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Abstract 

Background: Concurrently, as the importance of Employer Branding has increased over the 

past decades, Swedish banks have reached an all-time low customer satisfaction and suffer from 

a lack of trust. The latest entrants to the workforce, Generation Y, have shown unique demands 

and wants from their employer, where they generally value working for a company contributing 

to society. These factors indicate a future problematic situation where Swedish banks may have 

difficulties attracting and retaining the most suitable talents from Generation Y. 

 

Purpose: The purpose of this study is to explore how companies within the Swedish banking 

industry work with Employer Branding. In addition, the intent is to examine how actors in the 

Swedish banking industry adapt their Employer Branding to better meet the needs and wants of 

Generation Y, in order to attract and retain talents from this age category.  

 

Method: A qualitative study with interpretivist philosophy, where four interviews have been 

conducted with large actors in the Swedish banking industry.  

 

Conclusion: Findings show that Swedish banks are aware of the necessity to differentiate 

themselves as employers and they perceive their efforts to diversify as successful. In addition, 

communicating the brand accurately through social media is highly important. Further, the 

empirical data shows some recognition of the different characteristics of Generation Y. 

However, Swedish banks only adjust their Employer Branding to a limited degree in order to 

specifically target Generation Y.  
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Dictionary 

This section provides clarification of several concepts frequently used throughout this thesis. 

 

Employer Branding: The package of functional, economic and psychological benefits 

provided by employment and identified with the employer company. 

External Employer Branding (EEB): How a company externally market itself as an attractive 

employer, as well as demonstrate what values and identity it carries in order to appeal to the 

target audience. 

Internal Employer Branding (IEB): The internal marketing in which the organization’s 

identity and culture are shown to current employees in order to retain staff through motivation 

and stimulation. 

CSR: Corporate Social Responsibility. A concept describing the integration of social and 

environmental concerns into a corporation's business operations. 

Generation Y: Age category that captures people born between 1983 and 1995. 

Millennials: Alternative name describing people from Generation Y.* 

*It should be noted that in this thesis, Generation Y is widely generalized. When Generation Y, Millennials or 

people from Generation Y is mentioned, it covers common variables which the people from this generation 

generally hold in common. It should also be noted that the three previously mentioned ways of addressing these 

people, all have the same signification. 
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1. Introduction 

This section introduces background information, problem statement, relevance of research, 

purpose, research question and lastly delimitations.  

 

1.1  Background 

Bartlett and Ghoshal (2002) state that recruitment and retention of competent staff have always 

been two of the most important factors for an organization to gain a competitive advantage. The 

authors further claim that after the dot-com bubble, the new economy is information based, 

knowledge-driven, and service-intensive. These changes will further increase the importance 

of recruiting and retaining competent staff (Bartlett & Ghoshal, 2002). 

 

Ganco, Ziedonis and Agarwal (2014) state that in contrast to tangible resources, there is always 

a risk for an organization to lose competent employees to rival organizations. Further, the 

authors claim that the workforce has become more mobile during the last years. That is, 

employees tend to leave their current employer for a competitor or new industry at a higher 

rate. Thus, creating a strong Employer Brand should be a focal point for all organizations 

(Ganco, Ziedonis & Agarwal, 2014).  

 

According to Backhaus (2016), one of the objectives of working with Employer Branding is to 

present a positive and attracting image of the organization, directed towards current and 

potential employees. Another main reason for creating a strong Employer Brand is to 

differentiate a company from its competitors in order to attract and retain talents (Backhaus and 

Tikoo, 2004). 

 

Vanmeter, Grisaffe, Chonko and Roberts (2012) claim that Generation Y commonly share 

unique characteristics, values and attitudes. For example, Weber (2017) states that the people 

born within the generation are criticized for having short attention spans. Stanimir (2015) claims 

that Generation Y is the best educated-generation in the current labor market and Ng, Lyons 

and Schweitzer (2018) state that they on average change jobs more than twice as often as older 

generations. Research from Deloitte (2014) shows that Millennials want to work for companies 

which are making a positive impact on society. In addition, the Swedish people from Generation 
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Y share unique national characteristics. Sweden grades particularly high on femininity and 

indulgence in the Hofstede Cultural Dimension model, compared to the rest of the world. 

Sweden scores 95 in femininity and 78 in indulgence, indicating that members of the society 

values work balance and the possibility to enjoy life as well as act as they please (Hofstede, G., 

Hofstede G. J., & Minkov, 2010). 

 

The Swedish banking industry has struggled with a lack of trust among consumers in recent 

years (Svenskt kvalitetsindex, 2018). There are many commercial bank actors in Sweden, 

however, there are four large players, namely Nordea, Swedbank, SEB and Handelsbanken 

(Sveriges Riksbank, 2018). Finansinspektionen (2018) showed in their report that the four large 

banks in Sweden stand for 73,3% of the lending in Sweden, including foreign banks 

(Finansinspektionen, 2018). Every year, Swedish Quality Index conduct a survey which 

measures the trust and customer satisfaction for given banks as well as the industry as a whole. 

Generally, industries and companies with a score of 60 have big difficulties to motivate the 

customers to stay. In 2017, the Swedish banking industry reached an all-time low with an 

average score of 62,7 out of 100 points possible. The following year, the industry as a whole 

recovered a bit, reaching a score of 66,1 (Svenskt kvalitetsindex, 2018). 

 

Kantar Sifo’s 2018’s edition of “Swedish Index of Reputation” give further strength to the claim 

that Swedish banks suffer from lack of trust. The three worst scoring large banks received a 

score ranging from negative 3 to positive 43 on a scale up to 100. A significant difference 

compared to the Swedish companies with the highest scores (Kantar Sifo, 2018).  

Table 1 

Organizations Reputation Index 2018 

IKEA 80 

AB Volvo 76 

SEB (bank) 43 

Swedbank (bank) 34 

Nordea (bank) -3 

(Kantar Sifo, 2018) 
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In an interview with the newspaper “Resumé”, the famous crisis consultant Charlie Stjernberg 

who has worked with hundreds of crises, claims the public's view on the banks is dark. 

Moreover, Stjernberg highlights several negative news regarding the Swedish banking industry 

and claims that the negative publicity ultimately erodes confidence in all commercial banks 

(Hartelius, 2018).  

 

Since people born in Generation Y puts more emphasis on having an employer which has a 

positive impact on the society, it is crucial for the Swedish banks to create and maintain a strong 

Employer Brand and communicate their positive impact on society to both current and potential 

employees from Generation Y. 

 

1.2  Problem Statement 

Generation Y have in recent years been entering the labor market. This unique group of people 

holds characteristics and values like no previous generation have displayed (Vanmeter et al., 

2012). Weber (2017) claims that Generation Y tends to be disloyal towards their employer. 

Studies have shown that the average Millennial change jobs twice as often as previous 

generation categories (Ng et al. 2018). Additionally, Millennials and their job preferences differ 

vastly from previous generations. Generation Y wants to be working for an employer that foster 

innovative thinking, develops their skills, as well as one who has a positive impact on society 

(Deloitte, 2014).  

 

Simultaneously with Generation Y’s entry into the workforce, the banking industry has been 

struggling with trustworthiness as well as negative publicity (SKI, 2018; Universum, 2017). 

Furthermore, amongst Millennials’ preferences, work-life balance is one of the most important 

aspects when looking for a job (Weber, 2017). However, studies show that the banking industry 

has failed to provide its employees with it (Universum, 2017). Additionally, differentiation in 

terms of Employer Branding seems to be a continuing problem for banks due to the 

homogeneity which exists within the industry (Papasolomou & Vrontism 2006). Employer 

Branding has seen significant growth within the worldwide banking industry after the global 

financial crisis in 2008. Today, Employer Branding has, in general, become a vital concern to 

senior management (Maheshwari, Gunesh, Lodorfor and Konstantopoulo, 2017).  
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In response to the different workplace characteristics and preferences which characterizes 

people from Generation Y compared to earlier generations, along with the continuously 

growing importance of having a strong Employer Brand, this thesis is set out to contribute to a 

better understanding on how Swedish banks manage their Employer Brand in order to meet the 

needs and wants of the latest entrants in the workforce.  

 

1.3  Relevance of Research 

Backhaus (2016) states that there are multiple areas within Employer Branding where research 

must be done in order to fully understand how to effectively address the difficulties associated 

with the phenomenon. Moreover, Parment (2012) mentions there is a lack of understanding of 

what Generation Y means to society, individuals, and businesses. James Weber (2017) further 

states a lack of research in what Generation Y brings to a business’ marketplace. Regarding 

Employer Branding and financial services, Schlager, Bodderas, Maas and Cachelin (2011) state 

there is a great need for further research on the correlation between Employer Branding 

activities and the effect on the financial service brand.  

 

As there is still great ambiguity among researchers on the effect of Employer Branding on 

Generation Y, it has recently been an increasingly researched topic as employers are trying to 

understand and manage this group of people. Although there is previous research on Employer 

Branding as well as Generation Y in a business context, there are no papers stating how banks 

in Sweden are working with Employer Branding in regards to Generation Y.  

 

1.4  Purpose 

The purpose of this study is to expand the field regarding how companies within the Swedish 

banking industry work with their Employer Brand. In addition, the intent is to examine how 

actors in the Swedish banking industry adapt their Employer Branding to better meet the needs 

and wants of Generation Y, in order to attract and retain talents from this age category.  
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1.5  Research Questions 

RQ1: How do organizations within the Swedish banking industry work with Employer 

Branding? 

RQ2: How do organizations within the Swedish banking industry adapt their Employer 

Branding work in order to attract and retain talents from Generation Y? 

 

1.6  Delimitation 

This study will examine Employer Branding from the perspective of companies. In order to 

obtain information regarding what banks in Sweden do to attract and retain employees, 

interviews are conducted with employees working within the field. Therefore, what regular 

employees of the specific banks experience regarding Employer Branding will not be discussed.  

 

Furthermore, this study will provide information which may only be relevant to Swedish 

citizens or those researching the Swedish banking industry as our study is merely targeting the 

Swedish banking industry. Hence, using the findings may not be accurate when discussing 

Employer Branding in general or outside of Sweden.  
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2. Frame of Reference 

The focal point of this chapter is to present previous research on the subjects of Employer 

Branding, Generation Y, challenges within the banking industry and lastly the role of CSR when 

attracting and retaining talents.  

 

2.1  Employer Branding 

Tim Ambler, together with the help of Simon Barrow, were the first to define the phenomenon 

of Employer Branding in 1996 as the following:  

 

“We define the Employer Brand as the package of functional, economic and psychological 

benefits provided by employment and identified with the employer company”  

(Ambler & Barrow, 1996).  

 

The authors further explain that the main role of Employer Branding is to provide a 

comprehensible framework in order for the management team to concentrate on improving 

recruitment, retention and commitment. Although Simon Barrow had already established the 

term “Employer Branding” in 1990, the concept was defined six years later. However, it was 

first in 2005, a book was published discussing Employer Branding (Barrow & Mosley, 2005).  

 

What Ambler and Barrow imply with functional benefits is, for instance, the employer provides 

a safe and stimulating workplace. The economic benefits indicate salaries and other privileges. 

Lastly, the psychological benefits are the intangible factors which make an employee satisfied 

at the workplace, e.g. feel proud of his or her work, the assurance of employment, as well as 

recognition and appreciation from managers (Barrow & Mosley, 2005). These benefits, 

according to Barrow and Mosley (2005), are what allows companies to attract and retain current 

and potential employees and with a strong employer brand, ultimately gain a competitive 

advantage. The main reason to put emphasis on developing a company’s employer brand is to 

differentiate themselves from competitors as well as have a unique employer identity which is 

attractive to workers (Backhaus & Tikoo, 2004). However, although this may seem crucial in 

order to attract the most competent workers, some organizations do not work effectively to 

differentiate themselves as employers (Backhaus, 2016). 
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Furthermore, as the concept of Employer Branding was defined in 1996, the definition was 

rather broad. The increasing interest with hundreds of new studies in the last two decades has 

led to many researchers narrowing down the definition (Backhaus, 2016). For instance, 

researchers Martin Graeme, Paul J. Gollan and Kerry Grigg (2011) defined it as:  

 

“A generalized recognition for being known among key stakeholders for providing a high-

quality employment experience, and a distinctive organizational identity which employees 

value, engage with and feel confident and happy to promote to others”.  

 

Although Tim Ambler and Simon Barrow’s definition from 1996 cover the internal factors of 

Employer Branding, Graeme et al. (2011) stated that many employers have focused on external 

employer branding in order to recruit talents. They believe this is due to the “talent wars”, which 

refers to an increasingly fierce competition where there were too few workers replacing baby 

boomers, taking place around the Millennials shift (Graeme et al., 2011). 

 

2.1.1 External Employer Branding (EEB) 

EEB is a term describing how a company externally market itself as an attractive employer, as 

well as demonstrates what values and identity it carries in order to appeal to the target audience. 

How the Employer Brand is perceived by the people is what drives the company’s employer 

brand, which is decisive in attracting and recruiting new talents (Backhaus & Tikoo, 2004). It 

is, therefore, crucial to provide accurate information to the public in order to appeal and employ 

the right personnel (Wilden, Gudergan & Lings, 2010). Additionally, according to studies by 

Cable and Turban (2003), organizational reputation and brand awareness has a positive 

correlation with corporate attractiveness. Further, the study showed that if a company holds a 

positive image and is recognised by consumers, they tend to have more competent workers 

applying for jobs (Cable & Turban, 2003). Additionally, Bellou, Chaniotakis, Kehagias and 

Rigopoulou (2015) conducted a research where the result concluded that workers are attracted 

to organizations which for long been associated with opportunities for growth, compensation, 

recognition and image. 

 

2.1.2 Internal Employer Branding (IEB) 

IEB, on the other hand, focuses on internal marketing where the organizational identity and 

culture are shown to current employees (Backhaus & Tikoo 2004). The authors’ further state 
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that successful IEB results in employee brand loyalty where the goal is to develop a workforce 

which is motivated by the corporate culture of the firm. Organizations must be able to maintain 

the beneficial workplace employees expect, where the employer stimulate and motivate 

employees in order to retain them within the company (Backhaus & Tikoo, 2004). Occasionally, 

newly employed workers feel misled due to the deviation between the brand promise and 

reality, which can result in a violation of the psychological contract (Robinson & Morrison, 

2000). A psychological contract is an unwritten contract based on the employee’s perception of 

the organization’s Employer Brand as well as the individual’s contribution to the organization 

(De Vos, Buyens & Schalk, 2003). 

 

Research by Robinson and Morrison (2000) shows that Employer Branding messages which do 

not correspond with the actual values of the company can result in e.g. employees quitting their 

jobs or negatively affecting the company turnover. Moreover, Backhaus and Tikoo (2004) state 

that there is a positive correlation between the rate of employer brand loyalty and productivity, 

which further expresses the importance of sending the right message and recruit the correct 

employees. Näppä, Farshid and Foster (2014) state that the values of a company are used as a 

basis when branding a company. If the core values are not corresponding to employee 

expectations, it might lead to a loss of trustworthiness in the eyes of both internal and external 

stakeholders (Näppä et al. 2014).  

 

2.1.2.1 Internal Recruitment  

Heraty and Morley (1998) describe recruitment as the process of matching prospective 

candidates and their capabilities as well as inclinations against the demands and rewards in a 

given job. The authors describe the process as a choice of either source from the external labour 

market or recruit internally from those already employed by the organization. Heraty and 

Morley (1998) highlight several advantages with internal recruitment. It is both cost efficient 

and may be viewed as a positive motivator by other employees (Heraty & Morley, 1998). 

Moreover, Bradley (2006) conducted a study which showed that employees perceived greater 

justice when internal candidates were offered a position instead of external candidates. Further, 

the author claims that internal recruitment motivates not only the promoted person but also the 

other employees in the workplace (Bradley, 2006).  
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2.1.3 The Growing Importance of Employer Branding and Social Media 

Wilden et al., (2010) states that the amount of articles written on the subject of Employer 

Branding has increased immensely in the past decades. Many believe this is due to the growing 

significance of having loyal employees as the rate of Europeans in the workforce compared to 

the total population is decreasing (Wilden, et. al., 2010). Estimations show that the European 

population between 15 and 60 years will decline from 62% to 49% by 2050, which will make 

it increasingly problematic obtaining suitable human resources as a result of higher competition 

in the employer market (Wilden et al., 2010). In order to make the public aware of company 

brands, social media will become an important tool (Backhaus, 2016; Foster, Punjaisri & 

Cheng, 2010). Backhaus (2016) further states that the gravity of having a strong employer brand 

with accurate communication to the public has never been more important. The previous 

argument is further strengthened by authors Mičík and Mičudová (2018), who state that social 

media, as well as recruitment websites, have the capability of building a strong Employer 

Brand. Moreover, in Minchington’s study from 2014, the researchers concluded that social 

media and recruitment websites stand as the two most used tools in the context of enhancing 

the Employer Brand. The study showed that 76% of the companies were using social media 

when communicating their Employer Brand, whereas 64% of the companies in the study were 

using career websites (Minchington, 2014). In the context of employees, a study conducted by 

Glassdoor (2013) shows that 79% of job seekers are likely to use social media in their job 

search. In the same study, 86% of the respondents who were in the first ten years of their careers 

were likely to use social media in their job search.  
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2.2  Generation Y  

Table 2 

Generation name Interval of birth years 

Veterans 1925-1942 

Baby boomers 1943-1963 

Generation X 1964-1982 

Generation Y/Millennials 1983-1995 

Generation Z 1996-present 

(Parry & Urwin, 2011)  

 

Parry and Urwin (2011), defines the generation categories as displayed in the table above, in 

which Generation Y is covering people born between 1983 and 1995. This generation is the 

most recent one to enter or to soon enter the labour market, with its unique characteristics, 

values and attitudes (Vanmeter et al., 2012). Because the new perspectives and differences they 

bring to the work environment, Generation Y has recently been a widely researched topic as 

employers are trying to understand and manage this group of people (Parment, 2012).  

 

Unlike previous generations who grew up during the cold war and financial crises, people from 

Generation Y have been shaped during a time flourished by strong economical standards and 

the internet (Parment, 2012). According to Wikström and Henrik (2012), Millennials have been 

raised in a time and culture where they have been taught to question everything and everyone. 

Considering this, it is unexpected that this generation’s set of values differ from previous ones 

(Parment, 2012). Generation Y is entering the labor market with new and different demands on 

their employer, which will become a challenge for managers when it comes to attracting, 

managing and retaining employees (Wikström & Henrik, 2012). Today, Millennials are shaping 

the opinions of organizations that will remain for a long time (Deloitte, 2014). 
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2.2.1 Millennials’ Workplace Characteristics and Preferences  

Stanimir (2015) states that, while being the youngest generation in the labor market, they are 

also the most well-educated. Millennials hold a higher skill level in technology and social media 

when compared to older generations. Additionally, they tend to be very good at adapting to new 

trends (Stanimir, 2015). Author James Weber (2017) further describes Millennials as tech-

savvy, skilled multitaskers and diversity accustomed. However, they are yet criticized for 

having short attention spans, lacking fundamental literacy attributes and being disloyal towards 

their employer (Weber, 2017). Ng et al. (2018) state that Millennials on average change jobs 

more than twice as often as older generations. Generation Y lack respect for authorities and 

tend to be less accustomed to fit into hierarchies (Wikström & Henrik, 2012). Moreover, 

Stanimir (2015) argues that Millennials know their value in the labor market and that they want 

to be treated equally and with respect. Additionally, the Millennials generation is considered 

more materialistic than older generations, as they put a higher value in extrinsic values such as 

image, fame and money (Weber, 2017). The previous statement is strengthened by authors 

Parry and Urwin (2011), who in their article “Generational Differences in Work Values”, argues 

that Generation Y values economic return higher than previous generations. According to 

Rahman, Daud and Hassan (2017), employees of Generation Y are optimistic, like teamwork, 

and create trust between colleagues. However, they are less willing to work overtime compared 

to previous generations (Wikström & Henrik, 2012; Stanimir, 2015). Moreover, Millennials 

tend to have a stronger need for self-actualization compared to earlier generations, which is 

being reflected in their work life (Parment, 2012). 

 

On the topic of work life, according to a study conducted by Deloitte (2014), Millennials want 

to work for companies who develop their skills, innovative thinking, and ideally having a 

positive impact on society. This argument is further supported by authors Ng, Schweitzer & 

Lyons (2018), who claim that Generation Y value work characteristics that contribute to self-

improvement, but also social aspects of the organization. Additionally, Millennials tend to 

expect quick career advancements while also demanding personal growth opportunities (Ng et 

al., 2018). Rahman et al. (2017) claim that Millennials want career progression and a steady 

path to the next level. Additionally, in a more recent study, also conducted by Deloitte (2018), 

Generation Y considers business leaders to have a more positive impact on the world than for 

example political leaders. It is, however, noted that business leaders still fail to live up to the 

expectations that are being put on them (Deloitte, 2018). According to Weber (2017), work-life 

balance is crucial for Millennials’ quality of work, job satisfaction and job performance. 
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Millennials seem to prioritize high salary, but flexibility and diversity are also key factors to 

keep Millennials happy and loyal, something banks have struggled with (Deloitte, 2018; 

Universum, 2017).  

 

2.3  Challenges within the Banking Industry  

Maheshwari et al. (2017) conclude that Employer Branding research and practice within the 

worldwide banking industry has endured significant growth following the global financial crisis 

in 2008. Further, the authors state that the organizations which attract the best talent will gain a 

competitive advantage and that the importance of Employer Branding will continue to grow. 

 

As previously stated, Millennials want to work for a company which has a positive impact on 

society which has been difficult for the banking industry (Deloitte, 2014; Universum, 2017). 

Bruce Livesay, CIO at First Horizon National Corp, said: “The banking industry has gotten so 

much negative publicity the past several years, it has made it more difficult to recruit people” 

(Universum, 2017). Employer attractiveness research and insights company Universum Global 

conducted a survey directed towards Millennials in 2013 and found that 85% of the respondents 

want work to be a part of who they are and not just a way of making a living. Bruce Livesay 

concludes that this is where banks often fail as the banking industry, in general, is not associated 

with respect or offering the employees’ work-life balance (Universum, 2017).  

 

A study conducted by Thorbjørnsen and Supphellen (2011) displays that a strong corporate 

identity leads to lower employee turnover and positive work attitudes. The research also shows 

that companies with a strong corporate identity can gain a competitive advantage. However, 

Papasolomou and Vrontis (2006) state that banks often experience difficulties in differentiation, 

mainly because of the homogeneity within the financial service industry.  

 

Concurrently, as the negative publicity has impacted the view of the banking industry, actively 

working with CSR has become increasingly important (Universum, 2017; Kashikar-Rao, 2014). 
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2.4  The Role of CSR when Attracting and Retaining Talents 

CSR (corporate social responsibility) is a concept describing the integration of social and 

environmental concerns into a corporation's business operations (Kashikar-Rao, 2014). Ellison 

and Rachael (2018) state that students soon entering the general corporate sector hold a key to 

bettering society through leveraging corporate resources through CSR. The authors compiled a 

study which measured how undergraduate students perceive their values related to how CSR 

impact their prospective employment decisions. The results showed that the students were 

overall positive to employer social responsibility (Ellison & Rachael, 2018). Kashikar-Rao 

(2014) investigated the connection between the employer brand and an organization’s socially 

responsible behavior in organizations having a separate CSR department. The author claims 

that the socially responsible image of an organization is a factor that is growing in importance 

and being more widely discussed. Among others, Kashikar-Rao (2014) found an increasing 

preference for employees wanting to work with organizations that have a good social reputation.  
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3. Methodology 

This section presents the research design, data collection and selection of study. Further, 

ethical consideration, research quality and data analysis are discussed.  

 

3.1  Research Design 

Collis & Hussey (2014) describes a research paradigm as a guide of how individuals conduct 

their research. The foundation of different paradigms is built on people’s assumptions about the 

world, the nature of knowledge and their philosophies. The authors further state that 

interpretivism has the belief that social reality is highly subjective. As researchers are not 

objective, they bring their own values and interest into the research. Moreover, interpretivist 

philosophy believes that it is impossible to obtain one’s intelligence by assigning numerical 

values. The focal point of the paradigm is understanding the complexity of social phenomena. 

As the research advances, theories and/or patterns are matured in order to create further 

understanding of the topic (Collis & Hussey, 2014). 

 

The nature of the study is how Swedish banks work with Employer Branding when targeting 

Generation Y, which cannot be calculated and instead requires opinions and experiences from 

relevant employees. Therefore, as our research will be subjective, the interpretivist paradigm is 

appropriate and will be our guide in this research paper. 

 

The logic of this research is inductive. Inductive research is an observation of empirical reality. 

It is focused on the creation of a new theory developed from data. As inductive research is 

generated by statements of general patterns, it is not specifically focused but more general 

(Collis & Hussey, 2014). On the other hand, with deductive reasoning, the aim is to identify 

whether specific situations can be applied in more general contexts (Wilson, 2010). In addition, 

theories and hypotheses are applied at the beginning of a study when using deductive reasoning 

(Saunders, Lewis & Thornhill, 2009).  

 

However, since the theory is presented at the end of the study and the collected data was 

ambiguous in advance where the conclusion is partly based on the findings, deductive reasoning 

does not apply to this research. In addition, as the goal of the study is to gather general 

information in order to apply it to how Swedish banks work with Employer Branding and how 
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they adapt their work in order to better meet the wants and demands of Generation Y, inductive 

research is more suitable.  

 

3.2  Data Collection 

3.2.1 Secondary Data Collection 

As qualitative data is collected within a context, it was necessary to gather background 

information, called “contextualization” (Collis & Hussey, 2014). Therefore, in order to gain 

greater knowledge about Employer Branding, Generation Y and the Swedish banking industry, 

secondary data from multiple databases was gathered. Mainly, the Jönköping University 

Library has been used where peer-reviewed articles have been examined. The first search was 

on “Employer Branding”, which resulted in 5 373 peer-reviewed articles. The second search 

was on “Generation Y”, resulting in 2 096 822 peer-reviewed articles. As further knowledge 

within the area was obtained, the searches became narrower which helped in finding relevant 

information presented in the literature review.  

 

3.2.2 Primary Data Collection 

As this paper have used the interpretivist paradigm, qualitative research in forms of interviews 

was conducted in order to obtain in-depth knowledge of how Swedish banks work with 

Employer Branding in general and in regards to Generation Y (Collis & Hussey, 2014).  

 

When contextualizing, the researchers Bryman and Bell (2013) stated that a long distance 

between the researcher and interviewee may result in poor or less accurate answers. Collis and 

Hussey (2014) further state that face-to-face interviews are advantageous as they allow better 

responses on complex and sensitive questions. Therefore, the ambition was to hold face-to-face 

interviews with all participants. As Employee 1 was situated in Jönköping, the town in which 

the research was conducted, this was not an issue. Furthermore, Employee 2 was located in 

Gothenburg. With the previously mentioned knowledge, a face-to-face meeting was conducted 

in Gothenburg. On the other hand, both Employee 3 and Employee 4 had busy schedules and 

were situated in Stockholm. Therefore, together with Employee 3 and Employee 4, it was 

decided an interview via telephone would be more appropriate for both parties. Although the 

interview with Employee 3 and Employee 4 was held over telephone, no issues regarding sound 

quality were encountered. 
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3.2.3 Semi-structured Interviews 

The primary data was collected through semi-structured interviews with open-ended questions. 

According to Kvale and Brinkmann (2009), semi-structured interviews are often the most 

convenient and effective way of conducting interviews. This is partly because of its flexibility, 

accessibility and intangibility, but most importantly, its capability of disclosing hidden facets 

and important information of organizational behaviour (Kvale & Brinkmann, 2009). In a semi-

structured interview, the outline of the questions is always the same. However, probing is 

common in order to gain a greater understanding. Probes are questions asked in response to 

what the interviewee has answered on a question (Collin & Hussey, 2014). This implies that by 

asking additional open-ended questions, the interviewee is encouraged to elaborate further on 

the answers given (Kvale & Brinkmann, 2009). An open question is one that cannot be 

answered by a simple yes or no. Instead, the questions cause the interviewee to respond with 

longer and more developed answers (Collis & Hussey, 2014). As seen in our questionnaire 

(Appendix 1 & 2), semi-structured interviews have been conducted.  

 

3.2.4 Interview Guide 

Firstly, in order to provide the relevance of the interviewee, general questions about the 

participant were asked, for example about education, professional experience and time spent at 

the given bank. Thereafter, the questions were divided into 6 categories: (1) general questions 

about the company, (2) general questions about Generation Y, (3) general questions about 

Employer Branding, (4) internal Employer Branding, (5) external Employer Branding and (6) 

the banking industry. Although questions may overlap between different categories, dividing 

them helped in the process of identifying differences and similarities between how the banks 

are working with Employer Branding and their view on Generation Y.  

 

3.3  Selection of Study Objects 

According to Christensen, Engdahl, Grääs and Haglund (2010), it is of great importance to 

decide which target group one wants to examine. It is possible to investigate the entire 

population. However, it is immensely time-consuming which is not reasonable in this study due 

to lack of time. Therefore, the sample of this study is narrowed down to four specific banks 

within the Swedish sector. However, as some of the topics discussed in our questionnaire were 

in general, it is possible to draw conclusions on the whole target group, i.e. Swedish banks and 

Generation Y. Christensen et al. (2010) further explain that a selection of study allows the 
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researchers to put more time on a specific target, which results in a greater detailed response 

from the interviewees. In order to obtain information as accurate as possible, it was decided that 

the interviewees were going to be employees in the Swedish banking industry who works 

distinctly with questions regarding Employer Branding. 

 

3.3.1 Selection of Interviewees 

The following list will assist in understanding the different study objects. As all interviewees 

wished to be anonymous, it was decided to keep personal information confidential. Therefore, 

banks and interviewees will be described as shown below.  

 

Table 3 

Name Company Position Location 
Interview 

format 

Employee 1 

(E1) 

Bank 1 

(B1) 
HR-partner Jönköping Face-to-face 

Employee 2 

(E2) 

Bank 2 

(B2) 
HR-generalist Gothenburg Face-to-face 

Employee 3 

(E3) 

Bank 3 

(B3) 

Senior project manager within 

Employer Branding 
Stockholm Telephone 

Employee 4 

(E4) 

Bank 4 

(B4) 

Communicator in Employer 

Branding team 
Stockholm Telephone 

 

Employee 1: The first interview was situated in Jönköping, Sweden. The employee has a 

bachelor degree in “human resource management and working life”. The employee currently 

works as a Human Resource-partner and was employed five years ago. Additionally, E1 has, 

together with one other, divided the HR-work where they handle most of the HR-questions in 

the office. 

 

Employee 2: E2 had been working at B2 since 2007. Educated within Business Administration 

and Economics. Been working as an HR generalist for 2 years. No formal HR education. The 
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HR generalist role includes questions such as recruitment, diversity, equality, wage setting and 

internal education.  

 

Employee 3: E3 had been working at B3 since 2018. Holds a bachelor’s degree in Business 

Administration. E3 held the position as Senior Project Manager within Employer Branding at 

B3. 

 

Employee 4: E4 had been working at B4 for 11 years. Holds a masters degree in Business 

Administration with specialization within organizational behavior and communication. The 

employee had been working as a communicator in B4’s Employer Branding team for two years. 

 

3.3.2 Selection of Companies 

The goal of the study was to gather primary data from mainly the four major banks in Sweden 

as they stand for the majority of the Swedish banking industry. However, others do provide 

with relevant information as well. Three out of the four employees interviewed were working 

for what is considered as one of four major players. One of the four banks is not a major bank, 

nonetheless a large and well-known retail bank in Sweden. 

 

3.3.3 Selection of Interviewees 

Although the goal was to interview employees with the ultimate responsibility in Employer 

Branding, Bryman and Bell (2013) state that managers tend to have difficulties finding time for 

interviews. The interviews have been held with two high-positioned human resources 

employees, one senior project manager in Employer Branding and one working as a 

communicator in the Employer Branding team. All of the interviewees were Swedish and had 

worked for the company at the relevant position for several years. In order to defuse any 

communication barriers, interviews were held in Swedish.   

 

3.4  Ethical Considerations 

Before conducting qualitative research, it is crucial to consider ethical factors and to make sure 

participants are contented (Bryman & Bell, 2013; Collis & Hussey, 2014). Before starting the 

interviews, it was questioned if the interviewers were allowed to record the interviews, which 

were accepted in all four interviews. Lastly, questions regarding whether the company name 
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and the interviewee name could be mentioned in our research paper were asked. As all four 

interviewees wanted to remain anonymous, specific information about the participants and 

banks was kept undisclosed. Therefore, the banks will be mentioned as “B1”, “B2”, “B3” and 

“B4”, and the employees “E1”, “E2”, “E3” and “E4”. 

 

3.5  Research Quality 

3.5.1 Validity 

This refers to what degree the result accurately reflects the phenomena which a researcher is 

seeking to measure (Collis & Hussey, 2014). Using interpretivist paradigm as a guide often 

provide high validity results due to qualitative primary data gathering. As the study can obtain 

in-depth information, the findings are capable to answer the research question.  

 

There are two types of validity, internal and external. Internal validity is used in explanatory 

and consequently not discussed. External validity refers to what extent the research can be 

generalized to other contexts (Bryman, 2013; Collins & Hussey, 2014). As the research is 

specified in both Employer Branding within the Swedish banking industry, and within the same 

context towards Generation Y, the possibility of applying the results in other contexts are vague. 

The ambition of the study is to provide results in how Swedish banks alter their work with 

Employer Branding which knowingly results in lower external validity. With that said, the 

general findings about Generation Y and Employer Branding may be useful in other contexts. 

 

3.5.2 Reliability 

Saunders, Lewis, & Thornhill (2009) state that reliability is linked with data collection 

techniques and analysis procedures. The aim of reliability is to decrease biases and errors of the 

research paper. The authors further discuss four threats; (1) researcher error, (2) researcher bias, 

(3) participant error and (4) participant bias. Researcher error refers to any factor that may result 

in inaccurate findings, e.g. misunderstanding interview questions. Researcher bias signifies the 

issues of subjective researchers which results in defective results, e.g. framing questions or 

formulating answers wrongly. These threats have been carefully considered where interviewees 

have been given the questions beforehand, the questionnaire consists of open-end questions and 

the transcriptions were discussed. Additionally, all authors were present on all four interviews. 

Regarding participant error, it refers to factors which may lead to the interviewee giving unclear 

answers. Here, as mentioned, participants were given the questionnaire beforehand and the 
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interviewees set the time which allowed the participants to have enough time for the interview. 

Lastly, participants’ bias takes the interviewee’s opinion into account, e.g. when describing 

their employer. This has been taken into consideration when transcribing by removing obvious 

biased answers (Saunders, et. al., 2009).  

 

In order for research to be reliable, reproducing the study should result in the same findings. 

However, the research is under the interpretivist paradigm, which is generally biased and value-

laden considering the study is subjective (Collis & Hussey, 2014). Reproducing this study could 

generate alternate results. In addition, qualitative researches have a low amount of samples 

which further implies low reliability. Although reliability is not as crucial in interpretivism, it 

is important to recognize this and provide authenticity in the findings (Collis & Hussey, 2014). 

 

3.6  Data Analysis  

It is important to have a structured approach when handling data (Collis & Hussey, 2014). When 

collecting secondary data, an excel document was formed where necessary information about 

each article was put down. Collis and Hussey (2014) describe this behavior as a “thematic 

approach”, which is the approach used.  

 

Furthermore, Bailey (2008) states that after conducting interviews, transcribing is essential in a 

research paper. In order to do so, all interviews have been recorded along with notes taken. The 

author further states that in order to correctly transcribe what is said into visual data, it is 

necessary to understand in what context it is said and what details to highlight. As all of the 

researchers attended the interviews, the perception of how one interviewee reacted or answered 

a certain question was discussed after the transcription in order to provide details to the 

transcript data. In addition, the previous data within the research topic have been read and 

analyzed. 

 

After transcribing, all participant’s answers were put under the same question in order to 

facilitate the analysis of the findings. Subsequently, similarities and differences in how banks 

work with Employer Branding were examined and written in order to provide a clear 

conclusion. Additionally, the empirical data was put against the literature review to examine 

how well the theory concurs with reality. 
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4. Empirical Data 

This chapter presents the findings from the collected primary data. The findings from each bank 

are put in its own subheading. 

 

4.1  Presentation of interviewees 

Two of the participants were assigned the position of HR-partner or HR-generalist where they 

were greatly involved with the work of Employer Branding. The third interviewee was 

employed as a senior project manager within Employer Branding, however focusing on the 

external part. Finally, the last participant was working as a communicator in the Employer 

Branding team. Due to the wish of being anonymous, the participants has been named E1 

(Employee 1) at B1 (Bank 1), E2 (Employee 2) at B2 (Bank 2), E3 (Employee 3) at B3 (Bank 

3) and E4 (Employee 4) at B4 (Bank 4) as shown in the table under the subheading 3.3.  

 

4.2  Empirical Data of Bank 1 

4.2.1 Organizational Culture and Attractiveness of B1 

4.2.1.1 B1’s Organizational Culture and Attractiveness as an Employer 

Bank 1 has a clear value- and employeeship as their foundation. E1 further stated that their 

vision has changed from a focus on creating economic sustainability and safety to additionally 

putting emphasis on sustainability within the environment and society. That change can be seen 

both within Employer Branding, but also their mission as a company. E1 explained that B1 has 

a high focus on localization. There are 23 subsidiaries, situated in different counties in Sweden, 

with each county having its own CEO and board of directors. E1 further stated that the 

localization is very distinct and can be acknowledged both in the culture as well as in how the 

company operates. 

 

According to E1, employeeship is something many companies have in Sweden, where B1 is 

focusing on participation, responsibility, and involvement. E1 claimed that they are working 

closely with the employeeship, e.g. when interviewing potential employees, it is important that 

they know what the employer expects from the worker, and they want them to “live” these 

values. 
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4.2.1.2 B1’s Corporate Culture and Attractiveness as an Employer Compared to 

Competitors 

As E1 possessed limited knowledge in how other banks operate, the subject of B1’s competitors 

was difficult to discuss. However, E1 believed that mainly, it is the localization that B1 has 

incorporated in their corporate culture, which distinguishes their attraction as employer. 

Additionally, there are not many banks which have similar organizational structure as B1 (as 

explained in 4.2.1.1). E1 explained even though B1 is not a non-profit organization, they do not 

operate merely based on making profits and paying dividends. Instead, they pay back to 

customers, which E1 considered as an advantage with the structure. E1 also claimed that if 

workers are inspired by helping the society, there will be a different motivation among them 

which ultimately helps B1. Furthermore, E1 explained that there are a large number of 

individuals who look to B1 due to the local work with customers. Lastly, according to E1, 

people tend to like to work closer with people and with those who may be residing in the 

neighborhood. 

 

4.2.2 General Questions about Generation Y 

4.2.2.1 Generation Y’s Workplace Attributes and Differences from Previous 

Generations  

In general, the major difference between Generation Y and previous generations is the attitude 

towards the workplace. Employee 1 further believed that older generations were fine with 

having a job for many decades, whereas Generation Y presume they will not be employed at 

that company over the next decade and instead change employment.  

 

E1 claimed that Generation Y want to progress quicker in their career, which may lead to less 

patience in working at the same position. E1 stated that for each decade that passes on, 

individuals become less and less tolerant to stay at one post and expect a quicker personal 

development. In the Swedish banking industry, there is a lot to be taught due to complex tasks. 

Consequently, having employees who want to change position once they learnt all the necessary 

information, is a disadvantage for any company. Instead, E1 believed it is important, as a 

company, to consider what individuals regard as a long time today. E1 said: “A long time may 

not be 10 years today, but rather 5 years, and then we should be happy.” Instead, E1 claimed 

that it is important to adapt and have a plan in order to make employees stay five years.  
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4.2.2.2 Generation Y’s Loyalty Compared to Previous Generations  

E1 did not consider loyalty to be a question about generations. Just because Generation Y has 

a preset attitude that they will not stay in 30 years, it does not mean they are not loyal. E1 

claimed that there can be other reasons why an employee remain at a position, e.g. laziness or 

security. E1 further stated that neither laziness nor security have anything to do with loyalty. 

Consequently, E1 did not believe that the loyalty concept can be defined by time.  

 

4.2.2.3 Generation Y’s Demands and Wants Compared to Previous Generations  

E1 believed there is a difference between Generation Y and previous generations regarding 

demands. E1 had the perception that Generation Y instead expect the employer to provide 

something extra than just a job. In addition, E1 stated that, whereas older generations simply 

wanted a job to pay their bills, Generation Y wants the work to be fun, have personal 

development possibilities and lastly be socially satisfied. In general, Generation Y has high 

demands on their employer. Further, a large difference is the importance to work for a company 

which has a positive image, good values and helps the society. E1 claimed that certain 

individuals from Generation Y is even prepared to receive a lower salary if the company has 

corresponding values as themselves. Lastly, E1 stated that motivation amongst Millennials is 

not only about the salary, but also the work the company is doing. 

 

4.2.3 General Questions about Employer Branding 

4.2.3.1 B1’s Active Work with Employer Branding and the Usage Rate of the Term  

It was to E1 somewhat unclear when B1 actively started working with Employer Branding. 

However, since E1 was employed five years ago, there has been increased discussion about 

Employer Branding. Additionally, E1 explained that B1 has engaged in different events and 

talked at high schools, where they explain what it is like to work at B1. The respondent believed 

that B1 could work harder with Employer Branding, but due to time and resource reasons, the 

company has focused on marketing and traditional branding instead. 

 

4.2.4 Internal Employer Branding  

4.2.4.1 B1’s Efforts in order to Retain Current Talents 

E1 stated that Employer Branding is a large concept which already starts in the recruitment 

process. It is important to give clear answers, explain how Bank 1 works with competence 

development and what is expected and not expected at a certain position. E1 further explained 
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the need to understand whether the information mentioned in the recruitment process 

corresponds to reality. After an individual is employed, there is a process called “onboarding” 

where the person gets access to a site where they can start reading about the tasks and create a 

picture of what it is like to work for the company. It is essential that the candidate feels safe, 

welcomed and heard, in addition to the “onboarding” process. Moreover, E1 stated that 

following up employee’s work where they can set new goals is an important part of Employer 

Branding as well.  

 

Furthermore, B1 works with internal movement where employees can change jobs internally 

and develop within different fields. E1 believed it is an important factor for Generation Y as 

they wish to have better and quicker opportunities for personal growth and advancement. E1 

further explained that although it is better to have employees working in the same position for 

a longer period of time, B1 wants to keep talents within the company on a different positon, 

rather than see them leave. 

 

4.2.4.2 Flexibility and the Prioritization amongst the Different Generations 

E1 explained that depending on what position one holds, the possible flexibility in working 

hours differs. Some positions have the possibility to work from home and a position involved 

with customers have less flexibility than someone working as a specialist. E1 claimed that B1 

is not the most advanced company when it comes to flexibility, but they are evolving in that 

area. Regarding the differences between the generations, E1 believed that there might be an 

indirect difference. Older generations where individuals are parents wants to have the flexibility 

to be able to pick up their kids from kindergarten. However, E1 believed these values conform 

to Generation Y. 

 

4.2.4.3 Internal Recruitment  

E1 stated that B1 has a large width but also depth of experiences and educational opportunities 

within the company. One can work as a generalist, but also as a specialist, independent on 

position. E1 further claimed that many seem to forget that banks need workers within IT, HR, 

finance, customer support, support functions etc. If an employee gets uninterested by their 

current work, E1 explained that it is possible to move from one department to a completely 

different department with another field of work. This allows many different types of 

personalities and generations to be attracted to B1. It is essential that employees have the 
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opportunity to grow and evolve within the company. As mentioned in 4.2.4.1, E1 considered 

the internal movement possibilities an important factor for Generation Y. 

 

4.2.5 External Employer Branding 

4.2.5.1 External Employer Branding and Social Media  

E1 believed that if a company wants to be seen in public, social media is the way to do it. B1 

rarely put advertisements in magazines nowadays. E1 said that, if B1 is looking for new 

employees in a certain department, B1 should let the people working within that area write a 

post on LinkedIn. By doing this, E1 explained that the relevant individuals are reached and you 

may even spark an interest to people not actively looking for jobs. In addition, E1 expressed 

the importance of being visible at student fairs and high schools in order to be considered as an 

employer in the future. 

 

E1 stated that B1 is adapting the content in order to fit the message into different social media 

platforms. Depending on what social media platform B1 is using, the posts may be different, 

E1 explained. On Facebook, the posts are usually shorter where there is a link to another page. 

On Instagram, it is mainly image based and on LinkedIn, there is an intermediate between 

Facebook and Instagram. 

 

4.2.5.2 CSR, Social work and Sustainability Efforts 

E1 stated that B1 is working actively with CSR and that sustainability is a highly prioritized 

activity within the company. About two years ago, B1 employed a person responsible for 

sustainability. E1 claimed that sustainability and their vision to create security and possibilities, 

goes hand-in-hand. Economic and environmental sustainability has been a large focal point in 

previous years. Today, social sustainability has received more attention in relation to the other 

two, according to E1. The social work B1 perform is e.g. providing education and supporting 

alienation. Regarding Generation Y, E1 believed that previous generations differentiate the job 

and social work, whereas Generation Y consider it as an integrated part of companies and their 

work. 
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4.2.6 The Banking Industry 

4.2.6.1 Negative Publicity’s Effect on the Employer Brand  

Due to personal lack of experience within the industry, E1 was not certain how negative 

publicity has affected Bank 1. However, E1 did not perceive the banking industry as an area 

lacking competent workers. 
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4.3 Empirical Data of Bank 2 

4.3.1 Organizational Culture and Attractiveness of B2 

4.3.1.1 B2’s Organizational Culture and Attractiveness as an Employer 

B2’s common attitudes and norms are culture variables which E2 believed they share within 

the whole organization. According to E2, their way of operating a bank is timeless, boundless 

and profitable. B2 got an idea of business that is based on trust and opportunities, for both their 

employees and their customers. “Own thinking, own decisions - always affect, always develop” 

is B2’s business model which soon turns 50 years old. E2 believed that the business model says 

a lot about B2. E2 stated that B2 believes in individuals by giving the employees responsibility 

and freedom. E2 did not believe that the business model will be outdated. B2’s idea is that they 

should run a successful bank that basically is based on trust and respect to the individual - 

customer as well as employee.  

 

E2 stated that B2 believe that it is important to be able to take fast decisions. That is the reason 

why B2 is decentralized. B2 trust their employees’ great freedom to solve their tasks in their 

own way. E2 further explained that B2 do not believe in having clear budget goals, which is 

why B2 do not have a budget. E2 also stated that B2 is almost the only big corporation in the 

world without a budget.  

 

4.3.1.2 B2’s Corporate Culture and Attractiveness as an Employer Compared to 

Competitors 

E2 argued that B2 differ a whole lot from their competitors. One main factor which E2 

highlighted is that they do not necessarily measure everything to get it done. E2 claimed that 

the most efficient way is giving the employee a task to take care of their customers, make them 

feel good and develop their personal and business-related deals. Furthermore, E2 believed that 

B2 is unique in this sense and that it is a different point of view than their competitors. E2 

stated: “You can do stuff because you have to, or because you want to do well, and I believe 

this is a business culture people want to be a part of.” As an example, E2 claimed that if they 

would publish an external recruitment advertisement, they would not be able to handle all the 

applications. E2’s own assessment was that a lot of people wants to work for B2, much because 

of how they think differently compared to their competitors. 
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In addition to the non-budget organization, the freedom and trust for the employee, and the non-

existing measurement, E2 also highlighted B2’s long-term focus. E2 claimed that B2 is not 

necessarily the quickest when it comes to changes, that changes often take some time, but that 

the final result is always in focus.  

 

4.3.2 General Questions about Generation Y 

4.3.2.1 Generation Y’s Workplace Attributes and Differences from Previous 

Generations  

E2 emphasized that it is hard to generalize about Generation Y in the workplace since B2 has 

high requirements on their new employees. E2 believed that the differences between 

generations are smaller in a place like B2 than the rest of society, because of the high 

requirements and that they search for and attain a certain type of personalities. Given this, E2 

still highlighted some differences between Generation Y and previous generations in the 

workplace and in general. E2 believed that people from Generation Y are more briefed and 

carry more knowledge than people from previous generations at the same age. E2 further 

claimed that people from Generation Y have high knowledge about technology in general and 

social media in particular. In addition to this, E2 stated that people from Generation Y are more 

interested in societal questions than older generations and get a lot of their knowledge from 

social media, podcasts and news. Furthermore, E2 highlighted a high level of ambition as a 

characteristic for people from Generation Y. E2 believed that the high level of ambition 

sometimes become negative attributes when the ambition turns to anxiety, stress and burnouts. 

 

4.3.2.2 Generation Y’s Loyalty Compared to Previous Generations  

E2 did not see a certain difference in loyalty towards the employer, comparing Generation Y to 

previous generations. Although, E2 highlighted that it may be a future threat to B2’s business 

model if people from Generation Y switch employer more often than older generations. E2 

explained that their business model is built upon an idea that the employees should stay for a 

long time and develop within the company. As examples, E2 explained that their CEO and 

regional manager both are recruited internally and started at B2 as completely inexperienced. 
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4.3.2.3 Generation Y’s Demands and Wants Compared to Previous Generations  

E2 believed that young people, in general, have higher demands on their employer when it 

comes to education and that they expect a quicker development in the workplace. E2 did not 

want to state that this is a generational question, more a question of age.  

 

4.3.3 General Questions about Employer Branding 

4.3.3.1 B2’s Active Work with Employer Branding and the Usage Rate of the Term 

E2 did not know when B2 actively started working with Employer Branding since E2 began 

working as an HR generalist two years ago. However, E2’s perception was that the term 

“Employer Branding” is growing and is being more visible. 

 

4.3.4 Internal Employer Branding 

4.3.4.1 B2’s Efforts in order to Retain Current Talents 

E2 believed that the internal movement is a key factor in order to retain talents. In addition to 

the internal movement, E2 believed that internal and personal responsibility is of great 

importance. By erasing the detail ruling and give the employee more freedom, E2’s perception 

was that B2 creates a business environment that appeals to both current and potential employee 

talents. In general, E2 believed that the most important part about Employer Branding is to 

deliver what is being signaled. Thus, a gap in what is being promised and what is delivered may 

have a great negative impact on the Employer Brand and for all parties involved. E2 stated that 

advertising and packaging have no effect if the “product” does not deliver. 

 

4.3.4.2 Generational Prioritizations of Salary, Benefits and Vacation in B2 

Just as when it comes to demands and wants of the employer, E2 believed that the differences 

one can point out are more a question about age than generational differences. A person that is 

between 35 and 45 with kids naturally values more vacation than a single 27-year-old, 

according to E2. 

 

4.3.4.3 Flexibility and the Prioritization amongst the Different Generations 

E2 claimed that it has been a great shift in this subject. Earlier, E2 explained, it was extremely 

office steered, one should come to the office at 8.15 and go home at 17, but today there is a 

bigger understanding of the employees’ need for flexibility. E2 also claimed that there is a 
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generational character on this questions and that the new generation got a different point of 

view on this subject, which has led B2 to feel a need for adjusting towards a more flexible 

working environment. By offering a more flexible working environment, E2 believed that the 

employees becomes happier, more loyal and will work harder. 

 

4.3.4.4 Internal Recruitment  

E2 stated that B2 almost never use external recruitment and once again explained that the 

internal movement is crucial for B2’s organization. During E2’s time at B2, they have never 

hired a manager externally. Furthermore, E2 highlighted the risks of cultural clashes when 

recruiting externally. As an example, E2 explained that B2 a couple of years ago hired some 

employees externally from competitive banks, and many of them had difficulties getting used 

to B2’s organizational culture as there are no strict ways of working.  

 

4.3.5 External Employer Branding 

4.3.5.1 External Employer Branding and Social Media 

As stated earlier, B2 almost never recruit externally, but the few times external recruitments 

have been used at B2, LinkedIn has been a useful tool, according to E2. The perception of E2 

was that if the traditional recruitment channels do not work, LinkedIn is a cost-efficient way of 

finding competent potential employees. As an example, E2 explained that B2 sometimes 

experience challenges in recruiting newly graduated business students to offices located in 

places with no closely located university.  

 

E2 believed in word-of-mouth and presence at student fairs when it comes to marketing and 

developing the Employer Brand. In conclusion, E2 claimed that: “We do not do any advertising 

to our customers, we believe that our customers sell to each other and that it is the same when 

it comes to employees. We have a great reputation, and it doesn’t come from nice packaging.”  

 

4.3.5.2 CSR, Social Work and Sustainability Efforts 

E2 claimed that the term “sustainability” is being more and more broad. Earlier, the banking 

industry focused their sustainability work on narrow questions such as co2-emissions and 

reduced paperwork, but according to E2, there has been a great shift. In the term 

“sustainability”, B2 include everything from how they place their money, what projects they 

finance, customer integrity and local presence. E2’s perception was that one can see a clear 
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generational difference in how much value an employee puts in the sustainability work of their 

employer. E2 claimed that the new generation (Generation Y) is more conscious and evaluate 

more factors in their choice of employer, where the social work of the organization being one 

of them. 

 

4.3.6 The Banking Industry 

4.3.6.1 Negative Publicity’s Effect on the Employer Brand  

The negative publicity that recently hit some of the biggest Swedish banks do not only affect 

the given banks but the whole Swedish banking industry, according to E2. E2 believed that 

negative publicity makes it harder to recruit talents and makes the customers less satisfied. E2 

emphasized that negative publicity mainly will affect the bank in question, but to a certain 

extent, also affect the other main banks. E2 further elaborated that this is due to many people 

not knowing the differences between the banks, or believing that “they are all the same”.  
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4.4 Empirical Data of Bank 3 

4.4.1 Organizational Culture and Attractiveness of B3 

4.4.1.1 B3’s Organizational Culture and Attractiveness as an Employer 

E3 was describing the company culture as elitist, however it was clearly stated that it is elitist 

in a fair way. Upon the question of what elitist within B3 actually mean, E3 emphasized that it 

regards B3’s ambition of being the best in what they do. However, this does not mean that the 

employees are competing against each other, it is merely a way of thinking, that B3 wants to be 

the best bank in Sweden, E3 explained. Further, E3 believed the values of B3 are good, as they 

are working a lot with diversity and inclusion within different areas of competence. B3 is also 

looking at the competence one hold and what one wants to learn, which is something that has 

benefited B3’s Employer Brand. In the company byline, “care for ambition” is included, which 

according to E3 is in line with the reality. E3 stated that in general, it is fine to make mistakes 

at B3.  

 

When it comes to the attractiveness as an employer E3 believed that the perception of B3 is not 

solely the one of a regular bank, as the bank have succeeded in branding themselves as fosters 

of innovation and entrepreneurship. B3 is trying out new cooperations with partners that are not 

necessarily banks, but still bank services, which E3 believed is considered interesting in the 

eyes of potential employees. This is also believed by E3 to attract younger people, or people 

from Generation Y, as B3 has the focus of behaving in a youthful way. 

 

4.4.1.2 B3’s Corporate Culture and Attractiveness as an Employer Compared to 

Competitors 

E3 believed what differentiates B3 from its competitors in terms of culture is their focus on 

innovation and entrepreneurship. B3 is in the process of reforming the company culture, which 

allows the acceptance of errors. E3 believed this implies that B3 is acting brave in their way of 

thinking. Further, E3 described that when B3 is competing on the labor market, the bank is 

divided into two categories, IT and business & economics. As an employer of IT-oriented staff, 

B3 is competing against companies such as Google and Spotify, whereas on the business & 

economics side, B3 is competing against banks and consultancy agencies. This is according to 

E3 very interesting as B3 is able to attract two different categories of employees. Due to B3’s 

ambition of competing with the companies that are the best in IT, E3 claimed that B3 has 
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become the best bank in Sweden when it comes to IT services, which has allowed them to 

distinguish themselves as an employer. 

 

4.4.2 General Questions about Generation Y 

4.4.2.1 Generation Y’s Workplace Attributes and Differences from Previous 

Generations  

E3 stated that people from Generation Y are rich in information and briefed about various 

topics. This differs as Generation Y knows “something about everything” whereas older 

generations tend to have a more in-depth knowledge within fewer areas. E3 also described 

Generation Y as fast and flexible. Although E3 claimed that Generation Y tend to be self-

oriented, the generation is still very skillful in creating teams and finding natural meeting points. 

Furthermore, E3’s impression of people from Generation Y was that they have a strong belief 

in themselves and that they emphasize the saying “shake it til´ you make it”, which implies that 

people from Generation Y are not afraid of making mistakes. Furthermore, E3 emphasized that 

the strong will and belief that evolve around Generation Y is due to the saying “you can become 

whatever you want” which has been something that the generation has been told during their 

childhood. Although the saying is not completely true, E3 still believed that this is the origin of 

the attribute, and that the strong will and belief of Generation Y allows them to succeed in 

whatever they do. Moreover, E3 confidently stated that Millennials are skilled in the digital 

world and have a tendency to learn technology quickly.  

 

When going into negative attributes, E3 claimed that the self-orientation of people from 

Generation Y sometimes results in them “stepping on others people’s toes”, as the will to stand 

out from the crowd and appearing unique is very strong. Furthermore, E3 described that it is 

apparent that Millennials are a product of their own time, in which restless is the consequence.  

 

4.4.2.2 Generation Y’s Loyalty Compared to Previous Generations  

E3 believed to have a different way of perceiving loyalty. Further, E3 did not consider a person 

loyal based on the duration of the persons employment. Instead, E3 claimed that “I don’t think 

one necessary should stay at a company for 15-20 years. If that’s the case, I don’t think one is 

loyal, it is merely a matter of the person being comfortable”. 
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4.4.3 General Questions about Employer Branding 

4.4.3.1 B3’s Active Work with Employer Branding and the Usage Rate of the Term 

E3 stated that B3 has been working with Employer Branding for at least 10 to 15 years and 

even though E3 has only been working within the bank for one year, it was clear for E3 that 

Employer Branding is becoming more and more important. The increasing importance was 

explained by E3 as a consequence of the changing environment in the business industry. E3 

further elaborated that as competitors are using Employer Branding as a tool, B3 need to adapt 

as well. The strongest reason for B3 to work with Employer Branding was explained by E3 to 

be the necessity to differentiate themselves, and not solely rely on the current reputation of the 

bank.  

 

4.4.4 Internal Employer Branding 

4.4.4.1 B3’s Efforts in order to Retain Current Talents 

E3 believed that one of the strongest variables of B3’s ability to retain their staff is the internal 

movement, which the bank is working with immensely. Employees of B3 are constantly 

provided with opportunities to not only change positions but also departments, E3 explained.  

 

4.4.4.2 Generational Prioritizations of Salary, Benefits and Vacation in B3 

E3 claimed that salaries and benefits are attraction variables at B3. However, these variables 

tend to become more important for the employees as they are getting close to retirement. 

 

4.4.4.3 Flexibility and the Prioritization amongst the Different Generations 

E3 underlined that B3 manages to attract both younger and older people due to the possibility 

of working in a flexible working environment. E3 further stated that the flexibility is mostly 

used by employees who have a family, however, Millennials are the ones who value flexibility 

the most. It is also noted that above all, E3 believed that most employees are satisfied with 

working regular hours, partly because it is fun to work at B3.  
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4.4.4.4 Internal Recruitment  

E3 stated that internal recruitment is very important and necessary in B3. Additionally, E3 

believed that this undoubtedly is a factor of motivation for the employees. E3 also described 

that B3 recently has started to work with what they call `GIGS´. This is a process where 

employees temporary shift departments and roles in order to obtain insight within other parts 

of the organization, and develop and share competences between the staff. 

 

4.4.5 External Employer Branding 

4.4.5.1 External Employer Branding and Social Media 

E3 claimed that social media works as a very important tool in B3’s Employer Branding. E3 

believed that external candidates shape an impression of the company by first looking at their 

social media accounts on Instagram and Facebook. B3 consider it very important to be attractive 

on their career site, which is why a lot of focus is placed there. Additionally, B3 is active on the 

IT-oriented platform Stack Overflow, which according to E3 is a good way of being more 

targeted towards the IT target group. E3 wished however that B3 was more targeted in their 

social media communication, even though adjustments are made in order for the message to fit 

into the specific channel. A lot of the focus in B3’s social media communication is to stand out, 

but also to show to the public that the bank is going through a digitalization journey at the 

moment, E3 explained. Furthermore, E3 stated that B3 is communicating their innovation and 

entrepreneurship orientation, as well as their byline `Care for Ambition´ on social media. 

 

4.4.5.2 CSR, Social Work and Sustainability Efforts  

E3 stated that CSR is something B3 is working with immensely. E3 claimed that “we are an 

important function in society, and it would be shameful if we did not take that kind of 

responsibility”. As an example, E3 explained that every employee may take two days off from 

work each year for participating in voluntary work. Internally and externally, B3 is highly 

engaged in mentorship, which was stated by E3 as a good way of sharing knowledge. E3 also 

believed that when it comes to the job seeking process, people from Generation Y puts a strong 

emphasis on CSR, and that the social work of companies truly matters in the aspect of choosing 

employer.  
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4.4.6 The Banking Industry 

4.4.6.1 Negative Publicity’s Effect on the Employer Brand  

According to E3, the publicity highly affects the entire industry negatively, not solely the 

company directly connected to the controversies. However, E3 was quick to state that the effects 

can be positive for B3 as well, as potential candidates may turn to B3 when searching for a job 

instead of the banks that directly experience controversies and negative publicity. E3 believed 

that B3 as a company may benefit from when negative publicity hits an actor in the industry, as 

this causes B3 to be questioned, which in turn pushes the bank to question themselves as well. 

Furthermore, E3 believed that all banks benefit from being put in the spotlight from time to 

time. B3 is working a lot with preventing money laundering, E3 explained. “It is therefore also 

important that we explain the processes that come with this, and try to be as transparent as 

possible”, E3 further stated. 
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4.5 Empirical Data of Bank 4 

4.5.1 Organizational Culture and Attractiveness of B4 

4.5.1.1 B4’s Organizational Culture and Attractiveness as an Employer 

E4 stated that as the banking industry is experiencing a transformation in terms of digitalization, 

the customers´ needs and wants change. E4 believed this change is reflected in B4’s 

organizational culture. As a result of the changes within the banking industry, E4 stated that 

B4’s culture is evolving around learning and development. In this sense, E4 further expressed 

that the expertise and competence that exists within B4 spills over in between departments and 

business areas where people share their knowledge and learn from each other.  

 

On the topic of attractiveness as an employer, E4 clearly stated four main attraction points 

which current employees at B4 are expressing. The first one regards the transformation the bank 

is experiencing, which allows employees to contribute to building a bank for the future and be 

a part of a company that can affect and make a difference. Secondly, the opportunities for 

personal development and career building are noticeable attraction points, according to E4. The 

third aspect which attracts employees to B4 is the staff that works within B4, which E4 

described as diversified in both background and experiences. The fourth attraction point for 

employees at B4 was described to be the purpose of the bank and what B4 is doing for society. 

B4 is working a lot with a sustainability-focused investments and E4 explained that the work 

of B4 has a higher meaning, which is appreciated amongst the employees at the bank.  

 

4.5.1.2 B4’s Corporate Culture and Attractiveness as an Employer Compared to 

Competitors 

When asked about how the culture and attractiveness differ from B4’s competitors, E4 stated 

that B4 and their staff do not explicitly speak about their competitors. Therefore, E4 did not 

want to discuss how B4’s employer attractiveness differs from their competitors. 

 

4.5.2 General Questions about Generation Y 

4.5.2.1 Generation Y’s Workplace Attributes and Differences from Previous 

Generations  

As B4 is a big company with many departments, many roles and naturally many personalities, 

E4 had a hard time distinguishing people from Generation Y, as having specific generational 

attributes in the workplace.  
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4.5.2.2 Generation Y’s Loyalty Compared to Previous Generations  

As E4 had a hard time distinguishing people from Generation Y from other generations, no 

comments on how Generation Y differ from previous generations in terms of loyalty were 

made. 

 

4.5.2.3 Generation Y’s Demands and Wants Compared to Previous Generations  

As previously stated, E4 found it difficult to draw a conclusion on general differences between 

Generation Y and previous generations. However, E4 explained that one very noticeable 

difference is Generation Y’s need for meaning and purpose in their work, which according to 

E4 is less important for older generations. In general, E4 argued that needs and wants mostly 

regards the individuals’ personalities rather than generational attributes.  

 

4.5.3 General Questions about Employer Branding 

4.5.3.1 B4’s Active Work with Employer Branding and the Usage Rate of the Term 

E4 stated that B4 has been working with Employer Branding for many years, it was however 

unclear to E4 for exactly how many years the bank has been working actively with these 

questions. E4 further claimed that the term is growing in importance, not just for the banking 

industry and B4, but for all industries and companies. E4 also argued that in a sense, there has 

been a shift toward what E4 would like to call “the candidates’ labor market”, which is vastly 

different compared to a couple of years ago. According to E4, today it is increasingly important 

to work strategically on how to attract and retain talents.  

 

4.5.4 Internal Employer Branding 

4.5.4.1 B4’s Efforts in Order to Retain Current Talents 

E4 stated that one important tool for B4 to retain talents is their employee survey, which is 

conducted each quarter. By taking in and listening to the opinions of all employees, E4 

explained that the management is able to change things for the better. E4, also explained that 

feedback from employees and the constant requests of feedback are of high priorities for B4.  
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4.5.4.2 Generational Prioritizations of Salary, Benefits and Vacation in B4 

When it comes to salaries and benefits, E4 stated that B4 offers a fine level of both. It was to 

E4 unclear how the prioritizations of the different generations differ. E4 once again claimed 

that this is a matter of personality traits and individual preferences more than generational 

differences. 

 

4.5.4.3 Flexibility and the Prioritization amongst the Different Generations 

E4 stated that when it comes to flexibility, the possibility of working in a flexible format 

depends on the position one is holding. When working with physical clients, E4 claimed that 

the employee in question obviously needs to be stationed at the office. However, E4 also 

explained that there are many roles within B4 where the employee has much more freedom 

when it comes to both where to work and when to work. E4 further stated that it is difficult to 

see distinct differences in how different generations are utilizing flexibility. Instead, E4 argued 

that it often depends on which life situation the employees are currently in. If one lives far from 

work, he or she might need to catch a train in the afternoon and therefore need more flexibility, 

E4 exemplified.  

 

4.5.4.4 Internal Recruitment 

Internal recruitment is something B4 use a lot, E4 stated. This is according to E4 important as 

it relates to the possibilities for employees to develop and progress within B4, which as 

previously mentioned is a major attraction for employees at B4. 

 

4.5.5 External Employer Branding 

4.5.5.1 External Employer Branding and Social Media  

E4 stated that social media is very important for B4 as it allows the bank to meet potential 

employees. By for example portraying the life as a worker at B4, E4 believed B4 manages to 

speak to their target groups. If B4 want to be even more direct in their targeting, they sometimes 

post job positions in order to speak directly to potential employees. E4 further explained that 

whenever something is posted on B4’s social media channels, the post is always targeted to a 

specific group of people. As an example, E4 described that when B4 is recruiting employees to 

their trainee-program, they have noticed that many students have not yet started using LinkedIn, 

which is why Facebook might be more suitable for marketing these types of positions.  
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4.5.5.2 CSR, Social Work and Sustainability Efforts 

E4 believed that the social work of B4 is important to all generations employed at B4, however, 

it is noticeable that B4’s Millennials are the ones prioritizing it the most. B4 holds a strong 

focus on sustainability. For instance, E4 explained that B4 now has an environment fund, 

investing in businesses with sustainable solutions on climate changes. E4 further stated that as 

B4 holds a lot of expertise within environmental questions, the bank works with transferring 

this knowledge to customers, so that they can work together towards a brighter future.  

 

4.5.6 The Banking Industry 

4.5.6.1 Negative Publicity’s Effect on the Employer Brand 

E4 stated that it is difficult to tell how the publicity is affecting B4, but that it does somehow. 

Even though B4 is working with preventing money laundering, it is according to E4 tough to 

control what is being said in the media as well as controlling the consequences. E4 stated that 

even though scandals and controversies affect the bank’s Employer Brand, B4 still receives 

many applicants.  
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5. Analysis 

This section analyzes the empirical data along with the research provided in the literature 

review.  

 

Below is a graphical projection of how the actions of internal and external Employer Branding 

becomes the Employer Brand which in turn allows the banks to attract and retain talents from 

Generation Y.  

 

Figure 1 

 

 

5.1 Employer Branding: Yesterday, Today and Tomorrow  

Wilder, Gudergan and Lings (2010) state that in the last two decades, there has been a great 

escalation of written articles about Employer Branding. Maheshwari et al. (2017) further 

express the considerable growth of Employer Branding following the financial crisis in 2008. 

According to E3, B3 has worked with Employer Branding for minimum 10-15 years. Neither 
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E1, E2 nor E4 were fully aware of when the respective bank started incorporating Employer 

Branding actively in their work, but had noticed the growth. E3 believed the main argument 

behind working with Employer Branding is the need to diversify from competitors and not 

merely rely on current reputation. This statement from E3 corresponds to Backhaus and Tikoo 

(2004) who explains that the idea behind Employer Branding is the necessity to differentiate a 

company from its competitors. The increasing interest and focus all four banks put on Employer 

Branding may be connected to Wilden et al. (2010) who describe that the growing interest in 

the topic is partly due to the estimates that the European population between 15-60 will decrease 

from 62% to 49% by 2050. According to Wilden et al. (2010), it will be increasingly 

problematic obtaining suitable human resources as a result of higher competition in the 

employment market. However, it is unlikely that the increasing Employer Branding activities 

shown by Swedish banks can be referred only to the demographic fluctuations in the workforce 

since it has not yet fully affected society. Hence, it is possible to argue that the demographic 

changes will have a bigger impact on the Swedish bank’s Employer Branding focus in the future 

as a result of the increasing competition of competent employees. 

 

5.2 The Banks’ Characteristics and Employer Attractiveness  

Table 4 

Bank Employer characteristics 

1 Local, sustainability focus, responsible 

2 Trust giving, decentralized, boundless 

3 Hierarchical, ambitious, innovation and entrepreneurship fostering 

4 Personal development oriented, diversified workforce, sustainability focus 

(Characteristics obtained from the interviews) 

 

Thorbjørnsen and Supphellen (2011) explain the importance of a solid corporate identity as it 

lowers employee turnover and contributes to positive attitudes among the workers. Although 

previous research by Papasolomou and Vrontis (2006) states that banks, in general, have 
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difficulties differentiating themselves, the empirical findings in this research partly contradict 

this statement as the interviewees were confident in their ability to communicate a strong 

employer identity. There are clear diversifications regarding employer characteristics between 

the four banks, as shown in the table above. It is reasonable to believe that the clear and 

differentiated corporate culture has not been as difficult to incorporate as stated by 

Papasolomou and Vrontis (2006). Considering the four major banks hold such a large market 

share, they are greatly aware of their direct main competitors and have over time been able to 

brand themselves uniquely as employers. As previously mentioned, B1 is not one of the major 

banks, nonetheless a large retail bank. Not being a major bank may have made it possible to 

differentiate themselves in a way not possible by the major banks.  

 

5.3 Attraction and External Recruitment through Social Media  

Backhaus and Tikoo (2004) state that External Employer Branding is important as it 

demonstrates how a company market itself as an attractive employer. Both E1 and E2 considers 

this important as they attend student fairs in order to be visible to potential future employees. 

Furthermore, according to Backhaus (2016), social media will become the main platform for 

external Employer Branding. The findings have shown that all of the interviewees strongly 

suggested that social media is a very important tool in external Employer Branding. 

Minchington (2014) concludes that 76% of companies use social media when communicating 

their Employer Brand, and 64% of companies use career websites in their external Employer 

Branding. Correspondingly, the findings show that all respondents considered Social Media as 

an important tool, as it can be used communicating their Employer Brand, address new job 

positions and find competent staff. E1 and E4 further stressed that social media is a useful tool 

portraying the life as a worker at their respective bank. E3 highlighted the importance of being 

viewed as attractive on all social media platforms, but also the importance of communicating 

the bank’s values and byline. Both E1 and E3 claimed that adjustments of the respective bank’s 

social media posting are made in order to fit into the platform in question. E3 however, wished 

that B3 could be more targeted in their social media communication. Glassdoor (2013) claims 

that as many as 79% of job seekers and 86% of job seekers who are in the first ten years of their 

careers are likely to use social media when searching for a job. Accordingly, E3 believed that 

external candidates shape their impression of the bank by first looking at the social media 

accounts of that particular bank, which is why it according to E3, is very important to be 

attractive on social media.  
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The findings imply that all banks are well aware of the importance of strengthening their 

Employer Brand through an active presence on different social media platforms, although some 

of the banks seem to lack a clear strategy on how to adjust their messages to best fit the given 

platform. It can, therefore, be argued that Swedish banks may be unknowing of what extent 

social media influences Generation Y in their job searching process.  

 

5.4 Retention and the Importance of Internal Movement  

The findings show that two of the banks put strong emphasis on making the information 

mentioned in the recruitment process correspond to the reality in order to retain the talents 

recruited. This response well to research from Robinson and Morrison (2000) which showed 

that Employer Branding messages which do not correspond with the actual values of the 

company can result in employees quitting their jobs. Especially E2 believed that the most 

important part about Employer Branding is to deliver what is being signaled. Thus, a gap in 

what is being promised and what is delivered may have a large negative impact on the Employer 

Brand and all parties involved. The statement from E2 also corresponds to Backhaus and Tikoo 

(2004) statement that there is a connection between the rate of employer brand loyalty and 

productivity. 

 

The findings found that all the interviewees highlighted the importance of internal movement 

in order to retain their most competent staff. Correspondingly, Heraty and Morley (1998) claim 

that internal recruitment is both cost efficient and may be viewed as a positive motivator by 

other employees. Employees of B3 are constantly provided with opportunities to not only 

change positions but also departments. According to E4, internal recruitment is highly 

important as it gives the employees possibilities to develop and progress within the bank. E4’s 

statement corresponds to research from Bradley (2006) which showed that employees perceived 

greater justice when internal candidates were offered a position compared to external 

candidates. E1 explained that although it is better to have employees working in the same 

position for a longer period of time, B1 rather wants to keep talents within the company. E1 

also stated that internal movement and recruitment is a crucial factor, especially for Generation 

Y, as they wish to have better and quicker opportunities for personal growth and advancement. 

Accordingly, previous research shows that Millennials tend to expect quick career 

advancements while also demanding the development of new personal skills (Ng et al., 2018). 
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The findings imply that all banks prioritize and focus on giving their employers the opportunity 

to advance within the bank through internal recruitment. It is clear that the participants perceive 

this as one of the most crucial Employer Branding practices in order to retain the most 

competent employers. Even though not all respondents highlighted the risks of not deliver what 

is being told, it is reasonable to believe that all banks are aware of the risks a gap may bring.  

 

5.5 Generation Y Characteristics in the Workplace 

Stanimir (2015) states that people from Generation Y are the most well-educated group of 

people to date. This statement aligns with the findings as E2 claimed that people from 

Generation Y carry more knowledge and tends to be more briefed compared to previous 

generations. Moreover, in line with E2, E3 described Millennials as rich in information and 

briefed about various topics as they know “something about everything”. According to Stanimir 

(2015) and Weber (2017), Millennials hold high skill level in technology and social media. 

Correspondingly, E2 described people from Generation Y as having high knowledge about 

technology in general and social media in particular. Stanimir (2015) also states that people 

from Generation Y tends to be very good at adapting to new trends. This statement aligns with 

E3’s claim that Millennials have a tendency to learn technology quickly, but also the claim that 

the generation is fast and flexible. Additionally, E2 stated that Millennials tend to be more 

interested in societal issues compared to older generations, in which E2 believed the knowledge 

about the societal issues is obtained from social media, podcasts and news. Rahman et al. (2017) 

state that employees of Generation Y like teamwork and create trust between colleagues. This 

belief is shared with E3, who claimed that people from Generation Y are very skillful in creating 

teams and finding natural meeting points.  

 

According to Weber (2017), people from Generation Y are criticized for having short attention 

spans. Correspondingly, E3 described Millennials as a product of their own time, with 

restlessness being the consequence. Furthermore, E1 talked about a lack of patience amongst 

Generation Y, however, this patience is regarding career progression. The previous statement 

may be connected to Rahman et al. (2017), who state that Generation Y wants career 

progression and steady progress to the next level.  
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Parment (2012) states that Generation Y has been shaped during a time flourished by strong 

economical standards and internet. This statement may be connected to E3’s impression that 

people from Generation Y have a strong belief in themselves, which E3 believed originates 

from the saying “you can become whatever you want”, which Millennials often have been told 

during their childhood. Moreover, E2 highlighted a high level of ambition amongst Millennials. 

Interestingly, E2 further elaborated on the subject of ambition amongst Millennials and believed 

that it could sometimes turn into a negative attribute, as it could lead to stress, anxiety and 

burnout. In contrast to the other banks, E4 found it difficult to draw any conclusions on general 

differences between Generation Y and previous generations. 

 

The findings show contrasts in how the respondents perceive Generation Y characteristics in 

the workplace. Among the respondents, there is no clear consensus if one can see distinct 

differences comparing Generation Y to older generations when it comes to general 

characteristics in the workplace. However, three out of four interviewees agreed on generational 

differences which to a great extent correspond to previous research. It is reasonable to assume 

that the characteristics Generation Y exhibits are displayed to a lower extent in a traditional 

industry such as the banking sector. Therefore, a logical assumption is that the workplace 

characteristics of Generation Y would be displayed to a greater degree in a more modern 

industry. 

 

5.6 Generation Y Needs and Wants from Their Employer and 

Prioritizations in the Workplace 

When it comes to demands and wants from their employer, both E1 and E2 stated that 

Generation Y expect and demand more from their employer compared to earlier generations. 

Both interviewees underlined the importance for people from Generation Y to experience a 

quick development, both in personal skills and in their career. Accordingly, Ng et al. (2018) 

state that Millennials tend to expect quick career advancements, while also demanding the 

development of new personal skills. Moreover, E1 claimed that unlike older generations, who 

to a larger extent want a job to pay their bills, Generation Y wants work to be fun and contribute 

to social satisfaction. Likewise, E4 stressed Generation Y’s need of meaning and purpose in 

their work, which according to E4 is less important for older generations. The statements from 

E1 and E4 aligns with Ng et al. (2018), who claims that Generation Y value social aspects of 

the organization.   
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Deloitte (2014) claims that Millennials want to work for organizations who ideally have a 

positive impact on society. Correspondingly, E1 stressed the importance for people from 

Generation Y to work for a company which has a positive image, good values and helps the 

society. Further, E1 claimed that some individuals from Generation Y are even prepared to 

accept a lower salary, should the company’s views be more aligned with their own, and that 

their motivation is far from solely driven by money. This view on Generation Y’s relation to 

financial compensation does however not correspond with Parry and Urwin (2011) and Deloitte 

(2018), who argues that Generation Y puts a strong emphasis on economic return. E3 however, 

argued that salaries and benefits are important variables, although it is noted that they seem to 

become of greater importance as the employees are closing in on retirement.  

 

Weber (2017) argues that work-life balance is an important variable for Millennials’ job 

satisfaction and job performance. Furthermore, Deloitte (2018) state that flexibility is a key 

factor to keep Millennials’ happy and loyal. Accordingly, both E1 and E3 claimed that 

flexibility is most appreciated amongst the banks’ Millennials. It is also clear that all of the 

respondents’ respective bank are providing great flexibility options, which is an Employer 

Branding practice the respondents considered important and necessary.  

 

The findings show a strong consensus among the interviewees on the statement that Generation 

Y show different needs and wants from their employer compared to older generations. The need 

to experience quick development may be connected to the banks’ focus on internal recruitment 

and all investigated banks seem to be aware that they sometimes need to adjust their way of 

operating in order to best meet the different expectations Generation Y is showing.  

 

5.7 Generation Y: Loyalty and Movement 

Weber (2017) states that Generation Y tends to be disloyal towards their employer and 

organization. E1 and E4 did not perceive loyalty to be a question of generational differences. 

E2 and E3 did not discern Generation Y to be less loyal than earlier generations either. On this 

dimension, there is a difference in what the literature says and how the interviewees consider 

the subject. An alternate explanation to lack of loyalty, E1 suggested that Generation Y wants 

to progress quicker than earlier generations, and therefore switch jobs more often which in some 

cases can be perceived as lack of loyalty.  
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Ng et al. (2018) state that Millennials on average change jobs more than twice as often as older 

generations. E1 claimed that there can be other reasons than loyalty to why an employee 

remains at a position. Examples E1 gave was laziness, security or that the employee just doesn't 

want to move. Additionally, E1 stated that if Generation Y have a preset attitude that they will 

not stay in 30 years, it does not mean they are not loyal. E3 did not think one necessary should 

stay at a company for 15-20 years. Instead, E3 argued that if that's the case, it is merely a matter 

of the person being comfortable. If the research from Ng et al. (2018) is accurate, E2 highlighted 

that it may be a future threat to B2’s business model, since their business model is built upon 

an idea that the employees should stay for a long time and develop within the company.  

 

5.8 CSR - A Necessary Tool for Attracting and Retaining Talents? 

All the interviewees stated that their bank works a lot with questions regarding corporate social 

responsibility. This corresponds with research from Kashikar-Rao (2014) which concludes that 

there is an increasing preference of employees wanting to work with organizations that have a 

good social reputation.  

 

E1 claimed that CSR and sustainability is a highly prioritized activity within the company and 

that B1 has employed a person solely responsible for sustainability. E2 highlighted that the term 

is being more and more broad and that its importance has increased. Furthermore, E3 stated that 

as banks in general and B3, in particular, is an important function in society, it would be 

shameful if they did not take that kind of responsibility. It is important for the banks to signal 

that they work with these questions as The Swedish Quality Index found that 1 out of 4 

customers have a hard time answering questions if their bank work with diversity and equality, 

environmental questions and social sustainability (Svenskt kvalitetsindex, 2018).  

 

When it comes to the job seeking process, the interviewees were all confident that a focus on 

social questions and CSR is crucial to attract the best talents. Correspondingly, a study 

conducted by Deloitte (2014) shows that Millennials want to work for a company that has a 

positive impact on society. Moreover, a study from Ellison and Rachael (2018) showed that 

undergraduate students were overall positive to prospective employer social responsibility. E3 

believed that people from Generation Y puts a strong emphasis on CSR, and that the social 

work of companies truly matters in this aspect. E2’s perception was that one can see a clear 
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generational difference in how much value an employee puts in the sustainability work of their 

employer and that people from Generation Y is more conscious and evaluate more factors in 

their choice of employer. E1 believed that previous generations differentiate the job and social 

work, whereas Generation Y consider it as an integrated part of companies and their work. E4 

believed that B4 having active CSR work is important to all generations employed at B4, but 

that Generation Y prioritize it even more than older generations. It is clear that all banks 

investigated put great significance in their respective CSR work. However, it is logical to 

assume that the banks fail to differentiate themselves in terms of these questions. Since the 

findings show correspondence between the banks focus on CSR and the significance Generation 

Y puts on certain questions, one can presume that successfully differentiating a bank in terms 

of being a sustainable employer would create competitive advantage.  

 

5.9 Negative Publicity for the Banking Industry - How Does it 

Affect Attraction and Retainment? 

In the study from Deloitte (2014), Bruce Livesay, CIO at First Horizon National Corp, stated 

that: “The banking industry has gotten so much negative publicity the past several years, it has 

made it more difficult to recruit people” (Universum, 2017). Cable and Turban (2003) states 

that organizations which hold a positive image by the public and is easily acknowledged by 

consumers, often have more competent workers applying for jobs. During the last years, the 

Swedish banking sector has suffered from several negative news regarding money laundering 

and other scandals. The respondents from B2 and B3 claimed that the negative publicity affects 

not only the given banks when it comes to recruitment, but the industry as a whole. E1 and E4, 

on the other hand, were not certain how the negative publicity of the banking industry has 

affected their respective bank. E2 put emphasize on that the negative publicity will affect the 

bank related to the news hardest, but also affect the other main banks since many people do not 

acknowledge the differences between banks. It is plausible to assume that the Employer Brand 

of all banks suffer from negative publicity directed towards other actors within the industry. 

However, it is likely that the four main banks are affected to a greater extent than other actors 

within the sector, among them B1.  
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6. Conclusion  

This chapter presents the conclusion of the study by answering the research questions. 

 

6.1 How Swedish Banks Work With Employer Branding  

This paper was set out to investigate how Swedish banks work with Employer Branding. We 

revisit RQ1 as follows: 

 

 How do organizations within the Swedish banking industry work with Employer 

Branding? 

 

It was found that Swedish banks work actively and consciously with Employer Branding. 

Previous research explains that the idea behind Employer Branding is the necessity to 

differentiate a company from competitors in order to attract and retain talents, which the 

Swedish banks are aware of. In contradiction to preceding research which states that banks, in 

general, have difficulties differentiate themselves, the findings showed that Swedish banks 

perceive their efforts to differentiate themselves as employers as successful. Moreover, findings 

provided some support for the importance of avoiding gaps in what is being signaled and 

promised to the employees and what they actually deliver as employers. In addition, it was 

found that social media is a crucial tool used in order to reach out to potential employees and 

in a promotive way display the Employer Brand of the organization. Employer Branding 

practices used by all banks investigated is offering flexibility when it comes to working hours 

and the possibility to work both in the office and at home. In addition, common for all banks is 

the focus on develop and communicate the bank’s sustainability efforts. 
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6.2 Generation Differences in the Workplace and How Banks 

Adjust Their Employer Branding Work to Attract and Retain 

Talents from Generation Y  

This paper was also set out to investigate how Swedish banks adjust their work with Employer 

Branding in regards to Generation Y. We revisit RQ2 as follows: 

 

 How do organizations within the Swedish banking industry adapt their Employer 

Branding work in order to attract and retain talents from Generation Y? 

 

It was found that three out of four interviewees agreed on the statement that there are 

generational differences in workplace characteristics between Generation Y and earlier 

generations, both when it comes to positive and negative attributes. It was also found that people 

from Generation Y expect quicker development than earlier generations. Since Generation Y 

put more emphasis on the rate of CSR work when choosing an employer, all investigated banks 

have increased the focus on developing and communicating their CSR efforts. Common for all 

investigated banks is the focus on internal branding questions such as the possibility to advance 

through internal recruitment and focus on providing work-life balance to their employees. The 

most reasonable interpretation is that the earlier mentioned examples are employer branding 

tools which speak to people from Generation Y, as previous research states that work-life 

balance is crucial for them. However, the banks do only adjust their Employer Branding work 

to a limited degree in order to specifically attract and retain talents from Generation Y. It 

appears likely that the banks are confident in their Employer Branding will speak not only to 

talents from Generation Y but potential and current employees from all generations.  
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7. Discussion 

This section provides possible implications, limitations and suggestions for future research. 

 

7.1 Managerial Implications 

The banks are well aware of the generational differences between Generation Y and earlier 

generations. Their perceptions of these differences correspond to how the generational 

differences are described within the literature. One main characteristic highlighted both within 

the literature and by the interviewees is that Generation Y expects to experience a quick 

development, both in personal skills and in their career. However, it seems as the banks lack a 

clear strategy on how to tackle the change in perception regarding personal development. The 

banks would benefit to develop a plan on how to propose a path for personal and career 

development. It is likely that the bank who most successfully can develop such a plan and 

communicate it to potential and current employees would strengthen their Employer Brand. As 

a result, they would more likely reach a competitive advantage in both attracting the most 

talented people from Generation Y, but also retaining the talents through creating loyalty.  

 

In addition to the previously mentioned managerial implication, it is crucial for the banks to 

develop a plan on how to reach out with their value proposition as an employer. The banks have 

perceived success in their ambition of differentiating themselves as employers. However, it 

appears as the banks do not differentiate themselves when it comes to externally communicate 

their uniqueness as employers. The interviewees agreed that social media is a crucial tool, but 

there is a great risk that the message they want to deliver disappears on the crowded social 

media platforms. In the findings, word-of-mouth and presence at student fairs is presented as 

two other important Employer Branding tools. Social media posts, presence at student career 

fairs and word-of-mouth can be combined with other strategies for reaching out with their 

unique characteristics as an employer. The bank which most successfully reaches out with their 

message will not only attract most talents, but more importantly, the talents with the personality 

that corresponds best with the characteristics of the bank.  

 

As stated many times, the main purpose of actively working with Employer Branding is to 

differentiate a company from competitors in order to attract and retain talents. The findings 

show that the Swedish banks have succeeded in shaping, establishing and signaling their own 
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differentiated value propositions compared to their direct competitors. The largest future 

challenge for the banks and the banking industry as a whole, in terms of recruitment, is to 

differentiate themselves from their indirect competitors, e.g. other business sectors. The 

Swedish banking sector does not suffer from a shortage of potential employees. However, if 

the sector wants to attract the most talented people, it is necessary to strengthen their reputation 

and in a more effective way brand themselves as socially responsible, since people from 

Generation Y puts a higher emphasis on working for an employer which contributes positively 

to the society.   

 

7.2 Limitations 

As the major banks stand for 73,3% of the lending in Sweden, including foreign banks, they 

have been the most relevant candidates for our research (Finansinspektionen, 2018). Arranging 

interviews with the four major banks has been very time-consuming which has resulted in a 

total of four interviews. Three out of four interviews have been conducted with major banks 

and one interview with one of the largest retail banks in Sweden. In order to provide greater 

validity, a larger sample would have been preferred. However, due to the short time period, this 

was not possible.  

 

Additionally, previous research regarding benefits and compensations of Swedish banks would 

provide either stronger or weaker parallel between Generation Y, and their interest in working 

for banks. Unfortunately, such studies have not been obtained due to lack of research.  

 

7.3 Suggestions for Future Research  

This thesis has investigated how Swedish banks work with Employer Branding in general and 

how the organizations within the Swedish banking industry adapt their Employer Branding 

work in order to attract and retain talents from Generation Y. It would be of interest for further 

research to investigate how the Employer Branding work executed by Swedish banks differ 

from the Employer Branding work of banks located outside Sweden. Is it possible that Swedish 

banks have something to learn from banks abroad or vice versa? It might also be of interest to 

investigate how Swedish banks differ from other business sectors in Sweden when it comes to 

Employer Branding with a focus on Generation Y. 
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Furthermore, future research may also investigate how Swedish banks prepare to work with 

Employer Branding in order to attract the best talents from the generation following Generation 

Y - Generation Z. The people from the Generation Z naturally share common workplace 

characteristics that differs from Generation Y, and it would be of great interest to gain 

knowledge of how Swedish banks adapt their work to fit the needs and wants of Generation Z.  

 

Lastly, future research may study the subject from the perspective of potential employees. The 

research could examine what kind of characteristics and benefits Swedish business and 

economics students from Generation Y values most when searching for a job within the 

Swedish banking industry. In addition, future research could examine how potential employees 

from Generation Y perceive the Employer Brand of Swedish banks.  
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Appendices 

Appendix 1 

Interview Questions (Swedish version used for the interviews) 

  

Frågor om den intervjuades bakgrund: 

 Ålder? 

 Företag? 

 Befattning inom företaget? 

 År arbetandes på företaget? 

 År arbetandes i företaget med sin nuvarande befattning? 

 Utbildning? 

  

Allmänt om bolaget 

1. Hur skulle du beskriva er företagskultur? Dvs, gemensamma normer, värderingar och 

attityder. 

2. Hur uppfattar du att ni skiljer er från era konkurrenter avseende företagskultur? 

3. Beskriv vad som kännetecknar er attraktionskraft som arbetsgivare. 

4. Hur uppfattar du att ni skiljer er från era konkurrenter avseende attraktionskraft som 

arbetsgivare? 

  

Allmänt om Generation Y 

5. Generation Y består av personer födda 1983-1995. I generella termer, hur upplever du att 

dessa personer skiljer sig från äldre generationer i karaktärsdrag på arbetsplatsen? Positiva och 

negativa attribut. 

6. Hur upplever du att dessa personer skiljer sig från äldre generationer när det kommer till 

behov av sin arbetsgivare? 

7. Hur upplever du att lojaliteten gentemot sin arbetsgivare skiljer sig om man jämför personer 

födda i Generation Y mot äldre generationer? 

  

Allmänt om Employer Branding på bolag x 

8. Har du en uppfattning om när ni på bolag x började arbeta aktivt och medvetet med Employer 

Branding? 
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9. Hur uppfattar du att termen “Employer Branding” ökat i användning och relevans inom 

bankbranschen samt näringslivet i allmänhet? 

10. Har ni successivt arbetat mer och mer med Employer Branding sen ni startade med detta 

eller har det legat på en jämn nivå? 

  

Internal Employer Branding 

11. Hur arbetar ni för att vara attraktiva för era nuvarande medarbetare för att i förlängningen 

få arbetstagarna att stanna hos er? 

12. Löner, förmåner och semesterdagar är en naturlig del av den interna “Employer 

Brandingen”. Hur upplever du skillnaderna mellan generationsgränserna när man tittar på 

prioriteringen av de ovanstående? 

13. Använder ni på bolaget fasta arbetstider och arbetsplatser? Om ni använder viss mån av 

flexibilitet: Hur upplever du skillnaderna mellan generationsgränserna angående i vilken 

utsträckning man nyttjar detta? 

14. Har ni på senare år anpassat ert arbete med de interna Employer Branding-frågorna för att 

bättre passa behoven som personer från Generation Y uppvisar? 

15. Vid en rekrytering, använder ni er av intern rekrytering inom bolaget? Om ja: upplever du 

att intern rekrytering kan påverka de anställdas motivation att utföra ett bättre arbete? 

16. Uppfattar du att man bör anpassa rekryteringsarbetet beroende på vilken generation en 

potentiell arbetstagare eller potentiell målgrupp kommer ifrån? Om ja: på vilket sätt? 

  

External Employer Branding 

17. Använder ni er av externa rekryteringsbyråer i: samtlig extern rekrytering, viss extern 

rekrytering, ingen extern rekrytering? 

18. Hur upplever du sociala medier som ett hjälpmedel inom rekrytering? 

19. Hur upplever du sociala medier som ett hjälpmedel inom generell Employer Branding, dvs 

hur ni framstår som arbetsgivare? 

20. Finns det några specifika målgrupper ni riktar er till vid användning av sociala medier? 

Skiljer sig detta mellan de olika sociala plattformarna? 

21. Vilka värderingar och egenskaper som arbetsgivare vill ni signalera att ni står för till 

nuvarande och potentiella arbetstagare? 

22. Arbetar ni på på bolag x med CSR? Om ja: kan du ge oss några exempel? 

23. Hur uppfattar du att arbetstagare finner värde i att ni som bolag jobbar med sociala frågor 

och på så vis påverkar samhället positivt? 
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24. Hur uppfattar du skillnaderna mellan generationsgränserna när det kommer till vilken vikt 

man lägger vid att sin arbetsgivare jobbar aktivt med CSR. 

  

Bankindustrin 

25. Hur upplever du att den negativa publicitet som drabbat vissa banker i synnerhet och 

bankindustrin i allmänhet de senaste decennierna påverkar rekryteringen av arbetstagare som 

är nyutbildade eller kommer från andra branscher än bankbranschen? 

  

Appendix 2 

Interview questions (English version) 

  

Background of the interviewee 

 Age? 

 Education? 

 Professional experience? 

 What position within the company? 

 How long have you been at this company? 

 How long have you been at your current position? 

  

General questions about the company 

1. How would you describe your corporate culture? I.e. Values, attitude and norms? 

2. How would you say you differentiate from competitors in regards to corporate culture? 

3. Describe what characterizes your attractiveness as employer. 

4. How would you say you differentiate yourself from competitors in regards to attractiveness 

as an employer? 

  

General questions about Generation Y 

5. Generation Y consists of individuals born between 1983-1995. In general, how would you 

say the characteristics of these people differentiate compared to older generations in the 

workplace? Positive and negative attributes. 

6. How would you say that the demands of a worker are different from Generation Y and older 

generations? 
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7. What is your take on loyalty towards employers between Generation Y and older 

generations? 

  

General questions about Employer Branding 

8. Do you know when this company started working actively and consciously with Employer 

Branding? 

9. How would you say the use and relevance of the concept “Employer Branding” has increased 

in the banking industry and in business context in general? 

10. Have you successively increased the work with Employer Branding since you started or has 

it been at a steady level since you started? 

  

Internal Employer Branding 

11. What do you do in order to be attractive to your current employees and in the long-term 

make them stay in the company? 

12. Salaries, benefits and vacation days are typical elements within internal Employer Branding. 

How would you describe the differences between Generation Y and other generations when 

examining the priority of the previously mentioned perks? 

13. Are you using fixed working hours and workplace? If you are using any level of flexibility: 

How would you describe the differences in what extent the different generations are using the 

previously mentioned? 

14. How has the company adapted their work within internal Employer Branding in order to 

better meet the demands individuals from Generation Y exhibits? 

15. Do you use any internal recruiting? If yes: How would you say the internal recruiting can 

affect the motivation of the employees to perform better? 

16: How do you believe one should adapt the recruitment process based on what generation a 

potential worker is from? 

  

External Employer Branding 

17. Do you use any external recruitment agencies in: all external recruiting, some level of 

external recruitment or no external recruiting? 

18. Would you say social media is a good tool when recruiting? Why? 

19. How would you say social media helps you as an employer? 

20. Is there any specific groups you target when using social media? Is it different depending 

on what social media platform you are using? 
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21. What values and attributes do you want to display as important to current and potential 

workers? 

22. How are you currently working with Corporate Social Responsibility? Can you give us any 

examples? 

23. How would you think potential employees value companies working with CSR? 

24. How would you describe the differences between Generation Y and older generations when 

talking about to what extent a company is actively working with CSR? 

  

The banking industry 

25. How would you say the negative publicity of certain banks has affected the general 

recruitment of potential workers who are new graduates or comes from outside the banking 

industry? 

 

 

 

 

 
 


