to imple-
ment what has been planned. The positioning of members was also visi-
ble during other meetings. In the observation extract presented in the 
introduction of this thesis where the participants of the campaign group 
were evaluating the European Parliamentary election campaign, the cam-
paign worker position was similarly displayed:  

Joanna: […] what worked well was when we had prepared events and 
members could just join in. Already this summer we can make a calendar 
so members can sign up for different activities.  

Anna: […] this means that members are not allowed to sign up to occu-
py the election booth themselves. We need to organize this in a better 
way.  

(CG, May 28) 
 
As expressed in both extracts, the campaign worker position encom-
passed enacting, signing up for, and conducting activities planned by 
someone else (primarily the campaign group). In this way, members were 
mobilized rather than those behind the mobilization. The extracts also 
summarize the campaign group’s adopted core position in campaign 
making and campaigning: to manage, coordinate and control. An invoca-
tion of the strategic communication mind is thus visible in member’s 
ascribed position as well as in the position the campaign group adopted, 
showing at a reciprocal interaction between the mind and the positioning 
of members.  
 
Attempts to get members to engage as campaign workers were primarily 
made via email. In these attempts, the important role campaign workers 
were to have was emphasized:  

The election is approaching – join in also YOU!” reads the heading of 
an email waiting in my inbox. In the email, one of the political secre-
taries writes: 
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It is important that just YOU join in and make a difference. Together, 
we can see to it that the Green Party gets a fantastic result on all levels! 
This is our opportunity to attain greater support for our work in mod-
ernizing [city], and our goal is that it is not going to be possible to form a 
majority in [city] without the Green Party after the election.  

We are going to contact all members to hear what just you can and want 
to do in the election campaign, so start already now to think about 
whether you want to take our campaign bicycles to campus and cam-
paign, offer coffee to commuters or if there is anything else that you can 
contribute with in the election campaign work.  

[…]  
(Email, August 4) 

 
With campaign workers representing the branch and the party in cam-
paigning there was a constant concern among campaign group partici-
pants that something would go wrong, i.e., that a member or a campaign 
worker would say something or behave in a way that might reflect nega-
tively on the branch and the party. At several campaign group meetings, 
the issue of control was also discussed and there was one story that re-
currently was referred to and used to explain the necessity of controlling 
campaign workers. In the last national election that was held in 2010, a 
person joined the local Green Youth close to the election campaign. He 
was devoted, engaged, and represented the party in many campaign ac-
tivities. However, after some weeks it turned out that this person had 
been propagating anarchistic ideas and values, which were clearly not 
those ideas and values of the Green Party.  
 
That campaign workers represented the branch and the party thus nur-
tured the perceived necessity among the participants in the campaign 
group to control that campaign workers were representing them in a 
good manner. Hence, before members were allowed to engage in their 
preferred campaign activities, they first needed to participate in a cam-
paign worker education.  

Producing the Campaign Worker 
When the campaign group discussed the campaign worker education 
during campaign group meetings, three aims of the education were men-
tioned. A first aim was to give future campaign workers information 
about the campaign, prioritized issues on all levels, target groups, and to 
inspire them to engage in conversations and campaign on different loca-
tions. A second aim was to practice in the art of engaging in conversa-
tions, get input about what arguments could be used for different issue 
positions and policy proposals, and how to handle difficult persons. The 
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last aim of the education was an attempt to establish the quality of the 
campaign workers and to see that those members who represented the 
branch and the party knew the party’s issue positions and policy pro-
posals and agreed with the party on central issues (CG, August 24). All 
three aims indicate an invocation of the strategic communication mind: 
the first and second aims attempted to motivate members to act and 
argue similarly (control and consistency) and the third aim was to gain 
control over how the branch and the party were represented.   
 
Because I engaged as a campaign worker, I participated in one of these 
educations. Below follows an observation extract from the campaign 
worker education in which I participated: 

The education begins with one of the political secretaries presenting the 
campaign using the profile PowerPoint supplied by the national organi-
zation. On the first slide we can read: “Kind and committed people 
change the world. Every development begins with the conviction and 
commitment of single persons. You make a difference! (The Green Par-
ty’s Party Program, 2013)” (PowerPoint presentation; translated from 
Swedish by the present author). Thereafter, follows a presentation of the 
national campaign’s slogan, the posters and prioritized issues on the na-
tional and local level. After these slides, a set of standardized slides about 
the target groups (“Who should we talk with?”) follows: “1. If you are to 
only think about one thing when you decide who to talk to outside the 
election booth or when you design your communication, that thing is: 
Focus women! Our potential to get votes is considerably higher among 
women than among men.” (PowerPoint presentation; translated from 
Swedish by the present author). The PowerPoint presentation also in-
cludes encouragements to think about different activities, to be where 
people are instead of letting them come to the party. Lastly, a slide with 
the headline, “How do we behave in the election booth?” is shown, in-
cluding brief tips about how to handle different situations: “Be nice 
(even to people who are not nice), talk just long enough with people, 
how do I do if I can’t answer a question? Pose questions – what issue is 
the voter interested in? Keep it nice and tidy!” (PowerPoint presentation; 
translated from Swedish by the present author).  

(Field notes, August 12) 
 
That all campaign workers participated in the same type of education and 
were told roughly the same things suggest that the education served as a 
tool used by the campaign group to produce campaign workers to give a 
consistent image of the party and this branch. The exercise that followed 
the presentation strengthens this interpretation that the campaign worker 
education was aimed at consistency: 

After the presentation, participants formed small groups of two to three 
persons. In these groups, we were to practice the art of engaging in con-
versation with citizens: one in each group played the role of a campaign 
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worker, whereas the other(s) played the role of a somewhat difficult citi-
zen. The ‘citizen’ posed questions, and the campaign worker did her or 
his best to answer it in a nice and straightforward way. After a couple of 
minutes, we changed roles so that everyone was given the opportunity to 
practice the position of campaign worker. Next, the whole group dis-
cussed questions and situations that we found difficult to deal with. The 
political secretaries and members shared their ideas and tips about how 
to handle such situations and what arguments to use. After three hours, 
we all passed the education ‘exam’ and where now free to sign up for 
campaign activities.   

(Field notes, August 12) 
 
This exercise, as well as the campaign worker education as such, was 
appreciated among the participants. To some, and definitely to me, it 
lowered the threshold to engage in conversation with citizens. The cam-
paign worker education thus served its purpose of making campaign 
workers feel more secure when meeting citizens in the election booth or 
on other locations. As suggested by the extracts, the campaign worker 
education also laid the foundation for pursuing a consistent campaign. 
The participants were exercising on arguing for the party and the 
branch’s issue positions and policy proposals and arguments were shared 
by other campaign workers as well as by participants of the campaign 
group. The production of good representatives for the branch and the 
party was also manifested in other ways. For instance, when it came to 
the campaign group’s attention that some campaign workers were not 
able to answer questions posed by citizens, the campaign group respond-
ed by creating a FAQ page with the aim to persuade all campaign work-
ers to read it.   
 
The idea of the campaign group wanting the campaign workers to be 
able to answer questions and represent the party in a good manner, striv-
ing for consistency, is not remarkable. Rather, such attempts are a re-
sponse to external publics pressure (such as voters and media) on the 
party to speak with clarity and with one voice. As explained by the na-
tional Campaign manager in Chapter Six, a problem the national organi-
zation had defined was that potential voters perceived the party as un-
clear. This was also something that Thomas talked about. He stated that 
the branch should have few prioritized issues and connect them to the 
national organization’s prioritized issues (Interview, Thomas). A problem 
regarding lack of clarity was thus handled – both by the national organi-
zation and the local branch - by attempting to be more consistent in their 
campaigning. The positioning of members as campaign workers thus 
suggests that an aspiration for consistency was linked to the campaign 
group’s attempts at controlling the representation of the branch. This 
points toward a reciprocal interaction between the strategic communica-
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tion mind and the campaign group’s production of campaign workers. 
The reciprocity between the strategic communication mind (control) and 
campaigning, however, was challenged when the campaign workers 
started to engage in campaign activities.  

Passive Loyal Campaign Worker 
The main position available for campaign workers was the passive loyal 
position and this was also the position that most of the campaign work-
ers adopted. The passive loyal position was one in which the campaign 
workers were expected to carry out what the campaign group had 
planned: to sign up for shifts at the election booth at a central square in 
the city or activities posted on the branch’s closed Facebook group. As 
mentioned in Chapter Seven, these latter campaign activities were often 
carried out in connection to some event organized by another organiza-
tion. The campaign activities typically involved four recurrent activities: 
(i) handing out information, (ii) informing about the party’s policies and 
issue positions, (iii) discussing, and (iv) debating. Hence, although the 
passive loyal campaign workers campaigned at different locations around 
the city, the activities they conducted were practically always the same. 
As such, the prescriptions for this position included a rather standard-
ized set of obligations and expectations.  
 
The last section proposes that the campaign worker position involved 
producing these campaign workers and was an attempt to make them 
represent the party in a consistent manner. In this way, the campaign 
group sought to be in control over the campaigning. Something I ob-
served during my weeks as a campaign worker facilitated the campaign 
group’s aspirations, namely that the campaign workers themselves start-
ed to ‘self-organize’ for consistency. Yet, a second observation of their 
recurrent activities problematizes attempts at control and consistency. 
This observation concerns the scope for flexibility in terms of personal 
articulation of issue positions and policy proposals.  

Self-Organizing for Consistency 
Although the initial situation that characterized the campaigning was one 
in which campaign workers informed, explained, and argued in different 
ways, it seemed to be that over time, a shared ‘language’ gradually 
emerged in the group as a whole. At the election booth, at least two per-
sons worked together on two-hour shifts. The idea was that those less 
experienced campaign workers would team up with a more experienced 
one. When campaigning at other locations, we were often a group of two 
to ten campaign workers. During shifts at the campaign booth, or when 
handing out candy outside the autumn fair, campaign workers often dis-
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cussed and shared conversations they had, their knowledge about a spe-
cific issue, and the tactics they used in their arguments. In addition, be-
cause there were often several campaign workers at the same place, those 
who were not currently talking to citizens could listen to the conversa-
tion and get input that they themselves could use at a later time. Hence, 
it was not only during the campaign worker education that campaign 
workers (and participants of the campaign group) shared their thoughts 
and ideas regarding arguments and ways of answering questions. During 
the weeks, I began to observe that many of the campaign workers began 
to answer and argue more similarly. A more collective way of answering 
common questions or engaging in discussion and debates emerged. As 
an illustration of this, one of the campaign workers informed other cam-
paign workers about a report on fossil free energy. In conversations 
about the climate issue, many of us thus began to refer to this report and 
use it to defend our arguments regarding a fossil free society. I also saw 
the self-organized consistency exemplified by campaign workers employ-
ing ‘one-liners’ and reciting policy proposals.  
 
The campaign workers did not appear to explicitly reflect on the in-
creased similarity, but the emergence of the shared language seemed to 
be rather tacit. This increased standardization in the articulation of issue 
positions and policy proposals suggests that campaign workers them-
selves produced a more consistent representation of the branch and the 
party. In this way, they also facilitated the campaign group’s attempts at 
controlling how the branch and party was represented.   
 
Somewhat paradoxically, parallel to this standardization an increased 
flexibility and a more personal articulation developed.  

Flexibility as Personal Articulation  
At the beginning of my time as a campaign worker I was particularly 
astonished by the fact that the campaign group positioned me and other 
newcomers in the role of campaign workers after just three hours of 
education. The probability that we would express and communicate issue 
positions and policy proposals in a good way was less likely. That new-
comers were so free to participate in the campaigning confirms the per-
ception of the branch as being open and that it is easy to be included 
(although in a peripheral position). But it also suggests that the campaign 
group needed as many members as possible to engage in campaigning. 
Thus, from the beginning of the campaigning there was an array of ways 
of expressing, explaining, and arguing for the same issue position or pol-
icy proposal. As argued in the last section, during the weeks, these articu-
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lations became increasingly standardized. Yet, what seemed to be a con-
sequence of the campaign workers having different biographies, the 
standardization was articulated in personal ways. In addition, and as con-
firmed in my conversations with and observations of campaign workers, 
the more secure the campaign workers felt in their position, the more 
they dared to be personal. Hence, the standardized language was coupled 
to an increased flexibility in how the content was expressed. For in-
stance, although several campaign workers would use the report on fossil 
free energy when arguing for a fossil free society, different campaign 
workers expressed the content in different, personalized ways. The 
emergence of a tacit and shared way of articulating issue positions and 
policy proposals was thus intimately related to an increased flexibility in 
terms of personal articulation.   
 
A second circumstance that I found striking was that at times I heard 
campaign workers agree with or claim to understand some criticism of 
the branch or the party’s issue positions or policy proposals. When I 
asked Thomas about my observation, he told me that it is natural that 
campaign workers do not agree with the party on every issue. He also 
pointed out that campaign workers’ disagreements could be viewed as 
something positive because it shows that one does not have to agree on 
everything in order to be a member or supporter of the party (Informal 
interview, Thomas). However, this statement conflicts with how the 
campaign group talked about campaign workers, how they positioned 
them, as well as what kind of campaign they were striving for (controlled 
and consistent).  
 
What these observations illustrate is that the election campaign context 
encompasses both explicit and implicit scope for flexibility and personal 
articulation of issue positions and policy proposals. This election cam-
paign context suggests that the campaign group could not be in full con-
trol over what the campaign workers were doing and saying, i.e., how 
they were representing the branch and the party. On the one hand, we 
have a campaign group that in different ways emphasized the importance 
of being in control over the campaigning. On the other hand, we have a 
campaign manager that is open to flexibility and personal articulation and 
a campaign context that constrain attempts at being in control. Whereas 
the campaign group attempted to be in control, they could not closely 
follow this aspect of the strategic communication because of the election 
campaign context. As a result, a tension between control and flexibility 
emerged in the campaign making and campaigning. The tension between 
control and flexibility was also apparent in the activities of the active 
loyal campaign workers.  
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Active Loyal Campaign Worker 
Although the campaign group expected the campaign workers to sign up 
for activities and implement the campaign, they also opened up the pos-
sibility for campaign workers to initiate campaign activities. This ascribed 
position was thus a more ‘active’ position where the campaign worker 
could engage in planning campaign activities.  
 
The prime forum open to initiate activities was a closed Facebook group 
that only those who had participated in the campaign worker education 
could join. The group had 86 members, myself included. Participants in 
the campaign group predominately used the Facebook group to dissemi-
nate information and to get members to sign up for different campaign 
activities. But campaign workers were also encouraged to initiate activi-
ties. In mid-June, one of the political secretaries wrote:  

This group is for all who work and help us in the election campaign for 
the Green Party [city] and [county] (that is, all that have participated in 
the campaign worker education). We give each other tips and pep each 
other, brainstorm about new election activities and see to it that the elec-
tion booth is manned. WELCOME TO THE WORLD’S MOST FUN 
ELECTION CAMPAIGN!  

(Closed Facebook group, June 17) 
 
Three persons liked this post, but no one commented on it. In a subse-
quent post, the same political secretary posted a schedule over activities 
that campaign workers could sign up for. At the end of the post, he 
wrote: “Comment here and tell us when you can help us or if you have 
suggestions for additional activities” (originally posted September 4, but 
edited September 11). Between late May (after the European Parliamen-
tary election) and the Election Day in mid-September, six initiatives were 
posted by four campaign workers. Below, two initiatives are summarized 
that were the most discussed and, from the perspective of the tension 
between control and flexibility, the most relevant. 
 
One of the top five candidates (but not a participant of the campaign 
group) to the municipality council posted an initiative at the end of July. 
She (“B”) had already planned to campaign at a beach and wrote: “Is 
there someone who has time and feels like participating in a beach cam-
paign tomorrow? We were thinking late afternoon”. Four people liked 
the post and three persons commented: 

A: where and how? 
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B: We’re thinking about [beach] around 16. I’m going to pick up material 
tomorrow morning at [Thomas’ office] so we have some material to 
hand out. 

A: I think I’ll be lying low tomorrow, but good to know how a beach 
campaign is carried out. ;) 

C: If I’m not too tired after work I might come with you.  

D: Fun! I and [son] can come with you!  

C: All right, I’ll come! How do I get to [beach]? 

D: There’s a nice bicycle path along [road]. Otherwise, it’s bus [number] 
or [number]!  

(Closed Facebook group, July 25) 
 
In this extract, only campaign workers participated and discussed the 
‘beach campaign’, which indicates the freedom campaign workers had in 
planning and implementing campaign activities. That Thomas has been 
contacted and informed (as evidenced by B’s statement) suggests that he 
has given B his approval. However, this was the only discussion among 
campaign workers that (at least tacitly) showed that a participant of the 
campaign group had been informed about the activity. Hence, rather 
than looking for (or needing) approval, it is more appropriate to interpret 
this to mean that B simply needed campaign material for conducting the 
campaign activity. 
 
The second example of a proposal (and the fifth in all) was posted two 
days before the Election Day. A campaign worker wrote a post saying, 
“Hi. There’s some sort of extreme sport event by the [location] on Sat-
urday at 15:00 with a bunch of dudes jumping over [street] with bikes. 
Was thinking that because there will possibly be a lot of people there, it 
might be fun to be there and spam.” Several people commented: 

A: Yes, a lot of fun activities the whole [day and night] around the city. 

B: We could take a bike perhaps? (Note: not to jump with). 

[…] 

C: [name]: I’d like to campaign in the morning. Preferably, some child-
friendly place so I can bring [son] with me. I’ll check the program. 

Simon: [name], [name], and EVERYBODY WHO WANTS J: See you 
at 10.30 (or when it suits you) at the bikes by [place]? 
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C: 10.30 is perfect! We can campaign until lunch. 

D: But the event doesn’t start until 15:00?? 

C: There’s a lot of things going on all day long! It’s the [day and night] :D 

Simon: [name] and all: but Saturday is the last chance to campaign before 
the election! 

[…]   
(Closed Facebook group, September 12) 

 
This second extract shows how several campaign workers engage in 
planning the last (Satur)day of the election campaign. After a while, one 
of the political secretaries, Simon, takes an active part in the prepara-
tions. By doing so, he is not only structuring the discussion, but also 
supporting and legitimizing it. Still, as I pointed out in relation to the 
extract further above, the campaign workers initiating and planning these 
campaign activities did not seem to look for approval by the campaign 
group. Nor did participants of the campaign group act as if they needed 
to control these initiatives and activities. These initiatives thus illustrate 
the flexibility the campaign group showed toward what campaign activi-
ties were conducted and how they were conducted. 
 
It is conceivable that the campaign group’s situational coping as well as 
the adoption of the Party secretary’s preferred strategy (‘to be where the 
voters are’) opened the possibility for members to take part in campaign 
making. If the campaign group had had a fully formulated plan that it 
strictly followed, the scope for campaign workers to initiate activities like 
this might have been limited. This indicates that the continuous planning 
did not only dissolve the demarcation line between planning and imple-
menting, between ‘think first and then do’, but also allowed for more 
spontaneity in the campaigning. Whereas the Party secretary’s strategy 
and the campaign group’s situational coping invited campaign workers to 
join in, it also seemed to add to the tension between control and flexibil-
ity. Such tension did result in producing a less controlled and controlla-
ble campaign (from the campaign group’s perspective).  
 
Yet, those proposals campaign workers made were never discussed or in 
any other way mentioned during campaign group meetings, suggesting 
that campaign workers’ proposals were somewhat disconnected from the 
campaign group’s planning. That is, although these campaign activities 
were part of the campaigning, the activities did not make it into the 
meeting room. In addition, those initiatives to activities that the cam-
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paign workers took did not concern any strategic issues. Rather, these 
activities were similar to when they were standing at the election booth 
(handing out campaign material, informing, discussing, and debating). 
The implication is that although campaign workers did initiate campaign 
activities, the campaign group was still in control over the core issues. 
Hence, the boundary line between the campaign group and the campaign 
workers was fixed.  
 
The tension between control and flexibility was thus also observable in 
relation to the active loyal campaign worker position. On the one hand, 
the campaign group encouraged campaign workers to initiate activities, 
which reduced their control over the campaigning and increased the flex-
ibility in terms of the variety of activities. On the other hand, they did 
not involve campaign workers (or any other members) in their campaign 
making and the campaign group remained in control over campaign 
making and central elements of the campaigning. That campaign workers 
could initiate campaign activities entails a non-reciprocal interaction be-
tween the strategic communication mind (control) and the active loyal 
and position prescription. Still, campaign workers had no impact on the 
campaign making (what would be communicated) but only on campaign 
activities (how it could be communicated). 
 
Although the campaign workers could become involved in the campaign 
making, the campaign group determined just how much involvement 
would be allowed. But it was not only the campaign group that ascribed 
the campaign workers a peripheral position. Similar to the passive loyal 
position, the campaign workers in the active loyal position did not chal-
lenge their position, suggesting that campaign workers also conformed to 
these two available positions. This circumstance can be understood in 
light of members’ expectations on their own position(s) as well as the 
campaign group’s position in campaign making and campaigning. 
Whereas members expected the campaign group to engage in campaign 
making, they expected themselves to work as campaign workers and 
implement what the campaign group had planned. We can thus discern a 
recursiveness on the micro-level between the campaign group and the 
campaign workers, where both ‘groups’ recognized as well as legitimized 
the other’s position. What these expectations and the recursiveness indi-
cate is that the strategic communication mind interacted with the passive 
and active loyal campaign worker position as well as the campaign 
group’s position. As such, these positions, and especially the differences 
between them in terms of expectations, illustrate the hierarchy of posi-
tions incorporated in the strategic communication mind.  
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Disloyal Campaign Worker 
The third position that was ascribed to members in the campaign was 
the disloyal campaign worker position. This was the position that most 
explicitly showed the campaign group’s attempt to be in control over the 
campaign and was by the campaign group ascribed to those members or 
campaign workers that were not viewed as good representatives for the 
branch or the party. Before this position and how it relates the strategic 
communication mind is discussed further, it should be noted that there 
were few members ascribed this position during the campaigning.  
 
The importance of being in control over how campaign workers acted in 
different situations is illustrated by the following interview extract. Dur-
ing the interview, I asked this participant61 of the campaign group about 
the purpose and role that control played in their campaigning. The par-
ticipant answered my question by exemplifying the necessity of control-
ling who was representing the party by pointing at a member’s behavior: 

She can’t stand there alone [in the election booth]. I told the political 
secretaries that if she’s to stand there, some of you have to stand there as 
well and control what she’s saying. Period. Otherwise, you have to see to 
it that she doesn’t stand there […] there’s no way I wouldn’t handle a 
thing like that before it becomes a problem. 

 
This participant’s example shows that the campaign group positioned 
members and campaign workers as disloyal campaign workers proactive-
ly. In this way, the campaign group sought to protect the branch and the 
party by being in control over those who represented them, including 
deciding who could participate in the campaigning and who could not. 
However, proactively positioning members and campaign workers as 
disloyal was a strategy that was used not only in relation to external rep-
resentation but also in relation to other types of (internal) issues. During 
a short discussion in the campaign group about who should put the elec-
tion ballots in envelops, the following exchange took place: 

Anna: That is something [a member of the branch] can do. 

Thomas: Then he doesn’t need to write all those emails that he sends 
around all the time. 

(WG, September 1) 
 
That members who caused difficulties for the campaign group were po-
sitioned as disloyal campaign workers, suggests that it was a quite open 

                                                
61 This participant is anonymized because it concerns a sensitive issue. 
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position in terms of why the campaign group ascribed this position to 
some members.  
 
The campaign group also worked reactively when trying to control the 
campaigning. An example of this was Thomas’ handling of a situation 
that arose just a couple of weeks before the Election Day. A campaign 
worker wrote a tweet containing opinions that did not represent the 
Green Party’s position on the issue. The tweet was picked up by media 
and quickly spread. When the tweet came to Thomas’ attention, he an-
swered by suspending the campaign worker from the campaign quickly 
informing media of his decision (WG, August 21). Hence, the campaign 
worker was positioned as disloyal in which even external publics could 
note it. In this case, the disloyal campaign worker position helped the 
campaign group to regain control by preventing the branch and the party 
from being in any way linked to this member during the rest of the cam-
paigning.   
 
The disloyal campaign position was a position that most explicitly 
showed that the campaign group in their positioning of members in-
voked the control aspect of the strategic communication mind. Although 
the campaign group allowed flexibility in the campaigning (by personal 
articulation and campaign workers’ initiating activities), when the per-
sonal articulation was too ‘personal’ or the activities threated to reflect 
negatively on the branch or the party, the campaign group took control. 
Handling problems in this way indicates a reciprocal interaction between 
the strategic communication mind and positioning. At the same time, the 
disloyal campaign worker challenged available positions by not adopting 
the passive loyal or the active loyal campaign worker position. Thereby, 
the disloyal campaign workers also challenged the campaign group’s con-
trol over the campaigning, as well as the strategic communication mind 
(although indirectly and non-deliberately). In the disloyal campaign 
worker position, one can thus detect challenges of the campaign work-
ers’ positions that were not apparent in the passive loyal campaign work-
er position or in the active loyal campaign worker position. Still, the 
campaign group’s proactive and reactive handling of disloyal campaign 
workers indicates that it maintained control over the campaigning. How-
ever, the tension between control and flexibility that appeared in relation 
to the passive loyal and the active loyal positions complicates this con-
clusion. Hence, in the next section this tension and how it relates to the 
strategic communication mind is examined.  
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The Tension Between Control and Flexibility 
As shown in this chapter, the hierarchy of positions incorporated in the 
strategic communication mind guided the way the local branch organized 
their campaign making and campaigning. In this way, the regional 
board’s decision to create a campaign group that engaged in planning 
and controlling the campaigning positioned the campaign group at the 
core of the campaign making and the members at the peripheral. The 
campaign group made all central decisions while members mostly signed 
up for activities and implemented what had been planned. As such, dur-
ing campaigning, the campaign group did the controlling and the mem-
bers were those being controlled.  
 
On numerous occasions during meetings and interviews, the campaign 
group discussed the importance of controlling the campaign and to pre-
sent a consistent image. This was also expressed by their positioning of 
members as (peripheral) campaign workers and in producing good repre-
sentatives for the branch and party. However, the campaigning was not 
possible to completely control. First, because the campaign workers 
came from various backgrounds and had different experiences, it would 
be difficult to conduct a consistent and controlled campaign. Second, 
campaign workers were engaged in different types of exchange with citi-
zens, which affected the way issue positions and policy proposals were 
articulated. Third, campaign workers initiatives and implementation of 
campaign activities without the campaign group’s approval suggest that 
the control aspect was challenged. Hence, the way in which the campaign 
workers engaged in campaigning indicates a flexibility that conflicted 
with the campaign group’s endeavor for control. In relation to the pas-
sive loyal campaign worker’s personal articulation of issue positions and 
policy proposals, a tension emerged between control and flexibility. This 
tension was also observable in relation to the active loyal campaign 
worker position. The campaign group encouraged campaign workers to 
initiate activities, which reduced its control over the campaigning and 
increased flexibility in terms of variety of activities. However, the cam-
paign group did not involve campaign workers (or any other members) 
in their campaign making. Thus, they controlled who was representing 
the branch and the party and also sought to control how they were rep-
resented (e.g., what was communicated).  
 
Similar to the other tensions that surfaced and emerged in the national 
organization’s organizing for the election campaign, the campaign mak-
ing in strategic episodes and positioning within the campaign group, the 
present tension can be understood with reference to the context. Where-
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as control is an aspect of the strategic communication mind, flexibility is 
connected to the context in which the campaigning was conducted. In 
this way, the election campaign context constrained the possibility to 
invoke and follow the strategic communication mind’s prescriptions to 
the letter. Hence, in the local branch the context once again came in be-
tween the strategic communication mind’s prescriptions and the actual 
campaigning.  
 
Except when I confronted Thomas about flexibility in campaigning, par-
ticipants of the campaign group did not seem to reflect on the issue. 
Rather, the tension seemed to be viewed as a natural and taken for grant-
ed feature in election campaigning. At the same time, arguing that flexi-
bility is an inherent part of election campaigning (i.e., that it cannot be 
solved) and in different ways attempting to control how the branch and 
the party were represented are also ways to cope and navigate a tension. 
Although the campaign group’s positioning of members as campaign 
workers implies a reciprocal relationship between the strategic communi-
cation mind and positioning, the tension that emerged suggests a non-
reciprocal interaction between the strategic communication mind and 
some of the campaign workers’ activities and thus also position prescrip-
tion (implying that the campaign group was not in control).  
 
In a comparable way to the tension between centralization and internal 
democracy in the national organization, consistency in the tension be-
tween control and flexibility is an important aspect to consider. That is, 
consistency seemed to be the reason why the campaign group aimed at 
controlling the campaigning. The campaign worker education, the FAQ 
that was sent out to campaign workers, and the campaign worker posi-
tion all relate to the production of good representatives and attempts at 
making them represent the branch and the party in a consistent manner. 
Consistency thus seemed to be what motivated the campaign group to 
attempt controlling the campaign workers and the campaigning.  
 
As in the other tensions that have surfaced, in the tension between con-
trol and flexibility there exists the possibility for critiquing, challenging, 
and transforming the strategic communication mind. The disloyal cam-
paign worker position implicitly challenged the available positions and 
hence the strategic communication mind. However, the campaign group 
was quick to regain control and the critique and challenge were not per-
formed to a greater extent. In relation to this tension, there were primari-
ly two circumstances that seemed to influence this situation. First, and 
most importantly, few members questioned the hierarchy of position and 
the peripheral positions given them. Those few that did question the 
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hierarchy were quickly positioned as disloyal campaign workers and were 
no longer allowed to participate in the campaigning. Second, the flexibil-
ity was argued to be a natural feature of campaigning, which implies that 
the participants did not view it as potentially resolvable.  

Concluding Remarks 
In this chapter I have showed that the decision to organize campaign 
making by ascribing the campaign group a core position and members’ 
peripheral positions reciprocally interacted with the strategic communi-
cation mind. In relation to members, the campaign group adopted a po-
sition where they could manage and control, whereas they ascribed a 
peripheral campaign worker position for those members who wanted to 
participate. This suggests that the campaign group aimed to follow what 
the strategic communication mind prescribes: to control the campaigning 
in order to appear as consistent.  
 
The disloyal campaign worker position was used by the campaign group 
to protect the branch and the party and was thus the most explicit illus-
tration of the campaign group’s invocation of the strategic communica-
tion mind. While there is always a possibility to critique and challenge an 
ascribed position, such challenging did not occur in the local branch, 
except from the implicit challenge of the disloyal campaign worker posi-
tion. This suggests, as Coulter (2001) has noted, that actors are often 
aware of their positions. This seemed to be the case regarding the local 
branch: members knew that they could either adopt those positions the 
campaign group made available or choose not to participate in cam-
paigning at all.            
 
A tension between control and flexibility in personal articulation and 
campaign activities emerged and problematized the interaction between 
the strategic communication mind and positioning. The campaign 
context rendered it more difficult for the campaign group to be in 
control of the campaigning and Thomas argued that flexibility is an 
inevitable part of campaigns. Participants in the campaign group 
navigated the tension by a combination of trying to control and 
contending that the tension could not be resolved. Although there was 
an interaction between the strategic communication mind and member’s 
peripheral positions, the election camping context, as well as the 
possibility to initiate activities, challenged the control aspect of the 
strategic communication mind. This led to a non-reciprocal interaction 
between the strategic communication mind and the campaigning and 
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position prescriptions. Again, context seemed to make it more difficult 
to invoke and closely follow what the strategic communication mind 
prescribes to the letter.  
 
That the positions members could adopt were peripheral can also be 
connected to Thomas’ statement in the Prelude. When I asked him 
about members’ expectations with respect to participation, he answered 
that letting members participate in choosing what colors the posters 
should have “is not democracy”. First of all, connecting my question to 
the issue of colors on posters curtails the issue of members’ possibility to 
participate. It is quite easy to argue that there is neither any reasonable-
ness nor any possibility to let members participate in such trifling deci-
sions. But by choosing that example, Thomas also reduced the issue of 
participation to be irrational: only unreasonable persons would come up 
with and pursue the idea of that they should be able to participate in 
such decisions. Thus, what Thomas seemed to be using was a ‘rational’ 
criterion of efficiency: letting all those who want to participate do so 
would not be efficient and (thus) not rational. It is more efficient and 
rational to give members peripheral positions. In this way, it was not 
only members’ positions that seemed to be natural, but also the separa-
tion between the campaign group (those who decide) and the members 
(those who did what they were told) was viewed as natural by the cam-
paign group and those who engaged in the campaign. This distinction 
between campaign group and members was nicely illustrated by Anna’s 
description of the organizing of campaign making at the beginning of the 
last chapter. A consequence of such a distinction may be a denial or dis-
missal of some members’ wish to participate, not only in peripheral posi-
tions.  
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Postlude 
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When the Votes are Counted 

The election result on the national level was neither what the campaign 
group nor the rest of the party had hoped for. The 6.9 percent of the 
votes that were obtained were far below the expected 12 percent. At the 
end of the election campaign, the national organization increasingly fo-
cused on the bronze medal and of becoming the third biggest party in 
Parliament in competition with the Sweden Democrats. The Sweden 
Democrats received nearly twice as many votes (12.9 percent) than the 
Green Party. After the election the Green Party formed government 
with the Social Democratic Party. 
 
For the local branch, the election result was somewhat more uplifting 
and the branch showed a better result than in the 2010 election. After 
the election, they joined with the Social Democratic Party and the Left 
Party to form a majority in the municipality government. On the county 
level, the election results also showed improvement from the last elec-
tion. As was the case with the local branch, the county council section of 
the Green Party joined with the Social Democratic Party and the Left 
Party to form a majority in the county government (although the Left 
Party chose to defect in spring 2015).  
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Mind the Mind 

In this thesis I have addressed the reciprocal interaction between the 
strategic communication mind and the Swedish Green Party’s campaign 
making. In the analysis, I discussed how the strategic communication 
mind interacted with an increased centralization of the national organiza-
tion’s intentional communication in between elections as well as during 
campaign making. Further, I examined how participants’ analysis of the 
planning followed what the strategic communication mind prescribes 
whereas the campaign group’s recurrent planning activities diverged 
from it. Finally, in the last two chapters I discussed how the positions 
and positioning of participants in the campaign group as well as rank-
and-file members interacted with the hierarchal arrangement of the stra-
tegic communication mind.  
 
Although the national organization’s and the local branch’s campaign 
making interacted with the strategic communication mind, these interac-
tions were not always reciprocal. Rather, many activities diverged both 
from what participants expected and desired to do, as well as what the 
strategic communication mind prescribes. Internal democracy, situational 
coping, inclusion, and flexibility challenged the strategic communication 
mind. These ‘challengers’ suggest that participants’ invocation of the 
strategic communication mind in campaign making, and especially those 
attempts made at following the mind’s prescriptions to the letter, created 
complexities, conflicts, and tensions. Yet, the strategic communication 
mind was never deliberately critiqued or challenged by participants or 
rank-and-file members. As a consequence, the strategic communication 
mind seemed to be mostly reproduced in the Green Party’s campaign 
making.  
 
This thesis has shown that those who engage in strategic communication 
making are not detached from the context in which their activities are 
conducted. Although the strategic communication mind appeared not to 
be sensitive to the context in which it was invoked, the situation was 
rather the opposite for those who engaged in campaign making: their 
activities were shaped by the context(s). I have thus pointed out: that (i) 
strategic communication making is socially embedded and conducted 
within the realms of the strategic communication mind, and that (ii) at-
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tempts at following the strategic communication mind’s prescriptions 
produces various complexities, conflicts, and tensions. The overall con-
clusion of this thesis is thus: Mind the mind, but it will not operate un-
challenged.    
 
In the analysis, those tensions that emerged were explained as conse-
quences of a conflict between the strategic communication mind and the 
contexts (organizational and election campaign related) in which the 
campaign making was conducted. But how can we gain a deeper under-
standing of these tensions? In the coming pages, I will attempt to explain 
these tensions using two different explanatory models. Further, tensions 
can have perverse outcomes but also (and as has been argued throughout 
this thesis) be sources of transformation, a phenomenon which is also 
discussed. I close with a discussion of the practical implications of this 
study.  

Explaining the Tensions 
Four tensions emerged in the study of the Green Party’s campaign mak-
ing. I suggest that these tensions vary in regards to their causes and that 
two different explanatory models are needed in order to understand 
them. In the following sections, I explain these tensions with reference 
to (i) interacting and conflicting objective minds, and to the proposition 
that (ii) order needs disorder. While the tension between centralization 
and internal democracy is an example of interacting and conflicting 
minds, the tensions between planning and situational coping, strategist 
and inclusion, and control and flexibility are examples of order needing 
disorder.  

Interacting and Conflicting Objective Minds 
Throughout this thesis, I have focused on one objective mind: the stra-
tegic communication mind. However, as a point of departure, I argued 
that objective minds is an ontological issue and that minds are the build-
ing blocks of social reality. As such, all social life inherently transpires as 
part of objective minds that interact, connect, contradict, and conflict in 
a myriad ways (Schatzki, 2005). This ontological position has two impli-
cations: first, that the strategic communication mind is not the only ob-
jective mind that prescribes activities and instructs actors how to con-
duct them, and second, that the strategic communication mind is not the 
only objective mind invoked in strategic communication making, but 
other minds are also potentially drawn upon.  
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Here I suggest that the tension between centralization and internal de-
mocracy can be understood as a consequence of interacting objective 
minds. As such, the participants in the national organization did not only 
invoke aspects of the strategic communication mind, but also aspects of 
(at least) one other objective mind that conflicted with the strategic 
communication mind. The prime conflicting mind is here labeled the 
‘Green Party mind’. The decentralized organizational structure of the 
Green Party lead many members and local branches to have certain ex-
pectations (e.g., participation and self-determination) and to engage in 
activities in certain ways (e.g., be included in central decision making). 
Whereas centralization is an aspect of the strategic communication mind, 
internal democracy can be understood as an aspect of the Green Party 
mind. When the strategic communication mind was invoked in the cam-
paign making and prescribed centralization, it conflicted with the Green 
Party mind which prescribed internal democracy.   
 
The ubiquity of different interacting, connecting, contradicting, and con-
flicting objective minds may lead to conflicts among actors in any given 
activity or across activities (Giddens, 1984; Schatzki, 2005). Not only 
might such conflicts arise between the national organization and the local 
branches and rank-and-file members, but also between branches and 
members. Whereas the branch I conducted my fieldwork in was positive-
ly disposed toward conducting a campaign in alignment with the national 
organization’s campaign, other branches were less willing to implement 
it. Likewise, while some members challenged an implementation of the 
national organization’s campaign, others inquired how to best implement 
what the national organization had decided (as was exemplified by mem-
bers asking the Party secretary how to best implement the conversation 
campaign). Hence, the tension between centralization and internal de-
mocracy is not simply a conflict playing out between the national organi-
zation and local branches. Rather, it is a tension that cuts across the party 
in various ways. In addition to illustrating those complexities interacting 
and conflicting objective minds may result in, it also illustrates the diffi-
culties participants may have at navigating tensions. 
 
In the national organization’s way of organizing for the campaign, effort 
was invested in navigating the tension between centralization and inter-
nal democracy. This was for instance the case with the draft to the elec-
tion plan, the election manifesto, and the objectives of the campaign. 
However, although the participants could have challenged the strategic 
communication mind, their attempts at navigating the tension led them 
to adjust their own behavior instead and at times downplay considera-
tions of internal democracy (as was the case with the election plan). The 
fact that participants navigated the tension rather than challenge the stra-
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tegic communication mind suggests that participants’ wish to invoke and 
follow what the strategic communication mind prescribe (mostly) repro-
duced the mind. In this way, the strategic communication mind was 
stronger and more pervasive than the Green Party mind.  
 
Those tensions that emerged were, however, not only consequences of 
conflicting objective minds. Instead, as I propose in the next section, the 
other three tensions were expressions of a required disorder at the mi-
cro-level.  

Social Order Needs Disorder  
While I argue for understanding internal democracy as an aspect of the 
Green Party mind that was invoked by the participants in campaign mak-
ing, situational coping, inclusion, and flexibility are proposed to be mi-
cro-level activities that transpired within the strategic communication 
mind as such.  
 
According to practice theorists, the taken for granted ways in which ac-
tors engage in activities enable the maintenance of social order and make 
collective action possible (Barnes, 2001; Giddens, 1984). According to 
the sociologist Edgar Morin (1984), social order and disorder are each 
other’s precondition in all living systems (see also Castoriadis, 1984). As 
Morin (1973, 1986) has argued, the dynamics of any social collectivity 
depends on a constant interplay between order and disorder, between 
society as instituted and society in the making (see also Castoriadis, 1987).  
 
Many of those activities actors engage in in the daily durée of everyday life 
transpire within objective minds and show a reciprocal and even recur-
sive interaction between activities and minds. I have before illustrated 
this interaction by how we in the Swedish context greet a new person to 
whom we are introduced: We shake her or his right hand. However, 
there are  other ways in which we could greet a new acquaintance. If we 
had an accident and our right hand were bandaged, we may use our left 
hand or just greet verbally. This example indicates that although our ac-
tivities diverge from what the mind prescribes, the activity is still tran-
spiring within the realm of the same objective mind without challenging 
it as such; we are still greeting. For their ‘viability’ in the sense of contin-
uance and reproduction (in maintaining social order), objective minds 
thus need to allow for variety and disorder at the micro-level. This means 
that an objective mind is not dependent on it being invoked by actors 
and followed to the letter; on it reciprocally interacting with activities. Ra-
ther, it is dependent on a non-reciprocal interaction, i.e., on actors adjust-
ing their activities and ‘making it work’. If actors had to follow an objec-
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tive mind (greeting a person by shaking her or his right hand) at all times, 
it would very fast run into trouble because its limitations would become 
obvious (the only way you can greet is by shaking the persons’ right 
hand). Sources of disorder are thus exactly what maintain objective 
minds (you can also greet by shaking a persons left hand or say ‘hi’).   
 
Situational coping, inclusion, and flexibility all imply a source of ‘disor-
der’ in relation to the order of the strategic communication mind. As 
such, these recurrent activities transpired within the strategic communi-
cation mind, although they did not reciprocally interact with it. Difficul-
ties in following what the strategic communication mind prescribes to 
the letter, as well as the tensions that emerged as consequences of partic-
ipants invoking it, thus highlight that the strategic communication mind 
is also dependent on variety and disorder at the micro-level; otherwise 
the mind’s prescriptions would fall to pieces and decompose and the 
rigidity of the mind would stand out as a liability.  
 
For instance, situational coping was required to plan campaign activities. 
Without situational coping, the local branch would have conducted few-
er campaign activities and missed debates and media publicity. Similarly, 
the strategists needed to include other participants’ expertise in order for 
the campaign making to be successful. Flexibility as personal articulation 
and activities initiated by campaign workers were likewise a precondition 
for the campaigning. Similar to when the Party secretary and the national 
Campaign manager navigated the tension between centralization and 
internal democracy, the local branch’s navigation of tensions kept the 
participants from critiquing or challenging the strategic communication 
mind as such. In this way, the strategic communication mind’s limita-
tions were not brought to the fore, and disorder thus became the pre-
condition for the reproduction of the strategic communication mind.  
 
By diverting from the prescriptions of the strategic communication 
mind, the participants’ situational coping, inclusion, and flexibility pre-
served the mind and insulated it from critique and challenges. Under-
standing these activities as sources of disorder is then also a way to ex-
plain how the strategic communication mind stood unchallenged and 
was recurrently reproduced in spite of tensions and the participants’ ina-
bility to follow it to the letter.  
 
I would like to end this section with some notes of caution. I have here 
proposed that the social order’s requirement of disorder kept the strate-
gic communication mind from being critiqued and challenged. Such a 
proposition may seem to suggest a rather static and deterministic per-
spective of what objective minds are, neglecting participants’ agency. 
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This is not the conclusion I wish to draw, however. On the contrary, just 
as conflicts and tensions provide scope for transformation, so does argu-
ably disorder (Morin, 1973, 1986; see also Castoriadis, 1987).  
 
One reason the strategic communication mind in this section may seem 
to be quite static is related to the opportunity I had to study transfor-
mation when the fieldwork was conducted during ‘only’ one year. Even 
though this year was enough to study strategic communication making, it 
is arguable that explorations of transformation require a much longer 
time on the field. As noted by Schatzki (2005), changes are typically 
gradual and piece-meal, implying that they might be difficult to detect 
‘here and now’. Those examples I have given of disorder may in a longer 
time perspective become the very activities that actually transform the 
mind. This suggests that a more longitudinal study is required if one 
wants to expose the transformations of objective minds.  

Tensions and Perverse Outcomes 
Above I suggested that if participants had to follow the strategic com-
munication mind to the letter at all times, it would expose the limitations 
of the mind. As such, and as the tensions that emerged indicate, those 
activities that the strategic communication mind prescribes seemed to 
not be suited to the reality, quite the contrary. Attempts at following the 
strategic communication mind to the letter can thus lead to counterpro-
ductive activities with ‘perverse outcomes’ (Giddens, 1984). Although 
Giddens (1984) speak about ‘contradictions’ as the source of perverse 
outcomes, this notion also seems to apply to tensions. Giddens (1984) 
writes:  

The consequences of intended acts are contradictory when those conse-
quences are perverse in such a way that the very activity of pursuing an 
objective diminishes the possibility of reaching it […] That is to say, 
things are worse than they were before in circumstances in which all or 
the majority of those involved could expect them to be better. (p. 313-
317) 

 
Giddens (1984) also noted that perverse outcomes are likely to generate 
resentment and therefore at least potential critique and challenge of ac-
tivities. In relation to this study, Giddens’ (1984) notion of perverse out-
comes does not only imply that participants’ invocations of the strategic 
communication mind led to tensions. It also suggests that the more the 
national organization and the local branch would try to centralize, plan, 
and control, the more the tensions would be felt and aggravate these 
activities. As an illustration, in the tension between centralization and 
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internal democracy lies a conflict between the national organization on 
the one hand and local branches and members on the other. A continued 
centralization of the party would concentrate more power in the hands 
of the national organization, thus reducing local branches’ and members’ 
possibility to be involved and participate. This might lead to a contesta-
tion by members, thus reducing the national organization’s ability to 
centralize. Similarly, a fully formulated plan in an election campaign 
might have forced the local campaign group to engage even more in sit-
uational coping because campaigning necessitates reacting to events. The 
tension between centralization and decentralization also had visible per-
verse outcomes in the local branch’s campaign making. The situational 
coping that the local branch engaged in was partly a consequence of the 
tension between centralization and decentralization. In this way, the na-
tional organization’s attempts at pursuing a coordinated and uniform 
campaign throughout the country were counterproductive: they forced 
(at least) this local branch to engage in situational coping, thus leading to 
less stability and predictability. 

Tensions as a Source of Transformation 
Tensions can, which mostly was the case in this study, lead actors to 
promote attempts at stabilizing their activities (see Giddens, 1984), to act 
in accordance with the strategic communication mind, and thus to re-
produce it. But objective minds are not static. Circumstances change. 
Opportunities, ideas, and problems arise (Schatzki, 2005). Hence, ten-
sions with their immanent dynamism are sources of transformation, as I 
have pointed out before. Insights into tensions may thus initiate action 
directed towards resolving or overcoming them (Giddens, 1984). To 
reflect on and explore these tensions, the reasons for their existence, and 
their consequences provide a possibility to leveling critique against a 
mind, and to challenge it. Here I thus speak of the intentional transfor-
mation of an objective mind. Schatzki (2005) also noted that transfor-
mations can be known and intentional but he also contended that they 
can be unintentional and unbeknownst to participants (see Giddens, 
1984). In relation to the discussion on order needing disorder, I suggest-
ed that situational coping, inclusion, and flexibility ‘right now’ can be 
viewed as to reproduce the strategic communication mind, they can in a 
longer time perspective be activities that actually transform the mind. 
Tensions can thus, by just existing, lead to transformations that we in the 
present do not notice, but which have consequences for how an objec-
tive mind in the future might be invoked.  
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No matter how dedicatedly an organization works on its strategic com-
munication, this work will give rise to tensions: between how some rank-
and-file members want things to be conducted and how some the top 
managers wants to do things, between what participants expect and de-
sire to do and what they actually do, between having control and being 
open for alternative experiences and knowledge. Although such tensions 
may create complexities, animosity, and conflicts within the organization, 
these tensions may often spark development and innovation, as well as 
profound reflections, for instance, on what the organization is, what its 
members want it to be, and how to get there: Tensions constitute oppor-
tunities.  
 
If we view the strategic communication mind as problematic in the sense 
that its prescriptions and expectations do not seem to be possible to 
follow to the letter, tensions can be viewed as sources of transformation 
that encompass the possibility to develop the mind to better suit the 
reality.  

Some Final Notes on Strategic Communication 
Making 
At the end of a thesis that addresses the interaction between the strategic 
communication mind and strategic communication making, it is viable to 
pose the question: Where do these discussions and conclusions leave us 
with respect to implications for strategic communication making? Here I 
will discuss some of the practical implications this thesis have. Specifical-
ly, I wish to make three observations for those who engage in strategic 
communication making:  
 
Be aware of the mind and note that although the strategic communication 
mind is a mind, it does not imply that those who engage in strategic 
communication making cannot be aware of it, and its consequences. 
Even though it is a taken for granted knowledge scheme, it can also be 
exposed, articulated, and reflected upon (Giddens, 1984). Awareness 
raising is to empower those who engage and to recognize their agency. 
Awareness can thus help to navigate complexities, conflicts, and ten-
sions.  
 
Hence, be aware of the strategic communication mind and of those 
complexities, conflicts, and tensions that may arise when it is invoked in 
strategic communication making. Remember that it is not sensitive to the 
organizational context, especially not if it is invoked in decentralized 
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organizations or in organizations that otherwise value giving organiza-
tional members opportunities to participate.  
 
Be inclusive (that is, if you value participation and internal democracy) and produce 
structures that allow your organization to take internal democracy seri-
ously. Inclusion and participation cannot be an add-on; it has to be the 
foundation. In the Green Party, the campaign group had for several 
months proceeded from the election plan when the Congress approved 
the election manifesto. This led to the documents not being in alignment 
with each other: the democratically elected election manifesto did not 
constitute the foundation for the election plan. Rather it was an add-on. 
While I recognize that a party needs to begin their campaign making well 
in advance, sometimes even before they have held a congress and adopt-
ed an election manifesto, I suggest that this way around does not neces-
sarily hinder the election plan from being in alignment with the election 
manifesto (that the campaign rests on democratically made decisions). 
For instance, by being aware that the Congress can vote in favor of an 
additional prioritized issue, the campaign group can also be prepared and 
decide on how to handle such a situation already beforehand.  
 
More generally speaking, by differentiating between the formal organiza-
tion of the communication function and its coordination of the commu-
nication on the one hand, and the content of the communication on the 
other hand, an organizations’ communication can be strategic at the 
same time as it rests on democratic decisions. An organization can thus 
have participatory processes and high levels of internal democracy while 
at the same time working strategically with its communication. Inclusion 
and participation can be promoted by intentionally producing structures 
for navigating tensions between, for instance, centralization and decen-
tralization that may arise when engaging in strategic communication 
making.  
 
The conventional understanding of strategic communication privileges 
both certain knowledge and certain ways of doing things. The reproduc-
tion of the strategic communication mind thus seems to hamper diversi-
ty and the production of new perspectives. By being more open for al-
ternatives – procedures, suggestions, etc. – strategic communication 
making can benefit from new and unexpected input. As was the case in 
the local branch, most organizations are full of members who have 
knowledge and expertise on issues that may prove to be valuable to the 
organization and its communication. By involving organizational mem-
bers – those who work on the floor, meet with customers, talk to citizens 
– the organization can better represent its environment (Ashby, 1956, 
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1958; Glassman, 1973; Thompson, 1967) and be more successful while 
simultaneously controlling less.  

 
Be flexible towards your activities because the strategic communication mind 
tends to discriminate between right and wrong. Do not (solely) blame 
yourself and your colleagues when you are not able to follow the strate-
gic communication mind to the letter. View conventional literature on 
strategic communication as offering a set of tools which you can pick 
and choose among but which have to be adapted to suit the context(s) in 
which your work is conducted. In the local branch, several participants 
were dissatisfied with how they conducted campaign making, contending 
that they had expected to engage in it in a different way. Their actual 
activities thus conflicted with what they desired to do, which at times led 
to animosity in the campaign group.  
 
Hence, be flexible of your activities and those of your colleagues and at 
least consider the possibility that you are not fully in control over what 
you do and how you do it. Ask why you conduct specific activities, why 
you conduct them in that specific way, and why they are important. Even 
though you might reach the conclusion that these activities are necessary, 
you may have – by questioning – exposed some taken for granted ways 
of how to engage in strategic communication making, which can lead 
you to better navigate conflicts and tensions. 
 
While I recognize organizations’ desire to meet those challenges that 
contemporary society poses as well as the value in some of the tools of-
fered by strategic communication, I challenge the strategic communica-
tion mind and the expediency of attempting to follow what it prescribes 
to the letter. 
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Appendix 1                                               
Interview Guide Party Secretary 

Campaign making 
§ Can you describe how you have been working with the campaign? 
§ How did you decide on prioritized issues, messages, rhetoric etc.?  
§ Why did you choose these issues, messages etc.?  
§ Where do you fetch inspiration for the campaign? 
§ How do you relate to other political election campaigns in Sweden and 

other countries? 
§ To what extent do you look at the other parties’ campaigns? 
§ Do you worry about that you (the Green Party) are perceived as being 

or behaving similar to other parties?    
§ Is it important to keep campaign, strategies, slogans etc. a secret? How 

‘open’ are you and where do you draw the line? 
§ Are you going to work with ‘endorsement’? 
§ Why a focus on a ‘fun’ election campaign? 
§ Why did you hire Emma to be the campaign manager?  
§ What experiences and knowledge do you think she will infuse the cam-

paign making with? 
§ Why do people not vote for the Green Party? 
§ What will make them vote for the Green Party? 

  
Communication 

§ What is important to think about in your external communication? 
Why? Have these things become more important? Why? 

§ Do you think that campaigns have become increasingly strategic and 
professional? If yes, in what way? 

§ What is the consequence of having two spokespersons in regards to 
(internal and external) communication?  

§ Do you ever perceive a conflict between format and content? 
§ How would you describe your and the party’s relation to media? What 

are the possibilities/problems with media? 
§ During some presentation you have mentioned the necessity of using 

the same or a similar rhetoric. Why is that important? 
§ How do you work with this question? 
§ What might hinder the organization to communicate similarly? 
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Party Program and Election Manifesto 

§ How did you produce the election plan? 
§ How did you produce the election manifesto? 
§ What is the relation between the election plan and the election mani-

festo? 
§ What roles do these documents play in campaign making? 
§ During one of the party board meetings you talked about getting 

members to discuss the “right” issues during congress. Can you elabo-
rate a bit more on this topic? 

 
Organization 
Members 

§ Is it important to ‘control’ how members perceive and respond to the 
planned campaign? If yes, why and how do you do that? 

§ Is it important to strive for a uniform presentation of the party? If yes, 
why? Is it more important in election times? 

§ What do you do with the feedback members give you and those ques-
tions they pose? 

 
Organization 

§ How would you describe the Green Party? 
§ What does it mean to be a member of the Green Party? 
§ Do the idea about what a member of the Green Party is, and conse-

quently the idea about what the party is, influence decision-making, 
communication, campaign making et cetera? If yes, in what way?  
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Appendix 2                                    
Interview Guide                              
National Campaign Manager 

Background 
§ Tell me about yourself 
§ What is your educational background? 
§ What have you been working with before? 
§ When did you start working with the campaign? 

 
Organization 

§ How would you describe the Green Party? 
§ How would you describe members of the Green Party? 
§ How is it to work within this organization? 
§ Members of the Green Party are often described as ‘grassroots’. Do 

they demand a different way of working with communication? 
 
Campaign making 

§ In what way have you been working with campaigns before? 
§ What is you experience of political campaigns? 
§ What did you do in the Obama campaign? 
§ What do you bring with you from that campaign? 
§ In what way are your experiences from the Obama campaign and other 

campaigns you been working with applicable to the Green Party’s? 
§ What is your role in the campaign?  
§ How would you describe the campaign making, the campaign group 

and its’ work? 
§ What have you been doing this far? 
§ What lies ahead? 
§ What is it like to be the campaign manager? 
§ What are your ideas about the campaign? What would you like it to be? 
§ What is important now, and what is going to be important in the cam-

paigning? 
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Internal Communication 
§ How have you been working with the organization, with campaign 

plans, strategies, target groups et cetera?  
§ How do you communicate to members? 
§ Do members have any possibility to give feedback? 
§ How do you communicate with local campaign managers? 
§ The objective to have fun, how do you use that in your work and meet-

ings with local branches and members? 
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Appendix 3                                    
Interview Guide                                   
Local Branch 

Background 
§ Tell me about yourself 
§ What is your educational background? 
§ What are you working with/been working with before? 
§ For how long have you been a member of the Green Party? 
§ Why did you become a member of the Green Party? 
§ Have you been working with election, or other types of communica-

tion, campaigns before? If yes, what role did you have? What did you 
do? 

 
Organization 
Culture(s) 

§ How would you describe the culture(s) in the Green Party? 
§ What ‘type’ of party is the Green Party? 
§ How would you describe members of the Green Party? 

 
National Organization 

§ How would you describe your (the branch’s) relation to the national 
organization? 

§ How would you describe the relation to other local branches in the 
county? 

 
Structure Local Branch 

§ How would you describe the local branch? 
§ How was it decided who would participate in the campaign group? 
§ How would you describe the relation between politicians and political 

secretaries? 
 
Campaign making 

§ Can you describe how you are working with the campaign? 
§ Why have you chosen to work this way? 
§ How have you (the local branch) been working before with campaigns? 
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§ What is the relation between the election manifesto(s) and the local 
party program? 

§ What is important when working with campaigns? 
§ What characterizes an ‘effective’ campaign? 
§ What characterizes ‘effective’ communication? 
§ How do you best influence or persuade voters? 
§ Where do you get your inspiration?  

 
Members 

§ What role(s) do members have in the campaign? 
§ How do you communicate with members? 

 
Relation to the national organization 

§ What is the relation to the national campaign? 
§ What do you think about “the worlds most fun election year”? 
§ What are you opinions on the warm/cold slogan? 

 
Meetings 

§ How would you describe your meetings? 
§ Have you been working in a similar way in earlier campaigns? 
§ Do you work similarly in other organizational processes? 
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Appendix 4                                            
The National Campaign: Objectives and 
Target Groups  

Objectives 
As presented in the Election plan, the campaign had six objectives: 

 
1. That the Green Party’s campaign worker is to have the world’s most 

fun election year 
2. That the Green Party gets a strong support to pursue green policies 

and be represented in the government and the Council of Ministers 
(the Council of the European Union) after the election 

3. That the Green Party is the third biggest party in Sweden, both in 
the Parliament and the European parliament 

4. That the Green Party reaches an election result at minimum 12 per-
cent in both the Parliament and the European Parliament. This is 
appraised to equal at least three mandates in the European Parlia-
ment and the objective: “We are to be that big that it is difficult to 
form government without us” 

5. That the Green Party increases its number of members noticeably 
6. That the Green Party after the election is part of at least the same 

number of majorities at the municipality and county level as today, 
more chairmanship than today and at least one chair of the munici-
pality executive board or similar on another level.  

(Election plan) 
 
When presenting the campaign objectives for members, they were formulated 
in the following way: 
 

1. To have fun 
2. To attain the best election result in the party’s history 
3. To become the third biggest party in the Parliament 
4. To form a red-green government after the election 

(PowerPoint presentation) 
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Target Groups 
The national organization had four target groups:  

 
• Women born between the 1960’s and the 1980’s, engaged in environmental 

issues 
• Women living in Million project areas 
• First- and second-time voters 
• People who already have voted green 
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