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Abstract 

Purpose: The purpose of this thesis is to investigate the role that internal marketing and 
internal communications play in transferring the corporate identity to the members of the 
organization 

Background: Having a strong corporate identity can be a competitive advantage. Howev-
er, few organizations are willing to devote the time and money it takes to ensure that eve-
ryone within the organization are fully aware of the corporate identity. One way to spread 
the corporate identity within the organization is through internal marketing. Many different 
activities fall under the concept internal marketing one of them being internal communica-
tions. One problem with this is that most organizations are more willing to make sure that 
their external stakeholders know of their corporate identity and they willingly throw money 
into advertising campaigns without informing the employees. 

Method: The investigation is based on a qualitative method in form of a case study where 
Riksbyggen was used. Five employees were interviewed and the results are presented in the 
empirical findings. Later the data was analyzed along with the frame of reference. 

Conclusion: The research found that Riksbyggen does not use their internal marketing to 
a large extent to spread their corporate identity. They use other internal marketing activi-
ties, e.g. internal training, bonus system, health care and funding to take courses that are 
unrelated to their work. The evidence that those activities actually spread the corporate 
identity might not be clearly visible to everyone. However, when analyzing Riksbyggen‟s 
values, vision, history and through interviewing the employees it was clear that they embo-
died the corporate identity of Riksbyggen. 
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Sammanfattning 

Syfte: Syftet med den här uppsatsen är att undersöka rollen som intern marknadsföring 
och internkommunikation spelar i överförandet av företagsidentiteten till medlemmarna i 
organisationen. 

Bakgrund: Att ha en stark företagsidentitet kan vara en konkurrensfördel. Däremot, är det 
få företag som är villiga att lägga ner tid och pengar på att sprida företagsidentiteten inom 
företaget. Ett sätt att sprida företagsidentiteten är intern marknadsföring, ett koncept som 
innehåller flera olika sorters aktiviteter, bland annat intern kommunikation. Ett problem 
med det här är att många företag hellre lägger pengar på att marknadsföra sig själva externt 
och intern marknadsföringen hamnar i skymundan. Dessutom är det få företag som ens vet 
om konceptet internmarknadsföring. 

Metod: En kvalitativ metod användes i form av en fallstudie där fem personer inom Riks-
byggen intervjuades. Intervjuerna tillsammans med teori kapitlet analyserades senare. 

Slutsats: Studien kom fram till att Riksbyggen inte använder den interna kommunikationen 
i någon stor utsträckning. De använder i stället andra internmarknadsförings aktiviteter 
som till exempel internutbildningar, bonus system, friskvård och bidrag till att ta kurser 
som inte har något med personens arbetsuppgifter att göra. Även om det kanske inte finns 
uppenbara bevis att de aktiviteterna kan sprida ett företags identitet så är det uppenbart ef-
ter att ha analyserat Riksbyggens värderingar, vision, historia och genom intervjuerna med 
de anställda känns det uppenbart att de förkroppsligar Riksbyggens företagsidentitet. 
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1 Introduction 

Here the background of the topic will be presented followed by the problem statement. At the end the pur-
pose of the thesis will be presented. 

1.1 Background 

All organizations have a corporate identity, however not all organizations spend time and 
energy to develop and manage that corporate identity (Markwick & Fill, 1997). According 
to Schmitt and Pan (1994), corporate identity involves the personality, impressions and im-
age that the company presents to its stakeholders (cited in Simões, Dibb & Fisk, 2005). Van 
Riel and Balmer (1997), summarize different definitions and theories concerning corporate 

identity in their “Corporate identity management model”. They believe that the organization’s his-
tory as well as personality and culture, helps to form a corporate strategy that shapes the 
creation of the corporate identity mix. This mix includes the behavior of the members of 
the organization, communication and symbolism. Another term is organizational identity 
and according to Hatch (1993) organizational identity is reflected in “how members perceive, 
think, and feel about their organisation” (cited in Varey & Lewis, 2000, p. 113). 

One way to spread the corporate identity within the organization is through internal mar-
keting. Internal marketing is a way to sell the ideas of the organization to the employees 
(Vasconcelos, 2008).  

A study made by David Lewin found a strong relationship between the use of human re-
source practice, which is related to internal marketing, and the success of the organization. 
In addition, previous research has found a correlation between a positive corporate image 
or identity and the organization‟s performance. According to Ashforth and Mael (1989), 
employees that can identify with the organization that he or she works for are more likely 
to form a positive attitude towards the organization (cited in Smidts, Pruyn & van Riel, 
2001). This makes corporate identity and internal marketing something worth working 
within the organization.  

Having a strong corporate identity is not enough to ensure good financial results; the em-
ployees have to be informed of the corporate identity in some way. One way to transfer the 
corporate identify to the employees of the organization it through internal communication 
(Cornelissen, 2008). As internal communications is a common practice categorized under 
internal marketing, this is how the three concepts are linked. 

Many researchers use the definition by Frank and Brownell from 1989 to define internal 
communications:“the communications transactions between individuals and/or groups at various levels 
and in different areas of specialisation that are intended to design and redesign organisations, to implement 
designs, and to co-ordinate day-to-day activities” (cited in Welch & Jackson, 2007, p. 179). Howev-
er, Welch and Jackson (2007), consider this definition to be constructed only for internal 
communication as part of study and practice, not suitable for an integrated corporate 
communication and they propose the following definition to be more appropriate: “the stra-
tegic management of interactions and relationships between stakeholders at all levels within organizations” 
(p. 183). 
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1.2 Problem Discussion 

The issue with internal marketing according to Ahmed and Rafiq (2000) it that there has 
been much research on internal marketing, however few organizations know about this 
concept and even less implement internal marketing in their organizations. In addition 
there is much confusion of what internal marketing is and there is no generally accepted 
definition, which makes it difficult for organizations to know where the responsibility to 
implement activities should be. 

When most people think about an organization‟s communication, they think about their 
external communication. Many companies have realized the need for communication and 
willingly invest time and money in advertising, media relations and investor relations. How-
ever, what they often forget is the internal communications and internal marketing. 
Grönroos (2007), argues that “without good and well-functioning internal relationships, external cus-
tomer relationships will not develop successfully. Managing employees – on all levels – is a true test of man-
aging an organization” (p. 383). According to Ind (2004), internal communications is impor-
tant for two reasons. The first reason is that it can spread the benefits of the brand‟s idea 
and through this encourage the employees to become involved and make them see that the 
brand is not something intangible that the marketing department decides, but rather some-
thing that actually represents the organization. Secondly, all external communication should 
be communicated internally as well. Through involving the employees in the research 
process of the external marketing campaign and later market the external marketing cam-
paign internally in order for the employees to fully understand the message and be able to 
support the campaign in the face of the customers. By doing this the reward can be two-
fold for the organization, the employees can feel proud of being included and they will be 
able to better serve the end consumers. 

Organizations rarely have a communications department solely concerned with internal 
communications. It is far more common that they have a corporate communications de-
partment responsible for both the internal and external communication. Although there are 
benefits of this as the message that is delivered is more likely to be coherent as they control 
both what is said to the external audience as well as to the employees. However, the corpo-
rate communications department often devotes more time and money on communicating 
externally to those stakeholders as they are perceived more important as customers are 
considered to bring in revenue, not the employees (Smith, 2005). However, what many of-
ten forget is that if the organization market themselves properly internally the employees 
can function as part-time marketers, which in turn is likely to bring in revenue (Grönroos, 
2007). 

Having an employee force that is coherent with the company‟s brand gives a powerful ad-
vantage over the competitors as without any internal branding, the employees of a compa-
ny might become directionless, struggling with knowing when, how and to whom to direct 
their energies. On the other hand, a work force that is strongly anchored in the company‟s 
brand promise will be better equipped to deliver acceptable products or services to the cus-
tomers (King & Grace 2008). One way to spread the corporate identity is through internal 
marketing and internal communications.  

Another important issue is that if the company does not successfully spread the company 
brand internally first it is very difficult to sell externally. A satisfied employee is essential if 
the company is to be able to provide external services or products (Vasconcelos, 2008). 
Further, Balmer and Gray (1999) shows that while a company can control many things, 
there are exogenous factors that cannot be controlled directly by the company. Therefore it 
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is essential that companies try to control the factors that can be controlled as well as possi-
ble. That view is also supported by Melewar & Karaosmanoglu (2006), who claim that 
there are seven dimensions that affect the corporate identity. It starts with the corporate 
culture which affects every aspect of the identity. Therefore it is crucial for a company to 
control the culture and make sure that it communicates the desired identity both internally 
and externally. 

1.3 Purpose 

The purpose of this thesis is to investigate the role that internal marketing and internal 
communications play in transferring the corporate identity to the members of the organiza-
tion 
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2 Frame of Reference 

This chapter presents the theories that this thesis was built upon. It gives an overview of the theories and 
presents why these are relevant to the subject. 

2.1 Corporate Identity 

During the last decades, the corporate identity of a company has grown to become a very 
important issue for most companies. It has become more and more connected to the strat-
egy of the companies (Balmer & Gray, 1999). Therefore it is important to be able to con-
trol the identity of the company. Markwick and Fill, (1997) defines identity as: “the individual 
characteristics by which a person or a thing is recognized”. This, according to Markwick and Fill, can 
be applied to companies as well as humans and is the way to differentiate one company 
from another. Usually this takes the form of the company articulating what the organiza-
tion is, what it does and how it does it. A simpler explanation of the concept corporate 
identity is: ”What an organization is” given by Balmer (1995 cited in Balmer and Wilson, 
1998). 

In this thesis, corporate identity is defined as the identity that the company wants to stand 
for. In this thesis it is defined as what Riksbyggen wants to represents towards the em-
ployees of the company. This definition has helped establish the purpose and the method, 
as well as forming the questions for the questionnaires.  

2.1.1 The Importance of Corporate Identity 

An employee that identify with his or her organization is more likely to perform their best 
as they are satisfied with their work. ”Employees also identify more strongly with their organization to 
the degree that the corporate values and attributes of the organization (organizational identity) correspond 
with one’s own personal values.” (Cornelissen, 2008, p. 198). Therefore it is crucial for the or-
ganization to communicate its values and organizational identity to their employees 

Corporate identity is further used by the organizations to show the company‟s stakeholders 
an image of how the company wants to be perceived. The perception of the company 
creates the image of the company, which is what the stakeholders see. One aspect to con-
sider is that each stakeholder creates its own image of the company. The images can be 
based on for example the employees, which shows the importance of creating images in-
ternally. By doing so the chance of a positive image being projected to the stakeholders in-
creases. Image is not something that the management of the company can manage directly, 
but still a critical aspect to consider (Markwick & Fill, 1997). 

Corporate identity is no longer associated with only graphic aspects of the company, (e.g. 
logos, facilities) in addition, there are rather three different approaches (Balmer & Van Riel, 
1997). The three approaches are: the graphic paradigm, the integrated paradigm and the interdiscipli-
nary paradigm. The challenge for a company is to be able to handle all these three approach-
es in a way that is beneficial for the organization. Corporate identity is also found in the 
behavior of the company; the ways of communication but also through symbolism, both 
internally and externally. 

Balmer and Van Riel (1997) suggest one way for a researcher to gain access within an or-
ganization, called Balmer‟s Affinity Audit (BAA). It involves four basic stages: 
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1. Establish the corporate mission and strategy. 

2. Reveal the dominant systems of values and beliefs within the organization 

3. Evaluate such systems of values and beliefs against the corporate mission and strat-

egy. 

4. Nurture those values and beliefs which support the corporate mission and strategy. 

Using this approach will lead to a deeper understanding of the concept of corporate identi-
ty and shows the importance of having a solid corporate identity. When it comes to Riks-
byggen it is very important that they have an identity that is understandable to all the em-
ployees, as they are the ones that are to sell the company identity externally. For a company 
like Riksbyggen which has offices in many different cities it is crucial to have an identity 
that is not just the same within the head quarter but also at each individual office all over 
the country. 

The importance of having a strong corporate identity is strengthen by Whetten (2006), who 
argues that corporate identity is sometimes also a factor of resistance when it comes to 
change. It is also important to set the appropriate identification marks. That leads to the 
important question of who should be the one that sets the identity marks for the company.  
Here the organization must make sure that whoever is responsible is aware of the effect of 
the choices. 

Further, the company has to consider the reputation aspect, which is the accumulated im-
pact of previous experiences (Markwick & Fill, 1997). The reputation is something that 
goes on over a period of time and is hard to change, in opposite to the image that can be 
altered relatively quickly through organizational changes.  This as well as the image shows 
the importance of a well-functioning internal communication to really make sure that the 
employees get the image that the company desires (Markwick & Fill, 1997) 

Balmer and Gray (1999) have found ten environmental factors that have accentuated the 
importance the need of a corporate identity: 

1. Acceleration of product life cycles. 

2. Deregulation. 

3. Privatization programs. 

4. Increased competition in the public and non-profit sectors. 

5. Increased competition in the service sector. 

6. Globalization and the establishment of free trade areas. 

7. Mergers, acquisitions and divestitures. 

8. Shortage of high-caliber personnel. 

9. Public expectations for corporate social responsiveness. 

10.  Breakdown of the boundaries between the internal and external aspects of organi-

zations. 

All these factors have increased the need for an identity for the organization in order to 
stand out and to be able to deliver what the customers want. For example, when there is a 
shortage of high-caliber personnel, a company must have a corporate identity to attract 
people to come and work for them. The expectation for corporate social responsibility is 
another important factor with all the ongoing worldwide discussions about the environ-
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ment. Increased competition is also a factor that needs to be taken into consideration for 
companies. When competition increases, logically it becomes more difficult to attract em-
ployees. Therefore it becomes increasingly important to have something unique that at-
tracts people to the company (Balmer & Gray, 1999). That is where corporate identity 
comes into the picture. However, in order to have a functioning corporate identity towards 
the customers, it needs to exist internally as well, as seen in picture 2-1. 

 Melewar and Karaosmanoglu (2006) have found seven dimensions of corporate identity.  

 

Figure 2-1 Seven dimensions of corporate identity (Melewar and Karaosmanoglu, 2006, p. 865) 

 

As can be seen in figure 2-1 many factors affect the corporate communication. For exam-
ple, the history, and the founder of the organization add to the mission, vision and values 
that make up the corporate history. The culture then affects many aspects, which in the 
end, along with the industry identity, creates the corporate identity (Melewar & Karaosma-
noglu 2006). 

Corporate identity is a multidisciplinary field that is used to identify the essence of what the 
company„s unique characteristics for, and at the same time it is inseparable from the corpo-
rate personality of the company. One of the most important aspects is the corporate com-
munication. A company‟s communication is not only internal but also aimed at the outside 
customers. Therefore it is critical to have a functioning communication toward the em-
ployees so that they in turn can communicate the desired identity towards the customers 
(Melewar & Karaosmanoglu 2006). They further suggest that there are two action pathways 
for a company when it comes to the corporate identity. The first is to use the corporate 
personality and organizational activities. The second way is to change the way and the posi-
tion of the entire organization.  

Changing the position of the entire organization is however something that is not easily 
done. It would require the entire company to shift and leave the position that it has been in 
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for a long time. Not only would this be time consuming and difficult it would also be ex-
pensive. Further it could possible lead to loss of customers and stakeholders associated 
with the previous position (Melewar & Karaosmanoglu 2006). 

Balmer (2001) further emphasizes the importance of a corporate identity and argues that it 
is getting more and more important to view corporate identity not just as something useful 
but rather as something critical for company. The corporate identity is something that a 
company must work within all parts of the organization.  

2.1.2 Communicating to Stakeholders 

Balmer and Gray (1999) present an extensive model of how to communicate corporate 
identity so that it enhances corporate reputation that in turn can lead to competitive advan-
tage for the organization (see figure 2-2). To achieve this, the corporate identity must be 
communicated through primary and secondary communication to all of the organization‟s 
stakeholders. This develops the organization‟s image and over time its reputation. If the 
reputation and image is deemed favorable this can give the organization a competitive ad-
vantage over its competitors. 

What is important for companies to consider is that there are many factors that affect the 
corporate identity. Both external and internal factors affect. Some of these factors are diffi-
cult for companies to control. An example of this is the image of the company, which is 
about how the company is perceived by for example stakeholders (Balmer & Gray, 1999). 

The best way for a company to know if the chosen path is the best one is to obtain feed-
back somehow. As seen in figure 2-2 a company can receive feedback from stakeholders. 
This is something that companies have to pay attention to. Without feedback, it is very dif-
ficult for companies to know whether they are doing the right thing or not (Balmer & 
Gray, 1999). 



 

 8 

 

 

Figure 2-2 A new model of the corporate identity-corporate communications process (Balmer & Gray, 1999, 
p. 175) 
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2.2 Internal marketing 

Ever since introduced in the 1970s the issue of internal marketing has been considered im-
portant. Berry and Parasuraman (2000), defines internal marketing as ”attracting, developing, 
motivating, and retaining qualified employees through job products that satisfy their needs” (cited in Va-
rey & Lewis, 2000, p. 176). This definition has been used to guide this thesis. This can be 
done by applying marketing behavior throughout the company in order to sell the company 
and its core values to the employees. One of the views of internal marketing is that the 
main objective is to assure that all employees are informed about the organization‟s vision 
(Vasconcelos, 2008). Employees need to know how their work efforts affect the organiza-
tion (Berry and Parasuraman, 1991, cited in Varey & Lewis, 2000). 

2.2.1 Development of the Concept 

The term internal marketing has its beginning in service marketing as it was seen as a way 
for the front-line staff that met customers to perform better in their service delivery, how-
ever now the concept has grown to include every industry (Gummesson, cited in Varey & 
Lewis, 2000). In 1981 Berry wrote the article ”The employee as customer” where he explains 
that in order to satisfy the end-consumer, the employee has to be satisfied and motivated in 
order to perform at her o his best and delivering the best performance (cited in Ahmed & 
Rafiq, 2003). However according to Ahmed and Rafiq there is not much evidence support-
ing this (Ahmed & Rafiq, 2003).  

2.2.2 The Importance of Internal Marketing 

A study made by David Lewin covering 495 organizations found a strong correlation be-
tween human resource practices and the organizational performance. Some of the conclu-
sions of the study was that organizations where employees get bonuses based on their re-
sults, share information broadly, train and allow their employees to develop have better fi-
nancial results than those that did not do any of the above mentioned. He concluded that 
67 % of the bottom-line impact was because the organization allowed for them to partici-
pate, have flexible job designs and train them and encourage development (cited in Ind, 
2004). 

In order to create customer satisfaction the company must first ensure that the employees 
are content (Vasconcelos, 2008). According to Dunne and Barnes (2000), internal market-
ing has two objectives; creating value and increase service quality. Traditionally marketing 
has focused on creating value for the end-consumer. However the employees are those that 
meet the customers and if they feel valued they will send a positive image of the organiza-
tion to the public and create customer satisfaction and attract new customers.  

Grönroos (2007) divides internal marketing into internal and external focus. The internal 
focus concerns motivating the employees through showing that they are important for the 
success of the organization and giving them an opportunity to take some own decisions 
concerning their work. This will make them more committed to the organization and its 
goals. External focus is the ultimate goal of internal marketing as this can increase customer 
satisfaction through more motivated employees that better market their organization and 
its goods or services. Grönroos warns of using internal marketing simply strategically to 
create customer satisfaction through only implementing internal marketing strategies on 
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employees with customer contact. In order for internal marketing to work successfully, it 
has to be implemented throughout the entire organization at all levels. 

2.2.3 Essentials of Internal Marketing 

Berry and Parasuraman (1991) mentions seven essential factors for how to use internal 
marketing based on their previously mentioned definition of internal marketing 

1. Offer a vision: In order to retain the employees that are already employed it is im-
portant for the employees to know the organization‟s vision and goals and see how 
they are contributing to the success of the organization (Berry and Parasuraman, 
1991). 

2. Compete for talent: Something that is extremely important in service organiza-
tions is talented employees. When employing someone new the company should 
develop a profile of what they are searching for, interview multiple candidates at 
more than one occasion and include more interviewers at the interview (Berry and 
Parasuraman, 1991). Most skills can be learnt through proper training, therefore it 
is more important to employ people with the right personality and attitude as the 
technical skills can be learnt later (Pfeffer, 1998). 

3. Prepare people to perform: Employees have to have all the necessary skills to 
perform the job, which is something they seldom have as they start their employ-
ment. Therefore it is necessary to offer good training opportunities when they start 
their employment (Pfeffer, 1998). In addition, as their job tasks evolve they need to 
acquire new skills. A positive side affect of having trained employees that deliver 
good service is that the organization will get a good reputation of being an organi-
zation that values their employees enough to help them develop at their job (Berry 
and Parasuraman, 1991). 

4. Stress team play: Feeling that one is part of a team can make it easier to deliver 
good service (Berry and Parasuraman, 1991). Teams are also a great pool for ideas 
as they are allowed the freedom to be creative and come up with their own solu-
tions (Pfeffer, 1998). 

5. Leverage the freedom factor: If the employees are not free to make any own de-
cisions they can lose confidence in their superiors and due to the lack of growth 
and use of own creativity they are likely to look for work where their opinions mat-
ter more (Berry and Parasuraman, 1991). In addition, by having employees super-
vise themselves instead of having top management micromanage everything, the 
organization saves time and ultimately money in saved administrative costs (Pfeffer, 
1998). 

6. Measure and reward: If employees do not feel that they are measured for how 
they perform they see no reason to do more than they are supposed to as this will 
not be noticed by management. In addition knowing that one can get rewarded for 
performing extra well is a great motivational tool to encourage employees to do 
their best. Rewards can be monetary as well as non-monetary (Berry and Parasura-
man, 1991). 

7. Know thy customer: Employees should be considered as internal customers and 
doing marketing research on them are as important as doing it on external custom-
ers to find out what they think of the organization and what needs to be improved 
(Berry and Parasuraman, 1991). 
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2.3 Internal Communication 

One of the most common internal marketing activities is internal communications (Ahmed 
& Rafiq, 2003). Internal communications is not only a way to spread information within 
the organization it is also a way to communicate the organization‟s identity (Cornelissen, 
2008). Welch and Jackson (2007) define internal communications as “the strategic management 
of interactions and relationships between stakeholders at all levels within organizations” (p. 183). This 
thesis has focused on the one-way as well as the two-way internal communications between 
employees and managers at the organization. 

Traditionally information has been distributed vertically, from management to their em-
ployees. However, today it is viewed that in order for employees to feel motivated and per-
form better they need to be able to have a two-way communication with their superiors 
(Clampitt, 2004; Tourish & Hargie, 2004 & Grunig & Hunt, 1984, cited in Yeomans, 2008). 
Stauss and Hoffman present a model by Klöfer (1996) (See figure 2-3) that shows the dif-
ference between top-down communication, bottom-up communication and horizontal 
communication (cited in Varey & Lewis, 2000).  

 

Top-down communication Bottom-up communication Horizontal communication 

 

 Black board 

 Employee newsletter 

 Employee brochure 

 Post-it boards 

 Circulars 

 Employee training 

 Employee meetings  

Primary bottom-up communication 

 Employee surveys 

 Company suggestion 
box 

 Internal complaint 
management 

 Employee meetings 

 Open-door-policy 
 
Secondary bottom-up communication 
 
Media of top-down communi-
cation with feedback options 
 

 

 Department meetings 

 Team meetings 

 Projects meetings 

 Open-Door policy 

Figure 2-3 Traditional instruments of employee communication (Klöfer, 1996, cited in Varey & Lewis, 2000, 
p. 145). 

2.3.1 Tailor the Message 

One issue with internal communication is that a company has many different stakeholders, 
all requiring different pieces of information, therefore it is important that the people re-
sponsible for internal communication tailor the information they deliver to suit the specific 
work tasks the employee performs, a factory worker may require very different information 
to carry out his or her work compared to a person working in administration. Smith (2005), 
has defined employees by different categories; 
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 Front-line staff: are those that meet customers every day, either physically or 
through telephone communication or working in factories or behind desks. This is 
a very diverse category as not all people within the category have access to comput-
ers. Therefore it might be a good idea for their superiors directly above them with 
which they have daily interaction with to deliver information tailored for them per-
sonally. This is an important group of employees as many of them interact with 
customers and potential customers and therefore has the chance to influence them. 
Having good knowledge and a positive view of the company increases the chances 
of that employee communicating that to the customers thus giving them a good 
view of the organization (Smith, 2005). 

 Supervisors/line managers: these people might have worked themselves up and 
have no education or training in how to communicate with their subordinates. This 
is something the person responsible for internal communication needs to take in 
consideration and help them with the communication to their subordinates (Smith, 
2005). According to Holtz (2004), the information should be put more in a context 
of how it applies to the employees directly under them and themselves as the front-
line staff is likely to go to their supervisors when they have questions. This is also 
the reason for why much effort must be made to tailor the message carefully so it is 
not lost in translation for this important group. 

 Senior management/middle management: senior management often has a top 
view of the company with good information of how the company should operate, 
what its visions and values are. Traditionally middle management have received in-
formation from senior management which they communicate to the employees di-
rectly under them and later communicate their responses back to senior manage-
ment. The benefit of having middle management handling the communication is 
that they can tailor the information to better suit the employees as they are working 
in the same department compared to a communications department that have little 
insight in the actual departments they deliver information to (Holtz, 2004). 

 Board/director: the CEO and the board of an organization are often regarded as 
the faces of the organization. Therefore having the right information is crucial not 
only to take the right decisions for the company, it is also needed when the board is 
communicating externally with media or shareholders (Smith, 2005).  

2.3.2 The Responsibility for Internal Communications 

Internal communication is an activity that falls under different departments in different or-
ganizations. One can also see this tendency when researching the concept as research with-
in internal communications has been done within marketing, human resources and corpo-
rate communication (Smith, 2005).  

 Internal communication department: Having an internal communication de-
partment can have both positive and negative results. The benefits of having a de-
partment devoted only to spreading information within the company are that they 
are focused and familiar with how the organization functions and how to best util-
ize the different communication channels. A disadvantage of a separated internal 
communication department is the risk that they can get too isolated. By working 
separately from the rest of the organization they may misinterpret news and infor-
mation might be lost in the communication between all the different departments 
and the internal communications department. 

 Public relations/corporate communications: In large organizations it is com-
mon to have a department that works with both internal and external communica-
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tion. This has the advantage that when it is one department communicating both 
within the company and to the public, there is a better chance that the information 
given is cohesive compared with a isolated internal communication department that 
might communicate one thing to the stakeholders and an external communication 
department communicating a different thing, thus creating confusion. However 
one disadvantage of internal communications being handled by public relations ex-
perts is that they might focus more attention and resources on communicating ex-
ternally as internal communications is often thought of as less important. 

 Human resources: The human resources department can in some organizations 
be the department that communicate with the employees as they are well informed 
about all employees in all departments of the organization and are often involved in 
employees‟ career developments.  

 Marketing: Although marketing has traditionally been focused on communicating 
externally, today internal marketing is a growing concept. Internal marketing is a 
theory of marketing the company to its employees to give a more positive view of it 
and creating more content employees that spreads their positive view of the organi-
zation to their customers and internal communication has been one of the tools to 
market the organization within. 

 IT and knowledge management: In this age where most communication is han-
dled through e-mail and Intranets some organizations hand over the internal com-
munication function to the IT department. However, being an expert on IT does 
not guarantee that they are experts in communication and the message that was 
meant to be communicated might get lost in all the raw data they might send out 
electronically.  

 

2.3.3 Communication Channels 

The internal communication channels have changed as technology has evolved over the 
years. Today management can reach some of their employees within seconds by the use of 
e-mail, Intranet and video conferences (Cornelissen, 2008). Different techniques are ap-
propriate for different purposes. Jacobsen and Thorsvik (2008) presents a model based on 
Daft and Lengel‟s model of “Information role of structural characteristics for reducing equivocality or 
uncertainty” (1986, p. 561). As the original model is from 1986 and many new electronic 
techniques have been developed, they present an updated version based on the original 
model (Jacobsen & Thorsvik, 2008). In figure 2-4 the updated model by Jacobsen and 
Thorsvik is presented with Daft and Lengel‟s original scale of how different communica-
tion channels reduces uncertainty or equivocality, presented at the top.  

Traditionally oral communication has been considered to be able to transmit rich informa-
tion better. What able a channel to transmit rich information is when it can transmit many 
signals at the same time, gives a possibility for fast feedback and allows the sender and the 
recipient to be personal and adapt the message to each other. However IT brings new 
communication channels that allows for almost as fast response as oral communication 
which presents more ways for the organization to decrease equivocality when communicat-
ing with the employees. Although, oral communication, preferably face-to-face is often bet-
ter when the information is complex, ambiguous or easy to misinterpret as the recipient 
can ask questions and the sender can clarify when needed (Jacobsen & Thorsvik, 2008). 

Less rich media is often better to communicate through more impersonal media as uncer-
tainty reduction is important. By using written communication the recipient can go back 
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and read it again if he or she has forgotten anything (Jacobsen & Thorsvik, 2008). 

 

Figure 2-4 Different Channels Ability to Transmit Rich Information (Jacobsen & Thorsvik, 2008, p. 299); In-
formation role of structural characteristics for reducing equivocality or uncertainty (Daft & Lengel, 1986, p. 
561). 

2.4 Printed Media 

There are many benefits of using printed media. Papers are more mobile than electronic 
media, the employees can take the documents and read them at home or when commuting 
to or from work. Many also prefer reading documents on paper than on computer screens, 
particularly if it is longer documents as it is perceived as easier and kinder to the eyes. 
While reading a printed document the employee can write notes and comments and high-
light the most important sections (Holtz, 2004).  

 Company magazine: A magazine takes some time to produce which entails that 
this media is not suited for news as the news will most likely be outdated when the 
magazine is distributed to the employees. Therefore a magazine is more suited for 
articles (Smith, 2005). As printed media are easier to read a company magazine is 
suited when communicating the company strategy and values and also for showing 
the connection between the company and its environment as no company operates 
isolated from its environment and this might also help the employees to understand 
why some decisions are made (Holtz, 2004). 

 Newsletter: A newsletter is generally much shorter than a magazine and cheaper to 
produce and the content often resembles the content of the Intranet with shorter 
news and a more direct tone. The reason for printing a newsletter instead of distri-
buting it only online is that in some organizations not everyone has daily contact 
with a computer for examples in factories (Holtz, 2004). 

 Employee annual reports: An annual report includes the company‟s values and 
strategies and information of how well the company is doing which is information 
that should be of interest to all employees. However an annual report might be too 
abstract to some employees and therefore a special employee annual report is pro-
duced in some organization that shows how the employees how their work has af-
fected the results and what can be expected of them in the next year. This can be a 
great motivational tool for the employees (Holtz, 2004). 
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2.5 Online Media 

The benefits of using online media is that it cheaper than printing, environmentally frien-
dlier and everything can be stored in one place available to all employees, the Intranet, 
compared to large archives. This makes it easier to go back and check what was written 
than printed media as that media might be scattered in different places or thrown away. 
However, there are some drawbacks as well as benefits. Many consider it to be more diffi-
cult to read on a screen than on paper. More employees are likely to skim read the message 
and according to Smith (2005) less than 10 % scroll the pages. Therefore it is important to 
modify your message to suit the screen. As so few employees scroll the pages the message 
should be short and concise with explanatory headlines so that the reader can easily see 
what every paragraph is about and whether it is of interest or not. Using subheadings and 
bullet points are also good tools to ensure that is easy to read for the reader (Smith, 2005). 

 Intranet: Intranets allow for great storage of all information that is relevant to the 
employees. The material that could be found on the Intranet is news of what is 
going on in the organization, the organization‟s policies, benefits and values and 
strategies. There can also be a chat function and discussion forums so that the em-
ployees easily can communicate with each other and their superiors. On the Intra-
net multimedia can be published for example there can be videos of the CEO giv-
ing a speech. Another thing that can be published in order to further motivate the 
employees is success stories from within the organization showing the employees 
that have performed extraordinary well. There can also be information that is avail-
able for the external audience for example annual reports and press releases. One 
disadvantage with an Intranet is its pull factor. In order to find information the 
employee has to actively seek it (Holtz, 2004). 

 E-mail: E-mail is a versatile tool that could be used both to communicate with one 
or all employees as well as between employees. When management wants to reach 
one specific employee an e-mail can be tailored or if it concerns the entire organiza-
tion or just one department a mass e-mail can be sent out. When important news 
have been posted on the Intranet, e-mails can be sent out to alert everyone to log in 
to the Intranet. One major benefit compared to telephone or face-to-face commu-
nication is that the messages are automatically saved so the employee can go back 
and read later or read it more than once to fully understand what was said. Howev-
er, e-mails are not appropriate for all purposes. When the information is confiden-
tial e-mails are not suited or when the message is complex or of negative character. 
One of the dangers of e-mails is the potential overload of messages in the inbox. 
This can lead to some important e-mails to become lost in the mass of all other e-
mails. Therefore it is important to not send e-mails unless they are important and 
relevant to that specific employee. One solution is using a priority system where the 
most important and urgent e-mails gets a tag saying it is of highest importance or 
using a ranking system of one to three (Holtz, 2004).   

 Chats: One option to telephone conference calls is chats which could work in a simi-
lar way as telephone conferences only online and through written messages. This 
has the benefits compared to telephones that it can be easier to follow when many 
people are participating as one can go back and read what someone just wrote and 
later the conversation can be saved and everyone can read it later to see what was 
actually said during the discussion (Holtz, 2004). 



 

 16 

2.6 Other Media 

 Telephone: The benefit of using telephone as a communication tool is that most 
employees have access to a telephone. It is also a highly personal media as you get 
an immediate response from the one you are communicating with and it can be 
possible to communicate with different people at the same time in a similar manner 
as when having a physical meeting which can be ideal when the people are in dif-
ferent cities or countries and cannot physically meet. However a telephone confe-
rence call with many different participants has the risk of becoming unmanageable 
with too many speaking at the same time. Another issue is that it is difficult to take 
notes in order to go back to read what was decided, either someone has to take 
notes during the conversation or the conversation has to be recorded and later 
transcribed (Holtz, 2004). 

 Video conference: Video conference might be the best alternative when a meeting 
must take place even though the participants can not physically meet (Jacobsen & 
Thorsvik, 2008). 

 Face-to-face: Communicating face-to-face is good when you want to reduce equi-
vocality as everyone is physically together and able to discuss and ask questions 
when clarification is needed (Daft & Lengel, 1986). The drawbacks of using oral 
communication is that it is difficult for people to repeat the same message twice 
and some parts can get lost somewhere along the line. Meetings are a common 
form of face-to-face communication. Meetings can be of various forms with di-
verse number of employees or managers present (Holtz, 2004). 

2.7 Open Communication 

Kippenberger (1998) claims that having a communication with the employees can help the 
company to easier move past potential obstacles. It is often the uncertainty, and not the 
change itself that causes stress among the employees. Therefore, decreased uncertainty 
leads to decreased stress. By always answering as much as they can, managers can avoid sit-
uations where employees feel like they are being intentionally misled. It can also increase 
the employees‟ understanding of the reasons behind the change. Without information from 
the manager, employees have to rely on rumors, which might lead to the spreading of inac-
curate information. This can in turn lead to that the manager will have to spend time deny-
ing the rumors. If any of rumors then turn out to be true the manager ends up in a situa-
tion where he loses a lot of the confidence. The company should implement what Kippen-
berger calls a realistic communication programme which has three aims; to provide employees 
with honest and relevant information, to handle employees fairly and to answer questions 
and concerns as fully as possible. This will lead to a better long-term relationship with the 
employees as they will feel that they are well informed and involved in what is going on in 
the company (Kippenberger 1998).  
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3 Method 

This chapter presents the method used in order to collect the empirical data for this thesis. It states what pro-
cedures that were used and also why the chosen methods were considered the best ones.  

3.1 Research Approach 

In this thesis a qualitative approach will be used. Further the authors will take a case study 
approach as this approach will fit the purpose well. Welman and Kruger (2001) as well as 
Patton (2002) stress the importance of a clear research design. It is important since it helps 
with the process of coming up with a clear purpose, as well as defining the proper data col-
lection method. 

With the knowledge about how important a clear structure is, it is important to work hard 
on constructing the questions, making sure that they fit the purpose. The case study ap-
proach fits well with the qualitative approach as it goes deeper into the context of the phe-
nomenon (Yin, 2009). 

Further, this thesis is based on a combination between the deductive approach, and the in-
ductive approach. The deductive approach implies that the data collected is analyzed to al-
ready existing theories, which is true in the case of this thesis. An inductive approach is the 
process of creating theories from the data that has been collected (Saunders, Lewis and 
Thornhill, 2009). 

The reason why a combination is of the two are used, is because a deductive is usually con-
nected to a quantitative research whereas an inductive is connected to a qualitative research 
(Saunders et al, 2009). The deductive approach is also a situation where the literature leads 
to the questions or hypotheses that will be used in order to obtain the empirical data (May-
lor & Blackmon, 2005). This thesis is a qualitative report, but with the testing of existing 
theories. The approach that is used is called abductive. Using an abductive approach 
enables the use of more freedom in constructing the design of the report. In this report the 
approach chosen is the qualitative study that is based on existing theories, therefore an ab-
ductive approach will be the best suiting approach. Further, an abductive approach is also 
connected to case studies (Saunders et al, 2009).  

3.1.1 Qualitative Research 

Qualitative data is used when the author wants to investigate a phenomenon on a deeper 
level. It can be used to answer the questions why and how a specific phenomenon occurs. It 
helps to understand in-depth and in detail (Patton, 2002). By using the qualitative ap-
proach, the ability to generalize is restricted, compared to the quantitative approach. The 
quantitative approach is on the other hand an approach that favors a large sample size and 
the desire to generalize and the finding of patterns (Welman & Kruger, 2001).  

Patton (2002) stresses the importance of recognizing the data as qualitative in order to do 
the best research possible. There are three different fields of data collection methods that 
yields qualitative data; in-depth open-ended interviews, direct observations and written 
documents. In this thesis in-depth and open-ended interviews were chosen as the primary 
method of data collection. These interviews were conducted at the Stockholm headquarters 
of Riksbyggen as well as the local Jönköping office. 
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On a general level, what differentiates qualitative research from quantitative is that the qua-
litative research puts an emphasis on interpretation and context (Brewerton & Millward, 
2001). With this approach there is room to use more flexibility and subjectivity compared 
to the quantitative method. Also, the qualitative methods are in general considered softer 
and more speculative than the quantitative, (Silverman, 2006). 

There is however some criticism; one might argue that too much flexibility can lead to lack 
of structure. On the other hand, it can be argued that a large level of flexibility leads to the 
chance of being innovative. Qualitative data collection does also take longer time to con-
duct in general, compared to quantitative data (Silverman, 2006). 

3.1.2 Case Study Approach 

A case study is an approach where a small sample is investigated. An example of a case 
study is when only one organization is investigated. A definition of case study: “The essence of 
a case study, the central tendency among all types of case study, is that it tries to illuminate a decision or set 
of decisions: why they were taken, how they were implemented and with what result” (Schramm, 1971, 
cited in Yin, 2009, p. 17). 

This definition fits the purpose of this thesis, since the purpose is to investigate the internal 
communication process at Riksbyggen, not just what the process look like but also why this 
way has been chosen, and how it is working. A case study approach is also useful when 
studying a real-life phenomenon (Yin, 2009) and this is what is done in this thesis. 

Maylor & Blackmon (2005) argue that a while a case study does not dictate the use of a par-
ticular data collection method it is still a useful research method. A case study is most use-
ful when performing an exploratory study or study a particular company or phenomenon. 
In the case of this thesis a case study will be the most appropriate approach for the pur-
pose.  

Common techniques for data collection in a case study situation are; in-depth interviews, 
questionnaires, focus groups (Yin, 2009). This opinion is strengthen further by Stake (1999) 
who argues that these are the most common methods in order to get a appropriate data 
collection.  

The advantage with using interviews, as in this thesis, is that they are focused directly at the 
topic at hand, and insightful. This method gives the authors a deep understanding of the 
problem. On the other hand there are some concerns regarding this method. The answers 
might be biased from the interviewee‟s side; the question might be incorrectly formulated. 
Having questions that are not correctly formulated might lead to the purpose not being ful-
ly met. Further, it is important to consider biases from the interviewer‟s point of view. It 
might be the case that the authors have a pre-existing opinion of the company and let it re-
flect the method of choice. 
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Yin (2009) lists six sources of evidence that is used for collecting data for a case study. The 

sources are; documentation, archival records, interviews, direct observations, participants observation and 

physical artifacts.  

In this thesis the premier source of evidence is interviews. One of the strengths with using 
interviews is that it is targeted. It focuses directly on the problem at hand and the case 
study topics. It is also a method that is insightful. By using interviews deeper explanations 
and causal inferences can be found. Interviews give an opportunity to let the interviewees 
really think about the topic and to develop a deep understanding of it (Yin, 2009). 

There are however some weaknesses as well with using interviews. The issue of poorly arti-
culated questions was something that was that was of particular concern in this case. This is 
an error that occurs when the questions used are not optimal for the purpose of the study 
or if some questions are communicated incorrectly between the interviewer and the inter-
viewee. The reason for this was that if the interview questions were not communicated cor-
rectly to the interviewees then it would result in highly unsatisfactory data collection. It was 
therefore of great importance that the questions were carefully constructed in order to ac-
quire the desired information (Yin, 2009). 

The issue of the reflexivity is one factor to consider carefully in this thesis. There is always 
a risk of the interviewee getting a sense of the purpose of the interview and try to formu-
late answers that he or she thinks that the interviewer wants to hear (Yin, 2009). This is not 
considered a major problem in this thesis as the interviewees themselves do have an inter-
est in the internal communication and it is something that is present in their everyday-
work. Therefore it should be of big importance for them to have it as good as possible. In 
order to work against the risk of reflexivity it was important to really give the interviewees 
time to properly think about the question and not feel like they have to rush anything.  

This thesis is a so-called single case study, where one unit of analysis is used (Riksbyggen), 
as compared to multiple case studies, where a larger number of samples are used. The 
drawback with a single case study is that it will not generate any possibilities to generalize 
the results. On the other hand, using a single case to study will allow a deep understanding 
of the phenomenon and interpret what is going on (Stake, 1999). Yin (2009) further argues 
that the single case study is suitable for the testing of theories, to see whether the real-life 
phenomenon can be confirmed by existing theories. This also argued by Merriam, (2001) 
who states that single case studies often are used in order to investigate the phenomenon 
on a closer level rather than what is true for a large population. 

3.2 Selection of Case 

The main reason why Riksbyggen was chosen as the company to conduct a case study on 
was that it is a company that the authors have access to. The selected purpose was pro-
posed to the company, which then gave the authors a green light to proceed. Riksbyggen is 
also a company that has offices both in Stockholm and Jönköping, which facilitates the 
purpose of comparing the internal communication between the offices in both of the two 
cities. This will give the thesis a deeper dimension, to see whether the information is per-
ceived to be the same in the different offices, and if not, what has to be changed and how.  

When the employees were selected for the interviews, a technique called snowball sampling 
was used (Brewerton & Millward, 2001). This technique is when the initial target is chosen 
by the researcher and then the rest of the sample is drawn upon existing contacts. The only 
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criteria asked for was that one employee should have been employed by Riksbyggen for a 
long time while the other should have been relatively recently employed.  

A possible problem with the snowball sampling is the issue of validity. Since the employees 
that were interviewed were selected by Göran Krona there is always a risk of the employees 
being biased and maybe even told to answer in a certain way. However it is the authors‟ be-
lief that this is not an issue in this case. The employees were not selected in advance and 
thus they could not prepare their answers on forehand. Given that the employees did not 
know that they were going to be interviewed, the risk of them just given the answers they 
think are what the interviewers want to hear is kept to a minimum.  

Another aspect to consider is how long the employees have worked at Riksbyggen, whether 
there were any differences in how the internal communication was perceived depending on 
how long an employee has been employed at Riksbyggen. When it comes to the employees‟ 
length of employment, it adds another dimension to the purpose to see if, and how, the in-
ternal communication has changed over the years.  

The choice of selecting only male employees was an issue that was purely random. This is 
not believed to be a problem since all the employees have access to the same information 
channels. There is no difference between the male and female employees when it comes to 
the access of information. 

3.2.1 About Riksbyggen 

Riksbyggen is a company that is owned by its members. The members of the company are 
building unions, housing associations and other national co-operative associations. Today, 
Riksbyggen are involved in building, property management and residential services.  
Founded in 1941, today the company has approximately 2300 employees spread over the 
entire country of Sweden. Out of those employees, around 80 % work within property 
management; financial and technical management, planning maintenance and property ser-
vices (Riksbyggen 2009). 

3.3 Primary Data Collection 

The interviews conducted in order to obtain the empirical data for this thesis was done 
with an open-ended approach. This is because an open-ended approach gives more room 
for discussions and elaboration than closed questions. The questions for the interview were 
then chosen so that there would be room for discussion and elaboration, and so that the 
questions could not only be answered with yes and no. It is the deeper meaning that is in-
teresting, what and how the employees really perceive the internal communication to be 
like in the company.  

All the interviews for this thesis were done in Swedish. This was done since all the respon-
dents were Swedish. By using the native language of the respondents, the chances of having 
a smooth interview process without losing any information due to a language barrier were 
increased. When translating the empirical findings there was always a risk of translation bias 
occurring. However, the risk of potential translation bias was considered less than then risk 
of language bias. Further the interviews were not recorded, but the answers were written 
down by hand. This was done in order to help the interviewees relax and to make them feel 
as comfortable as possible. In order to get the best possible notes from the interviews, one 
of the authors posed the questions while the other focused on taking notes. 
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3.3.1 Stockholm Interviews 

The first series of interviews in order to collect the empirical data were conducted in 
Stockholm. The interviews took place at Riksbyggen headquarters where an interview was 
scheduled with Göran Krona, head of Information at Riksbyggen. In the office there was a 
small room which Krona selected for as the interview location.  

The interview started off with some question about the interviewee‟s background. This 
small talk was done as an introduction of the interviewee, but also as a way of breaking the 
ice and to not go straight into the questions. This part of the interview worked well and led 
to openness from the interviewee regarding the later questions. 

During the interviews, one question at the time was posed and then the respondents got to 
answer at their own pace. This was important since the point with the in-depth interviews 
is to get answers that are well-thought and with deeper meaning than just yes and no. the 
interviewee got to take his time so that he could really think about the answer and give an 
answer that would contain information. One of the worst things is to stress the interviewee 
with the answers. Doing so can lead to the case of reflexivity, where the respondent ends 
up giving the answers that he or she thinks is what the interviewer wants to hear (Yin, 
2009). This resulted in an interview that lasted for two hours in which a wide range of top-
ics were discussed. After the interview Krona found the two employees that were to partic-
ipate in the later session.  

Two other employees were interviewed the same day. First out was a man who had only 
been working at Riksbyggen for about two years. The second interviewee was a man who 
had been working for Riksbyggen since he was 16 years old; he had since passed 60 and 
was not far away from retirement. The differences in age and experience between the em-
ployees were interesting in order to see how different people perceived the internal com-
munication differently. Further, the employees did not work within the same department 
which gave the opportunity to see how different departments perceived the internal com-
munication to be. 

During the interview with the employees, the same procedure followed as with Göran 
Krona. The major difference was that while the interview with Krona took approximately 
two hours, the interviews with the employees only took about 20-30 minutes each.  

Table 3-1 Interviewees 

Interviewee Company Position Date Length of interview 

Göran Krona Riksbyggen Stockholm Head of Information 8/9 2009 120 minutes 

Stefan Peterson Riksbyggen Stockholm Financial Department 8/9 2009 20 minutes 

Tommy Juhlin Riksbyggen Stockholm  Head of Office Administration 8/9 2009 35 minutes 

Pontus Gustafsson Riksbyggen Jönköping Sales Coordinator West 12/11 2009 30 minutes 

Göran Danling Riksbyggen Jönköping Customer Administrator 13/11 2009 25 minutes 

3.3.2 Jönköping Interviews 

The interviews with employees from Jönköping took place at the local office where first 
Pontus Gustafsson and then Göran Danling were interviewed. As in the case of the Stock-
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holm interviews, the interviewees were allowed to elaborate as much as they wanted on 
each question without the authors trying to control the interview more than necessary.  

3.4 Data Display 

In this thesis, the data will be displayed as a summary of the interviews rather than the raw 
data. This is done in order to ensure the best possible structure. This structure will also be 
reflected in the analysis as it will follow the method part as well as the empirical findings. 

3.5 Trustworthiness 

An important topic is trustworthiness. There are always things to consider while collecting 
data. One aspect that is critical to consider is that the data must be viewed critically and re-
flect reality. Otherwise there will be difficult to use the data to form a reliable conclusion in 
the end. Using semi-structured interview as done in this thesis always comes with some po-
tential issues. For example, there is the potential issue of reliability and validity of the quali-
ty of data. When the interviews are not structured there is a lack of standardization in the 
methods and answers to fall back on (Saunders et al, 2009). One concern when using a case 
study approach is that the authors have let biased views to affect the result of the study 
(Yin, 2009). In the case of this thesis, the authors wanted to know how the individual em-
ployee felt about the internal communication and therefore had questions about this. They 
were in other words asked to describe the feelings regarding the existing internal communi-
cation.  

3.5.1 Delimitations 

This thesis is based on one single case study, Riksbyggen. Therefore it is difficult to gene-
ralize for the entire field of business. However, the reason why a single-case study was selected 
is that the phenomenon is to be studied on a closer level and not be used to find what is 
true for a large population (Merriam 2001). 

With the definition of corporate identity that is made by the authors in this thesis it can be 
argued that the thesis deals with a narrow topic. By using this definition there might be 
some concepts within the subject that are not taken into consideration. What is considered 
corporate identity in this thesis might not be considered at all in different situations. It is 
believed that the definition used in this thesis is the most appropriate for the company cho-
sen and for the intended purpose. 

When it comes to the issue of generalization it was never the intention to use the result of 
the thesis as a base to generalize for the field. As mentioned earlier, the definitions used in 
this thesis makes generalizations difficult due to its narrow nature. In the light of this, it is 
the authors‟ opinion that the method chosen for the thesis is correct and relevant. 

3.5.2 Validity 

The issue of validity concerns if the data collection method actually measured what they 
were supposed to measure (Saunders et al, 2009). This was something that the authors 
worked hard with to make sure that the appropriate methods were used. Since a case study 
was to be conducted, a qualitative method was considered best. A qualitative method man-
ages to go deeper into a specific situation and aims to describe it, which is the goal with this 
thesis. In-depth interviews were also considered the best method for this. It allowed better 
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explanations from the respondents and enabled the authors to pose follow-up questions to 
make sure that the right level of information was achieved. 

3.5.3 Reliability 

The concept of reliability is about to which extent the results of a study can be repeated. 
For this to work perfectly there need to exist only one single reality that yields the same re-
sult over and over again (Lincoln & Gruba, 1985, Saunders et al, 2009). The results of this 
study are however based on the opinions of employees at Riksbyggen today. There is no 
telling if the opinions would have change if this study was done at a later occasion. Opi-
nions and values might change over time and therefore it is difficult to say whether the re-
sults would be the same in the future. 

3.5.4 Generalizability 

Generalizability is about if, and how well the results from a study can be applied to other 
settings and still yield the same results (Saunders et al, 2009). Stake (1999) argues that a case 
study should not be used as a base to generalize from, since it studies unique situations and 
phenomenon. It could rather be used to learn about a specific case and then compare it to 
other similar cases. Since the authors of this thesis did not have the goal to generalize the 
results to the entire field of business but to show Riksbyggen how the internal communica-
tion works today and show the company to potential areas of improvement within their in-
ternal communication.  

The only aspect of generalization in this thesis is that the empirical findings are assumed to 
be representative for all Riksbyggen employees. This conclusion is drawn upon the fact that 
all employees have access to the same information, no matter where in Sweden they work. 
Further, the staff roles are the same on the different offices. Based on these facts, it is rea-
sonable to assume that the interviewees are representative for the entire population, which 
in this case is, all the employees of Riksbyggen. 

3.6 Criticism of Chosen Method 

As this thesis is based on five interviews, it can be argued that the sample is not large 
enough to make any generalizations about the entire field of industry or even the organiza-
tion. This is an issue that is understood and well considered. It was never the intention to 
generalize the result and therefore it is believed that the chosen method is the most appro-
priate one.  

The reason for only choosing five interviewees was that all employees within Riksbyggen 
have the access to the same basic information. Due to this, it is believed that the same re-
sults would have been drawn based on a larger sample. Now the sample consisted of the 
head of information, two employees from Stockholm and two from Jönköping, thus giving 
satisfying results and a fairly wide selection. 
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4 Empirical Findings 

This chapter presents the empirical findings. It contains the material gathered from the five interviews. 

4.1 Corporate Identity 

The vision of Riksbyggen is: ”Riksbyggen with its cooperative value-system, should be the leader in de-
velopment of attractive living environments within condominiums. We create room for life.” This vision is 
based on Riksbyggen‟s history of being cooperatively owned by their members. According 
to Göran Krona, this was something the employees and board of directors was almost 
ashamed of when he started in the company 17 years ago. However, now this is something 
that everyone is proud of, partly because of the CEO Sten-Åke Karlsson and his views 
(personal communication, 2009-09-08). Riksbyggen have four parts that focuses on differ-
ent welfares in their value base; public welfare, customer welfare, employee welfare and 
owner welfare (P. Gustafsson, personal communication, 2009-11-12). However all of those 
four welfares were only mentioned in one interview, possibly because that employee had 
made a project about values within the company. 

Krona mentioned that they had developed three value base words together with a commu-
nication bureau this spring. The words that represent Riksbyggen are; security, long-sightedness 
and collaboration (personal communication, 2009-09-08). None of the interviewed employees 
could mention all of those words, however everyone new one or at least the idea behind 
the exact formulation. Pontus Gustafsson, mentioned long-sightedness and security (per-
sonal communication, 2009-11-12). Tommy Juhlin mentioned security (personal communi-
cation, 2009-09-08). Göran Danling cited long-sightedness (personal communication, 2009-
11-13) and Stefan Petersson touched upon some of the value base words, but could not 
mention them in words (personal communication, 2009-09-08). Other words that were 
used to describe Riksbyggen‟s corporate identity were: warmth, healthy values and fellow-
ship (S. Petersson, personal communication, 2009-09-08), quality and environmental sus-
tainability (G. Danling, personal communication, 2009-11-13).  

4.1.1 Communication of Corporate Identity 

As the value base is relatively new they are still working on communicating it to the em-
ployees. ”Right now we are working with a lector in storytelling who is going to write a 20 page book that 
summarizes the whole history and give a picture of the soul of Riksbyggen.”. The book is supposed to 
be finished and sent out to all employees in the end of 2009. The same lector has previous-
ly written three stories that have been recorded to an audio book by Tomas Bolme, which 
has been given to all new employees (G. Krona, personal communication, 2009-09-08). 

Whether information about the corporate identity was communicating when they were 
newly employed differ between the interviewees. Tommy Juhlin has worked within the 
company for 44 years and when he was employed as a moped carrier in 1965, there was no 
one that spoke about values within the company, ”work was just work” (personal communi-
cation, 2009-09-08). Pontus Gustafsson got no information when he started in the organi-
zation as a carpenter in 2004, however when he was promoted to salesman he got informa-
tion in the form of brochures (personal communication, 2009-11-12). When Stefan Peter-
son was hired in 2007 he got the previously mentioned audio book and a small package 
with brochures (personal communication, 2009-09-08). Danling who got employed by 
Riksbyggen one year ago got a small introduction to what the organization‟s corporate 
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identity is at first and after ten months he got a full day with a fuller presentation of the 
company (personal communication, 2009-11-13).  

According to all interviewees, the corporate identity is not talked about, although it can be 
noticed in the daily activities. ”It is behind many things, it is noticeable, it is in the foundation” (S. 
Peterson, personal communication, 2009-09-08). ”I work a lot with the values, I think you have to 
in order to meet the customers in a good way” (P. Gustafsson, personal communication, 2009-11-
12). According to Krona, much of the values has to come from the leader of a company. 
”If the leader is not showing what he or she stands for the outcome will be bad” (personal communica-
tion, 2009-09-08). ”I think the values can be noticed in some employees, some may have worked here for 
too long to care or remember them” (G. Danling, personal communication, 2009-11-13). 

4.2 Internal Marketing 

4.2.1 Motivational Tools 

”I think we have become better at showing that we are a responsible organization”. Riksbyggen are en-
gaged in Kooperation Utan Gränser (Co-operation without borders) and focuses on hous-
ing projects in El Salvador and Vietnam and they have in total donated 8 million SEK. In 
addition, Riksbyggen puts much effort in to being environmentally friendly and creating a 
sustainable society. As this is something that Riksbyggen is proud of, they often talk and 
write about this. ”We want to give them a feeling of working in a good organization, an organization 
that does good for others” (G. Krona, personal communication, 2009-09-08). 

According to Krona Riksbyggen will have to employ 1500 new people before 2015 due to 
many employees retiring over just a few years. ”Even though we are in this major recession right 
now we are soon entering into a new crisis when all the people born in the 1940s will retire over a couple of 
years. We will have to hire a lot of new employees so we can not exactly afford to lose the employees that we 
have. It is also crucial to make sure that potential new employees see us in a positive light” (personal 
communication, 2009-09-08). Gustafson mentioned that eight out of 30 employees in the 
office in Jönköping will retire over the next few years (personal communication, 2009-11-
12). 

To motivate the employees Krona says that they are given a decent salary and a chance to 
take courses in something completely unrelated to their work tasks. Employees have pre-
viously taken bus licenses, hunting examinations and cooking classes to mention just a few. 
Everyone working within the organization can apply for funding with the only condition 
being that it cannot be related to their work (personal communication, 2009-09-08).  

In 2006 Riksbyggen were awarded ”The competence company of the year” as they were consi-
dered to be an organization that promoted learning. Supplementary training within the or-
ganization is provided. ”We have a generous policy. We want our employees to feel as if they can grow 
inside our organization, the company can never grow if the employees do not.” Within the next eight to 
ten years Riksbyggen will have to employ 1500 new people and that makes it important for 
them to create an organization where the employees feel that they are appreciated and 
wanted (G. Krona, personal communication, 2009-09-08). ”If you want to, you can” says Danl-
ing when asked if it is possible to educate yourself further within the organization (personal 
communication, 2009-11-12). Gustafson started in the company as a carpenter and all of 
his training has been internal training. Framtidens ledare (Leaders of the future) is a one 
year course that he has taken which ends with a project. He says that the company wants 
their employees to evolve and he feels that Riksbyggen is a good place to climb the career 
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ladder if someone wants to (personal communication, 2009-11-12). Other training pro-
grams are KUL – Kompetensutveckling för ledamöter (Competence development for 
commissioners) that is a one-year course for everyone that is a commissioner in Riksbyg-
gen‟s different housing cooperatives. The course includes seven different subjects including 
economy, law and knowledge of Riksbyggen. Another course is KUA – Kompetensutveck-
ling för kundansvariga (Competence development for customer responsible) that focus on 
training for those that have most contact with customers. There are also training custo-
mized for those working within building management as well as caretakers (G. Krona, per-
sonal communication, 2009-09-08).  

Petersson stress the combination of will and luck as he would have to apply for a new job, 
not just wait for a promotion, if he wishes to work himself up in the company (personal 
communication, 2009-09-08). According to Danling many within the company started as 
caretakers and are now in the top management. Many jobs are filled internally and accord-
ing to him this might happen too often. New employees have a fresh vision and are able to 
see everything differently compared to someone that has worked for many years within the 
organization (personal communication, 2009-11-13).  

According to Danling, ”informing and motivating is important in order to make people deliver”. 
However, he also says that all employees are adults and should be self-motivated (personal 
communication, 2009-11-13). Something both Juhlin and Petersson mentioned as an im-
portant motivational factor is the spirit in the office. Juhlin likes the feedback he gets from 
his co-workers which he believes is essential in order to perform (personal communication, 
2009-09-08). Petersson thinks it is an openhearted spirit, which provides easy discussions 
between co-workers and makes it easy and fun going to work (personal communication, 
2009-09-08). Another source of motivation is health maintenance benefits (S. Petersson, 
personal communication, 2009-09-08). 

Another form of motivation is Riksbyggen‟s bonus system. When the company is perform-
ing well, a bonus is given to all employees except the top management (G. Krona, personal 
communication, 2009-09-08). Danling and Petersson both know of the bonus system, al-
though none of them know of how it works (personal communication, 2009-11-13; 2009-
09-08). Juhlin says that he has gotten a bonus twice and that it signals that he is a part of 
the organization and does something valuable for Riksbyggen (personal communication, 
2009-09-08). Something that Danling suggest is a bonus for sellers as they are those that 
bring in revenue to the organization (personal communication, 2009-11-13). 

4.3 Internal Communications 

The internal communications is handled by Göran Krona and his team. He is responsible 
for both the internal and external communications of the organization since four and a half 
years ago (personal communication, 2009-09-08). 

4.3.1 Communication Channels 

The most frequently used channel is the Intranet which is updated with news at least every 
week. He estimates that the employees in general check for updates three times a week and 
those working in an office every day. Krona also mentions the staff magazine as a commu-
nication channel, the magazine is published six or seven times a year. When the interviews 
took place they were about to publish a special edition of the magazine in online form. The 
idea was that the employees should vote whether they would prefer the original printed 
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magazine or if the online version would be better. Two reasons were mentioned for this, it 
is cheaper to publish online and it is more environmentally friendly (personal communica-
tion, 2009-09-08). E-mail is used often as well, and when something is particularly impor-
tant e-mails are sent out with a link to the Intranet (P. Gustafsson, personal communica-
tion, 2009-11-12). Danling mentions e-mails from the regional manager Gerd Möller and 
from Carina Sandgren, who is the manager for the area of sale that Jönköping falls under,  
as important as well as meetings with Carina Sandgren at least twice a year, monthly meet-
ings in addition to regular weekly meetings with his team (personal communication, 2009-
11-13). Petersson, however, does not regard the Intranet as especially important for him to 
do his job. In his department informal communication is the most common source. Most 
of the information he needs comes from his superior rather than the Intranet (personal 
communication, 2009-09-08). According to both Gustafsson and Danling the Intranet that 
they use is outdated and needs to be updated (personal communication, 2009-11-12; 2009-
11-13). 

4.3.2 Information Content 

”People will never feel as they are informed enough and everyone wants different information. Everyone gets 
the same basic information, however sometimes managers get more information and the information can be 
more in-depth because it is their job to inform their subordinates” (G. Krona, personal communica-
tion, 2009-09-08). This is an issue for Petersson as he wished that the information could be 
more tailored to suit the different employees. The employees at Riksbyggen have very diffi-
cult work tasks that all require very different pieces of information (personal communica-
tion, 2009-09-08). 

One major difference between the two interviewees at the headquarters in Stockholm and 
the interviewees in Jönköping is that they wish different content on the Intranet. According 
to Danling and Gustafsson the content has too much information that only concerns the 
headquarter and would wish to see more regional information (personal communication, 
2009-11-13; 2009-11-12) 

”I make sure I have all the information needed”. According to Danling, one has to be active in 
seeking information, not everything is handed to the employees, he says: ”the employee has to 
take responsibility to solve the task” (personal communication, 2009-11-13). This is confirmed 
by Juhlin ”I get the information I need” (personal communication, 2009-09-08). Overall all in-
terviewees were satisfied with the information they got. However, sometimes Petersson 
wish they got the information earlier (personal communication, 2009-09-08). Gustafsson 
believe the information is generally good; the only problem he sees is the lack of communi-
cation between different groups and different departments (personal communication, 
2009-11-12). The only problem according to Danling is that information often disappears 
somewhere along the way at some middle manager that is responsible to inform their sub-
ordinates, due to lack of time and forgetfulness (personal communication, 2009-11-13).  

4.4 Openness 

Riksbyggen are at the moment fairly closed about giving out information, however this is 
something that Krona wishes to change. With a past as a journalist he is in favor of open-
ness of information; ”you stand to gain more through honesty”. There is at the moment a discus-
sion of whether they should or should not publish all press about Riksbyggen on the exter-
nal web or only the positive articles. ”I think that when you publish everything, the good as well as 
the bad, the public are going to think of you in a better way than if you had only published the positive 
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things”. He also wants to create a function where the public can comment on the articles. 
This would create a way for Riksbyggen to respond to people‟s thoughts, ideas and com-
plaints (personal communication, 2009-09-08). 

Internally Krona favors openness as well, however when given the example of having to let 
100 employees go he is not as open. ”When employees has to be let go, we do not send out that in-
formation to all of our employees. We only inform the specific office as informing everyone would only cause 
unnecessary worry and panic” (personal communication, 2009-09-08). This is confirmed by 
Gustafsson who says that he gets all the information he needs in time, although sometimes 
it can be a strategic choice not to inform all employees immediately (personal communica-
tion, 2009-11-12). According to Petersson, when complicated matters are discussed over a 
long time it creates speculation among the employees (personal communication, 2009-09-
08). However according to Gustafsson, Riksbyggen is very open and deliver the informa-
tion fast. ”It is not very hush, hush in this company” (personal communication, 2009-11-12).  

One thing every interviewee agrees on is on how easy it is to have a dialog with their supe-
riors. According to Juhlin who has worked within the company for 44 years, Riksbyggen 
has changed from having more of an authoritarian environment to being more open (per-
sonal communication, 2009-09-08). Gustafsson says that he can call the CEO if he wishes 
and that there are no ”watertight bulkheads in the company” (personal communication, 2009-11-
12). Petersson thinks that this is highly dependent on whom your superior is (personal 
communication, 2009-09-08) and Danling has seen a dramatic change with his new supe-
rior (personal communication, 2009-11-13). 

4.5 Evaluation 

Krona says that every year they do an anonymous employee survey that is later compiled 
and presented locally where the manager can discuss and make changes. Riksbyggen has 
approximately 200 managers and one thing he has noticed is that the results of the survey is 
highly dependent on the specific manager the employee has (personal communication, 
2009-09-08).  

4.6 Problems with the Internal Communications 

When asking about any problems they might have with the internal communication as it is 
today, some issues came up. Gustafsson said that the information between the different 
departments within Riksbyggen. He also said that the ways of informing is not always up to 
date. The personnel magazine felt like an old concept (personal communication, 2009-11-
12). Danling agreed on the intranet issue and even went so far as saying that the intranet of 
today is bad. The main issue was that the information on the intranet had too much focus 
on the national level and very little on regional level (G. Danling, personal communication, 
2009-11-13).  



 

 29 

5 Analysis 

This chapter presents the analysis of the empirical findings based of the theoretical framework. 

5.1 Corporate Identity 

When looking at the corporate identity of Riksbyggen, it can be seen that Riksbyggen strive 
to send out an identity that stands for an attractive environment to work and develop. This 
can be seen in the three words that have been chosen to represent the company; security, 
long-sightedness and collaboration. The words can be connected to the definition of corporate 
identity found by Markwick and Fill (1997) and make up characteristics that define the 
company. When Riksbyggen say that the company wants to “create room for life” it is some-
thing that goes for the employees as well. All the employees that were interviewed said that 
they felt like Riksbyggen was a company that you would like to stay with for a long time.  

5.1.1 Balmer’s Affinity Audit 

Riksbyggen can be seen to adapt the Balmer‟s Affinity Audit (BAA) (Balmer & Van Riel, 
1997): 

1. Establish the corporate mission and strategy. Riksbyggen have a clear vision of 

what the company want to be able to offer the employees. This can be found in the 

three value base words; security, long-sightedness and collaboration. Based on the 

history of the company, as owned by its members, this serves as guidelines about 

how the company should be run.  

2. Reveal the dominant systems of values and beliefs within the organization. 

Once the keywords have been selected, Riksbyggen have worked to incorporate 

them into the everyday work. This was something that could be seen during the in-

terviews where all the employees interviewed felt like they had a good understand-

ing of what Riksbyggen stands for.  

3. Evaluate such systems of values and beliefs against the corporate mission 

and strategy. As mentioned, Riksbyggen have based the keywords on their history 

as a company that is owned by its members. Based on that tradition, Riksbyggen 

took help from a communications bureau to find three words that would fit with 

the overall mission and strategy of the company.  

4. Nurture those values and beliefs which support the corporate mission and 

strategy. According to Göran Krona, every new employee gets a welcome pack 

with the audio book with the stories along with information about the company. 

This is done to make sure that the employee quickly gets an understanding about 

the company and its beliefs. By doing this Riksbyggen ensure that the employees 

get a feeling about what values that the company stands for. It is an important step 

in the process of creating the corporate identity that is desired.   

Altogether, looking at the BAA (Balmer & Van Riel, 1997), it can be seen that Riksbyggen 
have done well in applying all the four steps. By doing so the company have ensure that 
there is a greater chance of the obtaining a corporate identity that is attractive and unique. 
This is something that is evident among the employees as well, all the employees that were 
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interviewed were satisfied with their position at Riksbyggen and felt that it is a company 
that cares about them (personal communications, 2009-09-08; 2009-11-12 & 2009-11-13). 

5.1.2 Changes in Corporate Identity 

Since Riksbyggen was managed in a somewhat hierarchal way for over 19 years and only 
had the current CEO for about four years, it will take time to adjust to the new ways of 
reign. This is in agreement with Whetten (2006) who claims that corporate identity might 
sometime work as resistance to change. In a company like Riksbyggen where many people 
have worked for a very long time switching to a new way of doing things might cause an-
xiety and create resistance among those who are used to do it in a certain way and have 
been doing so for a long time. This was something that was partly confirmed by Göran 
Krona, who agreed that it takes a long time to turn such a big company around. Employee 
Tommy Juhlin, who has been with the company for 44 years, said that he was not entirely 
positive to the changes. He did not mind the all the technical innovations of today, but said 
that he missed the personal aspect of it all. Previously, if you needed something you would 
just walk to that person and talk to them, now almost everything is done by e-mail. That 
was the part that Juhlin missed at the workplace today (T. Juhlin, personal communication, 
2009-09-08). 

Riksbyggen is also in a situation where a lot of the staff will retire within a few years leaving 
the company with the need to quickly fill the vacant places. In a situation like this it is cru-
cial to have a functioning corporate identity as it is what the company will offer the poten-
tial employees.   

5.1.3 Seven Dimensions of Corporate Identity 

When looking at the seven dimensions of corporate identity that is presented by Melewar 
and Karaosmanoglu (2006) it can be seen that the history does affect the corporate beha-
vior. The history of Riksbyggen, with all the stories has affected the mission, vision and 
values of the company. This has in turn led to the behavior of the company as it is today. 
This concerns the behavior of the company, the management and the employees. At Riks-
byggen much of the identity that the company desires has rubbed off on the employees. 
Even if they did not know all of the words, all claimed to know about it. An interesting as-
pect is that when asked what Riksbyggen stood for according to them, almost all of the in-
terviewees answered in a way that was coherent with what Krona wanted the company to 
stand for.  

The corporate culture also affects the corporate strategy. Riksbyggen have tried to position-
ing themselves as a company that offers welfare for both the public, the customers, the 
employees and the owner. Part of that employee welfare is that employees have the chance 
to advance internally. They can also get money to take courses in almost anything, as long 
as it is not related to their work. All of this can be seen as corporate positioning. Riksbyg-
gen positions themselves so that the company becomes an attractive employer by offering 
these extra bonuses. This is also a way of differentiate the company from its competitors. 
By offering this kind of extra activities and bonuses Riksbyggen can offer a workplace that 
hopefully is unique and attractive for its employees. 

Another sign that Riksbyggen have established the corporate identity in the daily work can 
be found in the quote: “I work a lot with the values, I think you have to in order to meet the customers 
in a good way” (P. Gustafsson, personal communication, 2009-11-12). Riksbyggen have 
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worked hard to incorporate the desired identity into the foundation of the company. The 
value base that was developed this spring has given Riksbyggen a corporate design that 
seems attractive, given the interviews with the employees. Further, there are education days 
for the employees, where they get to go deeper into what Riksbyggen stands for and the 
core values of the company.  

The dimension of industry identity, affects Riksbyggen as well. For example, there is a gen-
eral level of salaries that Riksbyggen must reach in order to even attract some potential 
employees. Riksbyggen must also consider the working conditions of the competitors‟ em-
ployees. If the company cannot provide the same basic benefits as its competitors, it will 
become more difficult to attract new employees (G. Krona, personal communication, 
2009-09-08). Riksbyggen wants to provide an identity where employees feel like they can 
work for a long time and at the same time develop their skills and advance career wise. This 
is something that the company has succeeded with, as all of the employees that were inter-
viewed said that they felt that there were good possibilities to make career advancements 
within the company. Some of the employees had actually started at the lower levels of the 
company and worked their way up (T. Juhlin, personal communications, 2009-09-08; P. 
Gustafsson, 2009-11-12).   

It can be seen that Riksbyggen are working on the corporate communication which is 
another dimension presented by Melewar and Karaosmanoglu (2006). Riksbyggen are cur-
rently working with a lector in storytelling to produce a 20 page book that is to summarize 
the whole history and provide a picture of the soul of the company. As this book will be 
handed out to all employees at the end of 2009, it will work as a tool of strengthening the 
corporate identity internally.  

Looking at the other dimensions in the model presented by Melewar and Karaosmanoglu 
(2006) it can clearly be seen that all the dimensions are connected in Riksbyggen. From the 
beginning of the company, the history and culture is present throughout the entire compa-
ny. 

5.1.4 Reputation and Image 

It seems like Riksbyggen have a very good reputation among the employees. This is accord-
ing to Markwick and Fill (1997) something that is very important. Riksbyggen have built a 
respectable reputation with its corporate identity and that is reflected in the attitudes 
among the employees.  

The image of the company, as defined by Markwick and Fill (1997), is also mostly positive 
among the employees. Although all of the employees admit that things are not perfect, they 
all feel like it is clear that Riksbyggen are working on improving those areas. This was con-
firmed by Göran Krona who said that the image was of great importance for Riksbyggen. 
Further Riksbyggen want the image to stand for an open organization that will not just hire 
people, but also does care for them in all possible ways. 

Riksbyggen have understood the importance of the corporate identity, which was stressed 
by Balmer (2001). It is something that the company must work with on all levels, and it is 
something that is currently in the works. By developing the key words and the value base, 
Riksbyggen has started the transformation into a more open organization. Part of that 
work is to create a more open environment with a lot of information sharing. There are 
ongoing discussions about creating a platform where all news articles, both good and bad 
opinions, are published. According to Krona, the debate is whether to put up the negative 
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feedback or not. He was of the opinion that Riksbyggen should be open with everything, 
and that posting the negative feedback might spur the employees on to improve in that 
area. This is also a question about credibility said Krona, a company that only puts up the 
positive feedback is not a credible company (personal communication, 2009-09-08). The 
image of Riksbyggen is in other words very important and the company wants to come off 
as an honest company that is not afraid to admit faults. Relating this to the image presented 
by Balmer (2001), it can be seen that Riksbyggen really does work with the image on many 
levels. It is not just a question about being open towards the customers, but also towards 
the employees. Like previously mentioned, the corporate identity is affected by so many 
things, as can be seen in the seven dimensions presented by Melewar and Karaosmanoglu 
(2006).  

When it comes to the communication to the stakeholders, presented by Balmer & Gray 
(1999) the most relevant way of direct communication in this thesis is the behavior towards 
the employees. Riksbyggen have created a various selection of tools to motivate the em-
ployees at the workplace. Examples of these tools are the chances of advancing internally 
and the ability to get courses financed in their spare time. By providing this the employees 
will become happier in their workplace and perform better. If the employees are happy at 
their workplace, the chances of them performing at their best increases. This will lead to a 
greater employee behavior towards other stakeholders in the long run since the employees 
then provide the best possible solutions for the end customers Balmer & Gray (1999). 

Other factors that affect Riksbyggen are political factors. Included in the political factors is 
the corporate identity which includes the values and beliefs of the company, as well as the 
strategy, culture and structure (Balmer & Gray, 1999). This is absolutely critical for Riks-
byggen to have control over and it is something that the company works hard to form in a 
positive way. In Riksbyggen this can be seen in the vision of the company; “Riksbyggen with 
its cooperative value-system, should be the leader in development of attractive living environments within con-
dominiums” and in the value base word; “security, long-sightedness and collaboration”. The com-
pany tries to match their strategy and corporate identity with the value base by trying to 
provide employments where employees want to stay for a long time and get the chance to 
develop their skills (G. Krona, personal communication, 2009-09-08). 

5.2 Internal Marketing 

Many organizations are still unaware of the concepts internal marketing, however most or-
ganizations use parts of the activities featured in those concepts. Some activities are the re-
sponsibility of the human resources department and some are carried out by communica-
tion managers. There can also be a contradiction between the external marketing and the 
internal marketing if someone is not overlooking the two different marketing programs. 
There might not be as good results from an external marketing regime if the employees are 
not informed about e.g. a new campaign. It is also important that both the internal and ex-
ternal audiences are fully aware of the organization‟s values and to make sure that both au-
diences perceive the company in the same way. Otherwise the employees might communi-
cate with their customers in a way that the customers find contradicting to what the exter-
nal marketing is portraying. 

Berry and Parasuraman (1992) gave this definition of internal marketing ”attracting, develop-
ing, motivating, and retaining qualified employees through job products that satisfy their needs” (cited in 
Varey & Lewis, 2000). As Riksbyggen will have to employ 1500 new employees within the 
next five years it is important that they can attract new employees as well as retain the em-
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ployees that are already employed. 

David Lewin researched 495 organizations and his conclusion was that organizations that 
invest in a bonus system that take the employee‟s work performance into account, share in-
formation and encourage employees to go through training and allow them to develop 
have better financial results (cited in Ind, 2004). 

Motivation is important in order to retain employees as well ensure the best work perfor-
mance possible. The sources of motivation that Riksbyggen use is the charity work that 
they do along with the focus on being environmentally sustainable (G. Krona, personal 
communication, 2009-09-08). This focus can send a message to the employees that they are 
working for a good organization worth to be proud of that helps other people as well as 
the environment. Other sources of motivation that will be presented more extensively in 
section 5.3  where the bonus system, funding for educations unrelated to work, good 
chances for internal training and the positive spirit at the work place. 

5.3 Essentials of Internal Marketing 

5.3.1 Offer a Vision 

Without knowing the vision, values and goals of the organization one works for it is im-
possible to know what to strive for. Riksbyggen have recently put much effort into the de-
velopment of a new value base. Together with a communication bureau they developed 
three words to describe Riksbyggen‟s values. However the words were not just words that 
they came up with, all words were words that represented values present at Riksbyggen 
previously, however they had never been written down before. At the time for the inter-
view, Riksbyggen were working together with a lector in storytelling that was writing down 
the history of Riksbyggen and the work would result in a 20 page book to be distributed to 
all employees by the end of 2009 (G. Krona, personal communication, 2009-09-08). All this 
is evidence that values are something that Riksbyggen thinks are important to work with 
and communicate to their employees. 

All of the interviewees said that even though values are not talked about, they can be no-
ticed in the work environment. Although all of the values could not be repeated by all the 
employees, everyone had a good idea of what the organization stood for considering the 
new value base was introduced in spring of 2009. One thing that could be noticed was that 
values were not communicated to everyone in the company. Gustafsson started as a car-
penter for the organization, only later when he became a seller did he receive information 
about the organization‟s values and vision (personal communication, 2009-11-12). This 
demonstrates that the values are not distributed to all employees. It seems that knowledge 
of the organization‟s values are only important amongst the employees working at an office 
and especially among those working as sellers and those having much customer contact. 
According to Grönroos (2007), internal marketing has to be implemented within the whole 
organization to fully work. By not communicating the organization‟s values to all employee 
groups there is a risk that they feel left out and less likely to stay long in the organization as 
it will be difficult for them to feel a connection to the organization without knowing the vi-
sion, goals and values. 

Riksbyggen‟s vision is ”Riksbyggen with its cooperative value-system, should be the leader in develop-
ment of attractive living environments within condominiums. We create room for life.”  The vision of 
Riksbyggen were repeated by Gustafsson and Danling   
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5.3.2 Compete for Talent  

As this thesis does not touch upon the recruitment process, this step of the model is not 
applicable. 

5.3.3 Prepare People to Perform 

At Riksbyggen‟s official web site, they cite ”At Riksbyggen you play a big part. We are not only in-
terested in you as a competent co-worker, but also as a human. You as a person, your engagement and your 
interests are important for us.” (Riksbyggen, 2009). This shows that Riksbyggen wants their 
employees to feel satisfied at work and evolve as workers as well as humans. 

In order to retain their existing employees they have to use motivation and allowing them 
to develop. Riksbyggen are generous with allowing their employees to grow in their profes-
sional role and they have good possibilities to advance career wise. One of the reasons that 
were mentioned for this was the fact that 1500 employees will retire within the next five 
years and Riksbyggen often fill jobs internally, which requires training in order to cope with 
a new job title that comes with new work tasks. ”We want our employees to feel as if they can grow 
inside our organization, the company can never grow if the employees do not” (G. Krona, personal 
communication, 2009-09-08). Riksbyggen offer different courses tailored to fit different 
employees with whatever their need is, giving everyone a chance to go from one position 
to another which is something they take great pride in. Hypothetically an employee can go 
from caretaker to CEO. As previously mentioned, Gustafsson started as a carpenter and 
now he is sales and market coordinator for region west.  

5.3.4 Stress Team Play 

According to Berry and Parasuraman (2000) having a team around one self is very impor-
tant when working in a service organization as dealing with customers each day can be very 
demanding and having a team that experience the same things can act as a support. Every-
one interviewed claimed to enjoy working at Riksbyggen for multiple reasons. Both Juhlin 
and Petersson working at the headquarter in Stockholm thought that having co-workers 
that you get along with were important both for feedback as well as the comfort of having 
people to talk and laugh with as well as the open-hearted spirit at the office (personal 
communication, 2009-09-08). 

5.3.5 Leverage the Freedom Factor  

During the interviews, it became clear that freedom is an important factor for the em-
ployees. All of the interviewees stated that one of the best things with working at Riksbyg-
gen was the chance of working independently with a lot of responsibility in their daily 
work.  

5.3.6 Measure and Reward 

Measuring the individual‟s performance and rewarding those that are doing more than ex-
pected is important according to Berry and Parasuraman (1992, cited in Varey & Lewis, 
2000). Riksbyggen has a relatively new bonus system that is being paid out if the organiza-
tion is doing well. The bonus is paid out to everyone employed at Riksbyggen, thus not giv-
ing focus on how a particular employee has performed. On one hand, this can make the 
employee feel that there is no particular reason for them to perform better than expected as 
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they will not be individually rewarded. On the other hand, this system will make everyone 
feel as if they are part of the organization‟s success no matter if they are the manager of a 
sales team or a janitor.  

Another form of reward is the funding for taking courses unrelated to their work. This 
sends a message that they are valued and needed and is worth doing something they are in-
terested and makes them happy.  

5.3.7 Know thy Customer 

Berry and Parasuraman (1992) stress the importance of researching not only the opinions 
of an organization‟s external customers, but also do marketing research on their employees 
that should be considered as the organization‟s internal customers (cited in Varey & Lewis, 
2000).  At Riksbyggen they perform a yearly employee survey anonymously that is later eva-
luated and presented locally. According to Krona the results of the survey depends much 
on the specific manager the office has and it is therefore the results has to be presented lo-
cally and discussed at the local office (G. Krona, personal communication, 2009-09-08). 

5.4 Internal Communication 

Smith (2005), lists five different departments that all can have the responsibility to commu-
nicate internally in the organization. At Riksbyggen the person in charge of the internal 
communication is Göran Krona who has the title of Director of information. He is respon-
sible for both the external and internal communication of the organization which implies 
that the responsibility of the internal communications falls under the public rela-
tions/corporate communications. The benefit of putting the responsibility of internal 
communications on the public relations department is that as they handle both the internal 
and external communication, it is likely that there will be a cohesive message sent to all 
stakeholders, internal along with external. However the author also mentions that a com-
mon risk is that the public relations department will allocate more time, effort and re-
sources on communicating with external stakeholders as they might consider them to be 
more important (Smith, 2005). However Riksbyggen seem to donate both time and money 
in their effort to reach their internal stakeholders. 

5.5 Communication Channels 

The information channels used at Riksbyggen are Intranet, e-mails, company magazine and 
meetings. According to figure 2-4 these can be considered as traditionally top-down com-
munication channels. The annual employee survey and meetings should be considered as 
bottom-up communication. The different meetings that they have on both office level and 
team level as well as region meetings twice a year are horizontal communication (Varey & 
Lewis, 2000).  

Online media is good for reaching the employees quickly and simultaneously (Cornelissen, 
2008). The benefits of an Intranet are that massive amount of information can be stored in 
one place easily accessed by the employees (Holtz, 2004). Other benefits of using online 
media are that it is cheaper and environmentally friendly (Smith, 2005). Traditionally Intra-
nets are not interactive and provides only one-way communication, which according to Ja-
cobsen and Thorsvik‟s (figure 2-5) model is best for transmitting less rich and impersonal 
media and for employees to use for uncertainty reduction. Riksbyggen are highly concerned 
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with being environmentally friendly and their goal is to become an environmental company 
in the future so the use of online media at Riksbyggen makes sense. Their Intranet is up-
dated often with information that reaches all employees at the same time. This can be used 
when the employees know what they are looking for and for gaining new information, 
which is how Riksbyggen use their Intranet. 

E-mails are in between impersonal and personal media in Jacobsen & Thorsvik‟s model, 
which makes it appropriate for either uncertainty reduction or equivocality reduction. E-
mails provide an easy way for response that in turn facilitates simpler two-way communica-
tion (2008). Another benefit of e-mails compared to oral communication is that the mes-
sages that been sent as well as received are automatically saved in the mailbox so that the 
employee can go back and read later for clarification or read twice if the information is 
complex and difficult to understand (Holtz, 2004). E-mails could either be sent to one em-
ployee, a few or the entire work force. At Riksbyggen e-mails are usually used for managers 
to reach specific employees and are rarely used to reach all employees. Sometimes e-mails 
are used to notify the employees that something new and important is posted on the Intra-
net (P. Gustafsson, personal communication, 2009-11-12). 

Face-to-face communication is better for equivocality reduction when the participants wish 
to reach an agreement through discussions or to clarify something. Meetings are great for 
when the employees want to discuss something or ask their manager to further clarify 
something they are wondering about (Jacobsen & Thorsvik, 2008). Riksbyggen use meet-
ings as a way to communicate as well. The most common meetings are monthly meetings 
at the office as well as smaller weekly team meetings (G. Danling, personal communication, 
2009-11-13). 

According to Holtz (2004), the reasons for communicating with printed media are that it is 
considered to be easier to read. The only printed media that they use is a company maga-
zine that is published six or seven times a year and distributed to all employees. However, 
Riksbyggen are about to conduct a survey of whether they should make the magazine elec-
tronically. A company magazine is ideal for presenting the organization‟s strategy and val-
ues and to incorporate them into longer articles that are not suited for the Intranet (Holtz, 
2004). 

5.5.1 Information Content 

Smith (2005), suggests that the communication should be tailored to suit the different 
stakeholders as they all require different kinds of information in order to perform their 
work tasks. The author proposes that the employees can be divided into front-line staff, 
supervisors/line managers, senior management/middle management and board/director. 
The information on the Intranet is generally the same for all employees with no regard to 
whether the employee is a carpenter or in top management. As Riksbyggen does not tailor 
the information on the Intranet to suit different employee groups this can be a problem. It 
could be quite frustrating for the employees to constantly have to read things that they 
have no interest in. After a while of reading through material that they have no use of, they 
might stop read all together or just skim read the contents and therefore missing crucial in-
formation. 
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5.5.2 Openness of Information 

If management does not wish to share much information with their employees the em-
ployees might get stressed by not knowing what is going on. They will also have to rely on 
rumors which managers then will have to answer to. If the rumors are false, the managers 
will then have lost time denying them and if the rumors are true and the rumors were de-
nied or uncommented the employees might lose confidence in management (Kippenberg-
er, 1998). 

At the time being, Riksbyggen is not very open with their information internally or exter-
nally according to Krona. However, as Krona has a background of journalism he is in favor 
of being more open and sharing the information that they have at the moment (personal 
communication, 2009-09-08). The employees interviewed however, considered Riksbyggen 
to be relatively open with their information sharing. Sometimes information is not shared 
for good reasons for example if employees has to be let go there might not be a reason to 
share it with the entire organization. In addition when something is not finalized yet, shar-
ing information then might be irrelevant as nothing has been confirmed. However, when 
issues that will have a great impact on the organization are discussed, employees might 
want to have updates of what is being discussed at the moment. Otherwise it is likely that 
false rumors are being spread between employees which can cause great damage. 

Two-way-communication is considered as a motivational tool that makes employees per-
form better (cited in Yeomans, 2008). All interviewees considered it easy to have two-way-
communication with their managers and they also said that it was easy to get in contact 
with superiors and that they even felt that they could contact the CEO if they wished, mak-
ing it a fairly flat organization. In Klöfer‟s model from 1996 (figure 2-4), this implies that 
they have an open-door-policy that enables bottom-up communication and horizontal 
communication (cited in Varey & Lewis, 2000). 
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6 Conclusion 

This chapter presents the conclusions drawn upon the analysis of the thesis. 

The purpose of this thesis is to investigate the role that internal marketing and internal 
communications play in transferring the corporate identity to the members of the organiza-
tion 

To conclude this investigation, Riksbyggen‟s corporate identity appears clear. The mentality 
of creating room for life and sharing the wealth and success with their stakeholders is likely 
founded in their history of being owned by their members. According to this thesis Riks-
byggen‟s corporate identity consists of being an organization that cares about their em-
ployees and shows this in many ways. 

The corporate identity is not directly transferred to the employees through internal com-
munications. However the identity was shown to be transferred through the internal mar-
keting activities that Riksbyggen have. ”We create room for life” is one of Riksbyggen‟s mottos, 
which was evident when interviewing. Riksbyggen does not only wish to build and manage 
apartments that the owners want to live in for the rest of their lives, they also want their 
employees to be able to develop and thrive for a long time at Riksbyggen. Therefore inter-
nal marketing practices are extremely important to them. In order to assure that they can 
offer a job product that the employees value enough to stay for a long time, they need to 
allow their employees to grow and develop. Riksbyggen offer supplementary training for 
their employees so that they can develop their career and get a more challenging and re-
warding job, without having to leave Riksbyggen. By investing money in training their em-
ployees the organization get educated employees and the employees get a free education 
and a sense of being valued by their employer which will make them stay longer which in 
the end will decrease costs for Riksbyggen as they will have to go through the exhaustive 
and often costly hiring process less often. 

They also have a relatively new bonus system where all employees except top management 
get the same bonus when Riksbyggen is doing well. In addition they have motivational 
tools that ensure the employees happiness outside of work as well. Funding to take courses 
in something unrelated to work and health maintenance benefits can help to ensure that 
they feel valued as employees as well as people. It is evident that this is how they enforce 
employee welfare.  

One of the issues that Riksbyggen should address after reading this thesis is the communi-
cation between departments. Another improvement would be to make their Intranet more 
appealing and user friendly through different tabs for different employee groups, under 
every tab information concerned with things that are important for the organization as a 
whole as well as information only concerning that employee group could be found. Anoth-
er solution could be that the employees themselves sign up for which news they want to 
subscribe to on the Intranet to ensure that they only get the news they find relevant. 
Another issue that could be addressed this way is that the regional offices could receive 
more regional information and less information that might only concern the headquarters.  
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7 Discussion 

This chapter presents the final discussion of the topic and suggests further research 

7.1 Further research suggestion 

Since this was a qualitative study, it would be interesting to conduct a quantitative version, 
to find out if the results of this study really are representative for all the employees of Riks-
byggen. Conducting a quantitative research would, providing that it yields the same results, 
also increase the credibility of this study. 

One thing that would be interesting to investigate at a later time is how well Riksbyggen 
manages to deal with the upcoming retirement of personnel. It would be interesting to see 
whether the corporate identity that Riksbyggen have today is good enough to actually at-
tract the younger generation that is entering the job market.  
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8 Appendices  

8.1 Appendix 1 Questions for Göran Krona, Swedish Version 

Berätta om din bakgrund – hur länge har du jobbat för Riksbyggen? 

 

Företagsidentitet  

Har Riksbyggen förändrats sedan du började här? Hur i så fall? 

Vet du om Riksbyggen alltid har haft någorlunda samma profil med liknande värderingar 
och så vidare? 

Vad är Riksbyggens mål, vision och värderingar? 

Kommuniceras Riksbyggens värderingar och så vidare inom företaget? 

Gör ni något för att förankra dessa värderingar genom det dagliga arbetet? 

 

Intern marknadsföring 

Gör ni något för att marknadsföra företaget till era anställda? 

Hur motiverar ni era anställda? Är det viktigt att de är motiverade för att sköta sina jobb på 
bästa sätt? 

Erbjuder ni vidareutbildningar eller kurser till era anställda? 

Finns något belöningssystem inom företaget? 

 

Intern kommunikation 

Vilka sköter kommunikationen inom företaget? 

Hur kommunicerar du med dina anställda? Vilka kanaler används? 

Hur ofta kommunicerar ni med era anställda? 

Får olika anställda olika information? Hur ser man till att rätt anställd får rätt information? 

Hur mycket av all information som ledning har kommuniceras till anställda? Hur öppen är 
informationen (tex om 500 anställda måste varslas när och hur informeras de) 

Görs det undersökningar för att ta reda på om anställda får rätt information eller är nöjda 
med kommunikationen? 

Har ni haft problem med kommunikationen någonsin? 
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8.2 Appendix 2: English Version of Questions for Göran Kro-
na 

For Göran Krona 

Tell us about your background and how long have you worked for Riksbyggen? 

Corporate identity 

Has Riksbyggen changed while you have worked here? 

Do you know if Riksbyggen always has had the same profile with similar values and simi-
lar? 

What is Riksbyggen‟s goals, visions and values? 

Are Riksbyggen‟s values communicated within the company? 

Are you doing something to establish the values in the daily work? 

 

Internal marketing 

How do you market the company to your employees? 

How do you motivate your employees? Is it important that they are motivated to do their 
job the best they can? 

Do you offer any supplementary training? 

Are there any reward systems? 

 

Internal communication 

Who are responsible for the communication within the organization? 

How do you communicate with the employees? Which channels are used? 

How often? 

Do different employees get different information? 

How much of all information is communicated to the employees? How open is the infor-
mation? 

Do you research whether the employees get the right information and if they are content 
with the information? 
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8.3 Appendix 3: Questions for Employees Swedish Version 

Frågor till anställda 

Berätta om dig själv 

Företagsidentitet 

Vad står riksbyggen för enligt dig? 

Vad är företagets vision, mål och värderingar? 

Fick ni någon information om vad företaget står för när ni anställdes? Pratas det någonsin 
om företagets värderingar och så vidare? 

Märks företagets värderingar i det dagliga arbetet? 

 

Intern marknadsföring 

Gör företaget något för att motivera er? 

Erbjuds vidareutbildningar inom företaget? 

Känner ni att det finns möjlighet att avancera karriärmässigt inom Riksbyggen? 

Belönas ni för extra välutfört arbete? Finns något belöningssystem inom företaget? 

 

Internkommunikation 

Hur får ni information från företaget? 

Hur ofta? 

Måste ni ofta aktivt söka informationen genom att till exempel gå in på ett intranät eller 
kommer informationen oftast i e-mail eller liknande? 

Hur tycker ni att den fungerar, får ni all information som behövs för att sköta ert jobb? 

Känner ni att ni får information i tid eller känns det någonsin som att företaget inte ger er 
all information som de har just då (till exempel om företaget måste varsla 500 anställda får 
ni reda på det så fort de bestämt det eller mörkas det så länge som möjligt?) 

Är informationen lättförstådd? 

Har företaget använt samma kanaler så länge ni arbetat där? 

Vad fungerar bra och vad fungerar mindre bra? 

Är det lätt att föra en dialog med era överordnade? Kan ni lätt få kontakt med dem? 
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8.4 Appendix 4: English Version of Questions for Employees 

Questions for employees 

Tell us about yourself and how long you have worked at Riksbyggen? 

Corporate identity 

What does Riksbyggen represent for you? 

What is the company‟s goals, vision and values? 

Did you recieve any information of what the company stood for when  

Can the values be noticed in the daily work? 

 

Internal marketing 

Is the company doing anything to motivate you? 

Is there any supplementary training in the company? 

Do you feel that there is a possibility to advance career wise at Riksbyggen? 

Are you rewarded for extra well done work? Are there any bonus systems? 

 

Internal communication 

How do you get information from the company? 

How often? 

Do you have to actively search for information? 

How do you think it works? Do you get all the information that you need to your job? 

Do you feel that you get the information in time or does it ever feel that the company does 
not give you all the information that they have at the moment? 

Has the company used the same channels as long as you have worked there? 

What works well and what works less good? 

Is it easy to have a dialogue with your superiors? Is it easy to get in contact with them? 


