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Abstract  
 
Background:  Although the area of Gnosjö, Gislaved and Värnamo (GGV) have many 

companies it still lacks of highly educated people. The three municipalities are 

underrepresented of highly educated employees in relation to population, thus 

being able to attract and keep employees are a crucial part for the survival of the 

companies. The new younger generation, generation Y, is different from previous 

generations as they demand more from their employer and change jobs more 

frequently than previous generations thus the employer branding and internal 

marketing strategies must be improved.  

  

Purpose:  The purpose of this study is to understand how different companies in the area of  

Gislaved, Värnamo and Gnosjö can attract and retain highly educated employees. 

 

Method:  The study was made with a qualitative method, through in-depth interviews with 

the HR-managers of the companies chosen. A judgmental sampling technique was 

used with the criteria’s of manufacturing companies, 35 number of employees, 300 

million SEK in turnover and located in the area of GGV. The interviews were 

recorded, transcribed and coded.  

 

Conclusion:  Concluding, the majority of the companies are lacking highly educated employees. 

The results show that companies are to some extend using strategies for attracting 

and retaining employees. The participants were asked about employees, employer 

branding strategies and internal marketing activities. However the strategies are not 

grounded in how the employees want it, nor in previous research. The companies 

could use several more strategies and in a more structural way.  
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1. Introduction  

_____________________________________________________________________________________ 

The introductory chapter aims at providing the reader with a background of the chosen topic. It will also 

explain the problem and the purpose of this thesis. The research questions will be provided, as well as  

delimitations and ending with definitions of key words used in this study.   

______________________________________________________________________ 

1.1 Background 

 

Working in a dark, soiled and outdated factory manufacturing cable steel is not what 

most people would considered their dream job after spending several years at 

University. Their dream job is probably getting a manager’s position in a modern and 

trendy company in one of the larger cities in Sweden or elsewhere in the world. CEO, 

engineering or finance is what most Swedish people would consider their dream job (Du 

& Jobbet, 2012).  

Out of the Swedish population, 26 % are considered highly educated, a term meaning 

that a person has studied three or more years after high school. Highly educated people 

are often located in the big cities, while small cities often have a larger share of less 

educated (SCB, 2015a). The area of GGVV, meaning the municipalities of Gislaved, 

Gnosjö, Vaggeryd and Värnamo used to be an attractive area but, for example, in 

Gnosjö the population has decreased by 800 people during the last 15 year, a noticeable 

change for a small region (Renulf, 2015). In a sense, the area is still strong since many 

large industries are located there but they are struggling as they are not able to attract 

highly educated employees. In Statistiska centralbyråns (2015a) (English: Statistics 

Sweden) study, the municipality of Gnosjö tops the lists of having the highest share of 

less educated people, compared to residents, with 26 %. Gislaved is not far behind 

Gnosjö, in fourth place with 21 % of the residents considered less educated.  

Granestrand (2013) explain that the small municipalities are decreasing in number of 

citizens and the inhabitants are getting increasingly older. Most people in Sweden are 

settling down in the university areas, big cities or coastal municipalities. Good 

communications, schools and elderly care are some of the things that are necessary for 

the small communities. The smaller municipalities are struggling since they do not have 

enough inhabitants and therefore it is hard to put effort in the previous mentioned 

http://www.scb.se/hitta-statistik/sverige-i-siffror/utbildning-jobb-och-pengar/befolkningens-utbildning/
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aspects that are necessary for a well-functioning society (Granestrand, 2013; Erlingsson, 

Syssner & Ödalen, 2015).  

In a study conducted by Melander (2016a), the municipalities of Gislaved, Gnosjö, 

Vaggeryd and Värnamo have between 0,01 % to 0,58 % of the highly educated 

workforce in Sweden respectively. The municipality of Stockholm tops the list and has 

around 35% of the highly educated people in Sweden. Logically more highly educated 

people should be in the larger cities since they have a larger share of the population. 

Melander (2016b) has also studied this phenomenon by doing a comparison of highly 

educated people in relation to the population in the area. For example having 1 % of the 

Swedish population should mean having 1 % of the highly educated people also, then 

the relationship would be 1:1, which shows nor an underrepresentation or an 

overrepresentation. Värnamo, Gnosjö and Gislaved has a number of 0,495 to 0,634 

each, which shows an underrepresentation of highly educated people in each of these 

areas compared to the population. Vaggeryd has a slightly higher number, 0,786 to 1, 

yet still showing an underrepresentation of highly educated people in the area but not as 

low as the other mentioned municipalities (Melander, 2016b).  

The municipalities of Gislaved and Gnosjö also have a negative net migration, meaning 

that more people move out than in, thus the municipalities are decreasing in the number 

of residents. Younger people are often attracted to the big cities because of the access to 

the so called “big city life” such as closeness to shopping, night life, friends and  

potential workplaces. The fact that young people are moving to the big cities are not a 

surprise (Melander, 2016c; Evans, 2016), but Melander’s research also shows that by 

only examining the people over the age of 45 years, the net migration of Gislaved and 

Gnosjö is still negative (Melander, 2016b). Thus, the negative net migration is also 

present for the people over the age of 45 in the mentioned areas. Urbanisation is a 

problem for the countryside and in 2015, 85 % of the Swedish population was located in 

the urban area (SCB, 2015b).  

 

The areas of large industries, as GGVV, used to be places where lots of people settled 

down because that was where the jobs could be found (GGVV, 2016). Melander 

(2016a) explains that when industries contributed the most to the economic world, those 

places were attractive to employees. Today, services are increasing and the service 

companies want to located their services in the big cities because that is where a larger 
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share of their customers are located. Industries not finding employees does not only 

mean challenges for those companies, but also the rest of the companies in the area such 

as post offices, grocery stores and clothing companies because their customers are 

moving or decreasing in numbers (Melander, 2016b).  

Gnosjöandan (English: the spirit of Gnosjö) is an expression of describing the mentality 

of the people and companies in the area of Gnosjö. Innovation and entrepreneurship are 

two of the key words describing the spirit of Gnosjöandan, but it also involves helping 

each other and moving past Jante to create a community where people are happy for 

others success and where problems are being solved (Gnosjöandan, 2017). Gnosjö is 

leading in having a “Gnosjö-anda” but the other areas, Gislaved and Värnamo, are also 

having the spirit. Even though most industrial companies are small, in terms of 

employees (around 5-20), the municipality of Gnosjö is still one of the areas having 

most industries with around 250 companies in relation to the 9,500 residents. In an 

attempt to spread the Gnosjöandan to the area and also Sweden a Facebook-page was 

created in 2015 in the purpose of defining the spirit. The outcome was “The 10 

commandment of Gnosjöandan”, starting with being motivated by others success and 

the last one being provided of the spirit of Gnosjö (Lindholm, 2015). The term 

Gnosjöandan is since 1997, a registered brand by the municipality of Gnosjö (GT 

Group, 2012).  

 

One way of attracting employees to these areas are through employer branding. This is 

the way for companies to brand their organization to potential employees to be seen as 

an attractive employer. This could for example be salaries, status or the availability to 

improve and climb the ladder in the company (Dyhre & Parment, 2013). Hand in hand 

with employer branding is internal marketing. Internal marketing is the development of 

seeing employees as an internal customer and trying to increase motivation and 

satisfaction which will hopefully increase the chance of retaining employees (Ahmed & 

Rafiq, 2011).  

A great emphasis of this thesis will be put on generation Y as this generation will be the 

biggest part of those graduating from universities in the coming years and being 

attractive to them is crucial. These generations are different from previous generations 

as they wish to know why they should work at the company, instead of telling the 
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company why they should work for the company, thus being a attractive employer is 

crucial (Evans, 2016).  

1.2 Problem 

The lack of highly educated people in the area of GGVV is a problem. The 

municipalities of Gislaved, Gnosjö and Värnamo have a large amount of successful 

companies in terms of both number of employees and turn-over, but the lack of highly 

educated people can cause extensive repercussions.  

Knowledge and skills are hard to imitate and are valuable for the company. Education 

or training can often be provided by the company as it is seen to increase the 

productivity of the individual, thus saving time. Having a high education can give a 

signal to the employers that the individual has qualitative characteristics and some 

might also argue that education makes people more adaptable when it comes to 

technological changes and increase the capacity of handling information and operate 

and maintain an organization (Backman, 2012).  

Highly educated people are needed in the important roles of the company. Hammarstedt 

(2012) mentions that the lack of highly educated people in the area of Gnosjö is not 

only affecting the knowledge in the region but also the capital of the municipalities. 

Hammarstedt (2012) says that highly educated people usually earn more than less 

educated, meaning they pay more tax and also have more disposable income, which 

favours the area. In the study conducted by Backman (2012), highly educated people 

were shown  to positively affects the company´s productivity.  

Several studies show that highly educated people is needed in the companies for 

productivity and knowledge, two things crucial for the survival of the companies (Davis 

& Schroeter, 2003; Dyhre & Parment, 2013).  

So, the problem is that companies need highly educated people to drive the company 

forward and to survive, but the area is lacking of them thus making internal marketing 

and employer branding even more important. 

1.3 Purpose 

It can be seen that the areas of Värnamo, Gislaved and Gnosjö are lacking a highly 

educated workforce with the problems of both attracting them to the area but also to 

keep them.  



 

 5 

 

The purpose of this study is to understand how different companies in the area of  

Gislaved, Värnamo and Gnosjö can attract and retain highly educated employees. 

 

Based on the purpose and problem definition the following research questions will be 

examined:   

- What strategies have the companies in the area implement for strengthening the 

employer brand? 

- How is internal marketing used for retaining employees? 

- What can be improved in the fields of employer branding and internal 

marketing? 

1.4 Delimitations 

Both the area and the companies lack highly educated people and the study will 

therefore exclude less educated people and only focus on people studied three or more 

years at University.  

 

The focus will exclusively be on the area of GGVV, as this is an area with successful 

businesses in terms of for example number of employees and turnover. The companies 

within this area also suffer from the lack of “big city feeling”. Being able to compare 

the companies is a key idea of the thesis as to why the companies are located in the 

same areas. Studies however show that Vaggeryd is underrepresented in terms of highly 

educated people per citizens, but they are closer to a fair representation than Gislaved, 

Gnosjö and Värnamo. The municipality of Vaggeryd does not suffer from a negative net 

migration. Vaggeryd will therefore be excluded from the thesis.  

 

The area of GGVV consists mostly of industrial companies and it is  the industrial 

companies the area is most known for (Gislaved Kommun, 2016; Gnosjö Kommun, 

2017). To also be able to do a fair comparison between the companies the author has 

decided to only use manufacturing industries, thus other companies will therefore be 

excluded from the study. 
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1.5 Contribution 

The result of the study will help the companies in the GGVV area on how to improve 

and work further with this problem. The results will also most likely be applicable on 

other small cities with negative net migration as this is an issues for more areas than the 

one investigated in this report. The author also wants to put light on what the younger 

generation, generation Y, is looking for in an employer as these are the majority of 

students and newly examined that is now the biggest part of the available workforce and 

future employees. This study show how previous research thinks that strategies of 

employer branding and internal marketing should be implemented and what aspects to 

consider. It also shows that the companies in the area of GGV are working in a very 

different way, that should be considered. The companies might learn from each other 

and other companies in Sweden might learn of the companies strategies and ideas.  

 

1.6 Definitions 

-Employer branding: The topic is describes as getting the right people to work at the 

company and also keeping the right employees at the company (Amnéus, 2011)  

Dyhre and Parment (2013) describes employer branding as what is associated with the 

brand of the company in terms of for example salary, benefits and status. The authors 

definition is a combination between the both definitions and will be defined as how the 

company should present its brand to attract people by becoming a highly valued brand.  

 

-GGVV/ Gnosjöandan: The term GGVV includes the municipalities of Värnamo, 

Gislaved , Vaggeryd and Gnosjö (GGVV, 2016). The expression is used to the specific 

area of choice and since Vaggeryd is excluded from the study, the expression GGV or 

Gnosjöandan will from here on include all the above mentioned municipalities except 

Vaggeryd.  

 

-High educated: A person that has an education at least three years after high school 

(SCB, 2015a). For this thesis the author uses white collars as a definition of highly 

educated. The author thinks that it is easier to ask about white collar workers, instead of 

highly educated, since these are often those working in the office and thus needing an 

education.  
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- Internal marketing: Internal marketing will be defined from Ahmed and Rafiq (2011) 

as “a planned effort using a marketing-like approach directed at motivating employees 

and coordinating cross-functional efforts”. But in this thesis the following definition, by 

Varey and Lewis (2000, p.176) will be used “attracting, developing, motivating and 

retaining qualified employees through job-products that satisfy their needs. Internal 

marketing is the philosophy of treating employees as customers-indeed , “wooing” 

employees and is the strategy of shaping job-products to fit human needs”.  

-Less educated: According to the SCB (2015a) a low educated person is defined as a 

person that have not studied after the mandatory school years, which means only to high 

school.   
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2.Literature Review  

_____________________________________________________________________________________ 

The purpose of this chapter is to provide the theoretical background to the topic of 

employer branding and internal marketing. First relationship value management will be 

explained followed by employer branding with discussing ways to attract employees and 

ending by a section on internal marketing which aims at the retain part. The chapter 

also intend to review previous research in these fields of employer branding, internal 

marketing and internal communication.  

______________________________________________________________________ 

2.1 Relationship Value Management 

Relationship value management clearly states the important role employees have within 

a company (Payne & Holt, 2001). The following sections will show the composition 

within a company and the employees. It will also show the link between employer 

branding and internal marketing.  

2.1.1 The 6 Markets Model 

Relationship marketing has increased in interest during the last decade (Payne & Holt, 

2001) as marketing has moved from transactional marketing to relationship marketing 

(Christopher, Payne & Ballantyne, 2008). Relationship marketing understands the 

benefits of customer retention, puts efforts into relationships and explains internal 

marketing as a key for being able to achieve success in external markets (Christopher et 

al., 2008). Relationship marketing has also developed the idea that marketing focuses on 

multiple markets instead of only the customers. The aim of marketing is still to have 

profitable customers, however to be able to achieve profitable customers, all markets 

needs to be targeted as several of them are directly or indirectly involved with the 

customers (Christopher et al., 2008).  

Nowadays customers not only base their businesses on the cheapest supplier, but on the 

supplier that offers the greatest value (Christopher et al., 2008). Duchessi (2002) 

suggests that customer value is the key to success in today’s businesses.  

Creating value through relationships is called relationship value management (Payne & 

Holt, 2001).  
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According to Payne and Holt (2001), a company has six stakeholder markets including 

customer, internal, supplier/alliance, referral, influence and recruitment markets. The 

ideas about the number of stakeholder groups are many, for example Gummesson 

(1999) suggests that 30 stakeholder groups are available however the most commonly 

used refers to six stakeholders. The six stakeholder model was originally created by 

Christopher, Payne and Ballantyne (1991). The stakeholders are the same in Christopher 

et al. (1991) and Payne and Holts (2001) model except that employee markets has been 

renamed as recruitment markets by Payne and Holt (2001). All markets are explained 

under heading 2.1.2. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The six markets model (Payne, Ballantyne & Christopher, 2005) 
 

2.1.2 Relationship value 

The stakeholder group has then, as can be seen in figure 2, been classified by Payne and 

Holt (2001) into three larger groups including customers, external and employee 

stakeholders. These groups are the most important stakeholders and involve all six of 

the markets in Figure 1. To create value and to improve the performance of the 

organization all the three stakeholder groups has to be a focus. The wheel of the model 

is value and to be able to create value for one group the other two also needs to be 

considered (Payne et al., 2005).  

https://www.google.se/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjTl9a2qd3TAhXFbRQKHVaNDx4QjRwIBw&url=https://topbullets.com/2013/09/11/six-markets-model-relationship-marketing-crm/&psig=AFQjCNGu3z5_p431tnUeXuPOBTX0vWi6og&ust=1494228730019416
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2.1.2.1 Customers 

Included in the customer group are the stakeholder groups customers and referral 

(Payne & Holt, 2001). Christopher et al., (1991) explain that the stakeholder group 

customers includes both existing and new customers. Referral markets refers to having 

relationships with the organizations or people that have the power to direct business in 

the company, for example this could include banks, intermediaries and business 

networks (Buttle, 1998). Payne and Holt (2001) suggest that offering value to a 

customer means understanding the beliefs and values as the customer has and offer a 

consumption event based on that knowledge.  

2.1.2.2 External stakeholders 

Payne and Holt (2001) explain, that included in the shareholders group are 

suppliers/alliances and influencer markets. Supplier markets is explained by Siguaw, 

Simpson and Baker (1998) as trying to establishing a relationship with the supplier 

where collaboration is necessary for trying to improve the quality and manage the cost. 

Figure 2: The relationship value management (Payne & Holt, 2001) 



 

 11 

Christopher et al., (1991) describes influencer markets as relationships with 

organizations or people whose activities can indirectly or directly influence the 

company’s success with external customers, such as the media. Payne and Holt (2001) 

explain that stakeholders are increasing in interest especially for the companies which 

are owned by the public as shareholders are a part of the stakeholders.  

2.1.2.3 Employees 

The last group in the relationship value management model is employees. Kotler (2003) 

suggests that employees are the key to success as these are the assets that create the 

company. In the model, employees consist of internal markets and recruitment markets 

(Payne & Holt, 2001). Internal markets means any internal activity with the goal of 

obtaining external achievements, it can therefore be said that the success on external 

markets depends on the internal marketing activities (Bansal, Mendelson & Sharma, 

2001). Recruiting the employees and introducing them to the company is referred to as 

the employee markets (Christopher et al., 1991). 

Employee value can be seen from two perspectives - from what the companies deliver 

in terms of value to the customer and also from what value the employee gives back to 

the company. In the past the focus has been on the value that the employees deliver 

which is often measured on the basis of performance (Womack & Jones, 2005). What 

the company can offer back to the employee is starting to receive attention and could for 

example include training, empowering, development and rewards. If the company gives 

something beneficial to the employee, a feeling of obligation for the employee is created 

which often affects the employees work performance (Payne, Holt & Frow, 2000).  

 

2.1.3 The profit service chain: the importance of employees 

The relationship between the employees, customers and stakeholders can be seen in the 

Service-profit chain model which was first created by Heskett, Jones, Loveman, Sasser 

and Schlesinger (1994).  



 

 12 

 

The internal service quality, meaning the design of the workplace and job, the 

development of employees and the tools provided for serving the customer can leads to 

employee satisfaction (Heskett et al., 1994).  

For employees that are directly interacting with customers it is important to have a clear 

job description otherwise their motivation and satisfaction will decrease which will 

eventually effect the customer satisfaction (Payne et al., 2001). Heskett et al. (1994) 

continues to explain, that to be able to deliver value employees play an important part. 

Being able to satisfy the employees will lead to employee productivity and employee 

retention (Heskett et al., 1991; Werbel & Gilliand, 1999).  

Shankar, Smith and Rangaswamy (2003) suggest that customer satisfaction does not 

always mean loyalty, thus making the relationship between customer and company even 

more important. The key factor to customer loyalty is customer satisfaction which is 

namely driven by the design of the service provided to be able to achieve the needs of 

the customers (Heskett et al, 1994). 

Profit and growth are mostly affected by customer loyalty which means retention of 

customers and repetition of business (Heskett et al., 1994).This means: creating value 

for employees will lead to a greater customer growth and profitability (Kasekende, 

Byarugaba & Nakate, 2013). 

The idea about that employees are the key to external performance has also been 

examined by Lawler and Porter in 1967. The idea that if the job dissatisfaction would 

Figure 3: The profit service chain. (Heskett et al., 1994) 
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decrease so would also the low production rates, has started to increase in interest by 

managers (Lawler & Porter, 1967).  

2.2  Employer Branding- Future employees  

Recruitment markets are one of the groups in Payne and Holts (2001) strategy of 

relationship value management that will be investigated in detail in this thesis. One side 

of this study is to examine how companies can attract employees and on the other hand, 

how to retain employees, which will be explained in section 2.3. Gummesson (1999) 

explains that employer branding should be used to attract employees and therefore 

employer branding is one of the drivers in this thesis. Falonius (2010) explain that 

attracting and retaining employees is one of the biggest challenges for companies, as for 

many of them the attitudes, personalities and experiences of the employees is crucial for 

the companies. For many organizations, the problem is being solved, according to 

Falonius (2010) by developing a plan of how to become an attractive employer. 

2.2.1 Definition of employer branding 

Employer branding refers to develop a brand strategy for presenting the brand for 

potential employees, the brand includes psychological, economic and functional 

benefits provided from the employer to the employee (Thorne, 2004). According to 

Falonius (2010), employer branding includes answering the following questions “Why 

should I search for employment within this company? Why should I stay as an 

employee at this company? And what does the employment give more than just 

salary?”. The work with employer branding has to be long term and have clear 

strategies to succeed (Falonius, 2010). 

According to Dyhre and Parment (2013), most companies know a great deal of 

attributes of their dream customers, but not that much about their dream employees. The 

dream job is explained by Nilsson and Stjerna (2011) as an idealization imagination of 

the job the person wish to possess someday in their life. An important part to employer 

branding is not just to attract the right people, but also to be able to give the dream 

employee their dream job as it will increase the chance of retaining the employees 

(Dyhre & Parment, 2013). An attractive employer has a strong offering of development 

for the employees they wish to attract, also individual assessments based on 

weaknesses, strengths, wishes, attitudes and values (Parment & Dyhre, 2009; Heilmann, 

Saarenketo & Liikkanen, 2013).  
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Jack Welch at GE (as citied in Kotler, 2003) says that “The customer is the only one 

who can fire us all”, an idea about that a well-functioning employer branding will attract 

more and hopefully better employees and internal marketing will make the employees 

stay, these together create greater customer values. 

Falonius (2010) describes the challenge of employees as including the long-term efforts 

to retain, motivate the employees and give opportunities to promotion within the 

company. Later when the employee ends their employment they still have an important 

part in being an ambassador for the company (Falonius, 2010).  

2.2.2 Reasons for using employer branding  

Dyhre and Parment (2013) describe three reasons as to why employer branding should 

be considered: 

- The range of qualified workforce does not match the current or future demand 

for highly educated people. Without the right people a company cannot deliver 

or grow (Dyhre & Parment, 2013). Knowledge is the key to success for 

organizations, as knowledge and education can drive thoughts and ideas about 

development, thus being able to attract and retain the right kind of people is 

getting increasingly important (Davis & Schroeter, 2003).  

- The new generation of workforce has different demands than the previous 

generations (Dyhre & Parment, 2013). The employees of generation Y want to 

be seen and heard, and want to know why they should work for the specific 

company (Dyhre & Parment, 2013). If the company cannot deliver what they 

want, they will simply get a new job. Previous generations, including baby 

boomers and generation X, has been much more loyal to their employer (Dyhre 

& Parment, 2013; Reisenwitz & Iyer, 2009). However the employees of 

generation Y will stay loyal as long as it is developing, creative and that the job 

is suitable with their social life (Reisenwitz & Iyer, 2009).  

In 2025, almost 75 % of the global workforce will consist of Millennials. 

Knowing what the coming generations are searching for is important to be able 

to attract them (Evans, 2016).  

Different generations are attracted to different things, thus advertisements and 

offerings needs to be different for which employee the company is searching 

(Eversole, Venneberg & Crowder, 2012).  
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- With the new ways of communication through social media, comes more 

transparency and by being attractive to some people the company becomes 

attractive to others. The current workers are strong influences of what others will 

think of the company which makes it even more crucial to have a strong 

employer brand from inside out (Dyhre & Parment, 2013).  

Dyhre and Parment (2013) suggests that companies with a successful employer brand 

strategy increases the chance of getting applicants without even searching, thus 

increasing costs of evaluating the applications but it decreases costs with recruitments, 

such as advertisements and time, but it also decreases the probability that the company 

will need to keep and attract workers with higher and higher salaries and benefits 

(Dyhre & Parment, 2013; Gultekin, 2011; Evans, 2016). 

Kotler (2003) explain that having higher educated people decreases the cost of 

education within the company as employees have the education from previous studies. 

Having high salaries attracts people and therefore decreases the employee turnover 

(Kotler, 2003; Rynes, Gerhart & Minette, 2004). Educated employees often demand a 

higher salary but since the idea of a lower employee turnover will come with the high 

salaries, high salaries often makes people stay within the company, it is still saving 

money (Kotler, 2003). 

2.2.3 Employee value proposition 

Many companies have developed an EVP, employee value proposition, which aims at 

describing why a talented person should take an employment at that specific company 

(Falonius, 2010). Financial rewards are often lifted but the soft rewards, such as 

management style and satisfaction, are increasing in interest (Massar, Sharma & Jain, 

2013).  Three aspects of the value proposition have to be considered; 1) it has to be true; 

2) it has to be attractive to the target audience; and 3) it has to be unique and special in 

terms of the value proposed (Falonius, 2010). The challenge for companies with 

talented people is not only to retain them but also being able to make them perform 

(Massar et al., 2013).  For young people today often vision and values of the companies 

is just as important as a high salary, which makes employer branding even more 

important. Globalization also increases the market for employees, thus forcing the 

companies to stand out. The four components in building a strong brand include loyalty, 

attention, perceived quality and associations (Falonius, 2010).  
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2.2.4 Building a strong employer brand  

Having a strong employer brand is important for recruiting as almost all recruitments 

are done through social media and a strong brand will increase the number of clicks and 

the spread of the advertisement (Evans, 2016; Berthon, Ewing & Hah, 2005; Wilden, 

Gudergan & Lings,  2010). For building a successful employer brand identity the 

following steps have been suggested by Evans (2016): 

1. “Be clear about what a great employer brand identity can do for your business”. This 

step includes finding out what a good employer brand can do for your company (Evans, 

2016). For example it may attract highly educated people, retain the best at the company 

and differentiate the company from the competitors (Wilden et al., 2010; Berthon et al., 

2005). A strong employer brand decreases recruitment cost (Dyhre & Parment, 2013; 

Gultekin, 2011; Evans, 2016) and also may increase profits as talented employees are 

needed to take the company to the next level (Evans, 2016). Barrow and Mosley (2005) 

explain that an advantage that may occur from a strong employer brand is lower costs, 

customer satisfaction and financial results. Herman and Gioia (2001) add the advantages 

of increased retention, increased loyalty from workers, increased efficiency and higher 

attractiveness.  

2. “Where are you now?”. In this step, the companies according to Evans (2016) should 

find out where they are now both external and internal to get a view of what needs more 

efforts. Wilska (2014) explains this step as analyzing the position of the competitors and 

companies in the closest environment and also the own reputation.  

3. “Where do you want to be?”. The employee value proposition is developed in this step 

(Evans, 2016). The employee value proposition needs to be evaluated often since value 

for employees often change over time (Benz, 2014). When the company knows where 

they want to be, it needs to be communicated in the organization to get everybody 

onboard and aiming for the same thing (Evans, 2016).  

4. “Bring the identity to life”. Here the actual employer brand is considered and planned. 

The employer brand identity needs to be communicated to the right target group and on 

the right channels. The brand is what the potential employees are feeling when they 

consider a company for employment. Logo is one of the things first seen and needs to 

be considered carefully. All things need to be considered such as: applications, social 

media channels, career websites, gamifications and visual identities (Evans, 2016). 
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Barrow and Mosley (2005) explain that a coherent message needs to be delivered. 

Ambassadors can be a tool for creating discussions between employees and the 

ambassador. The ambassadors are often people within the company, having different 

ranks and jobs to create communication in the entire company.  

5. “Igniting and launching the employer brand”. Step 5 is the launch (Evans, 2016). 

Timing is an important aspect to considered and also where the launch should be held 

(Evans, 2016 ; Barrow & Mosley, 2005). It is an advantage if can first be released 

internally to get feedback and get everybody on the same path (Evans, 2016). As 

mentioned in step 4, ambassadors should be prepared to deliver a coherent message, 

also to consider is how it should be released. Gummesson (1999) and Berthon et al., 

(2005), all explain that the message and launch should be big so that the target audience 

will notice it.  

6. “ Monitor, develop and grow your employer brand identity”. Feedback is key and there 

is always room for improvements. The strategic plan has to be evaluated and questions 

such as if the number of searching employees for open positions and if the candidates 

better match the quality searched needs to be answered (Evans, 2016).  

2.3 Current Employees - Internal marketing 

The other part considered in this study from Payne and Holt (2001) is the internal 

markets where internal marketing is considered as a strategy aimed at current 

employees.  

2.3.1 Definition of internal marketing 

Varey and Lewis (2000, p.176) have the following definition of internal marketing: “ 

attracting, developing, motivating and retaining qualified employees through job-

products that satisfy their needs. Internal marketing is the philosophy of treating 

employees as customers-indeed , “wooing” employees and is the strategy of shaping 

job-products to fit human needs”.  

A wide range of definitions of internal marketing exist, however the author finds the 

definition of Varey and Lewis (2000) most suitable for this thesis and the definition 

corresponds with the idea that the author has about the topic and whereof that definition 

will be used.   

However five elements of internal marketing is defined by Ahmed and Rafiq (2011):  
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1. Employee motivation and satisfaction 

2. Customer orientation and customer satisfaction 

3. Inter-functional co-ordination and integration 

4. Marketing-like approach to the above 

5. Implementation of specific corporate or functional strategies 

2.3.2 Phases of internal marketing 

According to Ahmed and Rafiq (2011), there are three phases of internal marketing that 

companies can be in. The first is employee motivation and satisfaction. The researchers 

looked at the problem from the aim that service is the key to success and having 

motivated and satisfied employees would affect the customer (Ahmed & Rafiq, 2011: 

Tansuhaj, Randell & McCullough, 1998). The second phase is described by Grönroos 

(1981) as customer orientation which means that the companies should have customer-

conscious employees and trying to get them motivated.  

The third is described as a way to expand the concept of internal marketing by having 

more strategies and applying a change management. In this third phase, the focus moves 

from only looking at service companies but instead finding that the tools could be used 

internal for any company (Piercy & Morgan, 1991). Internal marketing is used, in this 

phase, to overcome a resistant of change, reducing departmental and also to reduce the 

inter-functional frictions (Winter, 1985). Being more efficient requires good internal 

communication and overcoming inter-functional conflicts which can be done through 

internal marketing. The third phase has also moved away from the idea that only 

employees in direct connections with customer should be put effort into, to the idea that 

all employees should be targeted (Ahmed & Rafiq, 2011). 

 

Internal marketing is a key concept when implementing changes. Having a successful 

company and staying a successful company relies on the fact that change is going to be 

necessary (Proctor & Doukakis, 2003). Not changing means ending up behind all 

competitors and eventually probably losing all customers. Change is not easy and many 

companies and employees find change threatening. Companies should try to always 

have  a climate where change is good and to try to attract people who likes change and 

always try to improve (Kotler, 2003). 
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2.3.3 Implementing a successful internal marketing strategy 

In the process below is seven steps for implementing a successful internal marketing 

and keeping employees, attracting them and developing the company. The basic idea 

about the steps is that satisfied employees lead to satisfies customers. The steps are 

implemented by Berry and Parasurman (1991) and Varey & Lewis (2000).  

1. Compete for talent. 

The companies should have the goal of hiring the most talented and competent 

workforce to be able to compete for the customers (Berry & Parasurman, 1991 ;Varey 

& Lewis, 2000).  A relatively new expression “super-talents” has gain increasingly 

interest. Among the super talents are the highly educated people often working in 

finance or consulting. The super talents are not loyal to the company and will not stay 

longer than two years if they cannot see a clear possible to development and advance 

within the organization. They will not settle down until they have reached the positions 

they are aiming for (Franecki & Santoli, 2001). Responsibility is a key factor for the 

super talents and the goal is not necessarily a chief position. Attracting super talents can 

be done when they have not even finished university as they will get flattered that a 

company wants them at that moment. The super talents and young people does not care 

about which branch they are working for, they choose based on the job description 

which means that manufacturing companies, which generally is seen as less attractive, 

has a great opportunity to hire the super talents (Dyhre & Parment, 2013). 

In the newspaper “Veckans affären” (2016), they describe super talents as young, smart 

and ambitious. In the article, a list of the 101 super talents in Sweden and listed. 

Topping list is Babba Canales, she had her breakthrough when she launched Uber in 

Stockholm. She mentions that her confidence is the key to success, another 

characteristic often possessed by super talents. 

There was a time when work and spare time was two completely different things. Today 

they are more mixed together as highly educated people do not typically quiet working 

at 5 p.m. and come back at 7 a.m. in the morning, they are always reachable and can 

often be found in the sofa on the evenings with their laptop working. Highly educated 

people like this way as they feel important and do not like regular working hours. Most 

important for them are to be told they matter, are needed and makes a difference which 

is why chiefs are very important (Dyhre & Parment, 2013).  
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2. Offer a vision 

The vision and what the vision stands for should be explained to all employees. Getting 

all employees aiming for the same direction is important for the success of the company 

(Dyhre & Parment, 2013). Wilska (2014) describes that in an effective leadership the 

vision of the company, and especially the future vision is important to be able to move 

the company forward. Talented people want to see that the company they work for is 

committed for staying and expanding, which makes it important to explain the vision 

(Chernatony, 1999). Chernatony (1999) continues describing that without explaining the 

vision, confusion will be at place when decisions are made as managers are headed for 

different directions.  

3. Prepare people to perform 

In the third element, the education and skills are necessary to be able to prepare the 

employees for the tasks and to perform (Berry & Parasurman, 1991 ;Varey & Lewis, 

2000). Education is explained by Bansal, et al. (2001), as one of the most important part 

for the survival of a company since the quality and service of the employees depends of 

the latest technics. The researchers continue explaining that training the employees will 

lead to job satisfaction, loyalty to the firm and trust for the management team.  

4. Stress team play 

To be able to increase the opportunities of performing, the employees should work in 

teams. The employees should feel that they are working together and not competing 

with each other. In a service chain to external customers often lots of teams are 

involved. For example, finance might support the sale unit, warehouse need to help ship 

the goods and production needs to produce the goods, in order to make it as efficient 

and good environment on the company, these teams needs to work with each other. 

Ahmed and Rafiq (2013) suggest that when the company has a common goal, it is easier 

to work together with other departments, thus the departments need each other to 

succeed.  

 

 



 

 21 

5. Leverage of freedom factor 

Responsibility is a way to empower employees. This also means that managers should 

be entrusted to hand out responsibilities to the employees (Varey & Lewis, 2000). 

According to Ahmed and Rafiq (2013), empowering means giving employees the 

ability and responsibility to do certain tasks. Empowering employees can have several 

factors, including motivation for employees, productivity and possibly improving the 

customer services. Strandvik and Grönroos (1994) explain that empowering employees 

through responsibilities is a key factor for a well-functioning company with fast 

decision-making, which is a key for job satisfaction. Berry (1995) explains that 

employees that are empowered feel control, awareness of the job, accountability for the 

job tasks and responsibility.  

6. Measure and reward 

The performance of employees should be measured and rewarded. Training, 

development and feedback are keys to reward the employee (Varey & Lewis, 2000). 

This has been described under the heading Benefits. Measure is explained by Dyhre and 

Parment (2010) as evaluation of the employee needs to be measurable, goals to strive 

for employees are a key for being able to deliver.  

7. Know the customer 

As explained earlier, employees can be seen as internal customers. To know what they 

want is crucial. The be able to attract, develop and retain these employees the 

“customer” needs to be understood (Berry & Parasurman, 1991 ;Varey & Lewis, 2000).  

2.3.4 Extended marketing mix in internal marketing 

The extended marketing mix with the 7 P´s are often used for services (Melewar & 

Saunders, 2000). However it can be translated as an internal marketing tool, and thus 

making employees internal customer, but it takes some consideration (Booms & Bitner, 

1981). The expression that the customer is always right, is not applicable for employees 

as they could then make high claims and demand lots of resources that are not possible 

able for the organization. The approach is therefore to think of employees as customer. 
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The extended marketing mix can be used as a tool for internal marketing (Ahmed & 

Rafiq, 2011).  

- Product is the first category of the extended marketing mix. For internal 

marketing this means the task of the job, the benefits employees are seeking in a 

job, training needs and responsibilities (Collins & Payne, 1991). It also includes 

the career development, opportunities and working environment. Treating jobs 

in this way will increase employee retention and increase the motivation among 

the employees (Ahmed & Rafiq, 2011).  

- The next subject is price and in the internal marketing way this could for 

example mean the physiological cost of adapting new ways of working. The 

price also includes the opportunity cost of adapting a new project or way of 

working (Ahmed & Rafiq, 2011).  

- Internal communication (called promotion in the extended marketing mix), and 

hence motivation is important for this aspect. Managers need to communicate 

the information down in the hierarchy (Ahmed & Rafiq, 2011). Incentives such 

as bonus, rewards or recognition programs may be used to create motivation and 

perhaps also increase productivity. Advertising strategies needs to be clearly 

stated and external advertisements have to be considered as this will probably 

also be seen by employees and potential employees (Townley, 1989).  

- Place is the next component in the extended marketing mix and for internal 

marketing this means which channels for example training agencies and places, 

such as conference rooms etc (Ahmed & Rafiq, 2011). Gummesson (2000), 

explain that the landscape of the office as an important part of internal 

marketing.  

- Physical or tangible evidence might be the most important for employees and 

managers as this refers to documentation. This involves documentation of 

policies and standard, such as ISO 9000. Other tangible elements could be 

training sessions (Ahmed & Rafiq, 2011).  

- Next element in the extended marketing mix is process and under this category 

is new ways of working, if new policies are negotiated with the union or not and 

introduction of quality circles (Ahmed & Rafiq, 2011). New ways of workings 
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could for example, according to Gummesson (2000), mean the possibility of 

working from home.  

- The last step is participants (people) and this refers to communication and which 

persons that are participating (Ahmed & Rafiq, 2011). Immediate superiors tend 

to have most influence over their employees (London, 1986). To have an 

efficient internal communication, immediate superiors should be communicating 

with the employees to be motivated and have a well-functioning internal 

communication (Ahmed & Rafiq, 2011).  

2.3.5 A multilevel model of internal marketing 

Several marketing techniques and tools are useful in the area of internal marketing. 

Explained is a method for internal marketing including positioning, segmentation and a 

marketing mix. The model consists of three levels of strategies including direction, path 

and actions (Ahmed & Rafiq, 2012).  

 

 

 

 

 

 

 

 

 

 

Figure 4: Multilevel model of internal marketing (Ahmed & Rafiq, 2012).  

 

Level 1: Ahmed and Rafiq (2012) explain that the first strategic level is direction which 

is characterized by setting the direction of the organization in terms of mission or 

particular change. One example of a change could be change in the attitudes at the 

employees for the own company. This strategic level might also include external 

marketing such as advertisement and by the use of internal marketing the potential 

within the employees might be found to be able to do the advertisement.  
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Level 2: In the next level, the path, all possible alternatives and needs to be considered 

carefully as to know how the mission, or change, should be reached (Ahmed & 

Rafiq, 2012). In this step segmentation is needed to give the right information to the 

right employees and also to dive the direction into several programs than are aimed 

towards specific groups of employees. The employees should be grouped based on 

alike demographics and purpose of job (Moroko & Uncles, 2009) All employees 

need to be considered and examine if they are directly or indirectly involved in the 

company and also if they are supposed to be directly involved; in which way should 

they be in the process (George, 1990). Change is a sensitive subject and therefore 

the internal segmentations should be carefully considered as the fear of change is 

often associated with too little information. The employees that are afraid of change 

should therefore be one group that get much information and maybe even be directly 

involved in the process. Homogenous groups should be formed based on 

demographics, information need, fear of change and rank within the company 

(Ahmed & Rafiq, 2011). This strategic level is important for the success and 

efficiency of the change (Ahmed & Rafiq, 2011). In an article from Wall street in 

2009 (as cited in Falonius, 2010) the author writes “ Companies have long divided 

consumers into segments. They should do the same with potential and current 

workers”.   

Level 3: In the third level, the actions are examined. Each action and activities needs be 

clear and as problem free as possible. In this stage the actions and activities for each 

segment of employees should be considered. The stage considers positioning, 

targeting an the elements of the internal mix which is left, namely price, promotion, 

process and place (Ahmed & Rafiq, 2011). Positioning aims at, in internal 

marketing, to overcome identified barriers and to fulfill the needs of the employees 

(Naidoo & Sutherland, 2016).  

Level 4:  In the final fourth stage, feedback should be considered and evaluated. This is 

a crucial part as feedback might improve the company (Ahmed & Rafiq, 2011).  

2.4. Employee value 

In the relationship value management model by Payne and Holt (2001) there are three 

main activities for creating employee value, reviewed as employee recruitment, 

employee satisfaction and employee retention. Payne and Holt (2001) continue to 
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explain that for employee value it is not just the activities mentioned earlier that are 

interesting, also the following themes are important to create value; employee loyalty, 

employee commitment, employee productivity and leadership.  

2.4.1 Employee recruitment 

The choice of choosing a recruitment methodology might have an impact of the 

candidate searching for the job. Some factors that might be considered are how much 

money that can be spent, when the open position must be filled and what kind of person 

the company wish to get (Arthur, 2001). Considering which advertisements should be 

used is often an obvious thing to consider for companies but to be able to do a 

professional impression of the candidate might not be a strategy (Breaugh & Starke, 

2000). A good recruitment has to attract qualitative candidates, this can for example be 

done through existing employees, show accomplishments and explaining the teamwork 

in the workspace. To attract the younger employees, the recruitment also has to have a 

younger touch (Arthur, 2001). Social networks like LinkedIn are increasingly 

interesting especially for recruiting employees. The younger generation likes people that 

are well developed and technological and advertisements on for example LinkedIn has 

the ability to spread fast (Nikolaou, 2014).  

2.4.2 Motivation and satisfaction 

One of the reasons why internal marketing should be considered is that is that employee 

satisfaction and motivation leads to increase customer satisfaction (Taylor & Conzenza, 

1998). Motivation is described by James (1998) as the driving force that makes people 

achieve further plans, to achieve physiological needs and makes people act. Motivation 

is highly affecting satisfaction of employees. The researcher continues to describe it as 

the process of goal-oriented behavior including initiatives, guides and maintained of it. 

According to Ryan and Deci (2000), motivated individuals are characterized by 

inspiration, activation and energization towards acting.  

Friberg (2013) explains that leadership is an important factor in attracting employees as 

motivation is often coming from understanding, knowing what is expected from one and 

to be accepted and seen. Employees want to feel they are a part of a context and have a 

clear task to solve (Friberg, 2013). Ryan and Deci (2000), continues to describe that 

motivation is different between people in both level and orientation. The ‘Level’ 

expression in this context refers to how much motivation is necessary and orientation is 
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referred to what type of motivation, meaning the underlying attitudes towards the 

outcome. Two kinds of motivations has been defined, intrinsic and extrinsic (Ryan & 

Deci, 2000). Intrinsic means motivation of doing something because of that it is 

interesting or enjoyable, and this kind of motivation leads to high quality of both 

learning and creativity. The intrinsic motivation comes from individuals want to act 

based on that it is fun or challenging rather than the outcome of for example a reward.  

Extrinsic, on the other hand, means that the motivation comes from that acting leads to a 

separate outcome. The reward of doing the action is what is the motivation (Ryan & 

Deci, 2000).  

McLeod (2007) states that Maslow´s hierarchy of needs is theory of motivation. The 

hierarchy has 5 levels, and starting from the bottom. Ones the most basic needs is 

achieved the next stage will be targeted. People are striving to the self-actualization 

level where the persons full potential is achieved however some people are satisfied 

lower in the hierarchy (Maslow, 1943). Important for companies are to understand the 

steps and understanding where the employees wants to be (Kreitner & Kinicki, 1998). 

Champange and McAfee (1989) explained how these levels can be translated into 

employees. The first basic step of physiological needs could for employees be 

cafeterias, drinking fountains and vending machines. The security part can be divided 

into three sections including: economic, psychological and physical. Economic includes 

wages and salaries, retirement and fringe benefits. The psychological are providing a 

job description, giving awards, working conditions and avoiding abrupt changes. The 

physical part refers to for example rest periods and heating at the job. Next stage is 

affliction, where Maslow (1943) explained that this need is that people want 

relationships and friends. Champange and McAfee (1989) explain that in this step it is 

important that teams are created, that participation is allowed and encourage outside 

social activities. The esteem stage is explained as designing challenging jobs, delegating 

responsibilities and give training. The last step of self-actualization includes providing 

challenges and encourage creativity. Maslow’s model can also be seen from an 

satisfaction aspect as the higher in the hierarchy an employee is, the higher is the 

satisfaction. 
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Figure 5: Maslow´s Hierarchy of needs (McLeod, 2007).  

2.4.3 Employee retention 

Employee retention is becoming increasingly important as this may be a competitive 

advantage due to increased knowledge in the business and possibility of saving money 

due to lower recruitment costs (Taylor & Conzenza, 1998). The idea about retaining 

employees is due to human capital which means that people have skills, knowledge and 

experiences which is of great value for the company (Hughes & Rog, 2008). Being able 

to retain employees can be done using several elements such as rewards, strategies for 

increasing employee satisfaction, mentoring programs and talent programs. It could also 

include allowing employees to work from home to enable a trust between the company 

and the employee (Arthur, 2001).  

In a study by the Saratoga Institute (as citied in Arthur, 2001), it showed that in average 

a company with ten thousand employees in average had an retention cost of 6,5 million 

dollars. This includes cost of both recruitment, such as work hours for HR manager and 

advertisements, lost businesses, (for example if it is a salesmen their customers might 

end their businesses with the company), extra salary and in some cases double salary 

meaning that a deal might be made that if the person stays X months more a higher 

salary will be paid and also double salary due to a learning process from the 

replacement.   

One way to retain highly educated people is through an open environment, where titles 

or ranking have little meaning and where everyone is involved (Earle, 2003). Also peer 

interviews, where employees evaluate each other is normal and employees are hired 

most for fitting the team rather than previous skills. Bonuses should be based on 

https://www.google.se/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjWkPfWuavTAhWD_ywKHabXB8QQjRwIBw&url=https://www.simplypsychology.org/maslow.html&psig=AFQjCNHokzYFErJmY7FhWMwXjr6EkVfRFw&ust=1492517111504736
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measurements that the employees can affect and should be measured often (Arthur, 

2001).   

Arthur (2001) describes that the younger workers are the greatest challenge for retention 

as they are not afraid of chaining job if they do not feel developed or satisfied. They are 

expected to both have a career, family and personal interest at the same time and also 

they will need challenges to stay. They are looking for alternatives and exciting 

opportunities which aims at increasing their skills, interest and knowledge (Arthur, 

2001; Earle, 2003).  

For satisfied employees a good introduction should take place that introduce the 

employee for the company. The employee should learn where everything is located in 

the company, know different people and the job. Important is that after the introduction 

a follow up session should take place to see how the employee is liking the company 

and improvements of the introduction (Arthur, 2012).  

2.4.4 Employee commitment  & engagement  

Taylor and Conzenza (1998) and Heskett et al., (1994) explain that internal marketing 

could improve the external service as good internal marketing encourages employees to 

provide better quality. Internal marketing also leads to an environment where change is 

appreciated and understood. 

Employee engagement has been defined by Saks (2006), as emotional and intellectual 

commitment to the organization. It involves caring, attention and absorption (Saks, 

2006). Employees needs ways to engage and needs a way to communicate which will 

increase the moral of the employees.  

A way to do this is by the use of an intranet. Intranets are often filled with lots of 

information but are also often hard to navigate (Ahmed & Rafiq, 2011). Besides having 

an opportunity to communicate, Hughes and Rog (2008) describe several more factors 

for increasing employee engagement for example participation, trust, career growth 

opportunities and pride about work. Furthermore an important part for engagements is 

the coworker in the company.  

Commitment is described by Meyer & Herscovitch (2001, p. 301) as “a force that binds 

an individual to a course of action that is of relevance to a particular target”.  

A new way of thinking of an intranet is as a social intranet with the aim of sharing ideas 

and employees to communicate to the leaders which will make the employees more 
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committed. The site still has all the information but it adds a section and features which 

allows employees from different or same departments to message each other (Saks, 

2006). Articles could for example be commented or linked to and ideas could be 

visually to all employees to let everything considered what needs to be done to 

implement the idea. This is also a way of showing the employees that their ideas are 

considered and worked on, which will increase the engagement (Kotler, 2003; Heide, 

2002) 

2.4.5 Benefits  

Reilly (2012) describes that the key to recruiting and retaining talented staff is benefits 

and compensation. The author further explains that the days when salary was the only 

benefit is over and employees nowadays also demand benefits. The employee benefits 

plan has to be evaluated and redone often to meet the requirements of the current 

workforce as the demands are changing with each generation (Beam & McFadden, 

2001).  

Benz (2014) explains that what long has separated large companies from mid-size 

companies are the health care benefits.  

The idea about that the men are working and woman staying home, made it possible for 

the men to work long hours and weekends because the woman took care of the children 

(Blumen, 2015). However in most families, both parents work, thus making the “life-

puzzle” a bit more tricky. The benefit most valued for these families are often 

possibility of flexible working hours, working from home and understanding from the 

company (Blumen, 2015).  

Offering high salaries makes an incentive for the best candidates to understand the value 

for the company and to be able to attract them (Bansal, et al., 2001). Kotler (2003) 

explain that the best workers are drawn to higher salaries.  

2.5 Internal Communication 

Internal communication can be view as one of the most important aspects of internal 

marketing (Welch, 2012). Internal communication can be seen within internal marketing 

as a way of communicating with the employees instead of only a management tool 

(Vercic, Vercic & Sriramesh., 2012). Evans (2008) suggests that communication is the 

key to employee engagement. The internal communication in an organization is 

described by Welch (2012) as a way of making the company more effective since it 
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creates a positive relationship between the managers and the employees. The 

communication within a company is linked to a higher service and performance (Ruck 

& Welch, 2012). Internal marketing has become increasingly important as researchers 

find that this is an important factor of marketing (Welch, 2012). Vercic et al. (2012) 

explain internal marketing as one of one the fastest growing specialization within the 

field of communication management and public relations. 

A good internal communication strategy can affect the employees awareness of possible 

threats and opportunities. It can also develop an understanding at the employees for the 

changing priorities in the company and for changes (Welch, 2012; Evans, 2008). But 

the communication needs to go both ways, up and down in hierarchy, to be efficient and 

effectual (Evans, 2008). They way in which employees receive the message is crucial 

for the benefit of internal communication, if the message is received in a way that the 

employee finds inappropriate the message can have the opposite effect and harm the 

relationship (Welch, 2012). Channels, amount and types of information has to be 

considered. The employees have expectations of the communication within the 

company and this affects their evaluation of how well the company’s internal 

communication is working. Different ways of communication can be used including 

print, electronic and face-to-face. The method chosen has to be appropriate and 

acceptable for the employees to see a good communication and to create a positive 

relationship between employees and managers (Vercic et al., 2012). In the study of 

Welch (2012), 47% of the employees preferred internal communication through 

electronic formats such as newsletters via email.        

Lies (2012) explain that although internal marketing is viewed as an important aspect, it 

is still often viewed from the management side and not from the employees.  The 

unplanned perceptions are often a challenge for the company while planned 

communication is often not. Also the communication that leads to negative reputation of 

the managers are too late communication, no communication but also what is 

communicated, whereas change management communication is an important aspect to 

consider (Lies, 2012).  

One way of having an efficient communication is by doing a market segmentation, 

where employees are grouped based on wants, roles or functions and then give the 

employees in the same group the same information as this is the kind of information 

needed for them (Ahmed & Rafiq, 2011). Vercic, Vercic and Sriramesh (2012) explain 
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that the strategic communication plan needs to be considered to target the right kind of 

people by dividing them into segments, the right information to the right people. Ahmed 

& Rafiq (2011) continues explaining that in this way the companies avoid 

overwhelming employees with information which leads that the do not read or become 

influenced by the information. Many managers today dived employees based on which 

departments that are stationed on, this is argued to be wrong and rather a motivational 

line should be used for segmenting  the employees and deciding which information 

should be delivered to which employee segments. Information can be a motivation as 

receiving certain information that not everybody receives might be seen by the 

employee as feeling special and selected (Ahmed & Rafiq, 2011).  

2.6 Generation Y  

Generation Y is people born from the late 1970s to the early 1990s (Walker & Lewis, 

2010). Many different definitions of generation Y exist, this thesis will define 

generation Y as people born between year 1978 and 1994 (Petroulas, Brown & Sundin, 

2010). The generation Y can be attracted through rewards and recognition (McVey & 

McVey, 2005). For this generation the tasks needs to be challenging and different, they 

also look for ways to personal development, social connections and for some a company 

that is heading towards a sustainable environment (Petroulas et al., 2010). The 

generation is often viewed as adoptable, flexible, confident, technical and with the 

ability of multi-tasking (Terjesen, Vinnicombe & Freeman, 2007). Earle (2003) explain 

that they do not view a job as earning a living, instead they see carrier opportunities and 

personal development.  

Generation Y is not afraid of changing job and will do so if the work is not challenging 

enough (Assarsson, 2012; Olsson, 2008).  

The generation has from birth been followed by rules and hierarchy and demands much 

of their managers in terms of leader style and appreciation (Earle, 2003). 

Generation Y is often referred to as Generation Millennials. Millennials have a different 

technology advantage as they have been growing up with the Internet as one of the vital 

parts of their life. Previous generations has seen technological jobs as geeky, while in a 

study by Walker and Lewis (2010) only five percent would consider the work geeky. 

Generation Y often have their closest connection through social medias and like 
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chatting and texting more than calling. They are always looking for change, 

improvement and are used to being taught.                                                                                                                                                                                                                                                                       

2.7 Internal marketing and Employer Branding 

This study empathizes that to be able to attract and retain employees both internal 

marketing and employer branding should be used. The two will work together and the 

company will be an employer of choice. Included in the employer branding is attracting, 

reputation and EVP which are all part of strategies for being an attractive employer. 

Internal marketing includes retention, motivation, satisfaction, benefits and 

communication. All this affect each other and will affect the employer brand and 

eventually the company as an employer.   

 

 

Figure 6: Proposed research framework by Gummesson (2017) 
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3. Method 

This chapter aims at explain how the methodology and method has been used within 

this study. Arguments and motivation of the choice of research design and method will 

be provided for the gathering of primary data and secondary data. The sampling 

technique, data analysis and data quality will be discussed.  

 

3.1 Research philosophy and approach 

According to Saunders, Lewis and Thornhill (2012), four philosophies can be identified 

including positivism, realism, pragmatism and interpretivisms. In marketing however, 

there are two main research philosophy’s that are used by marketers, the positivist 

perspective and the interpretivist perspective (Malhotra, Birks & Wills, 2012). The 

philosophy affects the rest of the methods chosen and is the way in which researchers 

view the world (Saunders, et al., 2012). Social actors are the reality and using them in a 

study will access the truth, the problem and will achieve valuable outcomes, according 

to the interpretivist perspective (Bryman & Bell, 2015). The positivist perspective views 

the respondents in a scientific perspective as objectives (Malhotra et al., 2012). The 

perspective of an interpretivist also considers that individuals and researchers affect the 

reality as they interact socially with the environment and thus impacting reality (Carson, 

Gilmore, Perry & Gronhaug, 2001).  

 

This study aims at understanding the problem of attracting and retaining employees, and 

to be able to fulfill that purpose, the author wanted human and companies insights. The 

author has therefore chosen an interpretivist approach since that research philosophy 

refers to understanding a social phenomenon (Saunders et al., 2012). Saunders and 

Tosey (2012) explain that an interpretivist philosophy often is achieved through 

qualitative data. This study will also benefit from an interpretivist approach since this 

allows for deeper understanding, and discovering the subjective reality (Malhotra & 

Birks, 2007; Saunders, Lewis & Thornhill, 2016).  
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3.2 Research Approach 

Three types of research approaches exist, namely deductive, inductive and abductive 

(Kovács & Spens, 2005). Saunders et al. (2012) argues, that some approaches are more 

suitable to implement given the chosen research philosophy. Deductive research is 

grounded in theory and the researcher will form hypothesis based and theory and then 

test the hypothesis (Kovács & Spens, 2005). The positivist tries to establish legitimacy 

by using a deductive research approach. The interpretivist will instead use an inductive 

perspective. The inductive approach involves no or limited theoretical framework, 

where the observations will be searched for interconnections of the studied phenomenon 

to create conclusions (Saunders et al., 2012; Malhotra et al., 2012). The deductive 

research approach is often associated with an quantitative method while inductive is 

associated with an qualitative method (Malhotra et al. 2012). In the abductive 

perspective, the starting point is an observation from real-life. The existing theory is not 

able to explain the observations, thus new theories are searched for or extended to 

explain the observation (Kovács & Spens, 2005). Bryman (2011) explains that theories 

for a broader context might be available, such as employer branding, but not specifically 

on the area of GGVV. According to Kovacs and Spens (2005), the abductive approach 

starts with an observation then collecting previous theories, then making real life 

observations. The observations are used to extend the existing theories and concluding 

new suggestions of theories. The abductive approach is a mix of the inductive and 

deductive approach (Patel & Davidsson, 2003). This allows the author to go back and 

forth with theories and data collected (Saunders et al, 2012) and the author finds this 

approach most valuable as some theoretical framework is available but not covering all 

parts investigated. This study aimed at understanding employer branding and internal 

marketing, two topics that have several theories but still the area of GGV is relatively 

untouched. To see how companies are actually dealing with the problems of attracting 

and retaining employees, an abductive approach were of great value where the previous 

research is being used and allowed the author to create new insights as the study 

developed. The abductive approach allows for new insights from the primary data 

collected (Denzin & Lincoln, 2000), which is the purpose of this study. Dubois and 

Gadde (2002) suggests that theories cannot be stated without the support from real 

observations, and real observations are hard to collect without theories, thus abductive 

methods are most suitable in this case.  
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3.3 Research design 

Two major types of research design exist, exploratory and conclusive design. Malhotra 

et al., (2012) describe exploratory research as a design that aims to understand a 

marketing problem that is difficult to measure. The design is characterized by an 

approach which is flexible and evolving. A conclusive research is considered to 

measure a clearly defined marketing problem (Malhotra et al., 2012), while the 

interpretivist approach usually involves an exploratory research design (Saunders et al., 

2012). Creswell (2009) describes that when searching to understand beliefs, opinions, 

perceptions and behavior patterns, an exploratory method is most suitable.  

An exploratory research was used in this study as it aims at understanding the problem, 

of the lack of highly educated people in depth. Exploratory research allows the author of 

an informal method and the ability to be flexible (Saunders et al., 2012). Saunders et al. 

(2012) explains that flexible means that the direction might change during the collection 

of data since new insights might be discovered.  

This study tried to investigate and explore whether or not the model built corresponds 

too really, thus making exploratory research design most suitable. Malhotra and Birks 

(2007) also explain that an exploratory design is useful for developing understanding of 

a problem, which this thesis intended to do.    

 

A qualitative method is used to receive deeper understanding and insight. The 

quantitative method is often used to get a statistical measurement and generalize 

(Malhotra et al., 2012). The qualitative method is often used with an abductive research 

philosophy and an exploratory design. Methods often used with the qualitative method 

are focus groups, in depth interviews and observations (Creswell, 2009). A qualitative 

method is being used in this study as the aim is greater insight and understanding of the 

problem. The qualitative method allows the author to develop these insights and 

examine peoples thoughts. Corbin and Strauss (2008), explain that an qualitative 

method provide the author with a possibility of examining the values and thoughts of 

the participants.  
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3.4 Data Collection 

3.4.1 Secondary data 

The secondary data of this study have been presented in the literature review. The 

secondary data help creating a bigger understanding of the topics as other researchers 

findings has been shown (Malhotra et al., 2012). Two main sources has been used for 

collecting secondary data including Jönköping’s University’s online library Primo (JU, 

2017) and the use of google scholars to detect interesting articles. Search terms such as 

‘internal marketing’, ‘employer branding’ and ‘employees’ were used in order to gain 

the information needed.  

 

3.4.2  In-depth interviews 

One of the methods for qualitative methods are in-depth interviews (Malhotra et al., 

2012). In-depth interviews can uncover deep insights of the person being interviewed. 

The technique is used to discover the beliefs, motivations, feelings and attitudes towards 

the topic discussed. The interviews build upon an interpersonal and social interaction 

between the interviewer and the person being interviewed (Malhotra & Birk, 2007). The 

interview is associated with intimacy and aims at being a conversations between close 

friends (Malhotra et al., 2012). In-depth interviews also allows the author to understand 

the responses more as follow up questions could be used and thus examine the response 

even further (Saunders et al., 2012). The method of in-depth interviews allow for 

individual interviews with experts in the examined areas (Bryman & Bell, 2015). The 

participant needs to be relaxed and feel comfortable to be able to open up and prevent 

only answering ‘yes’ or ‘no’ to the questions asked (Malhotra et al. 2012). Interviews 

are a good way for the professional participants as they often have a tight schedule and 

the interviews allow for a meeting at a convenient place for the busy participants. 

Interviews are often held at the participants office and thus allowing the researcher to 

investigate the climate and culture of the office, which might create greater 

understanding (Malhotra et al., 2012). In-depth interviews were conducted with HR 

managers of the companies. The questionnaire that the researcher used can be found in 

Appendix 1. 

As a big part of employer branding is the impression of the company, it can be of great 

value to visit the participants in this study. Being able to see the environment of the 
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companies might improve the understanding of the response and getting a sense of the 

company.  

An advantage of interviewing the participants in their office is also that the participants, 

hopefully, felt comfortable and relaxed which might have opened them up even further 

than in an unknown setting for the person being interviewed. Focus groups were 

rejected as the technique has the disadvantage of participants being influenced by each 

other (Malhotra et al., 2012). Since the participants of this study are mangers of a 

company, time is crucial and interviews allowed them to choose a time that suited them, 

if focus groups would have been conducted the schedules of all the mangers would need 

to suit, almost making it impossible.  

As all primary methods, disadvantages are important to consider. Interviews have the 

tendency of being influenced by the researcher and the questions, thus making the result 

biased and misleading (Malhotra & Birks, 2007). The author has thought about this to 

reduce the risk of biases the questions should not be leading or affecting the 

participants.  

 

In-depth interviews can follow the structured or unstructured method (Malhotra et al., 

2012). A structured method has the disadvantage of not allowing the participant to fully 

explain the issue while unstructured might end up not sticking to the subject. Semi-

structured interviews are a combination of the both, thus having more open ended 

questions and being able to answer follow up questions based on the answer of the 

participants (Malhotra et al., 2012). In the semi-structured interviews, the researcher has 

listed questions, but the order of the questions is not important and the author will have 

the great advantage of being able to answer follow up questions (Bryman & Bell, 2015). 

In this study semi-structured interviews were used based on the advantages mentioned 

earlier.  

 

In-depth interviews made it possible for the author to conduct interviews with the 

companies and getting a sense of understanding of how they work and develop their 

strategies around employer branding and internal marketing. A lot of effort were put 

into making the interviewed person feeling comfortable and not feeling questioned but 

rather discussing the topic. All the participants were able to look at the written down 

answers afterwards to not create a fear of  “saying to much”. Conducting interviews are 
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normally done face-to-face, the second best option according to Jacobsen (2002) is to do 

interviews over the phone. Jacobsen describes that these kinds of interviews can be 

done as face to face interviews might be costly and time consuming. In this study all the 

interviews with the managers at the companies were conducted face to face.  

3.4.3 Selection of sample  

The sampling design begins when the author specifies the target population which is the 

elements with the information needed. The target population has to be precis to decrease 

the possibility of misleading or inefficient sampling (Malhotra et al., 2012). In the 

delimitations is was stated that the target area will be GGV, meaning the municipalities 

of Gislaved, Gnosjö and Värnamo, which means that companies operating in these areas 

were targeted. The author has also stated earlier that large manufacturing companies in 

terms of turn-over and number of employees will be selected.  

The next step in the sampling design is to determine the sampling frame. The sampling 

frame is a representation of the target populations elements which consist of a set of 

directions for identifying the target population. The author choose a judgmental 

sampling technique, meaning that elements are not selected randomly but rather based 

on the judgment of the author (Bryman & Bell, 2015). Neuman (2006) explains that the 

non-probability sampling is decided all by the judgment on the author and thus 

outcomes and conclusions will be affected. In a judgmental sampling technique the 

elements are chosen by the researcher depending on the belief that the element will be 

representative for the target population (Malhotra et al., 2012). The judgmental 

sampling technique is suitable for an exploratory design and is convenient and 

inexpensive due to the fact that defining the target population is relatively fast 

(Malhotra & Birks, 2007).  

 

The criteria’s of the judgmental sampling were the following: 

- Companies located in the area of GGV, as stated in the delimitations.  

- The author wanted relatively large companies since they probably have a more 

developed strategy for internal marketing and employer branding. The study is based on 

highly educated people and these are more likely to find in larger companies, thus 

making this a criteria. The criteria of number of employees had to be more than 35, with 
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an average turn-over previous year of 300 million SEK. Thus the criteria were big 

companies and also highly educated people. 

-A part of this study is to compare companies, therefore the companies should be 

relatively alike, thus working in similar industry. The area of GGV consists mostly of 

manufacturing companies (GGVV, 2016) thus this was a requirement.  

Lists of companies on the municipality´s websites were searched and then, based on 

judgment, the known companies were looked into on allabolag.se to be able to decide 

which companies to reach out to ensure they met the judgment criteria. The companies 

were contacted through email and in some cases telephone. Some of the contacted 

companies did not want to participate and thus more companies where contacted until 

the sample was large enough.   

A qualitative method uses small samples and Saunders et al. (2016) explains that the 

interviews should continue until the researcher not gain much from new interviews. The 

sample consists of 11 companies that all match the criteria mentioned earlier.  

3.4.4 Execution of interviews 

According to Carson et al. (2001), the participants should feel relaxed and comfortable 

in the location where the interviews are being held to being able to explain their 

thoughts. The location chosen was the participants office where they should feel relaxed 

and it is convenient for them. The purpose of this study was explained to the 

participants to make them feel relaxed and being able to understand the subject. This 

also due to that interviews are an direct approach, meaning that the purpose is explained 

(Malhotra et al., 2012). The purpose was exposed when asking if companies wanted to 

participate.  

The interviews were recorded to be able to transcribe the interviews more thoroughly 

and not make own interpretations of what the participants described. The researcher 

made sure that the answers were correctly understood by asking security questions, such 

as “is this what you meant”.  

The questions were not sent out before the interviews as the researcher thought this 

would affect the answers and biases would increase. The participants, as explained 

before, however knew the topic to be able to reflect about it.  

The interviews lasted around 40-80 minutes and all were held in Swedish to decrease 

the risk of language misunderstandings 
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3.5 Ethical consideration 

Before the interview the participants were instructed that their answers would be 

anonymous and only known to the author. The participants were also informed before 

the interview that it would be recorded and that also this would only be used by the 

author. The author stated clearly that the records would only be used for transcribing the 

interview and would then be deleted. 

 

Within qualitative methods, Bryman (2011) describes that confidentiality can be hard to 

obtain as the researcher has to be make sure that no participant can be linked to their 

true identity. The interviews also need to be executed in an ethical acceptable way 

(Malhotra & Birks, 2007).  

The author of this study has named the participants by number, in order not to reveal 

their identity. The companies are neither mentioned by name, however some 

information such as number of employees are supplied to get an idea of the company. 

Strategies for recruitment, benefits, rewards and internal marketing could be a 

competitive advantage (Bartlett & Ghoshal, 2002) and therefor anonymity was a 

necessity to achieve trustful and honest answers from the participants.  

Before the interviews all participants were informed about the aim of the interview and 

the study. Participants were informed that the information will be published and used in 

this thesis. The participants were also told that if they did not want to answer any 

questions just tell the interviewer and that question will be disregarded.  

3.6 Data analysis 

Malhotra et al. (2012) suggest four steps that could be followed for the analysis of the 

data collected. The four steps include assembling, reducing, displaying and last 

verifying. The steps are sufficient and the method has therefore been chosen and will be 

carried out. Following sections will in more detail cover each of the steps.  

3.6.1 Data assembly 

The first step includes collection of data made by the researchers of sources. It includes 

for example drawings, diagrams, notes and recordings that have been made during the 

method chosen (Malhotra et al., 2012). This thesis will be completed through 

interviews, which will be recorded and notes which is also described by Denscombe 
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(2009) as the most preferred way to execute an interview. In addition to the recording, 

notes were taken by the author to being able to remember thoughts and ideas about the 

interview.  

3.6.2 Data reduction 

For qualitative studies the primary source is the transcripts (Malhotra et al., 2012). In 

the second stage these should be handled, structured and arranged. The data being 

collected is often extensive as why the data needs to be reduced. Data should be 

classified into different categories based on the meaning and importance to the study. 

Reducing the data is referred to as coding (Malhotra et al, 2012).  

 

The in-depth interviews will be conducted in Swedish as this is the native language of 

all participants. After the interviews were held, transcription was done and written. The 

transcription was coded and sections not relevant for this study was not used. Great 

emphasize were given on translating the important parts of the gathered data. Each 

company will be coded in separate documents to be able to see differences and each 

company will be broken down to separate employer branding and internal marketing. 

3.6.3 Data displaying 

The third step in the data assembling is data displaying. This step involves summarizing 

and presenting the data gathered. Displaying the data can be done through several ways, 

previously text was the most common method but word clouds, charts and matrices are 

increasing in popularity (Malhotra et al., 2012). Malhotra et al. (2012) suggests a matrix 

where the data of importance can be easily seen and followed. The author displayed the 

data in a matrix as this is a clear way of being able to compare the data collected.  

3.6.4 Data verifying 

In the last step, data verifying, the researcher should try finding explanations in other 

sources for the findings. For example seeking studies similar to the one conducted and 

finding similarities might strengthen the research (Malhotra et al., 2012).  

3.7 Trustworthiness 

Assessing the evidence of credibility, transferability, dependability and confirmability is 

important for being able to ensure a high quality of a qualitative research (Given, 2008).  
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However, Bryman and Bell (2015) explains that validity and reliability are most suitable 

on quantitative methods. Williams and Morrow (2009) suggests that trustworthiness and 

credibility are two aspects for a qualitative method such as in-depth interviews. 

Trustworthiness, according to Williams and Morrow (2009) is the aspect of the answers 

of the participants, subjectivity and the interpretation of the meaning by the researchers. 

Bryman and Bell (2015) explains that credibility is the aspect of evaluating how well 

the findings are equivalent with reality. Creditability and trustworthiness are inevitable 

to study. According to Walker, Cooke and McAllister (2008) credibility can be 

achieved through transparency, reflexibility and an ethical behavior.  Triangulation is 

important in a qualitative method for achieving credibility. This study used different 

participants in different companies to examine the problem from different angels. The 

companies were located in different municipalities and the participants had different 

backgrounds. This study was done by one researcher, thus several evaluations of two 

aspects was not an option. Despite this, the author did all transcriptions and interviews 

self and therefore asked questions in the same way and transcribed the same way. The 

study is therefore not affected by different researchers.   

The interviews were held in Swedish, transcribed in Swedish and then translated into 

English for quotes. The interviews were done in Swedish as all participants were 

Swedish and this were seen as the best way.  Great emphasize were given to this section 

to be able to increase the chance of trustworthiness. The transcribing were done 

immediately after the interviews as memory can be a key to mediate what the 

participant actually said. 
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4.Empirical Findings 

In this chapter the collected primary data is summarized and presented. The chapter 
begins with an introduction of each company and then each theme of this thesis is dived. 
The sections is dived based on the model built in chapter 2. Results from this chapter 
will be the ground of the analysis.  

Participant  Company  Number 
of 
employees 

Number 
of white 
collars 

Gender Length of 
interview 

Participant 
A 

Company 
A 

110 
employees 

35 Female 62 min 

Participant 
B 

Company 
B 

45 
employees 

11 Male 43 min 

Participant 
C 

Company 
C 

102 
employees 

20 Female 82 min 

Participant 
D 

Company 
D 

38 
employees 

13 Male 47 min 

Participant 
E 

Company 
E 

78 
employees 

32 Male 71 min 

Participant 
F 

Company 
F 

60 
employees 

22 Male 44 min 

Participant 
G1 & G2 

Company 
G 

48 
employees 

20 Female 
& Male 

79 min 

Participant 
H 

Company 
H 

48 
employees 

19 Female 41 min 

Participant 
I 

Company 
I 

75 
employees 

23 Male 43 min 

Participant 
J 

Company 
J 

51 
employees 

24 Female 55 min 

Participant 
K 

Company 
K 

55 
employees 

27 Female 57 min 

 

4.1 The interviewed companies 

4.1.1 Company A 

Company A is located in the municipality of Gislaved. But located in a smaller 

community about 30 kilometers from Gislaved. The company is a part of an 

international group with 110 employees in this specific company. Participant A 

explained that she works full-time as a HR manager at company A, however she still 

has several more companies in the group as her responsibility. “Many companies in the 

area do not have a separate HR manager, as this is often mixed with quality or finance. 
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Even though I am handling several companies, I am still a pure HR manager which I 

view as an advantage”.  

The company has a very low employee turnover and the average employment in the 

company is over 20 years. “The employee turnover in 2015 was 4 %, definitely too low 

for me. But we can now view the trend that the younger people are more often changing 

companies which will lead to a higher turnover of employees. Since we have  had such 

low turnover in the past, people get really scared when people are actually quitting, for 

example now we have two that are leaving in the office and people think the entire 

company will end, which is not true” – Participant A.  

4.1.2 Company B 

Participant B is from a smaller company where a pure HR manager is not possible, 

instead he is also the CEO of the company. Company B is located in the municipality of 

Värnamo, but in a smaller community about 20 kilometers from the city center. The HR 

manager is also one of the owners and have to split the time between HR tasks and 

tactical decisions within the company “Having a HR would of course be the best”-

Participant B 

“I have been handing out many 25 year gifts to employees and most people actually quit 

when they retire and not for any other reason. We thus have a very low employee 

turnover. (……) I cannot see any disadvantage with that as recruitments often costs a 

lot of money”- Participant B. 

4.1.3 Company C 

Participant C is one company in a larger group, consisting of four companies in 

Sweden, one in Slovakia and one in China. The particular company investigated is 

located in the municipality of Gislaved but around 15 kilometers away from Gislaved. 

“I work at the mother company that owns all the companies in the group and thus is the 

HR-manager of all the companies. My work involves finding a way so that all the 

companies can work with personnel, benefits, policies and so on, on similar ways so it 

gets as efficient as possible”.  
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4.1.4 Company D  

Company D is located in the municipality of Värnamo and is a family company. 

Participant D explains that “I have the ultimate responsibility for personal, but I am not 

only working with HR. I am one of the owners of this company. We do not have any 

specific HR, one might say that I control it with my left-hand kind of. But important to 

say is that we are not less keen of our employees just for this. In a small company it is 

not possible to have a HR-manager”- Participant D.  

4.1.5 Company E 

Company E has 78 employees and is located in the municipality of Gnosjö. The 

company is involved in the plastic business. “I have been working as the HR manager 

for four years”- Participant E.  

“I can say that we have some problems with retaining the white collars more than 

around 3 years. We experience that the people with higher education wants to continue 

developing themselves and after 3 years they often feel that they are unchallenged since 

they know the routines here” – Participant E.  

4.1.6 Company F 

Company F is located in the municipality of Gnosjö. The company has 60 employees 

and a turnover of 600 million SEK per year. The HR manager is also the quality- and 

environmental manager. On the question if the lack of highly educated people are 

effecting the company, participant F says “Yes, it can be shown very clearly”.   

“I think people need new workspaces. I want people staying for 5-7 years but longer 

than that is not good for the company or the workers. They get unsatisfied and 

complain, developing becomes less in focus and the bad atmosphere spreads to the 

other workers. We have a very low employee turnover and actually it is a big problem” 

– Participant F 

4.1.7 Company G 

Company G was represented by both the Vice CEO (Participant G1) and the HR 

manager (Participant G2). The company is located in the municipality of Gislaved 

around 20 kilometers away from Gislaved. The company is manufacturing finished 
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products to consumers. “We have a very low turnover of employees (…). We need new 

viewpoints, but of course it is never good when assets are leaving”- Participant G1 

4.1.8 Company H 

Company H is a manufacturing company located in Värnamo. “I think we have an 

advantage being located in Värnamo since it is a big city, however with a bigger city 

comes expectations of higher salaries since especially here the house prices are 

increasing”- participant H.  

The participant, the HR manager, explains that the employee turnover is very low which 

is according to her not good since new eyes and ideas are always needed.  

“A low employee turnover does not mean that we are doing everything right, it means 

that the employees are comfortable and safe since they are not last in anywhere” – 

Participant H.  

4.1.9 Company I  

Company I is located in the municipality of Gnosjö. It is a family company and the HR 

manager is working as the manager for this company and another on in the same group. 

“We have much higher employee turnover here than in our other facility and I am 

ripping my hair to come up with a solution for making employees stay, this is not 

sustainable” – Participant I 

4.1.10 Company J 

Company J is a manufacturing company in the municipality of Gnosjö. It is one of the 

biggest company in the area in terms of number of employees. “We have had several 

recruitments the latest year. I think that people are changing workplaces a lot and I am 

working hard with the companies in the area to find a solution to make people stay. With 

this progress no company will survive”- Participant J 

4.1.11 Company K 

 

Company K is located in the municipality of Värnamo. It is a middle-sized company with 

55 employees. The company have had a high employee turnover during the last decade 

and the HR manager explains it by “the big problem is stress”. 
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4.2 Highly educated workforce 

The companies were asked if they have noticed, or suffered, from the lack of highly 

educated workforce.   

Participant A- “Every time we have an recruitment, we have a problem of hiring 

(……..). The problem mostly involves engineers and finance people”. Participant H 

explained that on certain positions the lack is very obvious “finance and engineering 

employees is especially, or almost impossible, to find”. Even if participant H and A 

explained that finance and engineering, participant J explained that the hardest people to 

find were IT-employees.  

Participant C explains that the problem remains but that it has become a whole lot better 

over the last years. Both participants B and D explain that they do not have many highly 

educated people, but the ones they hire are extremely important for the company. 

Participant B and D felt that all open positions within the company has been filled quit 

easy.  

“The main part of our employees are not highly educated, but when we actually need to 

fill a position in the office this person is very crucial for the entire company. As many of 

the employees are working alone in their departments, having a bad employee is 

devastating for us but perhaps would not show in a larger company.(……) I would also 

like to add that employees what so ever is lacking”. – Participant D 

Participant E explains that the company has had lot of problems with finding highly 

educated personnel. “The company is doing really well, but the problems with finding 

good people to the office is what I think has stopped us from growing. Highly educated 

workers are needed because they view things differently as they have theories and 

without being mean to anyone, they have a certain characteristic of managing studying 

for four or five years. The finance guy is hired as chief and being alone in his 

department makes the motivation lacking as ability to climb is not possible, he is 

already on the highest position he can get in our company. My job is therefore much 

about inspiring the employees that we will grow as a company and getting everybody 

onboard, a challenge to say the least”- participant E 
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“Highly educated people often demand a much higher salary than we can afford, they 

want compensation for settling down in a smaller city. This fact makes it really hard for 

the company to hire highly educated workforce since higher salary for one person, the 

rumors will spread and making other employees jealous. (….). So yes this is a huge 

problem.”- Participant F  

All companies have different experiences and perception of the highly educated 

workforce. The majority of the participants explain a lack of highly educated, although 

some does not.  

The HR managers describes that highly educated employees is needed for several 

things. One common reason, mentioned by Participant B, H and E, is that the higher 

education’s demand a certain characteristics by the students which is desirable by the 

companies. Other mentioned criteria’s are the abstract thinking, knowledge and that the 

law only allows certain educations.  

Participant A described that “power, smart and being able to see ways of 

improvements” as the three most important characteristics of an employee at her 

company.  

Participant B, C and D all described that passion for the work and a positive attitude 

was the most important characteristics of the company.  

4.3 Employer Branding 

4.3.1 What is a successful employer brand? 

All participants were asked what they considered a successful employer brand.  

Participant A- “ Seeing a logo of a company or hearing a name of a company and 

immediately connect it with something positive. The first impression really”.  

Participant C “A successful employer brand for me is having satisfied employees and 

through that people are attracted to the company. You create a name where satisfied 

employees is the first things that come to mind”.  

Participant D “For me it is having a reputation of being a  long-term and serious 

company”.  
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Participant B “Being a pleasant and positive employer is what I would considered 

having a good brand”.  

Participant E “For me a good employer brand is the same as a brand for our 

customers. We need to be viewed in a great manner to attract customers but the work 

does not stop there, instead we also need to create good relationships and deals with 

customers to make them stay as a customer. I would say it can be transferred to 

employees, even though they might appreciate other things than customers”.  

Participant F: “A good employer brand is for me that people wants to work for us. I 

think we have succeeded since many people would like to work for us”.  

Participant H : “IKEA is a brilliant example of a good employer brand. For me it is 

basically having a strong brand of reliability and being an organizations that has been 

in the city for a long time”.  

Participant J : “Hmm, I think (…) having satisfied employees that talks well about us, 

will make us attractive to other people and through that creating a brand”.  

Participant K: “Being known by the people as a company where they want to work”.  

The companies had different aspects of what an employer brand was. Some thought of it 

as a reputation about the company and some purely from the inside of the company. 

However all had a clear vision about what employer branding was and how that 

company wanted to be successful.  

4.3.2 Attracting employees 

“I have been involved in very many meetings here in the area, where companies are 

gathered to talk about this problem (attracting highly educated). We have all agreed 

upon that making random people move to the municipalities around Gnosjö is tricky. 

We discuss a lot of viewing employees as customers, and I have taken lots of courses in 

this to make attractive jobs, team spirit,”- Participant E. Participant C explains that 

“Making people move here is almost impossible I would say, but making them move 

back is the opportunity we have”. The strategy participant C has is to attract people 

already when they are in school in the area. They always allow summer workers, 

trainees, graduation thesis and other works for students in the area. “If we can make a 
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good impression then they will remember us and when they see or hear an 

advertisement of recruitment for our company they will also apply then. We also 

believe, that for example you (aiming at the researcher) being here, helping you will 

make ripples in the water as someone might mention us and you will say that you have 

been here and that we were helping in all ways, the reputations spreads”. Participant D 

has a similar idea of spreading the word before the workers move to bigger cities to 

studied they try to make a good impression “which will hopefully lead to that when they 

start a family they will want to move back and will consider us as a possible employer”. 

Participant A says that they are trying to attract employees by explaining that they are 

international, have a large group behind them and the possibility of tying strong 

relationships higher up in the hierarchy in the world. The difficulty is that this is only 

heard when discussion with people about the company, she explains “we have a long 

way to go to improve our reputation outside the municipality. We are very large and to 

get that out would help us a lot I think”.   

Participants F and B were the only ones not having too much to explain about how they 

were attracting highly educated. Participant F explained that no clear strategy has been 

implemented, the only thing they try to is to have a good reputation “and then hopefully 

the rest will come”- Participant F.  

Participant H “….we have no specific strategy for it”. The participant explains that no 

strategy is used to attract highly educated employees but she thinks that they are an 

international company is an “unexpected success” that attracts employees. “I think that 

the way of seeing the employer in different community involvements is increasingly 

important (….), this might be environmental things, supporting local sports teams 

(…)”- participant H. 

“ We are trying to attract with challenges, working in an international company and 

giving a reasonable offer in terms of salary. We do not buy people, but it should be at a 

good level”- Participant A.  

Two of the participants, participant J and K, described that they have a hard time 

recruiting and has been forced to recruit a lot the last couple of years. “I am really 

desperate at the moment, I attend every meeting in the area about employees to learn 
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everything I can”- Participant J. Both participants say that salary is what they use to 

attract employees “unfortunately it is the only thing that works”- Participant K. 

Participant A explained that logo was used in her company to attract employees, but the 

problem followed:  

“We have a local brand and logo that is usually used for lower positions where the 

reputation in the city is used as a strategy. For higher positions however we always use 

the groups logo and name (….) since it is more international which we at least thinks 

will attract more higher educated employees. When recruiting I am always torn apart 

for which brand I should use that would attract the right people” – Participant A 

4.3.3 Employee value proposition 

The participants were asked to state the EVP of the company. Several companies took 

long time to answering, hesitating and restating it several times. Many mentioned the 

possibility to climb, taking new responsibilities and in an international environment. 

While some mentioned career as the primary reason several others mentioned 

familiarity, good working environment and down to earth company.  

 

Participant F: “A stable, familiarity company in an industry which is constantly 

expanding, thus people have a great opportunity to climb”. 

 

Participant B: “ A pleasant and positive workplace”.  

4.4 Internal marketing  

4.4.1 Retain 

“Challenges are the key for highly educated people to remain at their jobs. They need to 

feel that they are still learning something every day at work” – Participant A. 

Participant A also describes that “…on key positions within the company we do a 

retention risk evaluation, meaning how likely it is that the employee will end their 

employment. If it is high we might take certain actions, sometimes it is just more 

communication”. Having an evaluation of the risk of retention is done in company C 

and E. Both participant C and E explains that it shows a lot in the yearly conversations 

with the employers if they feel motivated and glad to work or if complains are more 
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used. “I am wrong sometimes, but often it is easy to stop someone searching for a new 

job (….). We try getting to know our employees that well that they can have an open 

dialogue with us, and sometimes when someone says that they are searching we can 

changed something here so they want to stay. We have an finance assistant for example 

that get responsibility over accounts payables which made her stay several years 

more”- participant C.  

The participants are split in two parts when it comes to employment time. Some stated 

that staying to long is a problem while others thought that the longer the better. 

Company B, K and I explained that retention and keeping employees were good.  

4.4.2 Benefits 

“I would never win someone over with salary, I want people that want us. If salary is 

more important than the pride of working for us, then no. I can teach a worse employee 

the job if they have the motivation but teaching someone to want to be here is not 

possible” – Participant F. Company A and C which are the largest companies in both 

turnover and number of employees have a much more detail specification and variation 

of benefits. All 11  companies explained that healthcare allowance was offered to the 

employees, despite this six of the companies said that is was poorly utilized and that 

half of their employees did not use the money at all.  

Participant H and A both described that they have a staff club that they contributed 

extensive to that they both viewed as a benefit.  

Several of the companies explained that Christmas and summer parties were somethings 

that they spent a lot of money on. “The parties are a chance for us to give back to the 

employees, also the group is getting together and I think that by offering much and 

showing that they are worth the money, people change the normal attitude about that 

the company is stingy”- Participant E.  

The majority of the companies explained an unwillingness of allowing employees to 

work from home. Although some explained that it was used as a strategy of attracting 

people longer away from work. Below are two different companies aspects of the 

possibility of working from home. 
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Participant E explains that they have lots of people commute to the company. “The best 

benefit we can ever offer them is the possibility of working from home. Working from 

home all the time is not possible (…) among others the team are not working well 

enough if they never meet each other. We offer our employees working up to two days 

per week from home”- Participant E. 

 

 “We do not want people working from home, communication and teamwork gets much 

worse” – Participant G 

Participant A explained that previously bonuses and higher salaries has always been the 

reward. But at the end they have found that what is mostly appreciated is to get a praise 

and an appreciation of that that the work was really good. “People do not always want 

something, maybe they just want to be seen and appreciated for that they are doing a 

good job”- Participant A.  

4.4.3 Education 

Participant F explained that education is a way for them to compensate for the fact that 

employees to not have that much possibility to climb. They cannot climb the hierarchy, 

however they can develop themselves and learn new things.  

Most participants explained they their company is good at education. Often they 

described that education is a responsibility of the employee and if they ask they receive 

educated. Education is done on the initiative of the employees.  

“We are pretty generous (towards education) I would say. But I would like to point out 

that it has to be an education that is in the positions interest so that you say that it 

drives the organization forward” – Participant H. 

Company A has a lot of educations and uses this as a form of motivation. “Everybody in 

the company goes to base educations such as safety. The rest is often on the initiative of 

the employee. I have never turned anyone down on an education when they have asked, 

we think of it as the employees responsibility to ask”.  

4.4.4 Motivation 

Several of the companies had different aspect of how motivation could be used within 

the company. Many of the companies used benefits, such as insurance and health care 
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contribution. Two out of the eleven asked companies also said that salary was a good 

way for increasing motivation. Encouragement was another factor that many of the 

participants answered on the question about which strategies they used to increase 

motivation.  

“We try to increase motivation by offering the chance of development. We are part of a 

big group and the connections that could be tied is a big motivation for many of our 

employees. Constant challenges are offered and I do not think one single person in this 

company can say that their job is the same every day or boring”- Participant A 

Goal meetings and performance reviews is a strategy that several of the companies are 

using however participant B says that this is something his company can improve a lot 

as time often get in-between and meetings are not held every year. Participant C stated 

that even though performance and goal reviews are important it is not enough. “The 

performance reviews are a good invention, but I always tell the managers that the 

communication in the reviews are very important however the most important is what 

happens between the yearly reviews. Employees needs to be seen all the time”.  

“I think that the ability to climb is the best motivation for an employee (…), with that 

said we do not have that possibility. Goals are instead the motivation for our 

employees, we always set goals for employees to obtain”- Participant E.   

“Among others I would say that our benefit package contributes a lot to motivation” – 

Participant H. The participant continued explaining that they are very clear from the 

beginning with what they offer to not give to high expectations. “We have limited 

possibilities to climb or offer high wage increases” and to be clear about that the 

participant explained that too high expectations might decrease the motivation.  

4.4.5 Satisfied employees 

“The key to satisfied employees are clarity, honestly and a constant communication”- 

Participant H.  

“It is involvement”- Participant F. Several of the participants has described involvement 

as the key to satisfied employees. Other factors mentioned also include development 

opportunities, being heard and understood were mentioned by some of the participants.  
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The mutual factor that all participant mentioned is communication. Knowing what goes 

on in company, being a part of the company and being able to participate was several 

aspects mentioned as to why communication is important for satisfying the employees.  

The companies were asked about introduction program for employees to enable that 

employees are satisfied with the first time at the company. Out of the 11 interviewed 

participants 10 mentioned an introductory programme where employees were 

introduced to the company. When the question came about a follow up section, if 

employees where asked after to review their introduction, both for improving the 

program and ensure that their new employees are liking the company. Participant H “Of 

course, new employees are a crucial part of the company (…) not having a follow up 

meetings seams quit stupid for me, we can stop lots if negative ideas already here and 

employees feel that we care about them”. All of the remaining companies answered that 

no formal meeting were held, “the boss askes how it is doing” some om them answered. 

4.5 Communication 

The general idea of the companies is that communication is good. They describe that 

white collar workers are often those working by a computer and thus communicating to 

them is much easier than blue collars as they often lack own work emails.  

Company A say that they have an intranet where lots of information goes out to the 

employees. Participant A explains that they have a new strategy for involving the 

production employees, which is whiteboard meetings. Each week whiteboard meetings 

are held out in the factory where each team has their own whiteboard to increase 

awareness, obtain feedback and comments from the employees and to communicate 

more efficiently. These meetings are always held by the production leader (closest boss) 

and the production manager. Participate C also comes from a large company where 

daily meetings are held in the production area. Every quarter they have a meeting with 

the entire workforce where all departments has an information session, for example sale, 

finance and production. The participant explain that having communication means that 

more communications is necessary “The employees will never get enough (…) pleasing 

everyone is not possible”- Participant C. Both company A, company C and company E 

are working with something they call “Continuous improvements” where all employees 

can have anonymous ideas about what can be improved in the company, they all told 
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the researcher that this is the best way that employees can communicate upwards, 

otherwise lots of information goes down.   

Participant F thinks communication can be improved a lot in their company. The 

communication almost always comes from below and not the other way around. “This is 

one of the things I work a lot with, I have recently attended a course in psychology 

where communication is a key part for employees (…..) as an action I have now sent the 

entire management team on this education to make them aware of that communication 

needs to be approved”.  

Company H has a different starting point than the rest since they are a part of a bigger 

group that is listed on the stock exchanged NASDAQ. Some information is therefore 

illegal to communicate. “Information regarding the local activities can still be 

communicated but giving every employee an income statement is not possible”- 

Participant H. She continues explaining that department meetings are held and that they 

have kind of an informal meeting every morning since they eat breakfast together, the 

daily need of communication is there met.   

4.6 The younger generation 

Participant F has a completely different approach to the younger generation than the rest 

of the companies: “I think that the picture that media gives out of young people today is 

completely wrong. They are not lazy and I can see a fire in their eyes that I could not in 

previous generations”. He continues explaining that although they may not stay more 

than three years, they give it all during that time. The variations in workplaces they 

worked on makes them attractivities and have a lot of new ideas. “I love them (the 

younger generation). Experience is a key but fire and passion is for me even more 

important” – Participant F 

“We have a very loyal staff, which is not a bad thing, but sometime I can wish that we 

had more movement to be able to get new eyes on the activities in the company”- 

Participant H. She explains that the younger generation is therefore welcomed since 

they have new fresh eyes and will eventually quit their employment and make room for 

new talents.  

Participant E explains that traditionally if an candidate has a resume of quitting jobs 

after 2-3 years this would be viewed very bad and “I would think that this person 
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cannot be good since they perhaps has got fired lots of times”. He explains that younger 

generations changed jobs more and the thinking of recruitments and managers needs to 

change and a person changing many positions needs to be seen as a strength of courage.  

4.7 Offer a vision- How is the vision communicated to the employees? 

Participant A describes that they are very bad at this internally. The keywords in the 

company is tried to be communicated through posters and presentations periodically. 

She is not alone with not having a strategy for getting the vision out in the company, 

thus almost all companies explained they have not succeeded or worked on that. 

Participant F says that vision is more implemented in the management team, the rest “do 

not care and do not have to”.  

“When we take references on new potential employees, the reference is always asked if 

our key worlds could fit the candidate (….)”- participant H. Participant H explains that 

it is important that employees of the company can live by the values of the companies 

and thus therefore the question is always asked to references. The participant explains 

that on the first interview the vision and values are explained but then the 

communication of these could be extended and improved.  

4.8. How is teamplay emphasized? 

Teamplay was not somethings many of the companies had lots to say about 

“I would say this is our main problem in the company. Each department is working 

really well together, but the collaboration between the departments is sometimes really 

bad as they are often working on their own. Everyone has lots to do so to push 

responsibility to other departments might be viewed as a good manner. We are trying to 

get past this with Christmas parties, activities for employees and groups working 

together”- Participant A. Both participant J and K agrees that teamplay is worse because 

of the stress. “Everyone is so full of their own work that no time for helping another is 

available” – Participant K 

“Since we are a relatively small organization, and therefore communication is very 

good (…). I think communication is the key to team play. (….). When we have more to 

do and end up in stressed situations teamplay gets worse. Employees enter a bubble and 

are not communicating”- Participant H. 
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Participant F explains that team play is the key to the existence of the company. Several 

white collars have more than one role in the company and that makes team play 

important to support each other.  

Company G and K explained that the production workers are from the older generation 

while in the office there have been a generation shift. They both explained that, just as 

participant A, that the office is always encourage to go out in the production to create a 

better bond. All three companies explained that this teamplay is important for the spirit 

of the company. 

4.9 How are responsibilities divided? 

Participant A are describing that dividing the tasks is up to each department chief. “We 

think of it that it is better to be thrown in to responsibilities than to be protected from it. 

We have seen people grow several meters after getting more responsibilities. Of course 

the boss should always be there to back the employee up”.   

“Every employee know what their responsibility is and for example purchase all 

employees have a number that they can purchase for, same with investments. I would 

say that responsibility is highest in the chain and responsibilities needs to be earned”.- 

Participant E 

4.10 Internal marketing and employer branding strategies 

Two of the 11 companies asked in this thesis had a clear structure of an internal 

marketing strategy or employer branding strategy to change something in the company. 

Company K had an internal problem a couple of years ago and company I did a 

reconstruction of how they wish to be perceived by the employees as they had a bad 

reputation in the municipality and surroundings.  

Company I discovered after having troubles hiring and hearing rumors on the street 

regarding the company. The company started asking people what they thought of the 

company and also inside the company they had questionnaires sent out regarding the 

workplace, rumors and so on.  

“It took a lot of time (…..), we had to get to the bottom of it to survive” – participant I. 

The participant explain that the rumors was about stress, bad wages and arrogant bosses. 
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The company made an advertisement campaign starting on social media where people 

from the management filmed themselves at work and explaining about themselves. 

“We wanted people to realize that the picture was not correct. Giving a face of the 

management and showing them human was the plan” – Participant I.  

Company K was asked about the internal marketing of the company and how they are 

working with it. The participant started explaining different aspects and then explaining 

about a specific strategy taking place last year where the company got help from a 

consultant outside the company. The company had big contradictions within the 

company as production and office people were working against each other and thus 

uniting the team as one were crucial. “The conflict had gotten so far that production 

people was working extra slow to put the office in a bad position, just to make a 

statement”- participant K. The participant explained that the company did not know 

where to start and contacted a consultant. The consultant sat down with the management 

team several time to decide where the company would ultimately like to be and what the 

“end game” was. “Enabling a company that is one team”, was the target according to 

participant K. After that all employees were a part of answering questions and 

explaining how they would like to have it. Later several strategies were chosen with the 

aim of making the company one group. Small groups were created where different roles 

were together, trips were held, movie nights and  games were implemented for making 

the company more united. “Everyone is not happy with the result, but overall I am very 

happy. The company works more as one group, and people are talking above the 

department walls”- participant K.  
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5.Analysis  

In the analysis chapter the previous research from the literature review is compared 

with the empirical findings presented from the interviews. The chapter will cover the 

overall impression, employer branding strategies and different components of internal 

marketing. 

5.1 The overall impression 

The overall impression after talking to the companies is that the strategies used are quit 

unstructured. Strategies are at place for some factors but not well functioning with other 

strategies and only viewed from what the management team thinks and not from the 

employees. Two companies stated that salary would be used to attract employees and 

viewed in the literature review is that salary is one of the things that employees views 

highest when choosing which job to choose.  

All companies that were a part of this study had an open mind about the interviews, they 

answered all questions, took the time to meet the researcher and tried their best. 

However only five of the companies wanted to view the final result which is viewed by 

the author, as strange. The three companies wanting to view the result all told that they 

wanted to see how other companies are working, what their strategies are and what the 

literature said. They told the researcher that employees are hard to find and will be 

increasingly hard since urbanisation around the big cities are increasing.  

Almost all companies had strategies for both employer branding and internal marketing, 

but what unites them all is that none of the companies told the researcher about how 

they are targeting the specific employee. One of the companies had some strategies 

about different recruitment advertisements for the target audience but the rest never 

mentioned it. Also no companies explained that dream employees had been examined 

on what attracts them, motivation factors or how they would like communication to be. 

Strategies are implemented, however employees expectations and attracting 

opportunities are not investigated. Strategies needs to be anchored in reality to be 

successful.  
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5.1.1 Model 

In the literature review a model was built to see what aspects that were used in internal 

marketing and employer branding in GGV. Each part of this model will be discussed in 

this chapter to see how companies are working with it.  

Some of the participants explained that a successful employer brand comes from within 

the company, thus the model corresponds to how the participants are viewing employer 

branding. Thus for becoming an ‘employer of choice’ both internal marketing and 

external marketing have to be used.  
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5.2 Relationship value management 

The relationship value management as mainly discussed by Payne and Holt (2001) and 

Christopher et al. (2013), in the literature review, can reveal that employees are a big 

part of the company. They view employees as customers and several authors, for 

example Kotler (2003) describes that employees are the key to success. The profit 

service chain developed by Heskett et al. (1994) describes that employees are a driver to 

revenue growth and profitability.  

All previous literature’s aims at the same direction, that employees are a key part of the 

company. As can be seen in later analysis, several companies have not viewed their 

employees as a top priority and not seeing that happy and satisfied employees might 

contribute a lot more than the companies have realized. The HR manager is in many 

cases teaching the other managers how they should communicate and treat their 

employees. That one participant explained that he is working as HR manager  

 

“….with my left hand”- Participant D 

 

This might be the reason for why this company do not have clear strategies. Controlling 

and working with human resources on fulltime, at least the researcher thinks, will lead 

to more and better strategies. When running several departments the focus might be 

splitted and employees might be last in the priority. In addition, implementing changes 

and strategies takes time and effort, which requires some kind of passion and probably 

knowledge to develop them in effective and successful way. For example when the 

researcher asked participant F if they had some sort of talent program the answer was 

that he did not have the knowledge or time to implement such a program. 

5.3 Definition of employer branding 

In this thesis the definition of employer branding followed as a combination between 

the definitions of Amnéus (2011) and Dyhre and Parment (2013) The definition was 

stated such as how the company should present its brand to attract people by becoming 

a highly valued brand. 

The term ‘employer branding’ was widely known for the participants and all had a 

statement of what they would consider a successful employer brand. Some talked about 
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an internal part and some the external. All lead up to the conclusion that the strategy 

that companies in the area of GGV is using both internal marketing (=internal) and 

employer branding (=external) for becoming an employer of choice.  

All participant had a clear vision of what a successful employer brand meant for them, 

but when it came to strategies they did not answer immediately and had to think. 

Having a successful brand needs strategies. That four out of the eleven participants did 

not have a human resources degree, could explain why the companies did not have 

strategies for some areas.  

Worth mentioning is that the previous employer branding often included logos, for 

example Evans (2016) mentioned that logo is the first thing an employee sees and 

should be carefully considered. However in this study only one company mentioned 

logo as a part of their employer brand. First impression, often logo, is often viewed as 

hard to take back. Logo and company name is often included in what the employees 

views first and always stated in an recruitment advertisement. Thus not having a 

strategy for this seems strange as it is a relatively easy fix. Company A described a 

different problem regarding logos:  

“We have a local brand and logo that is usually used for lower positions where the 

reputation in the city is used as a strategy. For higher positions however we always use 

the groups logo and name (….) since it is more international which we at least thinks 

will attract more higher educated employees. When recruiting I am always torn apart 

for which brand I should use that would attract the right people” – Participant A 

5.4 Employer branding 

Dyhre and Parment (2013) explained three reasons for why employer branding should 

be used. The reasons included that the demand is larger than the range of qualified 

workers, the younger generation has other demands and social media leads to more 

transparency thus reputation can travel longer and faster. The companies had different 

opinions about the lack of the highly educated workforce. The companies not feeling 

that highly educated people are hard to find does not either need or have recruited much 

recently. Companies that have recruited recently all felt that they can feel the lack. 

Showing the lack of highly educated people makes the employer branding strategies 
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even more important as it lacks highly educated people in the area. Next reason for 

Dyhre and Parment (2013), was the new generation. What surprised the author was that 

no of the participants explained that separate strategies for different generations was 

used. What however was used as a strategy by some of the companies are that different 

kinds of advertisements are used based on which kind of employee the company is 

searching for which is also mention by Eversole et al., (2012).  

Generation Y is often viewed as a lazy generation, not willing to work and having a bad 

attitude, however several of the participant explained the other way around thus 

showing an opportunity for the younger generation to get employment in GGV. The two 

quotes that follows can view that the generation Y might be misunderstood and have 

great opportunities.  

“I love them (the younger generation). Experience is a key but fire and passion is for 

me even more important” – Participant E 

“…they are not lazy and I can see a fire in their eyes that I could not in previous 

generations” – Participant F 

To conclude, the younger employees in GGV seems to work well and hard. Since many 

companies described a positive attitude towards the younger generation it opens up for 

other young people to get employment. This could also be seen as an opportunity for the 

companies as younger generations might be an option even though they have limited 

experience. A younger workforce usually also means lower salaries.  

The final reason from Dyhre and Parment (2013) is that reputation and transparency is 

more available. The feeling was that several companies explained that their social 

medias are under construction and will be used later on. However several participants 

explained strategies for sharing the advertisements of recruitments on LinkedIn and the 

reason was a wider range of candidates. However buying space and clicks on Instagram 

or Facebook was only one company mentioning doing. Several previous research show 

that social media are crucial, not least for Generation Y. Surprising might also be that 

Instagram, Facebook and LinkedIn are relatively old innovations are not having them 

updated and worked on until now, might show pretty much about the company. Walker 

and Lewis (2010) explained that generation Y is born in the technological world and 
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internet has been a part of their entire life. Thus a company not having updated social 

media might scare young people away from applying to companies. Also Evans (2016) 

explained a process for how a strong employer brand should be built and in step 4 the 

brand should come to life, here social media is explained as a key tool and as said 

before several companies did not even use social media.  

Several different strategies were used and many companies had several strategies also. 

The strategy most commonly explained was however trying to tie young people at a 

very young age. They tried with local ideas such as offering summer jobs, being present 

at schools, helping in school works and being at exhibitions at schools. The strategy was 

to make a good impression and when young people started settling down after 

university they hope they move back from the big cities. When they hopefully move 

back, they will remember the good companies and search for employment there. The 

author finds this strategy relevant and interesting. The companies has very little chance 

of attracting people that do not move to area for another reason, for example moving 

home or finding family in the area, but making people move back is possible.  

5.5 Internal marketing strategy 

Varey and Lewis (2000) and Berry and Parasurman (1991) explained a theory for how 

to create successful strategy for internal marketing. For example teamplay and offer a 

vision was two of the steps in the process. Only one of the companies said that teamplay 

is good in the company and only a few of the rest mentioned that teamplay is something 

the company is working on. Ahmed & Rafiq (2013) explained that teamplay and 

common goals are important for the employees. Also vision is viewed in the process of 

Wilska (2014) as an important step to move the company forward. That some 

companies are mentioning that vison is only for the management team, is worrying as 

this might lead to that the employees might be striving for different directions.  

One company, company I explained a strategy that is similar to the model by Ahmed 

and Rafiq (2013), called “a multilevel model of internal marketing”. They started with 

the direction which was getting the company to work together as one. The next level of 

the model was level 2, the path level. The company did not review alternatives, they 

decided upon working together in groups. Segmentation was however made and 

grouped in different to make teamplay. Actions are next stage, in level 3, were the 
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actions are taking, the company decided to make activities for employees to meet each 

other and do something besides work. The last step in the process is feedback and the 

participant explained: 

 

“Everyone is not happy with the result, but overall I am very happy. The company works 

more as one group, and people are talking above the department walls”- Participant I  

 

Thus some sort of evaluation has taken place. The participant did not however explain 

any feedback from the participants or viewing the employees again. This is a very 

important part and skipping it makes the study inefficient and not measurable. In 

addition,  Ahmed and Rafiq (2013) explain this as a crucial part for being able to 

improve. Also internal marketing is a continuous process and the company seams only 

to have been doing it for one occasion. The researchers thinks this is a problem for 

many companies that the production and office is almost working against each other and 

in this study two companies specifically explained that it was a significant problem. 

Almost all companies also stated that team play was very important for them and thus 

this needs to be considered. Ahmed and Rafiq (2013) explain that the opportunities to 

perform increases with good teamwork.  

5.5.1 Retention 

In the question regarding retention two very clear camps were formed. One group 

thought that it is good to make people stay as long as possible, the longer the better. 

While the other group had the direct opposite opinion, that it is good for the company to 

employ new people. For example the quotes below shows the difference in opinions:  

 

“I think people need new workplaces. (…) We have a very low employee turnover and it 

is a big problem” – Participant F  

 

“We thus have a very low employee turnover (….) I cannot see any disadvantages with 

that as recruitments often costs a lot of money”- Participant B 

 

The difference has been analyzed by the researcher and leading up to one thing. The 

position that the companies take in this question is concordant with the HR mangers 
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personality. Companies thinking that retention is very good was for example company 

B, company K and company I while those thinking that people needs to be renewed are 

for example company A and F. Participant A and F were by far the youngest, under 30 

years old. Participant B, K and I was over the age of 55. Under the age of 30 they 

participants could be count as a part of the generation Y and thus having the attitude 

described by researcher such as McVey and McVey (2005), and Petrolous et al. (2010), 

as a generation that needs to be challenged and are not afraid to change jobs. It is in 

their mindset that people will leave and those coming to the company are eager and 

wants to develop. These people are from two different generations and it can clearly be 

seen that the younger HR managers has a totally different approach. This could also be 

reflected in other areas, maybe benefits or attraction, but in this thesis it is not as 

obviously seen.  

5.5.2 Motivation & satisfaction 

Motivation and satisfaction should be considered as Taylor and Conzenza (1997) 

explains that these factors leads to increased customer satisfaction.  

The participants were asked questions about what strategies and how they worked with 

increasing motivation of the employees. What struck the researcher is that no company 

could point out a clear strategy of how this work was being handled. Although many 

companies could say some factors that were used, it was nothing that was written down 

or clearly stated, it was more of a random action that could be seen for increasing 

motivation. Most commonly explained were different kind of benefits, that was used to 

increase motivation. Also the big companies explained that the chance to get a higher 

position, to be promoted as a big motivation aspect.  

 

“I think that the ability to climb is the best motivation or an employee (….), with that 

said we do not have that possibility” – Participant E 

 

Participant E described that climbing is the best motivation, although they do not have 

it. He did not either explain any ways for overcoming the problem.  

In the literature review Maslow´s hierarchy of needs was described to show motivation. 

The physiologic first step that includes for example cafeteria and water, is fulfilled by 

all companies. In the security level many of the participants explained the economic part 
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of benefits and wages, the physical level with for example rest periods seems to be a 

problem for several companies as stress and long working hours are present. Also many 

explained that many employees are working in the evenings and the weekends from 

home since they have a lot to do. The phycological part, not many participants even 

touched upon. Maybe job description and working conditions is not the first thing that 

comes to mind when talking about motivation, but they should of course me considered.  

 

One key aspect to satisfied employees that ware mentioned by several participants were 

involvement. Participants explained that by allowing employees to be involved in the 

business they understand why certain things needs to be done in certain matters and two 

participants also explained that if employees are involved they often work harder and 

are more committed.  Also introduction programs were mentioned and 10 out of 11 had 

some sort of program, this was done to introduce the employee and make sure that they 

are well taken care of satisfied in the beginning. Mentioned by Arthur (2012) is that a 

follow up session to see how the employee is doing, how the introduction could be 

made better and to capture negative thoughts already in the beginning. Only one 

participant did the follow ups and stated the same thing as Arthur (2012). 

 

“Of course, new employees are a crucial part of the company (…) not having a follow 

up meeting seams quit stupid for me, we can stop lots of negative ideas already here 

and employees feel that we care about them” – Participant H 

5.5.3 Benefits  

Benz (2014), explained that what differs the big companies from the middle sized 

companies are the benefits, which this study clearly states. Company A and C are the 

biggest companies and these have a very more specific perception of benefits and what 

it can offer. Reilly (2012), explained that a key to recruiting and also retaining talented 

employees are benefits and compensation. As mentioned earlier only two companies 

stated that salary was used to attract employees, also no one mentioned that it was later 

on used to keep employees in a larger extent.  

 

“I would never win someone over with salary”- Participant F. 
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The general idea seemed to be that people only searching for a high salary will 

eventually quit as the job in itself is not what is important- the salary is. However both 

Bansal et al. (2001) and Kotler (2003) suggests that talented employees are searching 

for high salaries as this shows the value of the employee and to attract them. It might 

look very strange that only two out of the eleven companies are using salary as an 

attracting aspect.  

Explained by Blumen (2015) is that other benefits besides salaries could be used, so 

called soft benefits. This includes possibility of working from home, flexible workhours 

and understanding from the company. Several companies explain that they do not want 

people working from home.  

 

“We do not want people working from home, communication and teamwork gets much 

worse” – participant G 

 

“The best thing we can offer them is the possibility of working from home. Working 

from home all the time is not possible (….) among others the team are working well 

enough if they never meet each other. We offer our employees working up to two days a 

per week from home” – Participant E 

As seen from the two qoats above, the ideas differ and some uses the possibility of 

working from home while some are not. Interesting is although that both mentioned that 

team play decreased as employees do not attend work.  

Mentioned in the literature review is by Beam and McFadden (2001) that the benefits 

plan should be revalued and redone often to meet demands of the potentials employees. 

Only one of the companies, Company A, described that they are currently working on 

redoing the benefits to make them more attractive and  to attract employees.  

Healthcare allowance was offered by all companies but six of the companies stated that 

it was poorly used. Having a strategy of benefits and more than half of the companies 

stated that it was badly used, that does not sound like a well-planned strategy. Having 

benefits that are not used, is not a benefit that will make people stay, stay in the 

company or spread a good reputation around the company. If the benefit is not used, it 

should be changed to be attractive.  
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5.5.4 Communication 

According to Welch (2012,) internal communication is the most important aspect of 

internal marketing. The communication has only been seen from the perspective of the 

human resources managers in this thesis, which should be considered. The participants 

explain that communication is good, that it often goes both ways but several participants 

explained that it mostly goes from the top of the hierarchy to the bottom. Many also 

described that weekly meetings on each department where the manager of each 

department is managing the meetings. This is in line with the idea of London (1986) 

that says that the closest boss has the most influence over the employees.  

Several companies explain a month or quarterly meeting where all employees are 

gathered and the managers goes through certain things within the company. On the 

meetings the company is offering breakfast, a strategy for making the employees happy. 

The meetings makes people aware of what is going on, opportunities to express on 

thoughts, opportunity for the company to communicate the same message in a personal 

way and for the employees to meet all employees and not only the department.  

5.5.5 Employee value proposition 

All participants were asked to state their employee value proposition (EVP), explained 

by Falonius (2010), as why a talented person should take an employment at that 

company. Massar et al. (2013) stated that rewards are often lifted and Falonius (2010) 

stated that three aspects needs to be considered including truthfulness, attraction to 

target employee and it has to be unique. The companies stated all kinds of EVPs 

including: 

Participant F: “A stable, familiarity company in an industry which is constantly 

expanding, thus people have a great opportunity to climb”. 

 

Participant B: “ A pleasant and positive workplace”.  

 However, no of the participants asked about who the target employee would be, thus 

according to Falonius (2010) the EVP should be different for different employees. Of 

course no company had the exact same EVP, however some were relatively close and 

the meaning was the same. The author finds that the EVP is not high on the priority list 

of the companies. Why talented people should come and work, should be obvious and 
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known to all employees and future employees. Why should I work for a company that 

do not know why I should work there? Also, since the companies are pretty alike, how 

should someone choose that specific company to work for.   
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6. Conclusion 

To fulfil the purpose of this study the following chapter attempts to answer the research 

questions based on the analysis.    

6.1 Purpose 

The purpose of this study is to understand how different companies in the area of  

Gislaved, Värnamo and Gnosjö can attract and retain highly educated employees. 

6.2 RQ1: What strategies do companies in the area implement for strengthening 

the employer brand? 

Many efforts are given including improve the reputation and becoming famous in the 

city. Several companies explained that the problem involves getting in contact with the 

potential employees as people searching for a job might not even look their way. The 

strategy most commonly used is to improve the awareness and reputation of the 

company. Several participants explained that exhibitions and school events were used to 

be able to attract employees. Making the companies and open positions attractive 

through explaining international connections, ability for promotions and challenges, are 

also a strategy for improving the employer brand.  

6.3 RQ2: How is internal marketing used for retaining employees? 

Companies are using some of the aspects explained in the literature review. The 

strategies are seen by the authors as not structured and not planned. Some companies 

worked better than other. Surprising is that not many companies were prepared to win 

employees over with salary as this is what employees, according to previous studies 

rank the highest. The companies have however implemented strategies for benefits and 

motivation. When it comes to the communication part, some companies have a better 

strategy than other. The aspects used by companies are however those explained in the 

literature review including retention, motivation, satisfaction, benefits and 

communication. What no company had a clear strategy about or even heard before was 

the EVP.  
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6.4 RQ3: What can be improved in the field of employer branding and internal 

marketing? 

Concluding is that the companies do not have any clear strategies for strengthening the 

employer brand. The internal marketing strategies are not grounded in neither theory or 

employee opinions, thus making the strategies less effective. The strategies in both 

fields could be improved and anchored in specific employee investigations. The author 

thinks that strategies should be induvial for each employee or segment of employees as 

different generations and kinds of employees demand and want separate things. The 

companies need to be more visual and known in the area and around the universities and 

bigger cities nearby. 
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7. Discussion 

In the final chapter of this thesis the findings will be discussed as of  theoretical 

implications as well as the managerial implications for organizations. In addition the 

limitations, societal impact and future research will be provided.  

7.1 Implications 

7.1.1 Theoretical implications 

Several studies in the area of employer branding has previously been conducted by for 

example Evans (2016), Dyhre and Parment (2013) and Gummesson (1999). Ahmed & 

Rafiq (2011), Varey and Lewis (2000) and Berry and Parasurman (1991) is some of the 

authors in the area of internal marketing. Several studies of these topics are covered 

before, although this thesis can contribute to a theoretical model of how the two can 

work together. Previous studies has been separated from one another and this study uses 

both to see which factors are used in the area of GGV to improve each and also how 

they use strategies to effect internal marketing through employer branding and the other 

way around.  

7.1.2 Managerial implications 

As new generations are searching employment, the strategies of internal marketing and 

employer branding needs to be changed. The new generation differs from previous 

generations and demands more. Several of the companies had strategies for employer 

branding and internal marketing, although the strategies were not grounded in 

theoretical aspects or previous research. No participant explained that they did 

employee investigations, tried to really find out what employees wanted or had clear 

strategies. All these three things should be improved by the managers to improve the 

employer branding and internal marketing. The model showing which aspects that are 

used in the area could be used to improve these areas as most of the companies only 

uses parts of the model, thus showing potentials for improvements. Furthermore the 

EVP of the company should be considered and made an priority.  

7.2 Limitation 

This research had the aim of examination highly educated, however the answers from 

the participant involved both highly and less educated. The researcher tried only asking 
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about white collars since that group is often highly educated and thus excluding blue 

collars, however answers often involved both.  

Due to judgmental sampling and the fact that several companies did not reply if they 

could participate. The sampling was therefore made on companies that wanted to 

participate. Larger companies would probably have had more strategies to examine and 

more answers, however the region have mostly these kinds of companies, thus making 

the study relevant.  

The limitations are also associated with a qualitative method, including a small sample, 

that makes it harder to draw general conclusion.  

7.3 Societal impact 

In the beginning of this thesis it was clarified that the area of GGV is decreasing in 

number of citizens, just as many other areas in Sweden. The problem discussion 

explained that companies need highly educated people to be able to grow. It was also 

stated that other businesses in the area, such as food store, pharmaceuticals and schools 

are suffering from the decrease in number of residents as they are losing customers.  

Based on the research within this study it clearly showed that more effort could be put 

in both employer branding and internal marketing. Some of the companies has strategies 

that is not relevant in previous literature. The literature shows that the new generation 

coming to work, generation Y, puts lots more pressure on the employer and thus 

internal marketing is increasing in interest for making them stay. Since the generation is 

more likely to stay in the big cities it is important with a strong employer brand.  

This study has showed numerous enhancement for the companies, which hopefully will 

attract and retain highly educated employees to the area.  

7.4 Future research 

For this study three municipalities were examined, including Gislaved, Gnosjö and 

Värnamo. For future research the author thinks that other areas could be considered. 

Also other industries, would be a good way to carry this forward as this study focused 

on manufacturing industries. 
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It would also be of great interest to examine the employees. What their thoughts are and 

what do they want. If companies have strategies that the employees do not appreciate is 

not a good strategy, so examining them and their needs would be of great value.  

This study examined the employer branding from the companies own perspective, 

having interviews with people in the neighborhood about reputation might be to 

consider. A content analysis with frequency clicking could be evaluated as the interest 

on recruitments advertisements and websites would probably be an idea for future 

research.  
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9. Appendix 

9.1 Interview Guide 

General Questions 

1. Could you please tell me about the company, yourself and the HR department? 

2. Is your company familiar with the lack of highly educated people? 

3. Why are highly educated people needed in you company? 

4. What is a successful employer brand according to you? 

5. Do your company have high employee turnover? 

Internal Marketing 

1. How are your company working with motivating employees?  

2. Are benefits, education and development part of the motivation? 

3. Does every employee have a clear job description? Do they know what is 

necessary to climb the ladder? 

4. Tell me about communication within your company? (Both ways, channels etc).  

5. Are values and visions a part of your employer brand? 

6. Do you have any employer brand strategies for retaining employees? 

7. The younger generation is generally not afraid for shifting jobs, how are you 

working with that? 

8. What do you think is the key to satisfied employees? 

9. Do your company have any super talent programs? Explain.  

10. How is newly employees handled? 

Employer Branding 

1. How is HR working with differentiating the company in the market? 

2. What strategies are used for attracting highly educated employees? 

3. Are different tools of recruitments used for different positions and people? 

4. How are your company using social media? 

5. Many companies develop an EVP (employee value proposition) where the 

company explain why a highly talented employee should choose you as an 

employer. Could you explain what you would consider your EVP? 
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6. Is there anything you would like to add? 
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