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Preface 

The creation of this thesis started with curiosity about the subject employer branding. As this 

is the final task before graduating from the International Business program at Luleå 

University of Technology in the year of 2013, we wanted to gain more knowledge about 

something we found very interesting and that might give us opportunities in the future. We 

wanted to see how an organization is working with employer branding in real life to get a 

better understanding of the subject. We were also curios about if there are any other elements 

when attracting and retaining employees that was not brought up in previous research. The 

incitement with the thesis is to see how employer branding works in real life. We have 

received a better knowledge and understanding regarding how to use employer branding when 

attracting and retaining employees in organizations. During this time we have learned many 

new things and also had a fun and developing time.  
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Abstract 

Today it becomes more and more important for organizations to attract and retain the 

employees they want. It is not only products, services or organizations that should be branded 

but the organization as a workplace as well. Organizations have to brand themselves as a great 

place to work at in order to raise possible applicants to fill positions. As many organizations 

are competing for the most talented employees it is more important to attract and even more 

important to retain those who are already within the organization. We find it not only 

 interesting to get a better understanding of how organizations use their employer brand to 

attract potential employees but also how they use it to retain their current employees, which is 

also the purpose of this thesis. The extent of this thesis is to find out what values that are of 

importance for organizations when branding themselves to potential and current employees.  

 

Previous research shows that there are some important values that organizations should work 

with to strengthen their employer brand. They need to work with their employer brand in 

order to attract and retain employees, as it will give them benefits when doing so. For this 

thesis a case study was conducted with three participants from an organization. They gave us 

valuable data on how they work with the values found in previous research in terms of 

strengthen the employer brand. These values were asked about in interviews, they were also 

asked to add if they worked with anything else in terms of their employer brand.  

 

  



 
 

Sammanfattning 

Idag blir det mer och mer viktigt för organisationer att attrahera och behålla de personer de 

vill ha. Det är inte bara produkter, service och organisationer som ska varumärkas, utan även 

organisationen som en arbetsplats. Organisationer måste varumärka sig som ett utmärkt ställe 

att jobba på, vilket kommer leda till att antalet möjliga sökande till olika positioner kommer 

att öka. Eftersom många organisationer tävlar mot andra om de mest talangfulla personer, är 

det väldigt viktigt att attrahera och dessutom ännu viktigare att behålla de anställda man redan 

har. Vi anser att det inte bara är intressant att få en bättre förståelse för hur organisationer 

använder sig av sitt employer brand för att attrahera potentiella anställda, utan även hur de 

använder sig utav det när det ska behålla sina nuvarande anställda, vilket även är syftet med 

denna uppsats. Omfattningen av denna uppsats är att ta reda på vilka typer av värden som är 

viktiga för organisationer när de marknadsför sitt varumärke mot potentiella och nuvarande 

anställda. 

 

Tidigare forskning visar att det finns några viktiga värden som organisationer borde arbeta 

med för att stärka sitt employer brand. De måste jobba med och förbättra sitt employer brand 

för att attrahera och behålla anställda då det kommer ge dem fördelar. I denna uppsats 

utfördes en fallstudie med tre deltagare från en organisation. De tillförde värdefulla uppgifter 

om hur de själva jobbar med de värden hittade i tidigare forskning angående stärkandet av 

deras employer brand.  Deltagarna intervjuades angående dessa värden samt om de hade 

några andra värden som de jobbar med gällande deras eget employer brand.  
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1. Introduction 
In this chapter the background of employer branding is presented along with our problem 

discussion. The background and importance of employer branding when recruiting potential 

employees and retaining them has lead us to the purpose of this thesis, along with our 

research questions that are going to be investigated. Furthermore, we will also describe the 

limitation and finally, explain the outline of this thesis.  

 

The following statement; “to have satisfied customers, the firm must also have satisfied 

employees'', clarifies the relevance of the employees in the organization and that the first step 

towards gaining success is to take care of the employees (George, 1977).  

 

Nowadays employer branding becomes more and more important in order to reach employee 

satisfaction and employee identification within and for the organization (Schlager, Bodderas, 

Maas & Cachelin, 2011). According to McKinsey & Co (2001) organizations today find it 

difficult to attract and retain potential employees since the demand of jobs is higher than the 

supply. It is important to reach advantages in today’s competitive markets and organizations 

need right people and talent on the right places (McKinsey & Co, 2001).  

 

1.1 Background 
In this part the background of the concept employer branding is going to be presented.  

 

A research done by Hewitt Associates LLC (2009) with 5 000 organizations in 60 different 

industries in over 50 markets show the benefits of being a “best employer”. The research 

resulted in four vital benefits; higher engagement scores, reduced turnover of employees, 

larger talent pools and business results. These benefits show that the best employers have 

emotional and intellectual engagement from its employees, they get twice as many applicants 

per employee and are 78 percent more productive and 40 percent more profitable than other 

organizations (Hewitt Associates LLC, 2009). There will be an increasing war for talent since 

the importance of putting the right person on the right place and make quick decisions in fast 

moving and changing environments are increasing (McKinsey, 1998).  
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Additional reason to use employer branding other than just the creation of identification and 

satisfaction of the employees (Schlager et al., 2011), is the other benefits that rise for both 

employer and employees. Barrow and Mosley (2005) discuss different benefits regarding the 

employer brand such as lower costs, an increasing customer satisfaction and higher financial 

results. Through several surveys and studies by different organizations Barrow and Mosley 

(2005) find these as the major benefits from creating a strong employer brand. Furthermore, a 

strong employer brand throughout the organization will make the internationalization process 

easier when expanding abroad, where it is also important to use the most competent 

employees that can translate the brand and adapt to domestic needs in the best way (Barrow 

and Mosley, 2005). The corporate brand of an organization consists as of all other brands a 

personality; something potential and existing employees can associate and create 

identification with (Davies, 2008).  

 

1.2 Problem discussion 
Why do some organizations attract career seekers better than others? Why are some 

organizations a more desirable place to work at? At the moment Google is the world’s most 

desirable place to work at. A survey made by Universum (2012) on over 144 000 career 

seekers, in both business and engineering, resulted with Google as a winner. “Students are 

still attracted by Google´s relaxed and creative work environment, international atmosphere 

and innovative products. Google let the students know that they offer great benefits that are 

hard for other companies to match.” (Nylander, 2012). In other words, nowadays potential 

and current employees are looking for so much more than just a job.  

 

A journal article written by Schlager et al. (2011) describes and tests the relationship between 

the employer brand and employee attitudes. Today the relationship between employer and 

employee is important and will affect how the organization behaves and how alienage people 

define those (Vella, Gountas & Walker, 2009). We believe this is an interesting subject to 

investigate and get a better understanding of how a specific organization uses their employer 

brand. Three employees at an organization will be interviewed to see how they work with 

their employer brand. The answers will be linked together to see how they connect to the 

study.   
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1.3 The purpose of the research 
The purpose of this thesis is to investigate and get a better understanding of how organizations 

need to work with employer branding when attracting potential employees and then retaining 

them. This research will also show how an organization can use and work with employer 

branding when going international in order to attract and retain employees on foreign markets. 

The research questions of the thesis are the following:  

 

RQ1: How is employer branding used by an organization to attract potential employees? 

RQ2: How is employer branding used by an organization to retain current employees? 

 

1.4 Delimitation 
This study will focus on the values of employer branding, from the organization’s perspective 

of the relationship organization-customer. Focus lies in how organizations use employer 

branding to attract potential employees and the retaining of them. By focusing from the 

organization’s perspective we will gain better knowledge on how an organization use 

employer branding and how the values might occur.  

 

1.5 Outline of the thesis 
The outline of the thesis is being presented in the figure below.  

 

 

Figure 1: Outline of the thesis  
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2. Literature Review 
In the previous chapter a brief introduction with background, purpose and research questions 

were presented. In this part of the thesis, we will present previous research and studies that is 

relevant to the subject and to our research questions. We will discuss the concepts that are 

closely linked to employer branding together with our frame of reference.  

 

2.1 Branding 
The American Marketing Association defines a brand as a “name, term, sign, symbol or 

design, or a combination of them intended to identify the goods and services of one seller or 

group of sellers and to differentiate them from those of other sellers” (Lake, 2013). The aim 

with having a strong brand is not to differentiate the organization from competitors, but being 

the only one that provides the solution that the customer is looking for (Lake, 2013). From the 

beginning branding was used to differentiate tangible products from competitors, but over the 

years it has been used to differentiate people and organizations as well (Peters, 1999). 

 

“The package of functional, economic, and psychological benefits provided by employment, 

and identified with the employing company” (Ambler & Barrow, 1996). Ambler and Barrow 

(1996) gave the first definition of employer branding (Schlager et al., 2011) in a fieldwork of 

the topic. The paper aimed to estimate the “possible application of brand management 

techniques to human resource management” (Ambler & Barrow, 1996).  

 

To accomplish maximum performance within an organization the intangible asset 

“employees’ images and reputation of the company” needs to be nurtured (Ambler & Barrow, 

1996). Ambler and Barrow (1996) further write that this intangible asset is the organization’s 

brand equity in the minds of its employees in the same way as attitudes toward a product of an 

organization is for its customers. Backhaus and Tikoo (2004) states “employer brand equity is 

the desired outcome of employer branding activities”. The employer branding activities 

should lead to employee motivation and improved performance of the employees, which later 

on should lead to improved relationships with potential employees and strengthened the brand 

equity (Ambler and Barrow, 1996). 

 

 



The use of employer branding when attracting and retaining employees 
 

5 
 

 

Figure 2: Brand knowledge 

Source: Keller (1993) 

 

Brand equity within employer branding refers to the outcome of knowledge of the brand from 

existing and potential employees of the organization (Backhaus & Tikoo, 2004; Davies 2008). 

Backhaus and Tikoo (2004) write further that strong brand equity will drive the potential 

employees to apply for a job. The more attractive an organization is for their potential 

applicants, the stronger that organization’s employer brand equity is (Berthon, Ewing & Hah, 

2005). The brand equity mainly consists of two factors, awareness which is of consideration 

when attracting potential employees and image, which focuses on the current employees 

(Davies, 2008). Keller (1993) explains that brand awareness consists of the memory and 

recognition of the brand and brand image consists of the set of associations of the 

organization like e.g. strength and uniqueness. Brand equity seeks not to only attract potential 

employees but also to retain the current employees (Ambler & Barrow, 1996).  

 

To create brand knowledge organizations need to provide a marketing mix; product, price, 

place and promotion, that work in favor of potential employees (Keller, 1993). The stronger 

the marketing mix is the more positive brand equity will the organization have and also the 

attitudes toward the brand. Positive brand equity and awareness of the brand brings loyalty 

from the potential employee and will also affect the choice of brand (Keller, 1993). 

 

According to Ogilvy (1963) the company’s image is a very important asset for an 
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organization, as people do not buy a product or service, they buy a brand. The image is 

usually a type of personality that is supposed to fit to the considered target market. Previous 

surveys and research has shown that some parts of the corporate image, such as employees, 

will affect how the organization will behave and deliver their product or service to customers 

(Dowling, 1993). A favorable corporate image can also help organizations to recover from a 

bad run and increase sales together with the creation of customer loyalty, but also attract both 

potential employees and investors (Kim, Jeon, Jung & Jones, 2011). Brand image is said to 

have a positive influence on the brand equity and that corporate image can have a positive 

influence on the employment brand equity (Kim et al., 2011).  

 

Hatch (2008) talks about the fact that it is important that the employees are “living the 

brand”, and that they have to feel comfortable to express their feelings and thoughts within 

the organization, since that is what will form the corporate image. Furthermore, a strong 

strategic vision from the managers, a good organizational culture by the employees and 

positive image by stakeholders towards the organization will create the identity of the 

organization and a successful corporate brand (Hatch, 2008). 

 

2.2 The objectives of employer branding 
Sullivan (2004) defines employer branding as “a targeted, long-term strategy to manage the 

awareness and perceptions of employees, potential employees, and related stakeholders with 

regards to a particular firm”. The result of successful employer branding gives the 

organization e.g. an increasing reputation and exposure, coherence among its employees and a 

high number of applicants as the organization will be described as a great place to work at 

(Sullivan, 2004). These definitions say that clear brand management and employer branding is 

vital when retaining current employees and attracting new ones. Employer branding is 

strategically developed by managers and is consistent of thoughtful actions and values 

(Sullivan, 2004). The more desirable an organization is to its potential employees the stronger 

its employer brand gets (Berthon et al., 2005). To develop and create the most successful 

strategies for employer branding organizations need to use their greatest assets, which they 

have within the organization, the current employees (Schlager et al., 2011).  

 

If an organization’s employer brand personality is having a strong position on the market, it 

will contribute to a better employee loyalty (Davies, 2008), as the employee will have more 
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reasons to not leave the organization. The following hypothesis was stated by Davies (2008); 

“the stronger one or more aspects of the employer brand’s personality, the greater will be the 

perceived differentiation of the employer”, which also explains that a strong employer brand 

will contribute to an increased value for the employee and create a desire to stay in the 

organization. As mentioned before, this would mean that the organization would not need to 

replace any employees and therefore they can lower the recruiting costs (Barrow & Mosley, 

2005). Organizations that practice employer branding will have competitive advantages when 

recruiting and retaining employees since the competition of skills, experience and knowledge 

become more important (Moroko & Uncles, 2008). After attracting and retaining the 

employees you want to have in the organization you have to identify the values of the people 

so that they will come and work for you, instead of going to another organization (McKinsey, 

1998). 

 

Brand management is a key activity in many organizations since the brand is one of the most 

valuable assets they have (Backhaus & Tikoo, 2004). By putting the brand management as 

one of the most important objectives for an organization, it is possible for them to be a leading 

corporate brand among potential and current employees (McKinsey, 1998). Managers that are 

developing long-term marketing strategies for their brands have to keep in mind that the 

short-time strategies are well implemented in the minds of employees and customers. 

Therefore, it is important when managing the employer brand to make sure that the short-term 

branding activities goes well hand-in-hand with where the organization want to be in the 

future (Keller, 1993). It is common that organizations focus their brand strategy on products 

and corporate brands, but putting the focus on human resource management becomes more 

and more important and ordinarily (Backhaus & Tikoo, 2004). According to a qualitative 

research done by Moroko and Uncles (2008) it is significant that the human resources 

department and marketing department strategically work together to create the employer 

brand. Both functions within the organization need to communicate the same thing internally 

through communication and externally through product or service, corporate and recruitment 

promotion (Moroko & Uncles, 2008). Ambler and Barrow (1996) also suggests that the 

human resources department within the organization need to work close with the marketing 

department in order to build the employer brand since they both designate the identity for 

potential employees with the corporate brand.   
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2.3 Internal marketing 
It is noted that there is a high similarity between internal marketing and employer branding 

(Berthon et al., 2005). These two concepts are closely linked with each other as the internal 

marketing highlights the importance of the employee market (Papasolomou-Doukakis, 2003).  

 

There are many definitions of internal marketing, the concept has its roots with author Berry 

(1974) that stated the following; “Effective internal marketing, which would contribute to 

effective marketing would require financially rewarding personnel, management commitment 

to sales training and self-development revision of personnel transfer policies and a 

redefinition of management in terms of helping people to achieve through work”. Since then 

the definition has been developed and amended many times, but one important addition is; 

“viewing employees as internal customers, viewing jobs as internal products that satisfy the 

needs and wants of these internal customers while addressing the objectives of the 

organization” (Berry, 1981). Berry (1981) also states that internal marketing is so much more 

than just a tool in order to reach success for the organization. 

 

The employees of an organization is the first market that you should lay focus on (George, 

1990) which according to Berthon et al. (2005) means that the “employees are internal 

customers and jobs are internal products”. According to Nigel and Neil (1990) the base for 

each organization’s external strategy marketing is the internal marketing. The success of the 

organization is heavily dependent on its employees and their relationship to each other, but 

also their relationship towards the organization (Nigel & Niel, 1990). A strong internal 

marketing will affect how employee’s relationship, attitudes and behavior towards and within 

the organization will influence the behavior of the customers. If the employees are having a 

positive attitude towards their organization, it will influence positive on both potential 

employees as well as customers (Vella et al., 2009).  

 

2.4 Development of the values 
The values when attracting and retaining employees have been developed and modified by 

Berthon et al. (2005) and Schlager et al. (2011). They originally came from Ambler and 

Barrow (1996) whom presented three benefits that organizations should offer to their potential 

and current employees. The first benefit is the functional, which consists of developmental 
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and/or useful activities, secondly is the economic benefit, which includes material and 

monetary rewards and last the psychological benefit, which consists of feelings such as 

belonging, direction and purpose (Ambler & Barrow, 1996). These benefits are the ones that 

Ambler and Barrow (1996) present as the package that defines the employer brand. These 

values arise from the relationship between a brand and its users. They are also an exchange 

for the organization and their current and potential employees as they reach mutual benefits; 

an improved employer brand for the organization and desire to work at the organization for 

current and potential employees. The exchange of mutual benefits between the employee and 

the organization is to be nurtured as it is an essential part of the organization’s total business 

network. Maximized performance is one of the benefits that can be reached for the 

organization, if they nurture the intangible asset of their employees’ images and reputation of 

the company. In other words, this is the employer brand equity in the minds of the employees. 

As shareholders want to share their own end with organizations it is the same for employers 

when attracting and retaining employees. The return on investments in personnel, recruiting 

the best people, training them and developing them, can only be recovered if they stay long in 

the organization. (ibid) Ambler and Barrow (1996) suggests that factors such as awareness, 

trust and commitment that apply to the brands we buy is also possible to apply to the 

employer brand and that is how the organization should reach loyalty.  

 

2.4.1 Attract potential employees 
A research study on how to attract potential employees both extended and refined by Berthon 

et al. (2005) from Ambler and Barrow (1996) says that five values are vital when creating a 

good employer brand that can lead to positive attitudes from potential employees toward an 

organization or brand.  

 

The values mentioned by Berthon et al. (2005) are; social value, economic value, 

development value, interest value and application. These values together, if they are positive 

bring out positive employee attitude toward an organization and affect the attitudes from 

potential employees (Berthon et al., 2005). It is important that the values create identification 

for the potential employees with the organization (Schlager et al., 2011). The social value 

refers to how attracted a potential employee is to an employer that provides a fun and happy 

working environment, good collegial relationships and a team atmosphere. The economic 

value refers to how attracted a potential employee is to an organization in terms of above-
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average salary, compensation package, job security and the opportunities for promotion. The 

development value refers to how attracted a potential employee is for an employer in terms of 

recognition, self-worth and confidence, career-enhancing experiences and a springboard to 

future employments. The interest value refers to how interested an potential employee is to an 

organization in terms of exciting work environment, novel work practices and the ability to 

use creativity in order to produce high-quality, innovative products and services. Finally is the 

application value, which refers to how attracted a potential employee is to an organization that 

provides an opportunity to use and apply their knowledge and to teach others in a 

humanitarian and customer orientated environment. (Berthon et al., 2005) 

 

In an article written by Schlager et al. (2011) the authors adapted the values from Berthon et 

al. (2005) into a measurement suitable for current employees. In that investigation the interest 

value and application value were changed into diversity value and reputation value, which 

refers to interesting job characteristics and the reputation of an organization (Schlager et al., 

2011).  

 
2.4.2 Retain current employees 
A research study on how to retain current employees, both developed and expanded by 

Schlager et al. (2011) from another theory by Berthon et al. (2005) says that five values are 

vital when creating a good employer brand. This can lead to positive attitudes toward an 

organization when retaining current employees.  

 

The dimensions mentioned by Schlager et al. (2011) are; social value, economic value, 

development value, diversity value and reputation value. These dimensions together, if they 

are positive, will bring out positive employee attitude and affect the attitudes from current 

employees. It is important that these values create identification and satisfaction for the 

current employees with the organization. The social value refers to strong team spirit, 

competent co-workers, friendly relationship amongst individual co-workers and a respectful 

environment. The economic values consist of good salary, fair number of vacation days and 

reasonable retirement benefits. The development values consist of personal development 

within the organization by good training opportunities, an empowering environment and good 

mentoring culture. The diversity value consists of the tasks performed, that they are various, 

challenging and interesting. At last the reputation of the organization is important; that it is 

good to have on a resume, well-known products and a good reputation among friends. (ibid)   
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2.5 Frame of reference 
So far the background of this study has been presented along with theories and previous 

research within the area. To see which theories best suits the study they have been analyzed to 

be presented in this part of the thesis. By analyzing the theories, the frame of reference can be 

created with the aim to answer the research questions in the best way. The frame of reference 

will now be presented together with each research question. 

2.5.1 RQ 1: How is employer branding used by an organization to attract potential 

employees? 

The first research question aims to see how an organization uses their employer brand to 

attract potential employees. In order to answer research question one the theory developed by 

Berthon et al. (2005) is going to be used. This theory shows what values need to be 

considered when an organization is creating their employer brand to attract potential 

employees. The theory brings up the social value, economic value, development value, 

interest value and application value. These values together are important when creating a 

strong employer brand aimed to attract potential employees (Berthon et al., 2005). Since the 

theory focuses on how to attract potential employees it is suitable for research question one. 

We chose to rely on this theory for research question one since it is relevant for organizations 

when creating their employer brand in order to attract potential employees. The study is also 

up to date which makes it beneficial to use. In order to attract potential employees, focus lies 

in offer the values presented in the theory to potential employees. 

 

 

 

 

 

 

 

 



The use of employer branding when attracting and retaining employees 
 

12 
 

Berthon et al. (2005) says that these are the values to use when attracting potential employees: 

Table 1: Attract potential employees 

 

 

2.5.2 RQ 2: How is employer 

branding used by an 

organization to retain current 

employees? 

The second research question 

aims to see how an organization 

uses their employer brand to 

retain current employees. In 

order to answer research question 

two the theory developed by 

Schlager et al. (2011) is going to 

be used. The theory brings up, 

just as Berthon et al. (2005) 

social value, economic value and 

development value. In order to create a theory more suitable to retain current employees they 

removed the interest value and application value and instead added the diversity value and 

reputation value. These values are used to create a strong employer brand for organizations to 

retain their current employees (Schlager et al., 2011). We chose to rely on this theory for 

research question two because it is relevant when organizations create their employer brand in 

order to retain current employees. The article is also up to date because it was recently written 

which makes it beneficial for us to use.  

 

 

 

 

 

Attract potential employees 

 

Social value Fun and happy work 

environment 

Good collegial relationships 

Team atmosphere 

Economic value Above-average salary 

Job security 

Opportunities for promotion 

Compensation package 

Development value Recognition, self-worth and 

confidence 

Career-enhancing experiences 

Springboard to future 

employments 

Interest value Exciting work environment 

Ability to use creativity in order 

to produce high-quality, 

innovative products and services 

Novel work practices 

Application value Opportunity to use and apply 

knowledge 

Teach others 
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Schlager et al. (2011) say that these are the values to use when retain current employees: 

Table 2: Retain current employees 

Retain current employees  

 

Social value  Competent co-workers 

Friendly relationship amongst 

individual co-workers 

Respectful environment 

Strong team-spirit 

Economic value Good salary 

Fair number of vacation days 

Reasonable retirement benefits 

Development value Empowering environment 

Good training opportunities 

Good mentoring culture 

Diversity value Challenging tasks 

Broad variety of tasks 

Interesting and diversified job 

characteristics 

Reputation value Well-known products 

Good reputation of the company 

among friends 

Good brand to have on one’s 

résumé 

 

On the next page the similarities between attracting and retaining employees will be 

presented. 
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Table 3: Similarities between attracting and retaining employees 

Attract potential employees Similarities Retain current employees 

Social value Fun and happy 

work 

environment 

Collegial relationships 

and team-feelings 

Competence 

and respect 

Social value 

Economic 

value 

Insurances, 

promotion 

Importance of salary, 

compensations such as 

vacation and 

retirement 

Good salary, 

fair number of 

vacation days, 

reasonable 

retirement 

benefits 

Economic 

value 

Development 

value 

Recognition, 

self-worth, 

confidence. 

Cereer-

enhancement. 

Springboard to 

future 

employments 

The opportunity to 

develop both within 

and outside the 

organization 

Empowering 

environment. 

Training 

opportunities. 

Good 

mentoring 

culture 

Development 

value 

Interest value Exciting work 

environment. 

Creativity, 

innovation. 

Novel work 

practices. 

Employees should 

never have to do the 

same task day in and 

day out. They need 

something exciting 

Challenging 

and broad 

variety of 

tasks. 

Interesting, 

diversified job 

characteristics 

Diversity value 

Application 

value 

Use and apply 

knowledge. 

Teach others. 

No similarities Well-known 

products. 

Good 

reputation 

among 

friends. Good 

brand to have 

on résumé. 

Reputation 

value 
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3. Methodology 

In previous chapter we discussed concepts that are closely linked to employer branding. In 

this chapter the methods that we have chosen to use in our research will be presented. We will 

discuss our research purpose, approach and strategy. The different approaches and strategies 

used to collect data in the most effective and reliable way will also be described. 

 

To gain knowledge and understanding of the concept employer branding we started by 

reading different theories. We found information and theories in several different journal 

articles. We then searched for articles and studies relevant for our study, on how organizations 

attract potential employees and retain current employees. We have also read about other 

concepts that are relevant to our thesis, such as internal marketing, human resource 

management and branding. In our research we have searched for articles in the databases 

Primo and Google scholar. In the development of our method we have used the books 

Företagsekonomiska forskningsmetoder (2003), Research methods for business students 

(2009), Qualitative research methods for the social sciences (2004), Case study research 

(1994) and Företagsekonomisk metodlära (1994). 

 

3.2 Research purpose 
Exploratory, descriptive and explanatory are the three research purposes that can be used 

when gathering information (Saunders, 2009). Exploratory is used to discover new insights 

and happenings, descriptive is used to find and describe overall patterns and explanatory is 

used to understand relationships (Saunders, 2009).  

 

The purpose of this thesis is exploratory. The objective of exploratory research is to gather 

information to give insight on what is happening (Saunders, 2009). We think this suits the 

thesis since we are going to look at how an organization uses employer branding to attract and 

retain employees and also what they do to attract potential employees and to retain current 

employees. When having the semi-structured interviews the answers might give new insights 

to the values and how the organizations use them. According to Saunders (2009) semi-

structured interviews might discover new insights and happenings. 
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3.3 Research approach  
There are two different types of research approaches; qualitative and quantitative. For our 

thesis we have chosen to use a qualitative approach. The choice of doing interviews is mainly 

to get a deeper understanding of how one organization is using employer branding to attract 

potential employees and retain current employees. It has also been chosen to give the 

interviewees the ability to change direction in the questions to get a better understanding of 

what is most important for them.  The qualitative interviews are going to be semi-structured 

and based on the frame of reference due to answer both research questions. The point with 

using semi-structured interviews is that it is possible to ask supplementary questions and 

control the interview to what is important for the interviewee. There is no need for the 

questions to be asked in the same order as the interview guide. (Bryman & Bell, 2003) 

 

3.3.1 Deductive 

Based on the fact that our concept, employer branding, is quite well researched over a short 

period of time and there are already existing information, theories and definitions, together 

with the circumstance that this thesis have a time period of around ten weeks, we believe that 

using a deductive approach is wise. The deductive approach is known as a scientific research, 

which means that we are going to compare our research questions and the data we have 

collected with the existing theories (Saunders, 2009). The approach is used when there are a 

lot of literature and research to develop a theoretical framework and hypotheses from (ibid). 

 

3.4 Research strategy 
According to Yin (1994) there are five different types of research strategy; experiment, 

survey, archival analysis, history and case study. The choice of which strategy that should be 

used are affected by three aspects; form of research question, control over behavioral events 

and focus on contemporary events. 
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Table 4: Relevant Situations for Different Research Strategies 

Strategy Form of research 

question 

Requires control 

over behavioral 

events? 

Focuses on 

contemporary 

events? 

Case study How, why No Yes 

Source: Adapted from Yin, 1994, p.6 

 

The research strategy for this thesis is a case study, a within-case study as the targeted 

respondent is one organization. A case study has a clear advantage in situations when “a 

“how” or “why” question is being asked about a contemporary set of events over which the 

investigator has little or no control” (Yin, 1994). Both our research questions, “How is 

employer branding used to attract potential employees?” and “How is employer branding used 

to retain current employees?” answer the question “how”. The choice of case study as the 

research strategy was affected by the focus on contemporary events and no control over 

behavioral events.  

 

Case studies are used to gather information about, in this case, an organization to get just 

enough information to effectively understand the operation and function of the subject (Berg, 

2004). Berg (2004) writes further that case studies might apply on individual persons, groups 

or whole communities and ranges from field studies to an interview with one person or group. 

By using a case study as the method data can be collected with the opportunity to pattern 

deviations not possible in other methods. Focus can be put on the overall picture described 

and explained by the study. The case study method has been used many times before, 

primarily within the areas of medicine, psychology, business and law to understand the 

relationship between studies and practice (ibid). 

 

3.5 Data collection method 

When collecting data there are two main techniques that can be used; primary and secondary. 

Primary data is the type of data collected specifically for the present research, which could be 

direct interviews, experiments and observations. Secondary data is data collected for previous 

studies or other reasons (Arbnor & Bjerke, 1994). This research will contain primary data 

only since we are using a case study with semi-structured interviews as the method. The 

interview questions used are going to be developed from previous research studies by Berthon 

http://tyda.se/search/technique?w_lang=en
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et al. (2005) and Schlager et al. (2011). Interviews should be done in such way that you could 

hear the respondent, preferably see them (Yin, 1994). All three interviews will be recorded in 

order to put down the empirical data in a better way as it is possible to listen to the interviews 

more than one time in order to ensure that nothing important is left out. Since two of the 

interviewees work in Stockholm the interviews will be conducted over telephone, one of the 

interviews will be held face-to-face. The benefit of having interviews face-to-face is that you 

can also observe the respondent in how the questions are answered (ibid). This increases the 

validity of the research, which will be fuller described later on. A strength with having 

interviews is that it is targeted; it focuses directly on the case study topic (ibid). The other 

strength is that the interview is insightful; it provides perceived casual inferences (ibid). There 

are also weaknesses with having interviews; it might bring bias due to poorly constructed 

questions, response bias, inaccuracies due to poor recall and the interviewee might give what 

the interviewer wants to hear (Yin, 1994). The interviews will be guided by us, using the 

interview guide. By guiding we can control the interview and ask complementary questions if 

the answers are given in such way.   

 

3.6 Sample selection 
The targeted respondent in this study is the organization Area of Excellence. Since we have 

chosen the participants using our judgment the sample selection is judgmental (Saunders, 

2009). We believe that the chosen participants were the best ones to answer our research 

questions, as they are all working on three different levels within the organization. This will 

show how well they communicate their employer brand throughout the organization. The 

interviewed participants are three employees, two males and one female, within Area of 

Excellence. They are working at three different levels within the organization. One of the 

males is the CEO of the organization, the other male is a recruitment consultant at one of their 

subsidiaries and have worked at the organization for two years and the female is a recruiter at 

a back office, doing research for the subsidiaries and have worked for the organization for six 

months.  

 

3.7 Subjective view 
According to Saunders (2009) the subjectivist view is “that customer service is produced 

through the social interaction between service providers and customers and is continually 

revised as a result of this”. The subjective view is the most relevant approach to this study as 
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it focuses on each individual customer's point of view and interpretation of their work 

environment and that people react differently to different situations (Arbnor & Bjerke, 1994). 

 

3.8 Data analysis 
When analyzing a case study there are two types of general strategies that are useful; relying 

on theoretical propositions and developing a case description (Yin, 1994). For this thesis the 

strategy of relying on theoretical propositions is chosen. According to Yin (1994) this is the 

more preferable research strategy since previous research and theories lead to the creation of 

the case study (Yin, 1994). Yin (1994) also suggests two types of how to analyze case studies; 

within-case analysis and crow-case analysis. In this thesis the within-case analysis is going to 

be used since the targeted respondent is one organization. The within-case analysis involves 

the comparison of data with previous research and theory. In this thesis focus has lied on 

finding the most relevant data for the research questions asked. By doing this the data 

collection plan can be shaped in such way that priorities have been given to the relevant 

analytic strategies (ibid). In other words the case study is created from already existing 

theories and studies that have reflected on our data collection plan that will be compared with 

theory. Furthermore, this kind of strategy will focus on relevant data for the research and at 

the same time disregard less relevant data (ibid). When analyzing the data we are first going 

to present the data collected from each individual person, then we are going to put the data 

together to see if the organization as a whole is working with the value. If one interviewee 

answered that they are working with the factor or value then we are drawing the conclusion 

that the organization is working with it. If more than half of the factors within the value are 

not being worked with the organization is not working with the value, otherwise they do.  

 

3.9 Validity and Reliability 
In order to ensure reliability, some measurements need to be done to see if they constitute 

validity for the research done (Bryman & Bell, 2003). According to Yin (1994) there are four 

tests within the aspects validity and reliability that need to be considered. These tests are; 

construct validity, internal validity, external validity and reliability. Internal validity is 

however only relevant when doing an explanatory research. The tests are made to establish 

the quality of the research done (ibid).  

 

 



The use of employer branding when attracting and retaining employees 
 

20 
 

 

 

 

Table 5: Case Study Tactics for Four Design Tests 

Tests Case study tactic Phase of research in which 

tactic occurs 

Construct validity  use multiple sources 

of evidence 

 establish chain of 

evidence 

 have key informants 

review draft case 

study report 

 data collection 

 

 data collection 

 

 composition 

Internal validity  do pattern-matching 

 do explanation- 

building 

 do time-series 

analysis 

 data analysis 

 data analysis 

 

 data analysis 

External validity  use replication logic 

in multiple-case 

studies 

 research design 

Reliability   use case study 

protocol 

 develop case study 

data base 

 data collection 

 

 data collection 

Source: Yin, 1994, p.33 

3.9.1 Construct validity 

Construct validity is used to establish correct operational measures for the concepts being 

studied (Yin, 1994). To increase construct validity Yin (1994) suggests using multiple sources 

of evidence, establish a chain of evidence and have the case study report reviewed by key 

informants. In order to bring validity to this study interviews are being used. The theories in 

this study come from multiple different sources that the frame of reference is developed from 

which contributes to a chain of evidence that is easy to follow. Our supervisor has gone 

through the thesis consequently to give supervision.  

3.9.2 Internal validity 

Internal validity is not used in this thesis since it is not a causal (explanatory) study (Yin, 

1994). Internal validity refers to whether event x led to event y without being interpreted by 

an event z, which in the case will cause to fail the internal validity (ibid).  
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3.9.3 External validity 

Focuses on whether one case study is applicable to another similar one and has the same 

outcome (Yin, 1994). It is however hard to determine the external validity since single case 

studies offer poor generalization. The studies must be tested on several case studies where the 

same outcome should occur to make the case study accepted in larger scales (ibid). Since this 

study concentrates on three employees within one organization it is a rather small study and 

no generalizations will be made.  

 

3.9.4 Reliability 

The test lies within doing the same case study again following exactly the same procedures as 

described to get the same findings and conclusions (Yin, 1994). The reliability will minimize 

the errors and biases, but also enhance the credibility of this thesis (ibid). To ensure 

reliability, documentation throughout the case study need to be done so that external 

reviewers do not have to be suspicious (ibid). To ensure that this study is reliable case study 

protocol has been used so that the procedure of data collection can be easily followed. The 

analysis of the data collected will be presented in detail. In other words there is an interview 

guide that can be followed and when doing so the similar outcomes should occur.  

For this thesis the participants have been chosen in order to answer some questions but they 

have not been informed in detail what the thesis is about, only briefly. They have however 

asked to be sent the interview guide on forehand so that they can prepare to answer the 

questions. Two of the interviews will be in English since it is easier to ensure reliability in 

that way. However one of the participants asked to have the interview on Swedish so the 

interview guide needs to be translated and the empirical data of that interview need to be 

translated later as well. To ensure the reliability of the interview guide on Swedish the 

questions will be translated two times, first from English to Swedish and then from Swedish 

back to English again. This to make sure that the translation is done correctly without any 

misunderstandings whether the interview is on English or Swedish. This should not be a 

problem since the translation skills of the writers of this thesis are good; they have both lived 

in English speaking countries for a while and done a lot of studying within the subject of 

English.  
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4. Empirical Data 
In the previous chapter we presented the methodology that will be used. In this chapter our 

empirical data will be presented. Our data was collected by a qualitative case study with 

three interviews, one female and two male participants from the organization Area of 

Excellence. We will present the collected data by following the outline of our frame of 

reference.  

 

The first three values; social value, economic value and development value are common for 

both attracting and retaining employees. They were asked about those values first in the 

interview to cover both research questions. Later on in the interviews the interest value and 

application value were brought up to get a better understanding of how the organization use 

these values to attract potential employees and then the diversity value and reputation value to 

get a better understanding of how the organization use these values to retain current 

employees. The first three values were asked together, since they are similar but according to 

the frame of reference there are a few differences so the answers given concerning the 

research questions respectively will be presented below.  

 

4.1 RQ1: How is employer branding used by an organization to attract 

potential employees? 
In this part we are going to present the answers given in the interviews from our participants 

that answer to our research question one, regarding the different values. 

 

4.1.1 Social value 

The focus when creating a fun and happy work environment according to male one lies within 

finding employees that like to work together and want the same things. He also says that it is 

important that the employees feel that their work has a meaning and is important. The work 

becomes fun if you do good things; success creates fun and happy people. Male two talks 

about the importance of communication and have an open and relaxed climate where you can 

tell a joke once in a while and not only focus on results all the time. He also says that they 

have activities both outside and within office hours with for example creativity meetings 

where they brainstorm about their processes and delivery models over a good meal. 

According to the female participant, it is important to laugh and have fun with each other. She 

talks about the small things like taking coffee breaks, serving doughnuts or candy, or just talk 



The use of employer branding when attracting and retaining employees 
 

23 
 

about the weekend. It is important to push and show appreciation to each other; it has to be 

fun to work. 

 

Male one says that a lot of employees build up their collegial relationships by themselves, but 

he thinks trust and collaboration are really important. He believes that focus should lay on 

building a team where the people can trust each other, rather than individual players. Both 

male two and the female think communication is very important. Male two discuss further 

about the importance of knowing what is happening, what is expected of them and what is 

going on in the organization. For example having daily standard meetings where everybody 

gets a good idea about what everybody else is doing. In addition to communication, the 

female talks about responsiveness. She thinks it is important to listen to your employees for 

what they need and want to contribute to their development. By listening she can find out if 

there are any problems to be solved by how to and in what way maybe change things.   

 

Male one explains that to nurture the team atmosphere they usually have one meeting every 

month, but now they have them every week. From time to time they plan things, for example 

like taking the organization to Luleå. Most of the employees thought it were good and fun as 

well. He likes when the employees build up private relationships outside work and have fun 

with each other after work. Activities outside work have to be voluntarily because you cannot 

force people to have fun with other people after work. Male two says that they have both 

work related meetings and non-work related activities, within as well as outside office hours. 

They can go out and have a dinner, after-work or just a drink. Sometimes they have more 

relaxed activities in the office with maybe a snack or drink in the evening. The female 

participant talks about having different activities within the office such as breakfast meetings, 

taking a walk around the block and other different exercises. The exercises have brought back 

positive feedback and a positive spirit for everyone. They have also had a kick-off with the 

entire Stockholm office in Luleå. She is planning for an event in June with the Luleå office, 

maybe a summer party.  

 

4.1.2 Economic value 

The organization has market salaries, with raise on a yearly basis or if you change 

responsibility. They also work with a strategy that they call target salary, which is a fixed 

salary combined with bonus salary. The bonus depends on the target, for example if you 

achieve these goals you will achieve this amount of money. The female says that she thinks 
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the bonus part encourages the employees to not stop and be happy, but to work and develop 

and become better.  

 

All employees are insured in pretty good ways, but it is also up to the individual person to 

have negotiations with their closest manager. The insurances are not available for the students 

working at the Luleå Office. Regarding maternity leave, male one says that people get kids 

that they need to raise so of course they need to be able to be away for maternity leave, so the 

compensation package is rather good.  

 

As the company is growing the chances for promotion are rather big. They do not have any 

written down career plan, but if you are performing good, ready to receive more responsibility 

and another role, there is a very good chance to be promoted in the organization. The 

company is an entrepreneur company and when they are growing they can promote people 

and when a person has an individual idea they can promote them. He says that they do have a 

program called Excellence program that is starting up now with three people attending a 

twelve-month program to learn, adapt and absorb knowledge to become future leaders within 

the organization. Male two says that during his two years at the company they have never 

recruited for a management position only promoting already existing people in the 

organization. He also says that if you are performing good, ready to take more responsibility 

and another role there is a very good chance to be promoted within the organization. The 

female continues and says as the organization is growing there will be many new positions 

created. There are also a lot of opportunities within the organization as the ceiling of the 

organization is high. She says that she thinks if you are showing engagement and drive you 

will have a lot of opportunities but of course the opportunities should be marketed to 

everyone.  

 

4.1.3 Development value 

According to male one, when asking about coaching and supporting, it is important to make 

the employee feel confident. In that way he can help them with what to do and not tell them 

what to do, at least not in detail. By telling them what direction they need to go they can 

figure out the details by themselves and also give them some support by saying think in these 

terms and these ways. Male two talks more about the importance of communication. If 

someone is having a hard time or is confused about something, it is important to have such a 

relationship that they feel comfortable discussing what is on their mind. By having weekly 
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meetings they can have an ongoing continuously dialogue about what is going on and if 

someone is having a hard time with something. The female says that since there are almost 

only students working at the Luleå Office, education is important so the feeling of not being 

able to do the tasks you are given do not occur. She also thinks it is important to encourage 

and communicate, so that any doubts or questions can be answered. By handing in a weekly 

report she can help the employees with what they need help with the following week. She 

continues with that she has to make sure that the employees have all the information needed 

to do a great job. 

 

Career-enhancing experiences like responsibility are according to male one important since it 

develops people. With responsibility they develop their own skills and it puts pressure on 

them to search for knowledge to perform their job. He says that he thinks all people would 

like to try to have more responsibility but only one out of ten stays in the position since they 

do not think the time and work is worth it. Male two thinks it is important to try new things 

because if you do the same thing over and over you will after a few years be tired of it and 

also things changes. The female talks about the importance to always chase for something 

more, she thinks it is dangerous to not think that way. She says that one should always think 

that they could do it better, because if they do, they can get more responsibility and there are 

going to be more roads open. She also thinks that it is important to ask if someone wants a 

specific task to do if the opportunity rises, in that way the employee will have the ability to 

develop. 

 

The organization does not have any special plan regarding a springboard to future 

employments, but they are supportive of their employees. Male one and the female say that 

they are really supportive and encouraging towards their employees to try new things. For the 

many students that are employed, especially in the Luleå Office, it is great with life work 

experience if they do not choose to stay within the organization.  

 

4.1.4 Interest value 

Male two explains that he creates an exciting work environment by sharing responsibility, 

giving other responsibility and also challenge them to think outside the box and outside their 

comfort zone as this will help them grow within their role. The female says that the employee 

should feel that they are developing, but she also brings up the responsibility. She talks a lot 
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with the employees, and has long conversations together over breakfasts, as they should feel 

that it is fun to come to work as that will help them be more creative in their job. 

 

Male one does not believe that to be creative and innovative is important in all work, as their 

main job is to concentrate towards the task activities they have. But they can still run into 

problems and need to find new solutions that can be creative and innovative. They are also 

positive towards new things and that everyone has the right to influence on how they are 

working. Male two explains that the organization have “creative meetings” usually once a 

month, where they talk about how they are working and what they can change and do better. 

The female participant also explains that she is really positive towards the fact that everyone 

should have the possibility to influence how they are working, and she makes sure that she 

asks the employees what they think, and what their thoughts are regarding different things, 

even if it is small changes.  

 

All the participants were a bit unsure about the question on how the organization adopt novel 

work practices, and did not exactly now how to answer as they did not have any specific 

routine. Male one has a plan to start so called “collaboration groups” which he explained as to 

work in a changing environment. You will each weekly change desk, sit with new and 

different people and work with different tasks. That will at the same time force the employee 

to collaborate with other people and create a changing work environment. Male two said that 

some employees are consultants and already work with different assignments at the same 

time.  As the organization has merged into one from four different ones it will become easier 

to encourage people to work with different tasks.  

 

4.1.5 Application value 

The organization has something called “creative meetings” with the purpose to share 

knowledge and information with each other from life, previous work experience and/or 

school. Partly because it is interesting and you get to know your colleagues better but also so 

it can be applied within the organization if possible. The organization does not have any 

specific program for it, but all three participants told us that they try to encourage and help the 

employees to both see and absorb knowledge. The female participant explained that she 

believes that it is important to ask the employees if they have any ideas or activities that they 

can use and apply in the organization and that they are open towards new things and that 

nothing is impossible.  
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4.2 RQ2: How is employer branding used by an organization to retain 

current employees? 
In this part we are going to present the answers given in the interviews from our participants 

that answer to our research question two, regarding the different values. 

 

4.2.1 Social value 

Male one says that they usually have a meeting every month, but now they have them every 

week. From time to time they plan things like taking the company to Luleå. Most of the 

employees thought it were good and fun as well. He likes when the employees build up 

private relationships outside work and have fun with each other after work. Activities outside 

work have to be voluntarily because you cannot force people to have fun with other people 

after work. Male two says that they have both work related meetings and non-work related 

activities within as well as outside office hours. They can go out and have a dinner, after-work 

or just a drink. Sometimes they have more relaxed activities in the office with maybe a snack 

or drink in the evening. The female talks about having different activities within the office 

such as breakfast meetings, taking a walk around the block and other different exercises. The 

exercises have brought back positive feedback and a positive spirit for everyone. They have 

also had a kick-off with the entire Stockholm office in Luleå. She is planning for an event in 

June with the Luleå office, maybe a summer party.  

 

Male one says that you want people with high ambition, you want them to be smart and you 

want them to be competent. It is important with competent co-workers but it is more 

important to hire people with high ambitions. If they have high ambitions we can teach them 

what to do. Both male two and the female agree on that it is important with competent co-

workers. Male two talks about the co-workers as the brains and without them there would not 

be a company. He also says it is extremely important with motivated and driven colleagues 

that want to be in the office and want to work with what they are doing. If you like what you 

are doing you will be good at what you are doing. The female also says that rather than being 

competent it is more important at the Luleå office to have people with a go-spirit that want to 

develop and are interested. When asked how they make their employees feel competent in 

their work the words confident, encouraging and communication came up and were explained 

as more important. They all discussed that if you use communication and encourage your 
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employees, it will make them feel confident in their position and if they feel that, it will 

increase their knowledge and therefore make a good job.  

 

4.2.2 Economic value 

The organization has market salaries, with raise on a yearly basis or if you change 

responsibility. They also work with a strategy that they call target salary, a fixed salary 

combined with bonus salary. The bonus depends on the target, for example if you achieve 

these goals you will achieve this amount of money. The female says that she thinks the bonus 

part encourages the employees to not stop and be happy but to work and develop and be 

better.  

 

Male one says that the average age at the company is below 30 so he has not given the 

retirement leave any thought yet. According to all three interviewees all full time employees 

get holiday 30 days per year. The employees can decide when they want to take their holiday 

and according to the female it is a real privilege to have one more week than the average 

Swede.  

 

4.2.3 Development value 

Male one says that they do not have a written down career plan or program for their 

employees, like big organizations might have. The company is an entrepreneur company and 

when they are growing they can promote people and when a person has an individual idea 

they can promote them. He says that they do have a program called Excellence program that 

is starting up now with three people attending a twelve-month program to learn, adapt and 

absorb knowledge to become future leaders within the organization.  Male two says that 

during his two years at the company they have never recruited for a management position 

only promoting already existing people in the organization. He also says that if you are 

performing good, ready to take more responsibility and another role there is a very good 

chance to be promoted within the organization. The female continues as the organization is 

growing there will be many new positions created. There are also a lot of opportunities within 

the organization as the ceiling of the organization is high. She says that she thinks if you are 

showing engagement and drive you will have a lot of opportunities but of course the 

opportunities should be marketed to everyone.  

 

The organization has an on boarding program for newly hired people that are running for four 
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to six weeks, which include basic training. They also have the Excellence program as 

mentioned before, where you get a mentor within the organization if you are selected in the 

program. According to the three participants, the organization does not have any external or 

internal support, such as mentoring to offer to their employees. But the female says that if the 

question for it should rise, she thinks that it should not be any problem to arrange it.  

 

4.2.4 Diversity value 

All three participants believe that their employees get to work with various tasks, as long as 

the employee will be able to achieve the goals to 100 percent. As some of the employees in 

the organization works as consultants they have a lot happening all the time and many things 

to do. Important to point out is that all these decisions are 100 percent individually based and 

that they always adapt differently depending on what each individual can handle and are 

asking for. 

 

Regarding challenging tasks, male one states the following quote; “life begins at the end of 

your comfort zone”. He believes that by getting more customers it will create new situations 

and give the employees new responsibility, which will challenge them. The female participant 

are using the technique of pushing and encouraging the employees to challenge themselves by 

giving them a goal to reach each day, that they are unsure of and maybe a bit uncomfortable 

of doing. If they are unsure how to do it she will help them by motivate, inspire, coach and 

guide them to develop them and give them confidence. Male two talks about the fact that they 

try to involve their employees in the different tasks they have, and in that way creating 

challenging and interesting tasks together with the employees so that they get to be apart of 

that, so that they just do not think that every decision is decided in the top. 

 

Male one says that he can diversify a job by changing a task just a little bit. But at the same 

time, even if you have been doing the same thing for years, you do not really have to change 

something as it each day will pop up something new and unforeseen and in the end you will 

be good at many things anyway. The female says that she usually can ask the employees what 

they would like to work with and at the same time make sure that they are getting a little bit of 

everything as it will take them outside their comfort zone.  
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4.2.5 Reputation value 

When asking about the importance of a well-known product or service, male one talked about 

that out of approximately 250 000 limited companies in Sweden, most people would only be 

able to write down around 40 of these companies, just because they have heard of them. He 

also said that there are companies with a great product or service but nobody will know about 

them, because it all depends on if we are able to nurture it well.  If you have marketed your 

brand well your customers will know who you are before you call them. Male two talks about 

the fact that if you have well-known product or service it will give you an advantage. The 

female participant believes that it is really important to have a well-known product or service. 

She had a hard time to relate to her current job but connected her thoughts to previous 

experiences and explained that a great product or service is more or less what is building the 

brand. She also pointed out that it is important to not forget the employees within the 

organization so that they have the same philosophy regarding the brand.  

 

All three participants believe and hope that the employees talk well about the organization. 

They all said that they think that their employees enjoy working at the organization. Both the 

male participants said that they believe that if their employees would not be happy with where 

they work, they would not stay, as everyone wants to be proud of their workplace and 

otherwise find another place. According to the female participant she always tells the 

employees that they have to come and talk to her if there is something. It gives them the 

chance to solve it together in order to create a good work environment so that the employees 

want to stay.  

 

According to both male participants they believe that their organization is great to have on 

their employees’ résumés, even though the organization is not very well known right now 

since it is fairly new. They said that it could be an advantage if you are coming from a fairly 

small entrepreneurial organization, rather than from a large organization such as e.g. Google 

because you have probably had more responsibility and the chance to develop within the 

organization.  

 

4.3 Other elements than in the frame of reference 
They all talk about the importance of wanting to do something meaningful. When starting an 

organization from the ground it will be both some good years and bad years, it will be a 
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journey and the employees will grow as persons. The employees will be able to change and 

influence more than in a large organization as well as it makes it easier to connect closer with 

each individual employee. It will create a great team feeling and in the long run, that could be 

the reason to stay within the organization in the future. 
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5. Data Analysis 

In this chapter the empirical data presented in the previous chapter will be compared to the 

frame of reference that was presented in chapter two. The case analysis is done to see how 

well the empirical data matches the theory of the frame of reference. 

 

As stated in the chapter of methodology there are two types of general strategies that are 

useful; relying on theoretical propositions and developing a case description (Yin, 1994). The 

data presented is being compared to theory, which relies on theoretical propositions.  

 

5.1 RQ1: How is employer branding used by an organization to attract 

potential employees? 
The frame of reference for research question one is based on the theory of Berthon et al. 

(2005). 

The organization as a whole supports the theory of working with the values to attract potential 

employees. There is however some data that only support theory to some extent on an 

individual level when interviewing the participants.  

 

The data collected about social value and application value support Berthon et al. (2005) 

theory. All participants in the case agreed on that the environment at work should be fun and 

happy. Even though they create it in different ways they agreed on the question. They also 

support the theory in terms of having good collegial relationships where communication is the 

key. To create the relationships they have meetings so that everybody knows what is going on 

and happening. Some of the relationships are built up outside work, which is good but it is 

important to keep in mind that you cannot force people to participate in activities outside 

work. Communicating and having good collegial relationships the team nurture atmosphere. 

According to one participant it is important to hire people that want to work in teams.  

 

The data of application value also supports the theory of being able to use and apply 

knowledge and teach others what you know. Even though they do not have a special program 

of how to use and apply knowledge they of course encourage their employees to both see and 

absorb knowledge. One of the participants in the case said that they read books to keep up 

with development and tell the others what they have read. They are open to ideas and 

activities they can use and apply in the organization, as nothing is impossible.  
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The economic value, development value and interest value by Berthon et al. (2005) is 

supported by the data collected to some extent. The economic values; above-average salary, 

opportunities for promotion and compensation packages are values that support the theory. 

They do however only offer job security such as insurance to some extent. Their employees 

are insured in pretty good ways, but it is up to the individual person to have negotiations with 

their closest manager.  

 

The development value consists of confidence, career-enhancing experiences and springboard 

to future employments (Berthon et al., 2005). The data collected about confidence and career-

enhancing experiences support the theory. The organization does not have any special plan 

regarding to be a springboard for future employments. As they encourage their employees to 

try new things, it supports the theory in some extent.  

 

According to Berthon et al. (2005) the interest value consists of exciting work environment, 

creativity and innovation and novel work practices. The data collected in the case support the 

theory about having an exciting work environment. The data collected by one of the males 

and the female, supports the theory about being creative and innovative. The other man said 

that he did not believe that creativity and innovation is important in all work since the main 

job is to concentrate on the specific task activities they have. However, the data supports the 

theory to some extent since he also said that if they run into problems and need to find 

solutions that might be creative and innovative. The data collected about novel work practices 

support the theory of Berthon et al. (2005) to some extent. All participants were a little bit 

unsure about novel work practices since they do not have any specific routine for it. However, 

one male participant said that he is planning to start collaboration groups where the 

employees get to work in a changing environment with both different people and tasks.  
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Table 6: Data display RQ1 

Symbols: + Collected data supports theory 

- Collected data does not support theory 

# Collected data supports theory to some extent 

Theory Male 1 Male 2 Female Organization 

Social Value + + + + 

 Fun and happy + + + + 

 Good collegial 
relationships 

+ + + + 

 Team atmosphere + + + + 

Economic value + + + + 

 Above average 
salary 

+ + + + 

 Job security 
(insurances) 

# # # 
 

# 

 Opportunities for 
promotion 

+ + + + 

 Compensation 
package 

+ + + + 

Development value + + + + 

 Confidence + + + + 

 Career-enhancing 
experiences 

+ + + + 

 Springboard to 
future 
employments 

# # # # 

Interest value + + + + 

 Exciting work 
environment 

+ + + + 

 Creativity and 
innovation 

# + + + 

 Novel work 
practices 

+ # # + 

Application value + + + + 

 Use and apply 
knowledge 

+ + + + 

 Teach others + + + + 



The use of employer branding when attracting and retaining employees 
 

35 
 

5.2 RQ2: How is employer branding used by an organization to retain 

current employees? 
The frame of reference for research question two is based on the theory from Schlager et al. 

(2011). 

The organization as a whole supports the theory of working with the values to retain current 

employees. There is however some data that only support theory to some extent on an 

individual level when interviewing the participants.  

 

All participants in the case support the theory regarding social value, diversity value and 

reputation value. The data collected about the theory of social value, consisting of competent 

co-workers, friendly relationship amongst individual co-workers, a respectful environment 

and a strong team spirit (Schlager et al., 2011), is supported by all participants as they think it 

is important for the organization. They work with this, by having work and non-work related 

activities both within and outside work. Competent co-workers are important since they 

compose the organization. In addition to having competent co-workers it is important that the 

employees are ambitious since they can always absorb knowledge. When having competent 

co-workers, a team atmosphere and friendly relationships among the employees it creates a 

respectful environment.  

 

All participants also support the diversity value consisting of various and challenging tasks 

and interesting and diversified job characteristics. The participants say that their employees 

get to work with various and challenging tasks and that they can create interesting and 

diversified job characteristics if needed. They can adapt the tasks differently depending on 

each individual employee in order to help them develop. The participants also state that they 

want to create challenging tasks outside the employee’s comfort zone, as it will push each 

individual to perform and do a better job.  

 

According to Schlager et al. (2011) the reputation value consists of three parts; well-known 

products or services, good reputation of the organization among friends and a good brand to 

have on one’s résumé. The data collected supports the theory, as all participants believe that a 

well-known product or service will contribute to an increase in sales, advantage against 

competitors as well as the building of the brand. Furthermore, the three participants think and 

hope that their employees talk well about the organization, as they otherwise would not work 
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for them. The reputation value, when retaining current employees, will reflect how well the 

employees are “living the brand” as the organization also has to see their employees as part 

of the brand.  

 

The economic value when retaining current employees consists of a good salary, having a fair 

number of vacation days and receiving reasonable retirement benefits (Schlager et al., 2011), 

which our data collected supports to some extent. The participants all agree on having a good 

salary and fair number of vacation days. They receive a market salary and also work with a 

target salary, which is a fixed salary combined with bonus salary. The number of vacation 

days per year is 30, which is 5 days more than the Swedish holiday law (Skatteverket.se) and 

is seen as a benefit for the employees. Regarding the retirement benefit, the data collected 

does not support the theory by Schlager et al. (2011), as none of the participants had any 

answer to give. One of the males explained that the reason could be the low average age, 

which is below 30, and therefore he had not given the retirement benefits any thought. Hence, 

the data collected for the economic value will only support the theory to some extent.  

 

Finally, the development value consisting of an empowering environment, good training 

opportunities and a good mentoring culture (Schlager et al., 2011) is supported to some extent 

according to the data collected. One of the males admits that the organization does not have 

any written down career plan for their employees, but they do encourage their employees to 

develop, which is also something both the other male and the female says. The organization 

have an internal program called Excellence, which runs for 12 months with the purpose for 

the selected ones to learn, adapt and absorb knowledge to become future leaders within the 

organization. All the participants admits that they do not offer any mentoring support to their 

employees, but the female says that if the question rise she thinks that it will not be any 

problem to organize.  
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Table 7: Data display RQ2 

Theory Male 1 Male 2 Female Organization 

Social value + + + + 

 Competent co-
workers 

+ + + + 

 Relationship 
amongst co-
workers 

+ + + + 

 Respectful 
environment 

+ + + + 

 Strong team-
spirit 

+ + + + 

Economic value + + + + 

 Good salary + + + + 

 Vacation days + + + + 

 Retirement 
benefits 

# # # # 

Development value + + + + 

 Empowering 
environment 

+ + + + 

 Training 
opportunities 

+ + + + 

 Mentors - - - - 

Diversity value + + + + 

 Challenging 
tasks 

+ + + + 

 Various tasks + + + + 

 Interesting and 
diversified job 
characteristics 

+ + + + 

Reputation value + + + + 

 Well-known 
products 

+ + + + 

 Good 
reputation 
among friends 

+ + + + 

 Good brand to 
have on résumé 

+ + + + 

Symbols: + Collected data supports theory 

 - Collected data does not support theory 

 # Collected data supports theory to some extent 
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6. Conclusion 

In this part of the thesis the conclusions found in the study will be presented. The research 

questions presented in chapter one will be answered to fulfill the purpose of this study; how 

organizations use their employer brand to attract and retain employees. Furthermore, we will 

discuss our implications for theory, practitioners, further research and finally our limitations. 

 

6.1 RQ1: How is employer branding used by an organization to attract 

potential employees? 
To be able to answer research question one we used a theory from Berthon et al. (2005), 

which includes five values that should be of consideration when attracting potential 

employees. These values are; social value, economic value, development value, interest value 

and application value which strengthens the employer brand for the organization. As stated 

earlier from previous research a good employer brand will give the organization benefits in 

terms of; higher engagement scores, reduced turnover of employees, larger talent pools and 

business results. These benefits shows that the best employers have emotional and intellectual 

engagement from its employees, they get twice as many applicants per employee and are 78 

percent more productive and 40 percent more profitable than other organizations  

 

Previous studies show that the values are important to work with when branding the 

organization as a great place to work at. The data collected in the case study shows that the 

social value and application value are important for the organization. The parts included in 

these values are worked with continuously. The interviewees said that it is important to have a 

positive team atmosphere with good collegial relationships and that their employees should be 

able to work with knowledge from previous studies if requested. This supports the theory of 

social value and application value. We found out that organizations that are successful create 

a fun and happy work environment. 

 

The other three values; economic, development and interest value was fully supported as a 

whole but some factors within the values were only supported to some extent. The 

organization offer good deals when it comes to salary, opportunities for promotion and 

compensation package including maternity leave and holiday. They do not have additional 

insurances for their employees other than what is requested by the law, which could affect the 

choice of organization for potential employees. It is up to the individual person to discuss 

with their closest manager if additional insurance is requested. It is however important to 
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know that employees in Sweden are insured, they have to be that according to the law. The 

culture in Sweden is also very different to other countries when it comes to insurances. In 

USA for example it is common to have a dentist insurance provided by the employer whereas 

in Sweden that is very uncommon. The organization also supports confidence and career-

enhancing experiences as it will develop their employees. Being a spring board to future 

employment is not something they have written down, but when asked about they said that 

they encourage their employees to try their wings. When it comes to having an exciting work 

environment the organization works with it continuously. The answers given about creativity 

and innovation and novel work practices were different. Creativity and innovation is not 

necessary in every work task but if an obstacle occurs it might be needed. As the organization 

is quite new the novel work practices is not necessary yet but they are about to start 

collaboration groups.  

 

Our study found that a good employer brand will increase applicants to the organization. By 

being a new organization on the market they can offer great benefits to their employees in 

terms of promotion opportunities. As the organization was not working with every part of the 

values they seemed positive to implement them when asked about it and gave ideas of how it 

might be possible.  

 

6.2 RQ2: How is employer branding used by an organization to retain 

current employees? 
In order to answer research question two we used the theory from Schlager et al (2011), which 

includes five different values when retaining current employees. Three of them were similar 

when attracting potential employees, which were social, economic and development value. 

Furthermore, the diversity and reputation value is added particularly when retaining current 

employees. A successful employer brand will create a good relationship between employer 

and employee and will reflect on how the employees behave towards customers and how an 

alienage person sees the organization. 

 

The data collected from the case study supports previous studies regarding the social, 

diversity and reputation value. All three participants supports the parts belonging to the social 

value and also explains that that is a value they spend a lot of time working with as they 

believe that it is important for the organization. Furthermore, the data collected supports the 

diversity value of creating challenging and various tasks, together with interesting and 
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diversified job characteristics. The participants say that it is a way of push their employees 

outside their comfort zone in order to develop, but at the same time is totally individually. 

Finally, all participants talked about the importance of the reputation value.  The data shows 

that the reputation value is vital and will determine if the employees enjoy working at the 

organization and want to stay. If not, the employees can easily talk negative about the 

organization and create a bad reputation.  

 

The economic and development value from previous studies were supported as a whole but 

some factors within the values were only supported to some extent or not supported at all. In 

the economic value the data collected fully supports the two parts including a good salary and 

fair number of vacation days, but only support the reasonable retirement benefits to some 

extent. None of the participants had any answer to give regarding retirement benefits, as they 

had not given this part any thought. One reason could be the low average age of below 30 

within the organization. In the future the average age will probably increase, which can create 

an obstacle when retaining the current employees. If the employees do not feel secure it can 

be difficult to keep them within the organization as they can switch to another organization 

that has a written down plan regarding retirement benefits. It is however important to know 

that according to Swedish law every employer is bound to pay retirement savings for the 

future for each employee, therefore this factor might be hard to work with in Sweden since it 

is obvious. 

 

Regarding the development value, our collected data supports the theory to some extent. Both 

empowering environment and training opportunities is fully supported as the participants 

think it is an important part of the organization. They want to help and encourage their 

employees to develop and to do a better job. Concerning a good mentoring culture neither the 

two males nor the female had anything to add, as they do not offer any type of mentor 

support. They only offer mentor support for the selected ones in their Excellence program. 

This can been seen as a negative flaw, as they probably will hire many students or newly 

graduated students that may need that kind of support. If they will not be offered it at their 

organization, they can turn to someplace else to receive it. The female did say that if the 

question regarding mentoring support rise, she thought that they probably could arrange it, 

which is a logical implication.  
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6.3 Implications for theory 
This thesis has been developed to see how an organization in Sweden is working with their 

employer brand, according to the frame of reference in order to attract and retain employees. 

The organization is working with all the values which support the theory. Therefore we have 

contributed to the area of employer branding in terms of that the data collected support 

previous research and theory. We did however find some things that the organization works 

with that was not in the frame of reference or previous research that we found interesting 

when attracting and retaining employees. The values in the frame of reference might be the 

core values organizations need to work with to strengthen their employer brand. But, as every 

organization is unique with its own personality, cultural differences and laws and regulations 

in different countries, organizations have to find additional values that are important for them 

or suitable for new markets when attracting and retaining employees.  

 

6.4 Implications for practitioners 

This study has given a better understanding of what values organizations should work with to 

strengthen their employer brand. According to previous research there are different opinions 

on who should be in charge of the employer brand of an organization. Therefore it is up to 

each organization to decide on who should work with their employer brand in order to do the 

best of it. Even though previous research shows that there are some values that should be of 

consideration when strengthening the employer brand it is important to know that very little 

research has been done, and that it can be more values added. Managers should look at their 

own organization for what is important for them and then adapt the values that will suit their 

organization the best. Every organization is unique and therefore our opinion is that every 

employer brand should be unique.  

 

6.5 Implications for further research 

As the information and research within the subject of employer branding is fairly limited it is 

hard to find relevant information to use. Employer branding is a new way to differentiate your 

organization from others than just having for example an interesting product. Previous studies 

show that there are different thoughts and opinions of which department within the 

organization should be in charge of the employer brand, mostly suggested marketing or 

human resources. All organizations have different personalities and because of that they 

should work with their employer brand differently. Furthermore, it is important to see one´s 
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employees as internal customers and create a good relationship with them as that is the first 

step to succeed. The organization in our case study uses the fact that they are a new 

organization and the possibilities within the organization as a rather big part of their employer 

brand. Being a new organization will take their employees on a journey that might not occur 

at big organizations that are already settled. There are also a lot of other different things that 

affect how organizations should work with their employer brand such as culture, different 

markets and different customers. Therefore further research within the area is needed.  

 

Nowadays, many organizations want to or have to go international, or are simply born global. 

In order to gain success on an international level the organization need to get their employees 

satisfied and happy to be working for them. In order for an organization to gain success on an 

international level they need to have a consisting employer brand and also know how to 

communicate it to each individual country that they operate in. We believe that each 

organization needs to find and explore their employer brand before going international. This 

will make the internationalization process much easier in terms of knowing how to work with 

the different values mentioned, in order to be as consistent as possible as it will help the 

organization to reach success. 

 

6.6 Limitations 
During the ten weeks we have been working on this thesis, we have not come a cross any 

large problem. However, one obstacle that can affect the conclusion of our thesis can be the 

fact that we were not able to have all three interviews face-to-face with the participants from 

Area of Excellence. We were only able to meet the female participant face-to-face and had 

telephone interviews with both the two male participants. Because of this we were only able 

to observe the female respondent in how she answered the questions, and neither of the males, 

which is something that can decrease the validity of the research. 
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Appendix 1 

Interview guide English 
 

Introduction 

We are writing our bachelor thesis about employer branding in International Business 

Administration at Luleå University of Technology. This interview guide will be used as part 

of our case study in the chapter of empirical data. The interviews will be recorded and 

investigated in order to get a better understanding of how organizations use employer 

branding to attract and retain employees. The thesis will be published in the databases of the 

University and will be reachable by the public.  

General 

Name:  

Organization: 

Job title: 

Short introduction about yourself in the organization (task/project): 

Education: 

Social Value 

 How do you create a fun and happy work environment? 

 What is important when creating good collegial relationship? 

 What kind of activities do you have with each other outside work, to create a good team 

atmosphere? 

 How important is competent co-workers? 

Economic Value 

 What is your strategy regarding salary (wage)? 

 What are your thoughts on job security, such as insurance? 

 What kind of opportunities for promotion are you able to offer to your employees? 

 What is your strategy regarding retirement, maternity leave and holidays? 

Development Value 

 In what way do you help your employees to feel confident in their position? 

 Why are career-enhancing experiences important? 

 How can your springboard to future employments be explained? 
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 What kind of career opportunities do you provide? 

 Do you have any internal education and training? 

 Do you provide your employees with any external or internal support, such as mentoring? 

Interest Value 

 How do you help your employees to be creative and innovative in their work? 

 In what way do you create an exciting work environment for your employees? 

 How do you adopt novel work practices in your daily work? 

Application value 

 In what way do you help your employees to create opportunities to use and apply 

knowledge?  

 What do you do to make your employees feel competent in their job? 

Diversity Value 

 Do your employees get to work with various tasks? 

 How do you create challenging tasks for your employees?  

 What are your strategies to create interesting and diversified job characteristics?  

Reputation Value 

 Please explain the importance of having well-known products or services? 

 Do you think your employees talks well about the organization to their friends?  

 Do you think that your employees believe that your organization is good to have on their 

résumé?  

 

Are there any other elements that you work with that are important for your organization 

when attracting and retaining employees? 
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Appendix 2 

Interview guide Swedish 

Introduction 

Vår kandidatuppsats om ”employer branding” är en del av kandidatexamen i internationell 

ekonomi vid Luleå tekniska universitet. Denna intervju guide ligger till grund för empirisk 

data i vår uppsats. Intervjuerna kommer att bli inspelade och undersökta i syfte att få en 

djupare förståelse av hur organisationer använder ”employer branding” för att attrahera och 

behålla anställda. Uppsatsen kommer bli publicerad i Universitetets databaser och finnas 

tillgänglig för allmänheten. 

General 

Namn:  

Organisation:  

Jobb titel:  

Kort introduktion om dig själv inom organisationen (projekt/arbetsuppgifter):  

Utbildning: 

Social Value 

 Hur skapar ni en rolig och glad arbetsmiljö?  

 Vad är viktigt att tänka på när man skapar en god relation mellan kollegor?  

 Vilka typer av aktiviteter har ni tillsammans utanför jobbet, för att skapa bra 

 ”team” stämning?  

 Hur viktigt är det att ha kompetenta medarbetare?  

Economic Value 

 Vad är Er strategi angående lön?  

 Vad är Era tankar angående anställningstrygghet t.ex. försäkringar?  

 Vilka möjligheter för befordran kan Ni erbjuda till era anställda?  

 Vad är Er strategi angående pension, mamma ledighet och semester?  

Development Value 

 På vilket sätt hjälper Ni era anställda att känna sig självsäker i sin position?  

 Varför är karriärhöjande (ex. ansvar) upplevelser viktigt?  

 Hur kan Er språngbräda till framtida anställningar förklaras?  
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 Vilka karriärmöjligheter kan Ni erbjuda?  

 Har Ni någon intern utbildning och träning?  

 Erbjuder Ni era anställda något externt eller internt stöd t.ex. mentorskap?  

Interest Value 

 Hur hjälper Ni era anställda att vara kreativa och innovativa i deras jobb?  

 På vilket sätt skapar Ni en spännande arbetsmiljö för era anställda?  

 Hur inför Ni nya arbetsmetoder i ert dagliga arbete? 

Application Value 

 På vilket sätt hjälper Ni era anställda till möjligheten att använda och tillämpa kunskaper 

från studier och tidigare arbetslivserfarenhet? 

 Vad gör Ni för att få era anställda att känna sig kompetent i sitt jobb?  

Diversity Value 

 Får Era anställda jobba med omväxlande arbetsuppgifter?  

 Hur skapar Ni utmanande arbetsuppgifter för era anställda?  

 Vad är Era strategier för att skapa intressanta och diversifierande jobbegenskaper? 

Reputation Value 

 Vänligen förklara vikten av att ha en välkänd produkt eller service? 

 Tror Ni att era anställda pratar gott om organisationen till sina vänner?  

 Tror Ni att era anställda tycker att organisationen är bra att ha på sitt CV? 

 

Finns det några andra faktorer som Ni jobbar med som är viktiga för organisationen för att 

attrahera och behålla anställda? 


