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Abstract 

Since the competition on the market regarding standing out as an organization and as an 

employer, creating a good reputation is more important than ever.  Knowledge regarding how 

to attract potential employees is vital for organizations. This to be able to differentiate 

themselves from their competitors with an advantage. The research area regarding employer 

branding and employer value proposition has developed since Ambler and Barrow (1996) first 

minted the concept, but it is still important to contribute with further studies. The purpose of 

this study was to contribute with more knowledge regarding the components of organizations 

EVP’s and how they communicate this to potential employees. Further, the study had a 

descriptive purpose with a qualitative approach, and it was deductive. This was achieved by 

interviewing six different respondents from six different audit firms active in Sweden. The 

interviews were semi-structured, recorded and transcribed. The collected empirical data 

showed that the components included in audit firms EVP’s are compensation, benefits, work 

content, career, affiliation and they choose to communicate work content, career, and 

affiliation. The main communication channels used to communicate their EVP’s to potential 

employees are social media, LinkedIn, their own websites and on-campus marketing.  

 

Keywords: Employer brand; Employer branding; Employer value proposition; Marketing 

communication; Promotion  

 

 

 

 

 

 

 

 

 

 

 



Sammanfattning 

Eftersom konkurrensen på marknaden om att sticka ut som en organisation och arbetsgivare 

ökar, är det det viktigare än någonsin att skapa ett gott rykte. Kunskap om hur man lockar till 

sig potentiella medarbetare är avgörande för organisationer så de till fördel kan skilja sig från 

sina konkurrenter. Forskningsområdet för arbetsgivarvarumärket (employer branding) och 

employer value proposition har varit densamma sedan Ambler och Barrow (1996) först 

myntade konceptet, vilket innebär att det är viktigt att bidra med fortsatt forskning. Syftet med 

denna studie var att bidra med mer kunskap om komponenterna som ingår i ett EVP och hur 

de kommunicerar sitt EVP till potentiella medarbetare. Vidare har studien ett deskriptivt syfte 

med ett kvalitativt tillvägagångssätt som var deduktivt. Detta uppnåddes genom intervjuer med 

sex respondenter från sex olika revisionsbyråer från Sverige. Intervjuerna var 

semistrukturerade, inspelade och sedan transkriberade. Den insamlade empiriska datan visade 

att komponenterna som ingick i ett företags EVP var kompensation, förmåner, arbetsinnehåll, 

karriär och anslutning, varav arbetsinnehåll, karriär och anslutning var de komponenter de 

kommunicerade. De vanligaste kommunikationskanalerna som användes för att kommunicera 

sitt EVP till potentiella medarbetare var sociala medier, LinkedIn, deras egna hemsida och 

marknadsföring på campus. 

 

Nyckelord: Employer brand; Employer branding; Employer value proposition; Marketing 

communication; Promotion  
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1. Introduction 

The first chapter in the report consists of introducing background information about the 

employer value proposition, presenting information about previous research on the subject 

area and what the study will consist of. Thereafter followed by the problem discussion, 

research questions, reports purpose and delimitations. 

 

1.1 Background  

“In light of an ever increasing global talent shortage, organizations are seeking comprehensive 

strategies to attract and retain potential and current employees” (Theurer, Tumasjan, Welpe, 

and Lievens, 2018, p.155). Berthon, Ewing, and Hah (2005) wrote about the importance of 

identifying, acquiring, and retaining skilled employees through marketing. In order to do this, 

companies are working with employer branding (Theurer et al., 2018). This to build their 

employer brand. The employer brand can be identified as the “package of functional, economic 

and psychological benefits provided by employment, and identified with the employing 

company” (Ambler and Barrow, 1996, p.187). According to Backhaus and Tikoo (2004), the 

employer brand highlights a firm's unique aspects regarding their offerings or environment. It 

also highlights what distinguishes the company from its competitors by attracting, motivating 

and retaining the firm’s current and potential employees.  

 

In comparison to employer brand, employer branding is the process that builds an identifiable 

and unique employer identity or, more specifically, the promotion of a unique and attractive 

image as an employer (Theurer et al., 2018). According to Ewing et al (2002), employer 

branding strives to build an image in the minds of the potential labor market, that above all 

others, this company is a great place to work. Lloyd (2002) also describes employer branding 

as the sum of an organization's efforts to promote to current and potential employees that it is 

a desirable place to work. Edwards (2009) writes that employer branding also can be seen as 

“an activity, where principles of marketing are applied to HR activities” (p.6). 

 

By applying employer branding as an effective organizational strategy to accomplish an 

advantage in the labor market, a company can thus gain a competitive advantage (Collins and 
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Stevens 2002; Lievens and Highhouse 2003). When an organization promotes, in other words, 

communicates their unique and attractive image, it is, in fact, employer branding which is being 

performed (Theurer et al., 2018). This, since it describes the process of how an unique employer 

identity is built. Backhaus and Tikoo (2004) summarize a few definitions of employer 

branding. They write that “these definitions indicate that employer branding involves 

promoting, both within and outside the firm, a clear view of what makes a firm different and 

desirable as an employer” (p.502). Employer branding within the firm refers to three things 

according to Bergstrom, Blumenthal, and Crothers (2002). These are “communicating the 

brand effectively to the employees; convincing them of its relevance and worth; and 

successfully linking every job in the organization to delivery of the brand essence” (Berthon, 

Ewing, and Hah, 2005, p.153).  

 

Employer branding is the process of promoting a company as the employer of choice to a 

potential employee, one which a company needs and wants to recruit and retain (Van 

Mossevelde, 2014). According to Backhaus and Tikoo (2004), employer branding can be seen 

as a three-step process. The process begins with step number one, which is developing a firm's 

employer value proposition (EVP), which is supposed to be a concrete form of the brand. The 

second step is to increase interest regarding the organization to potential employees, recruiting 

agencies, placement counselors and so on, this communicating the value proposition to the 

targeted group. The third step is the internal marketing of employer branding.  

 

The core of a company’s employer brand is the employer value proposition (Holmberg, 2019). 

The employer value proposition can, according to Theurer et al (2018) be understood as a 

desired or ideal employer identity. For example, how the company wants to be perceived by 

potential or current employees as an attractive employer (Theurer et al. 2018). EVP can also 

be seen as the value employees are expected to contribute with, as well as the value they can 

expect in return from employers (Sjovall, 2017). Holmberg (2019) also defines EVP as to how 

an organization would like to be perceived as an employer. 84% of job seekers say that, when 

deciding to apply for a job, the image of the employer is important, and 55% would not apply 

for a job with an employer that had a bad reputation (Talentnow, n.d.). This means that the 

employer brand needs to stand out in a positive way from the competition. The EVP show 

potential employees how they would benefit more by working for you, rather than for the other 

organizations in the same line of business (Sjovall, 2017). 
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Ledford, Mulvey, and LeBlanc (2000) presented the EVP framework in their review as five 

elements. The elements are compensation - The money employees receive for their work and 

performance, benefits - Indirect compensation including health, retirement, and time off, work 

content - The satisfaction employees receive from their work, career - The long-term 

opportunities employees have for development and advancement, and affiliation - The feeling 

of belongingness employees have towards the organizations. The EVP needs to be true to what 

the company stands for and offers, credible to ensure that the brand is believable and 

trustworthy, distinctive so that the organization differentiate from its competitors and 

aspirational to allow top talent to see growth, value, and purpose as a result of investing in the 

company (Holmberg, 2019). 

 

When the EVP has been developed, according to Backhaus and Tikoo (2004), it is important 

to implement it and bring it into all communication. This to awaken the right expectations of 

future and current employees (Johansson, 2015). This means that to be able to convey the EVP, 

a well thought out communication strategy is needed that will be the core in everything being 

done. Johansson (2015) also writes that it should cover the following aspects: target group, 

message, communication channels, and monitoring. The author recommend that this will be 

done by developing real stories that illustrate the employer value proposition and shows what 

it is like to work for this employer. 

 

The first study where the concept “employer brand” was defined, can be found in 1996. It is 

an article by Ambler and Barrow (1996) named The Employer Brand. Since they minted the 

concept, research regarding it has increased and become popular with a number of additional 

areas followed (Theurer et al., 2018; Edwards, 2010; Backhaus and Tikoo, 2004; Sivertzen, 

Nilsen, and Olafsen, 2013). Sengupta et al (2015) did a study about EVP where they identified 

the value proposition framework in which a potential employee seeks when applying for a job. 

Further, the study concluded which impact the demographic variables had on the value 

proposition framework. The EVP concept has also been mentioned in studies to explain the 

central message conducted by the employer brand (Sokro, 2012). Further, the EVP objective 

has been included in research presenting the steps followed when performing the marketing of 

an organization's branding process. Both the internal process when evaluating whether the 

organization is a great place to work, and externally what the organization can offer targeted 

job applicants (Sokro, 2012). The main perception regarding previous research proposes an 
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approach to how the value propositions attract and retain the right talents which ensure the 

businesses success (Hillebrandt and Ivens, 2013). 

 

1.2 Problem discussion  

Research on EVP is important for both employers and employees. Further, it is of great value 

for employees as it will affect their working environment regarding which benefits, they will 

receive (Sjovall, 2017). Considering the importance of more research and thereby knowledge 

regarding EVP, this study creates knowledge that can be beneficial for employers. This as 

employers often want to distinguish themselves from their competitors, with EVP being a 

potential competitive advantage. Information on how to use the EVP might help employers to 

be able to interest potential employees. Thereby, the main segment who benefits from this 

research is managers and human resource functionaries (Botha, Bussin, and Swardt, 2011). 

This is where the study contributes to practical relevance.  

 

As mentioned earlier, there is marginal research on the subject of the employer value 

proposition. This means, that further research is needed (Theurer et al., 2018). The EVP is 

important since the lack of communicating the EVP in the right way to the right target group 

leads to time and money invested not yielding the desired results (Chhabra and Sharma, 2014). 

As marketing the EVP is an important factor to an organization in terms of attracting potential 

employees, more particular studies and research regarding this subject is needed (Theurer et 

al., 2018). More thorough research about the area of EVP communication can affect how 

employers prioritize to provide functional, economic and physical factors to their employees 

(Ambler and Barrow, 1996). A negative EVP could lead to a worse work environment than if 

the employer actively prioritized value propositions. If the image of the EVP affects how many 

potential employees will apply for employment, or the set of skills provided by the applying 

person, the importance of the EVP promotion is distinguishable (Sjovall, 2017).  

 

The previous research on the subject of the employer value proposition is relatively new from 

an academic research perspective according to Theurer et al (2018). Previous research has 

focused a lot on the objectives of employer brand and employer branding. The research 

regarding employer value proposition is rather marginal (Theurer et al., 2018). The previous 

research regarding EVP tends to cover the identification of the value proposition framework in 
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general (Sengupta, Bamel and Singh, 2015). Sokro (2012) mentioned that academic research 

regarding employer branding is limited to a few articles in the marketing literature, despite the 

growing popularity of the concept. In 2018 a similar problem still exists. As Theurer et al 

(2018) mentioned, there is a lack of research regarding the area of marketing the employer 

value proposition. This is where the study contributes to theoretical relevance. 

 

1.3 Purpose 

Previous research state that more knowledge regarding the aspect’s components of the EVP 

and communication channels used in the organizations is needed. Thus, the purpose of this 

report is to contribute with more knowledge regarding this area. An industry was chosen in 

order to make comparisons and contrasts between the companies. The industry this study 

focuses on is audit firms, this to contribute with more knowledge regarding the EVP of audit 

firms in Sweden. When reviewing a list of the top 100 employers according to business 

students, we found that six out of all these companies are audit firms (Universum, 2016). Since 

most of the giants in the industry in Sweden are on the list, we believe it would be of importance 

to study this line of business, and thereby this study might find the reason to them receiving 

this high ranking. Due to the gap in knowledge regarding the EVP in audit firms, this report 

wants to increase the understanding of the marketing communication of the EVP. This report 

accordingly aims to increase interest regarding how an organization communicates its EVP to 

potential employees. Based on our research problem, our research questions thus become the 

following:  

 

1. How can the employer value proposition of Swedish audit firms be described? 

 

2. How do Swedish audit firms communicate their employer value proposition? 

 

1.4 Delimitations 

The reports first delimitation is that it will focus on the two first steps presented by Backhaus 

and Tikoo (2004). Step one is about developing the EVP. Step two is to increase interest 

regarding the organization to potential employees, recruiting agencies, placement counselors 

and so on, this communicating the value proposition to the targeted group. Step three, which 
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will not be studied, is the internal marketing of employer branding. This since the report aims 

to concretize how the organizations build their EVP and how they communicate it to potential 

employees. The last delimitation is that the report emanates from the organization perspective 

as an employer and not both from the employer and employee perspective. 
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2. Literature overview  

In this chapter, the literature overview based on previous findings of the research will be 

presented. The first section explains the foundation of employer brand and employer branding. 

Followed, the employer value proposition will be presented with literature relevant for 

research question number one. The third section regarding marketing communication of the 

employer value proposition contains literature relevant for research question number two. 

Last, the frame of reference is discussed.  

 

2.1 Employer value proposition  

Whilst employer branding is the process that builds an identifiable and unique employer 

identity, the employer value proposition can be understood as a desired or ideal employer 

identity (Theurer et al., 2018). According to Theurer et al (2018), this means how the company 

wants to be perceived by potential or current employees as an attractive employer. The EVP 

is, in other words, the unique criteria of the employment offer, or employees reward features 

or employment advantages and benefits (Barrow and Mosley 2005; Edwards 2010). As 

mentioned above, the first step in the process, according to Backhaus and Tikoo (2004), is to 

develop the EVP. Eisenberg, Kilduff, Burleigh, and Wilson (2001) also write that “first, a firm 

develops the value proposition that is to be embodied in the brand” (p.24). Browne (2012) 

writes that the following questions need to be defined for the EVP; How unique are our non-

traditional rewards? How are we better at our management? What makes our culture special?  

 

Dabirian, Kietzmann, and Diba (2017) and Ledford et al (2000) talk about the employer value 

proposition and the different components included. Dabirian et al (2017) wrote in their study 

that the EVP consists of seven value propositions. These components are social value, 

application value, development value, economic value, management value, and work/life 

balance (Dabirian et al, 2017). These components are based on Berthon et al (2005) five 

original dimensions of the employer brand. According to Ledford et al (2000), the EVP is built 

out of a framework, consisting of five different components which creates value for the 

employees. These five components are like the components that Dabirian et al (2017) 

mentioned. The framework (see figure 2.1 below) presented in Ledford et al (2000) includes 

the following components:  
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● Compensation - “The money employees receive for their work and performance.” 

● Benefits - “Indirect compensation including health, retirement, and time off.” 

● Work content - “The satisfaction employees receive from their work.” 

● Career - “The long-term opportunities employees have for development and 

advancement.” 

● Affiliation - “The feeling of belonging to an admirable organization that shares your 

values.” 

 

 

                           Figure 2.1: The rewards of work model. 

                           Source: Ledford, Mulvey, and LeBlanc, 2000 

 

The presented model has been discussed by various authors and is considered a useful 

framework for organizations when building or evaluating their EVP (Ledford, 2003). The 

framework will therefore be used in this study (Ledford, 2003). Browne (2012) writes that 

“Organizations need to consider this as a skeleton framework and understand and design their 

own value proposition, the preferences of their staff, and the causes of any gaps between 
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employee and/or organization aspirations and the actual EVP” (p.33). Browne (2012) also 

writes the importance of the EVP by writing that an effective EVP contributes with three 

quantifiable benefits to an organization. These are improved attractiveness, greater employee 

commitment, and compensation savings. The five components will be described further below. 

 

2.1.1 Compensation  

Compensation can be defined as the money employees receive for their work and performance 

(Ledford et al., 2000). When it comes to types of compensation, Ledford (2003) highlights base 

salary, incentives, cash recognition, premium pay, and payment process as important 

compensation components for the employees within the organization.The economic value 

component as described by Dabirian et al (2017) have many similarities to the component 

compensation from Ledford (2003). Economic value is according to Dabirian et al (2017) 

“work rewarded appropriately through salaries, benefits and perks” which is aligned with 

among other Ledford et al (2000) definition of compensation. Clinch (1991) writes that there 

are both short term and long-term compensations. The long-term compensation is often 

options, performance units, and restricted stocks (Clinch, 1991).  

 

When it comes to factors which affect the compensation, it can be the same for all employees 

or vary based on performance, seniority, skill, and competency (Gupta and Shaw, 2014). Gupta 

and Shaw (2014) write that compensation can be hierarchical, which means that most of the 

money goes to top executives, whereas lower-level employees are paid the lowest possible 

rates. The compensation system can also be more equal, with greater parity across the 

organizations' echelons. When it comes to the importance of compensation, Dineen and 

Williamson, (2012); Saks, Wiesner, and Summers, (1996); Shaw and Gupta (2007) state that 

“Compensation influences the quality of the people who apply, the quality of those hired, the 

likelihood of job acceptance, the motivation and performance level of the workforce, and the 

quality of who stays with the company” (p.1). In a study from Berthon et al (2005), it is shown 

that compensation factors such as an above average basic salary and an attractive overall 

compensation package are among the 32 most important factors when considering potential 

employers.  

 



10 

 

2.1.2 Benefits 

Benefits are the indirect compensation including health, retirement, and time off that 

employees receive from their employers (Ledford et al., 2000). Dulebohn, Molloy, Pichler, and 

Murray (2009) highlights that benefits encircle the inducements and services an employee 

perceives from its employer. In the Ledford et al (2000) framework, benefits can be health, 

retirement, recognition, and prerequisites. Benefits can also include individual interests, and 

benefit these in forms of sports club memberships, subsidized daycare or pet insurance 

(Ledford, 2003). Summers (1989) and Dulebohn et al (2009) also write that benefits for the 

employee can also be long time compensations in forms of for example health benefits and old 

age benefits/pension. Ko and Hur (2013) write about similar benefits as Ledford. They write 

that benefits are health insurance, life insurance, and retirement benefits, as well as family-

friendly benefits consisting of child care and alternative work schedules. As earlier mentioned, 

benefits can include types of compensation.  

 

Dabirian et al (2017) write that both compensation and benefits are economic value, and they 

categories them approximately as the other authors, as healthcare, pension contributions, and 

job security. Dulebohn et al (2009) is on the same track and writes about a benefit called work–

family. This benefit is a type of accommodation and enhancement benefit. When it comes to 

the importance of benefits, Dulebohn et al (2003) write that “Benefits plays a significant factor 

in the attraction and retention of employees” (p.86). This component is according to Dabirian 

et al (2017) important since it “allows people to manage their work in harmony with all their 

other identities (e.g., parent, friend, traveler, club member) without conflict or stress” (p.201).  

 

2.1.3 Work content 

Work content is shortly defined as the satisfaction employees receive from their performed 

work (Ledford et al., 2000). This component is also important to motivate employee 

performance, encourage retention and maintaining morale at the organization (Ledford, 2003). 

Work content includes factors such as variety, challenge, autonomy, meaningfulness, and 

feedback (Ledford, 2003). Ledford (2003) writes that the satisfaction that comes from the work 

an employee performance can be reached in different ways. The factors which give an 

employee this type of satisfaction is different depending on differences among people, but 

some components are often the same. In the study of Berthon et al (2005) can some items 
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highly ranked from the study be connected to work content. For example, has the items feeling 

good about yourself as a result of working for a particular organization and feeling more self-

confident as a result of working for a particular organization can be seen as important factors 

when considering potential employers.  

 

First, it is important to have variety in your duties, this to avoid lack of interest and motivation 

in the workplace (Ledford, 2003). The second component is to encounter challenges in your 

work, this is interrelated with meaningfulness which is important for the employee to feel like 

their work is important, and that their performance matters. Autonomy is also a component to 

build work content, this to show the employee trust and confidence that they can perform a 

great job. Degree of autonomy affects whether the employee feels responsible for their job or 

not. The last important piece in building work content is feedback from co-workers and 

supervisors. Without feedback, the employee may tend to feel unseen and lead to lack of 

motivation and furthermore performance (Ledford, 2003).  

 

Dabirian et al (2017) discuss management value in a similar way as Ledford et al (2000) 

discusses work content. This means that an important factor for an employee to be satisfied 

with their work is to have good managers, honest leaders who inspire, trust, protect, enable and 

respect employees (Dabirian et al., 2017). They also highlight application value as an important 

component in an organizations EVP. It depicts the sense of how meaningful the work feels. 

For example, how much the duties invite the application of knowledge and skills. Another 

component is interest value, which according to Dabirian et al (2017) reflects how interesting 

the workplace is, in terms of challenging but achievable goals. These components are therefore 

important to apply when building an organization’s EVP.   

 

2.1.4 Career 

Career is the long-term opportunities employees have for development and advancement 

(Ledford et al., 2000). The career components according to Ledford et al., (2000) are 

advancement, personal growth, and employment security. Whilst the exit drivers, in other 

words, factors that can drive employees from an organization towards another organization, 

are lack of career opportunities, supervisor, job security, title, training, and development 

opportunities (Ledford, 2003). A lot of the items in Berthon et al (2005) study, such as a 
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springboard for future employment and gaining career-enhancing experience, is connected to 

career which shows on the importance of highlighting career in the communication of the EVP. 

 

Both Dabirian et al (2017) and Berthon et al (2005) discussed that career should provide 

employees with opportunities for professional development as well as career advancement, 

they refer to this as development value. Dabirian et al., (2017) also write about work/life 

balance as an important value proposition. When building a career, it is important that the work 

arrangements are flexible enough to achieve success on and off the job, for the employee to 

feel satisfied with their workplace (Dabirian et al., 2017). McCarthy and Garavan (2006) 

discuss the importance of giving employees opportunities for development and advancement 

by giving feedback regarding their performance. It shows that employees want to know how 

they are performing in their work, and that consistent feedback leads to both performance 

improvement and effective career development processes. McCarthy and Garavan (2006) also 

state that receiving feedback on performance is an often-advocated strategy used to increase 

job satisfaction and motivation.  Furthermore, it is applicable when an organization is building 

its EVP.  

 

McCarthy and Garavan (2006) highlight that effective feedback also has some organizational 

dimensions, such as self-development and the development of the individual’s career. When 

an employee feels the effects of self-development and job satisfaction it will lead to more 

positive processes in the organization, such as leadership development, the management or 

executive development and identifying employee training needs (McCarthy and Garavan, 

2006). Dainty, Bagilhole, and Neale (2000) highlight another factor to job satisfaction, 

videlicet the importance of employers meeting individual employee career needs and 

expectations. This in terms of expectations of the relationship between employee and employer, 

and not just the terms of formal employment agreements. It is required to develop their 

workforces by developing effective ways of rewarding their staff (Dainty et al., 2000). If an 

employer does not meet these employee expectations, they may risk losing their best staff to 

competitors who do meet these expectations (Dainty et al., 2000).  
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2.1.5 Affiliation 

Affiliation is shortly defined as the feeling of belongingness employees has towards the 

organization (Ledford et al., 2000). Ledford (2003) has compiled different components which 

generally increases the feeling of belongingness towards an organization. The first one is 

organization commitment; this is important for an employee to admire the organization they 

work for and to feel like the organization shares his or her values. The next component is the 

work environment. This can be a feeling of belongingness towards colleagues, and to feel at 

home in the environment you work in. The last important component is title. This means that 

the working title can be vital when evaluating the level of affiliation an employee feels against 

the organization (Ledford, 2003).  

 

Affiliation can be connected to the component of social value presented in Dabirian et al 

(2017). They write that “People care deeply about the enjoyment they gain from a positive 

work atmosphere; coworkers who are fun and collegial, and who share similar values; a team 

approach to problem-solving; and a people-focused organizational culture” (Dabirian et al., 

2017, p.201) This is aligned with the theory Backhaus and Tikoo (2004) discussed regarding 

the importance of values as a factor in affiliation. They write that the organizational culture 

represents the basic assumptions and values, which is related to organizational commitment, 

which is a factor in affiliation. The goal is that the workforce becomes committed to the set of 

values and organizational goals, and this is done by marketing their value propositions both to 

current employees and potential employees (Backhaus and Tikoo, 2004). Berthon et al (2005) 

also highlight the importance of affiliation in their study. A lot of the items in their study is 

connected to affiliation. Both the first and second items can be connected to affiliation since 

they are about recognition/appreciation from management and a fun working environment. 

Further, can more than 10 items out of 32 be connected to affiliation (Berthon et al., 2005).  

 

2.2 Marketing communication of employer value proposition 

After developing the EVP, the second step is, according to Backhaus and Tikoo (2004), to 

market the EVP to potential employees. After developing the EVP, “the firm markets the value 

proposition to its targeted potential employees, recruiting agencies, placement counselors and 

the like” (Backhaus and Tikoo, 2004, p.502). Eisenberg et al (2001) highlight the importance 

of the employer value proposition as they write that the EVP provides the central message for 
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the brand. Dyhre and Parment (2013) wrote that “the communication must be rooted in the 

organization and attractive employers ensure that external communication is firstly anchored 

internally so that employees recognize themselves when it is communicated externally what 

the employer stands for, and employees can strengthen the message and feel belonging” 

(p.103). As mentioned earlier, Berthon et al (2005) also talk about the importance of retaining 

and recruit employees through marketing. The marketing communication is often built upon 

identity - who are we as an organization, profile - how we want to be perceived as an 

organization and employer, and image - how we are perceived as an employer by the outside 

world (Dyhre and Parment, 2013). 

 

When communicating the identity, profile, and image of the organization to potential 

employees, the choice of channel is important. There are a lot of communication channels that 

can be used to communicate the message of an attractive employer (Dyhre and Parment, 2013). 

Universums statistics on which communication channels are used to find information on 

potential employers shows that 62% said that they use social media, 66% the employer 

webpage and 56% working adds on the internet (Universum, 2016).  

 

Chhabra and Sharma (2014) highlight the opportunities of the digital era that has entered, 

considering the possibilities of digital communication channels. They address the fact that 

potential employees tend to look up the organization on Google, job boards, social networks 

and the like. This also means that it is more important than ever for employers to manage these 

channels well, and to communicate their EVP through these channels so it reflects the 

organization's benefits and offers. Chhabra and Sharma (2014) also mention that the channels 

which influence a potential employee to apply or not apply to employment are conditioned by 

publicity and advertisement. They also highlight the importance of strategically create the 

content on the communication channels to the target audience, in this case, the potential 

employees. An important theme is to communicate the organization’s unique aspects and 

organizational attributes through these channels (Chhabra and Sharma, 2014).  

 

Heilmann, Saarenketo, and Liikkanen (2013) mention that regardless of the communication 

channel, it is crucial that the target group relate to the employer's offers. The channel to 

communicate an organization's EVP can according to them be a website, newspaper 

advertisement, an event, job boards, social media, Youtube, career fairs and on-campus 

marketing. According to Heilmann et al (2013), it is important for an organization to cover all 
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of these channels widely with the message of their EVP. They also highlight the importance of 

using the organization's current employees when communicating their EVP. This since using 

the employees as messengers towards potential employees has shown to be very effective when 

attracting the right applicants for a job (Heilmann et al., 2013). 
 

Based on the above, are the most common online communication channels for the EVP are: 

● Websites 

● Job portals/boards 

● Social media/networks 

● Online adds 

 

The most common offline communication channels for the EVP are: 

● Ads in newspapers 

● Events 

● Career Fairs  

● On-campus marketing 

 

2.3 Frame of Reference 

This report wants to increase the understanding of the marketing communication of the 

employer value proposition, more specifically, how audit firms in Sweden apply the aspects 

components of the EVP and communication channels to their organization. As Theurer et al 

(2018) wrote, there is a limited number of researches regarding the area of marketing the EVP. 

Table 2.1, illustrated below, serves as a reminder of the purpose and the research questions of 

this report.  
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Table 2.1: Research purpose and research questions 

 

 

Table 2.1 exemplifies the research purpose and research questions - research field - for this 

report. The theory of the research field has been presented earlier in chapter two and the 

knowledge gained will mint into the reference frame to help answer the research questions of 

this study. The report will focus on employer value proposition and marketing communication.  

 

An employer value proposition, can as mentioned be understood as a desired or ideal employer 

identity (Theurer et al., 2018). The employer value proposition is defined as the unique criteria 

of the employment offer, or employees reward features or employment advantages and benefits 

(Barrow and Mosley 2005; Edwards 2010). The employer value proposition is the first term 

used to be able to increase the understanding regarding marketing communication of the EVP. 

Further, Ledford et al (2000) EVP framework have five elements that will play a big role in 

this study as research question number one will be based on them. The five components are 

mentioned in figure 2.2.  

 

Marketing communication of the EVP is the next relevant term for this reports research field. 

This term will be defined as “the firm markets the value proposition to its targeted potential 

employees, recruiting agencies, placement counselors and the like” (Backhaus and Tikoo, 

2004, p.502). This term will provide theory relevant for research question number two. As 

mentioned earlier, we can see that the most common communication channels for the EVP are 

mentioned in figure 2.2. 
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Figure 2.2 illustrates and summarizes the conceptualized research questions; 

Figure 2.2: Frame of Reference 

 

FF1: How can the EVP of Swedish audit firms be described? 

To be able to answer to our first research question, a model based on the information from 

chapter two in the report was conducted. The first part of the model describes components 

which creates value to potential employees. These are all components which create the skeleton 

framework of how organizations should design their EVP (Brownes, 2012). The components 

which create value to a potential employee is according to the model compensation, benefits, 

work content, career, and affiliation. These are the main characteristics which an employer has 

to fulfill when building a strong EVP. When analyzing the answers compiled from interviewing 

our target group, the research question number one will be answered with these components to 

guide us.  
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FF2: How do Swedish audit firms communicate their EVP? 

To answer research question number two the previous research statements regarding types of 

communication channels were merged. The second part of the model compiles the different 

possible communication channels to use when promoting an organization's EVP. Chhabra and 

Sharma (2014) and Heilmann et al (2013) both highlight the opportunities of communicating 

the EVP which the digital era enables. There are still some more traditional channels in the 

model also, and it is crucial for organizations to cover and manage all these channels widely 

when communication their EVP (Heilmann et al., 2013). 
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3. Methodology 

This chapter outlines each method used in the report. Initially, the research purpose and 

research approaches are presented. Furthermore, the literature search, data collection, 

sample selection, and data analysis are presented. The chapter ends with the reports credibility 

and ethical consideration in order to show how these method choices influenced the report's 

results. 

 

3.1 Research purpose  

There are three different types of research purposes that can be applied on a project, those are 

exploratory, descriptive or explanatory (David and Sutton, 2016). A descriptive purpose is used 

to describe an intervention or phenomenon and the real-life context in which it occurred (Yin, 

2003). For this report, the research purpose was descriptive. This, since the purpose of the 

report, was to increase the understanding of the marketing communication activities of six 

different Swedish audit firms EVP’s. This report contributes to the research of this area with 

further knowledge than before and thereby has a descriptive purpose. Two research questions 

have been conducted to create an understanding of how the audit firms apply compensation, 

benefits, work content, career and affiliation to the employees, and how the target group sends 

their message (EVP), which communication channels they use. This also indicates that a 

descriptive purpose is relevant.  

 

3.2 Approach   

There are two different types of research approaches available when performing a study, the 

approaches are either inductive or deductive. Inductive approaches are often explorative, the 

goal is to explain what happens and why from the collected data (David and Sutton, 2016). 

With this approach, the researcher creates a new theory by explaining their observations instead 

of basing the research on already established theory. Deductive approaches are often based on 

already established knowledge and research regarding the research area. The researcher then 

tries hypotheses and based on the result either rejects or confirms earlier research. This is the 

most common approach to social scientific research (David and Sutton, 2016). This report was 

based on earlier research where the report examined established theories about EVP and 
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marketing communication. The purpose was to contribute with more knowledge regarding the 

studied areas, and thereby the reports research approach was deductive.  

 

There are three different courses of action to achieve the report's goal. The method used is 

either quantitative, qualitative or a mixture of both. The quantitative method focuses on 

numerical data, where the researcher systematically collects empirical data to statistically 

explain a phenomenon with the data (David and Sutton, 2016). The qualitative method focuses 

on explaining a specific phenomenon with the meaning and significance of the data, instead of 

the statistical connection (David and Sutton, 2016). This report exerted qualitative method as 

an approach, this since the purpose is to gain profound meaning and knowledge about the 

subject. 

 

3.3 Literature search 

The literature search was conducted through literature from previous studies, which together 

created the reference frame for the purpose of this report. They were taken from LTU databases 

such as emerald insight and Google Scholar. The keywords that were used in the literature 

search was employer brand, employer branding, employer value proposition, marketing 

communication, compensation, benefits, work content, career, and affiliation. We searched on 

the keywords individually and together in sentences to find appropriate literature. 

 

3.4 Research strategy  

The research strategy of this study was a case study with multiple cases. This, since the report 

aims to contribute with further knowledge and understanding regarding the subject EVP and 

the components of which it consists. This is a fitting strategy to answer the research questions 

since the report has a descriptive purpose and aims to fill a gap and answer questions such as 

where, who, and what (David and Sutton, 2016).  The case study was performed by 

interviewing five different companies within the same industry to find out how they work with 

their EVP in each organization, thus we had five cases in this case study.  
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3.5 Data collection 

The data collection method of this study was implemented by exercising a qualitative collection 

method. Data collection can be gained various ways, such as by observation, surveys, 

experiments and by holding interviews to fulfill the purpose of the report (David and Sutton, 

2016). We collected qualitative data by performing interviews and observing the interviewed 

company’s online communication channels. 

 

3.5.1 Interviews 

There are different types of structuring interviews when collecting qualitative data. A 

qualitative interview can be structured, where the interview questions are already prepared and 

established in an interview guide (Bryman and Bell, 2013). The interview can also be 

unstructured, which means that the interviewers do not have prepared questions, it is rather a 

conversation where the focus is on where this conversation is headed (Bryman and Bell, 2013). 

It can also be a semi-structured interview, which is a combination of a structured and an 

unstructured interview. This means that the interviewer usually has different topics and 

questions to ask, but that the person who is being interviewed has the freedom to form their 

answers in their own way (Bryman and Bell, 2013). When performing the interviews with this 

report, we prepared already established questions into an interview guide, to be sure to cover 

the topics that were researched. The method used was a semi-structured interview since some 

questions were open for the interviewed person to reflect and form their own answers, and also 

give us deeper answers.  

 

3.5.1.1 Configuration of the Interview guide 

When configuring the interview guide, we started by choosing which type of qualitative 

interview to apply. As stated above a semi-structured interview was practiced. The interview 

guide should be formed in a way that the interviewer gets a valid view of the respondent's 

reality (Bryman and Bell, 2013). Furthermore, the interview questions were formulated to 

cover the topics in which this study was researching.  

 

The structure and questions were built from the background literature and previous research 

regarding the subject, in which the theoretical reference frame was compiled. The previous 
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research that laid the foundation to the interview questions were regarding the subjects 

Employer brand, Employer Branding, Employer Value Proposition, Marketing 

Communication, and promotion. The interview guide was compiled in Swedish since our 

interview subjects’ mother of the tongue is Swedish. The language was mainly casual, and we 

tried to stay away from specific terms that the respondent may not use. This so we could be 

sure that they understand what was asked about and to avoid misconceptions. The interview 

guide has also been evaluated and approved by the supervisor to be reprehensible for 

respondents. See Appendix 1 for full interview guide.  

 

3.5.1.2 Implementation of interviews 

The implementation of the interviews began with us contacting our respondents by telephone. 

After the respondents agreed to proceed with an interview, the interview guide was sent out by 

email to them in order for them to prepare answers they may not know by heart. This can also 

contribute to more qualitative answers to our study. Another advantage of sending out the 

questions in advance is that the respondent can realize that he or she was the wrong person to 

answer these questions and could direct us to a more fit person. This is also something most of 

the respondents requested when asking them to participate in our study. A risk with giving the 

respondent a chance to prepare themselves for the interview was that they can prepare their 

answers too much, where there is no room for a deeper conversation of the subjects. Thankfully 

enough, that is something that was not noticed when executing the interviews.  

 

The interviews were performed by phone and were recorded for us to only focus on the 

respondent when performing the interview instead of taking notes. When the interview was 

over, the record was transcribed in order to compile the data. The interviews had an average 

length of 35 minutes, whereof the shortest one was 20 minutes, and the longest one was 45 

minutes. 

   

3.5.2 Observations 

The secondary data was collected through observations. They were made by looking at the 

interviewed company’s communication channels, in this case, the online channels. After the 

interviews were performed, we observed the communication channels they mentioned that they 

used when communicating with potential employees. Through these channels, data were 
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collected regarding how the companies use their channels to communicate with potential 

employees. 

 

3.6 Sample selection 

When choosing the sample selection of this report, there are two types of sample selection 

techniques. According to David and Sutton (2016), the two techniques are probability and non-

probability sampling. Probability sampling means that every case in the population has the 

same probability to be chosen. Non-probability sampling is used when it is hard to identify all 

eventual case in the population. Probability sampling consists of four different methods, such 

as unbound randomly sampling, bound randomly sampling, stratified sampling and clustering 

(David and Sutton, 2016). Since this report did not research a scattered population, the 

sampling method used was a non-probability sampling method. A non-probability method can 

be one of these four, suitability selection, ratio selection, purposive selection or snowball 

selection (David and Sutton, 2016). The samples in this report’s interviewees were selected by 

purposive selection. This because we chose specific interview objects based on the knowledge, 

we believed they possess. 

 

As the purpose was to identify the EVP of audit firms in Sweden and how they communicate 

this to potential employers, we chose to interview people who work with this at different audit 

firms in Sweden. The interviews consist of six different employees at different companies. 

These companies were selected by the line of business and geography. The target group was 

companies active in Sweden. The line of business chosen for this study was as earlier 

mentioned audit firms. This to obtain more coherent information regarding how a specific 

industry works. Further, to be able to compare the collected data against each other. The first 

interview from company A was with the “head of employer branding”, the second interview 

from company B was with a “human resources manager”.  The third interview from company 

C was with the “CEO”, the fourth interview from company D was with the “business manager”. 

The fifth interview at company E was with the “Nordic head of employer branding” and the 

last interview at company F was with the “human resource and talent”.  

 

When choosing these interview objects, expectations were that we would interview managers 

at human resources at these companies. The method practiced finding these employees was by 
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calling the company’s customer support and then having them forward us to the right person 

to speak with about our research subject. As expected, human resources are responsible for the 

company’s employer brand and EVP in many of the companies contacted. But a positive 

surprise was that some of these companies actually had employees with the title “head of 

employer branding”.  

 

3.7 Data analysis 

As previously mentioned, the research has a qualitative research approach instead of a 

quantitative approach. As it is qualitative, there are different methods of analysis, for example, 

within-case and cross-case, pattern matching, thematic analysis or content analysis. This study 

will have a pattern matching analysis to fulfill the purpose. This method was used since it is 

helpful when there is a lot of data to analyze. According to Saunders et al (2007), pattern 

matching compares empirically based patterns to the expected and predicted ones. This means 

that the data that was collected from the interviews were analyzed and compared to the theory 

to see if they match. As earlier mentioned, we started with performing the interviews, and 

thereafter carefully transcribed the answers which were recorded.  

 

3.8 Credibility 

There are two criteria applicable when wanting to increase the studies credibility, the two 

criteria are validity and reliability (David and Sutton, 2016). These two will determine the 

quality of the data and findings of this thesis. Having these two criteria in mind throughout the 

writing of the report will help to reduce the risk of failure of the purpose of the report (Saunders, 

Saunders, Lewis, and Thornhill, 2007) 

 

3.8.1 Validity 

The validity shows, according to Bryman and Bell (2013), that what was investigated, was, in 

fact, what was intended to be investigated of the study. Validity aims to match reality with 

data, where high validity means that the empirical data actually shows reality (David & Sutton, 

2016). This study aimed to investigate how audit firms in Sweden apply the aspect components 
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of the EVP and communication channels to their organization. We were able to investigate 

what was intended to be investigated through our interviews. This means that the study was 

kept within the framework of the research problem and avoided stepping outside the scope of 

the study. As we were able to interview people working with employer branding or close to 

employer branding, human resources, for example, the validity of the report increased. This as 

relevant people answered our interview questions. The study also left traces in form of our 

interview guide if someone would be interested in doing the study again. Generalization of a 

study means that the researcher generalizes the result to some broader and earlier developed 

theory (Yin, 2003). To avoid this, generalization will be kept in mind when analyzing the 

results. 

 

3.8.2 Reliability  

According to Bryman and Bell (2013), reliability is the possibility to repeat the study. Saunders 

et al (2007) described reliability as if the study where to be repeated at another time, to which 

degree the research would lead to congruent findings. High reliability occurs when the result 

stays or is nearly the same if the study were to be repeated at another time. To prevent low 

reliability, different precautions have been taken into action. Before the interviews took place, 

every respondent was given the interview questions. This to increase the possibility of 

receiving as developed answers as possible. Every respondent was also aware that they would 

be anonymous in the report to increase the likelihood of them given more developed answers. 

To ensure that the answers from the interviews were not forgotten, the interviews were 

recorded. The respondents were aware that only we were the ones that heard the recordings, 

this so they would not exclude anything from their answers.  

 

3.9 Ethical considerations  

When conducting research with people involved, as for this study, it is important to have an 

ethical approach (David and Sutton, 2016). An ethical approach contains among other things 

integrity, plagiarism, fabrication, and forgery. It can also include integrity protection of the 

participated test subjects, confidentiality, and anonymity (David & Sutton, 2016). Through this 

study, an ethical approach has always been kept in our minds. To avoid contending with 

integrity the respondents were first asked if they wanted to be a part of this study. They were 
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also aware that they would be anonymous in the report to protect their integrity and that the 

interview would be held confidential. To avoid that the results would be plagiarism, fabrication, 

or forgery, the interviews were recorded and transcribed to ensure that the results are truthful. 
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4. Empirical data 

In this chapter, the collected empirical data will be introduced. The chapter will begin with 

presenting the data regarding the interview objects employer value proposition, furthermore, 

the included components will be presented in order to answer the research question number 

one. The last part of this chapter will cover the collected data regarding the marketing 

communication of the employer value proposition, which will help us answer the research 

question number two.  

 

The respondents work at six different audit firms in Sweden as seen in table 4.1. They vary in 

the number of employees where company A has around 2500 employees, company B 20, 

company C 15, company D around 2800, company E around 300, and company F around 

1500. Company A, D, E, and F, which are the larger companies in this study, work actively 

with marketing themselves as an employer whilst the smaller ones, company B and C, do not. 

Company C said that they have begun a process where they will start to actively market 

themselves as an employer to potential employees. The bigger companies also talk internally 

about employer branding and EVP whilst the smaller ones just started talking about it. 

             

            Table 4.1: Interviewed respondent information 
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4.1 Employer value proposition  

When it come to the question about what the companies usually highlight when communicating 

to potential employees all of the companies varied in their answers. Company A meets a lot 

of different potential employees who value different things from an employer, so they mostly 

start a conversation by asking what the potential employees seek in an employer. Company B 

often talks about its internal valuation of entrepreneurship, that they offer ownership to all 

employees, and that they are a flexible employer. Company C often talk about that they work 

much broader and have a lot more variety in their assignments compared to bigger companies 

in the industry. They also talk about flexibility, for example how they adjust a working day for 

parents so that they can leave and pick up their kids from kindergarten.  

 

Company D talked about them being a global company, education, and development. Further, 

they talk about how it is like working in teams and the employees within the organization, as 

well as the digitization as they see themselves being at the forefront. Company E highlight 

that their customer base is very interesting in the industry, you get a close connection to them 

and that they have started to work more with small listed companies. The last company, 

company F, said that what they talked about depended on how thorough they are. The most 

important points they communicate were development opportunities, education, that 

employees work in an international company, young staff, fun company, and innovative 

thinking. 

 

4.1.1 Compensation 

When collecting data every interviewed company claimed that they offer different types of 

compensation to their employees. The recurring compensation which every company offered 

their employees is fixed salary, most of the companies also offered bonuses in forms of cash 

recognition or paid overtime. Company A informed us that they offer salary and bonuses in 

forms of payments. The bonuses are affected by how senior an auditor is in the company, which 

means that new employees do not have that type of bonus as cash recognition, but they do offer 

overtime compensation which can be paid out as salary or paid holiday hours. Company B 

also offers a fixed salary, and this is the only bonus they offer their employees. The salary is 

negotiable. Company C offers a fixed salary which is a few thousand kronor above the 

competitor's monthly salaries. They offer this instead of any additional bonus.  
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Company D also offers fixed salary. Some have a higher salary than others and this depends 

on which type of position you have in the company. They do offer additional bonuses in forms 

of cash recognition as well, and these are also dependent on how long you have worked for the 

organization and your form of employment. Every employee does not have bonuses. Company 

E offers a fixed salary as well, and they do have some performance-based bonuses in forms of 

cash recognition to offer their employees. And those bonuses are based on the performance of 

a specific task. Company F also offers a monthly fixed salary. When it comes to additional 

bonuses, they do offer cash recognition based on different situations. These are if an employee 

does a good job at internal events such as involvement in planning parties or student events. 

You can also earn bonuses if you work overtime or if you accomplish to sell a new project to 

an additional client.  

 

When it comes to compensation, most of the companies state that they do not highlight this 

component as one of their value propositions when they communicate with potential 

employees. Compensation is rather something that they talk about if a potential employee is 

interested and asks about it. As company A said, “We believe that we can compete in other 

areas, since compensation is not what makes a good employee at our organization”. All of the 

interviewed companies also believe that their compensation model is pretty similar to other 

companies in the same line of business. It is only company A that mentioned that they stand 

out with their overtime model and company C that mentioned that they have a higher fixed 

salary.  

 

4.1.2 Benefits 

Every company said that they offered benefits to their employees. The larger companies, that 

had more than 2000 employees offered more benefits compared to the smaller companies with 

only 15-20 employees. Company A’s benefits were health benefits, lunch card, a good pension 

system, and good health insurance. Further, they compensate up to 90% of the salary when 

parental leave, compared to 80% of a maximum salary which is standard. Company B offers 

a quite low health benefit and a pension system for their employees. This year, they also want 

to raise the vacation from five to six weeks. The special things they offered compared to other 



30 

 

companies are company car and the possibility to get a data station at home if an employee 

wants to work from home.  

 

Company C offered a lot of benefits to their employees. Beyond offering gym card, health 

care where the employees can undergo health checks, and insurance package, do they offer 

boost pension benefits, private medical advice when being sick. Employees also can use two 

hours every week to exercise, and lastly, every extra working hour is counted as 1,5 hour which 

could be used to get a longer vacation. Company D offers its employees almost the same 

benefits as the previous companies, for example, health benefits, pension, vacation, and health 

insurance. They also contribute with benefits to those employees that participate in sports 

activities. Company E’s basis for the benefits lays in the collective agreement which regulates 

the pension and vacation. They also have health benefits. Company F offers health benefits, 

pension, 6 weeks’ vacation, flexing hours, various associations within the company, benefits 

to go to see art, squash, and padel for free, football and floorball teams, health checks, discounts 

on gym cards eg. 

 

Benefit as a component did not seem to be any company’s prior component to highlight in the 

communication of the employer value proposition. Company A said, that even though they 

have a good benefit package they value other components more. But when they see that 

potential employees have an interest in it, is it a strong argument for company A to use. 

Company B does not either choose to highlight this component in the communication. They 

do highlight one part from this component and that is the flexibility they can offer employees 

to work from home as they can contribute with a data station at home. Company C said, 

compared to the other companies, that they do highlight this component in their communication 

of the employer value proposition. Company D did not mention that they choose to highlight 

this component. Company E does not highlight any special benefits but mentions it as a 

security perspective. Company F said that they do not highlight it as they see it as standard, 

but they walk through them later in the recruiting process.  

 

Some of the companies thought that they offered better benefits to their employees, while some 

thought that it was similar within the industry. Both company A and company C said that they 

probably offered better benefits than average while company B, D, E, and F said that they 

probably did not differ from the rest of the companies within the industry.  
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4.1.3 Work content 

All the companies answer that a job within their firm would include many varying tasks and 

some independent work. Company E talked about that the work follows a lot of rules and 

regulations which affects the variety since one has to work within them. Both the smaller 

companies, company B and C, talked about the difference between them and larger firms, the 

big 5. They said that a job with them would be more varying as they are not specialized in an 

area as the larger companies are. As company D said, do they work within different service 

lines and the variety comes from working with different customers and teams. If the employees 

were able to make decisions on their own or if a manager or more senior employee had to 

confirm decisions varied among the firms.  

 

Within company A where employees able to make a lot of decisions by themselves. For 

company B did it depend on what type of decision it was. Both company C, D, E, and F said 

that they had an authorized auditor or a more senior employee that made the decision within 

the firm, but lower-level employees are always welcome with ideas. All the companies said 

that they worked with feedback and regular performance calls. Company A, B, C, and F 

worked with feedback after every audit assignment. Company B, C, D, E, and F, all had 

personal feedback for their employees, where company B and C had it twice a year.  

 

Company A, C, D, E, and F said that they highlight this component in their communication 

of the employer value proposition. Company B said that they did not use this component when 

communication their EVP. Company A said that this component is the one they communicate 

the most as potential employees prefer variation in their working life. The same goes for 

company D that also highlights that potential employees seek variation and feedback among 

others. Company C said that they might be seen as a bit more structured compared to other 

companies. Company E said that they thought the client based differed the most and the client 

and personnel structure. But the rest, company A, B, D, and F mentioned that they thought 

that it was similar within the industry when it comes to the variety of the tasks, the independents 

of the work, and feedback.  
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4.1.4 Career 

All the interviewed companies stated that they want to help their employees to make a great 

career in their organization. All of them focus on getting graduates to become authorized 

auditors, and that is the career options they offer. Half of them also offer a partnership in the 

firm as a career option. Company A also offers different career options such as leadership 

roles, become specialized in certain areas, focus on sales and become a partner in the firm. 

Company B also offers partnership in their firm, they mean that every employee is a partner 

in the firm. Company C means that the career options are to become an authorized auditor, 

and Company D also offers partnership in the firm as an option. Company E offers three 

different career paths, auditor, accountant and specialization in taxes. Company F said that 

they have a clear template that regulates whether an employee gets promoted or not. They also 

offer different career paths abroad since they have offices in other countries as well.  

 

When it comes to advancement, training, and education, all of the interviewed companies offer 

it to their employees. Company A means that daily work is training. They also offer classroom 

education, digital education, and workshops. Company B offers education 40 hours per year, 

they mean that this is less than bigger companies which offer additional internal courses. 

Company C also means that daily work is training, and that advancement and education is to 

become an authorized auditor. Company D also focus a lot on educating their employees with 

a distinct training program. Company E also follows a distinct education program and 

mentioned that it is required in their line of business. Company F focus a lot on developing 

their employee's skills, and this is done by one week of education at the beginning of the 

employment, further, the daily work is meant to be training.  

 

Regarding employment security, all the companies mean that they offer this. Company A says 

that they are a very safe place to work since they have a low employee-turnover at their 

organization. They also mentioned that they have not suffered major structural problems either. 

The employment agreements they offer are collective agreement. Company B means that their 

employment security is the same as the demands of the law. Their employment agreement are 

the same as the rest of the industry. Company C does not have collective employment 

agreement, but they are aligned with the structure of the collective agreement. They do have 

contractual termination periods. Company D means that they are a traditional company with 

permanent employees and collective employment agreement. Company E means that they are 
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a safe organization to work for since they are a big company and offer collective agreement. 

Company F also has collective agreement and has never fired people because of the business, 

it is rather the other way around that they are hiring more and more people. 

 

Company A highlights career and advancement when communicating with potential 

employees. They said that this is what they put the highest on the agenda of things to talk about. 

Company B also highlights career when communicating with potential employees. They 

specifically highlight the ability to become a partner in the firm and learn about 

entrepreneurship. Company C also highlights career options, they always talk about this when 

recruiting new employees. According to Company D, they also highlight the career, 

advancement, and education. Company E also highlights career when communicating with 

potential employees. Company F also highlights this and said that career and advancement is 

one of its strengths as an organization. Company B, C, and F believed that other companies 

in the industry offered pretty much the same career and education offers. Company A said that 

they differentiate themselves by offering global opportunities as they are the biggest company 

in their line of business. Company D believed that they differ by offering a more structured 

education program. Company E believed that they have better continuity in their teams than 

bigger companies that often hire a lot of new people who need education every year. 

 

4.1.5 Affiliation  

All of the interviewed companies work with the organization's values and means that these are 

very important for them. Company A is very proud of their company values and works with 

them by talking about them internally and having them in all of their presentations. Company 

B also works with their values, this by discussing every year which type of organization they 

want to build and working towards this. Company C also work with their values, this by 

speaking of these already in the recruiting phase. They also have their values written down, 

and this includes how they should behave internally and in customer relations. They also work 

with these by going on conferences and speaking of them within the organization. Company 

D also work with their values by talking about them. Company E works a lot with their values, 

and they are built upon service, dedication, availability. and sustainability. They work with 

these values by having them in mind when making decisions and so on. Company F, work 
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with their values by having two days every semester that contains talking about the company’s 

values, what they stand for and what is important for them.  

 

When it comes to the feeling of belongingness and work environment company A said that 

they work with this by doing various activities outside the office, after works for example. 

They also focus on helping each other in their daily work, get coffee, breakfast and a good 

chair to sit and work on. They also have joint workouts at the office. Company B said that 

they work with this by getting together about ten times every year where they first have 

workshops and then do social activities. They also have a personnel manual regarding how to 

maintain a good work environment. Company C also has conferences, breakfast, and coffee 

for the employees. Company D work in teams, have social activities outside the office such as 

sports, after work and so on. Company E works with this by having kickoffs where they aim 

to create a feeling of “us” among the employees. Company F means that this can be a challenge 

for them as they are a big company and all employees do not know or meet each other. But 

they do work with this by having after work, jogging groups and other activities department 

wise, and parties for the whole organization. They also prioritize to have a great workplace by 

having comfortable furniture, light rooms, and always saying hello to each other in the 

hallways.  

 

When it comes to getting their employees dedicated in the organization, company A means 

that this has never been a problem, their employees are already dedicated since they hire 

dedicated employees from start. Company B said that they work with feedback and 

improvement proposals every week to maintain the dedication. Company C said that they all 

work together in the organization to maintain dedication, but that a few employees are 

responsible to arrange recreational activities outside the office. Company D said that they work 

with this by creating an internal pride of working at their organization, they also mean that 

education and advancement contribute to maintaining dedication. Company E works with this 

by offering a fun workplace, and this is done by the social activities outside the office 

mentioned above. Company F has a project called “your office, my office” which ables the 

employees to send in thoughts and requests regarding the workplace. They also mentioned that 

when it comes to preparing for parties, anyone who wants to engage in this can do so.  

 

All the companies stated that values and the feeling of belonging are something they 

communicate to potential employees. When they were asked how they think they distinguish 
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themselves from other companies in the same line of business, company A said that they are 

rare to have “care” as one of their company values. They also believe that their value 

“innovative” also stands out. Company B believes that they are unique when it comes to 

dedication and the feeling of belongingness since their partnership offers motivates their 

employees. Company C said that there are huge differences among the companies in this 

industry but did not give a specific example. Company D believes that they are similar to the 

rest of the companies in this industry. Company E does not know how they work with this in 

other organizations, and Company F believes that every organization has different values and 

mean that they stand out since they focus on being humble instead of working with “sharp 

elbows” as he believes other companies can do. 

 

4.2 Marketing communication of employer value proposition  

In this section, the marketing communication of the employer value proposition will be 

presented. Starting with which online channels the interviewed companies use and how 

followed by which offline channels they use and how. 

 

4.2.1 Online channels 

When it comes to communicating respective companies EVP to potential employees, all of the 

companies use online channels. Company A’s online channels are Facebook, Linkedin, 

Instagram, their own website, their own blogs, and externally owned media. Their Instagram 

and Facebook have two accounts where one is a regular account and one is a career-focused 

account. Many posts are about their employees and business in general, as they highlight 

accomplishments within the organization and news within the company. Some posts are 

directed towards potential employees, where they encourage them to apply for a job. Their 

LinkedIn account is used to post job offers they have. On their website, one can read about 

open jobs and how they are as an employer and what they offer. There they highlight varying 

tasks, their vision, coaching and feedback, their familiar culture and its effect on well-being 

and health, education, flexible work, and health benefits.  

 

Company B’s online channels are Facebook, Linked and their own website. They also 

mentioned that every fourth post on social media should be directed to potential employees. 
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Their Facebook account includes a lot of posts about the services they offer potential customers 

and news regarding employees within the organization. LinkedIn contained a lot of posts that 

included a lot of information towards customers. On their website, they communicate how it is 

to work for the company and what employees receive from them as an employer. As an 

example, they highlight digitalization, that every employee can become a partner of the firm, 

working in teams, everyone’s equal value and greater autonomy.  

 

Company C’s online channels are their own website and LinkedIn. They also focus a lot on 

their networks which means that if they want to hire more employees, they ask their employees 

and business partners to contact friends and familiarize. They also use different recruiting firms 

when searching for employees. Today, they have help from three different recruiting firms, 

that promote company C on their own websites as an employer and about job applications. On 

their own website, they write about career advancement possibility and the possibility to have 

an impact on the work content. They only have two posts on their LinkedIn account where one 

of them is regarding a job application. Other than that, they send out advertising PDF-files for 

employees and business partners to share with friends and family they think would be suitable 

for the job.  

 

Company D’s online channels are their own website, Facebook, Instagram, Linkedin, 

Youtube, job sites and employer branding platforms. Their online channels are used in different 

ways, their Instagram focuses on posting about what the employees do and accomplish in the 

organization, and also news within the company. Linkedin is where they post news regarding 

the whole industry and new ways to work. They also inform about upcoming events and 

activities. Overall the respondent said that they use social media by paying for ads and posts to 

get more reach. On their own website, the company communicates the organization's values, 

culture and the career possibilities they offer.  

 

Company E’s online channels are Facebook, LinkedIn, online recruiting tools and their own 

website. Facebook is used by communicating information about what the employees do at work 

and news regarding events. LinkedIn is more general where they post news regarding the whole 

industry and their own organization. Their website communicates career possibilities and 

education options. In the social media channels, they pay for posts and ads, which is used as a 

gateway to their own website where more information regarding the company is compiled.  
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Company F’s online channels are Facebook, Instagram, LinkedIn, and their own website. 

Facebook is posting about their upcoming events and about their employees, what they have 

accomplished and what they are about to do. Instagram is similar to their Facebook page, but 

more details about what its employees do on their weekdays. Their website posts news 

generally regarding the industry, possibilities, and challenges regarding the future and they also 

highlight career options and when they are looking to recruit new employees. On the website, 

visitors are also able to sign up for newsletters if they are interested. Overall on social media, 

this company also pays for posts and ads. 

 

4.2.2 Offline channels 

When it comes to offline channels, company A uses their own network and invites to 

breakfasts, events, are involved in Almedalsveckan and are very active at the universities. On-

campus marketing is used to create a direct and personal contact, this to create a better and 

deeper relationship with potential employees. Company A said that they talked about different 

career paths and what they can offer as an employer. Company B does not use any offline 

channels, this because it is very expensive in time and resources. Company C has not used any 

offline channels yet.  

 

Company D use fairs, on-campus marketing and invites students to their office. They use their 

offline channels mainly by building relationships with potential employees on campus, and by 

inviting students to their offices to see how the organization works.  Company E said that they 

have almost totally stopped using offline channels, but they do still have recruiting groups 

active at universities. The recruiting groups focus more on a few universities instead of all of 

them. The respondent means that this is a way of building stronger relationships and become 

popular on the campuses they choose to focus on. Company F focuses on relationship-building 

events, such as fairs and on-campus marketing. On these events, they focus mainly on building 

relationships with potential employees and spread the word regarding their organization.  

 

Most of the companies say that they have seen that some communication channels have been 

more effective than others. Company A thinks that LinkedIn is the most effective channel. 

They also find Facebook and advertisements for employee recruitment effective. Further, they 

think that on-campus marketing is the best since it creates deeper contact and relationships with 
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potential employees. But in general, they see that they receive more applications from online 

channels. Company B do not collect data in that way so that they know which channels are 

more effective than others. Company C says that the best channels are when existing 

employees contact friends and familiarize within the industry and market an open spot. That is 

outstanding the best. Or if they talk to customers who recommend someone to apply.  

 

Company D think that a personal meeting with potential employees is the best, as they can 

talk about the employees being the strength of the business. Events can also be one of the more 

effective channels. These together with the combination of being seen online. Company E said 

that Facebook is working very well for them when asked which channel is the most effective. 

Company F said that social media is very important today. This to find other feeds by other 

associations such as student associations, which they mean is the most effective channels. 

Sponsored posts on social media are included also.  

 

When it comes to evaluating these communication channels, half of the companies did not 

have any system for evaluation. Company D evaluate their channels, and this is done by 

measuring numbers, trying different channels and adjusting their message. Company E 

evaluates its online channels by looking at how many views and clicks an advertisement or 

post has got. Company F means that it is difficult to measure as they use a lot of different 

platforms, but they try to evaluate their channels by asking potential employees at events and 

interviews on how they found the employer.  
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5. Analysis  

This chapter consists of an analysis based on empirical data. This is done by interpreting the 

data with help from the frame of reference, this to be able to answer the research questions. 

This chapter begins with analyzing the five components included in the EVP, this by comparing 

the collected data against the theories and frame of reference in chapter two. Furthermore, the 

chapter continues by analyzing the marketing communication of these five components.  

 

5.1 Employer value proposition 

To gain a clear view of the empirical data a chart containing these data were conducted. This, 

to be able to find patterns and analyze them against each other. The boxes named Theory is 

added to create an overview of which component respective company offers, which match 

previous research. Where + means that it matches theory, - means no match and +/- means that 

it matches partly.  

Table 5.1: Analysis of the employer value proposition  

Company Compensation Benefits Work Content Career Affiliation Communicating 

A • Fixed salary 

• Bonuses 

• Overtime 

compensation 

• Health 

benefits 

• Lunch card 

• Pension 

system 

• Health 

insurance 

• 90% of the 

salary when 

parental leave 

• Varying tasks 

•  Independent 

work 

• Decentralized 

decision making  

• Feedback 

• Leadership roles 

• Specialize in a 

certain area 

• Sales 

• Partner in firm 

 

• Training 

• Education 

• Advancement 

 

• Collective 

agreement 

• Works with 

values 

 

• Social activities 

inside and outside 

of the organization 

• Work content 

• Career 

• Affiliation  

Theory + + + + +  
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B • Fixed salary • Health 

benefit 

•Pension 

system 

• 6 weeks’ 

vacation  

•Company 

car 

• Computer 

• Varying tasks 

• Independent 

work 

• Decentralized 

decision making  

• Feedback 

• Partner in firm 

 

• Training 

• Education 

• Advancement 

 

• Collective 

agreement 

• Works with 

values 

 

• Social activities 

inside and outside 

of the organization 

 

• Feedback and 

improvement 

proposals 

• Career 

• Affiliation  

Theory +/- + + + +  

C • Fixed salary 

(Higher than the 

industry) 

• Gym card 

• Health 

benefits 

• Health 

checks 

• Insurance 

package 

• Boost 

pension 

benefits 

• Training 

benefits 

• 1 extra 

working hour 

is counted as 

1,5 hour 

• Varying tasks 

•  Independent 

work 

• Centralized 

decision making  

• Feedback 

• Authorized 

auditor 

 

• Training 

• Education 

• Advancement 

 

• Works with 

values 

 

• Social activities 

inside and outside 

of the   

• Benefits 

• Work content 

• Career 

• Affiliation  

Theory + + + + +  

D • Fixed salary 

• Bonuses 
• Health 

benefits 

• Pension 

• Vacation  

• Health 

insurance  

• Sports 

activities 

• Varying tasks 

•  Independent 

work 

• Centralized 

decision making  

• Feedback 

• Partner in firm 

 

• Training 

• Education 

• Advancement 

 

• Collective 

agreement 

• Works with 

values 

 

• Social activities 

inside and outside 

of the organization 

 

• Create internal 

pride in working at 

the organization 

• Work content 

• Career 

• Affiliation  

Theory + + + + +  
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E • Fixed salary 

• Bonuses 
• Pension 

system 

• Vacation  

• Health 

benefits 

• Varying tasks 

•  Independent 

work 

• Centralized 

decision making  

• Feedback 

• Auditor 

• Accountant 

• Taxes 

 

• Training 

• Education 

• Advancement 

 

• Collective 

agreement 

• Works with 

values 

 

• Social activities 

inside and outside 

of the organization 

• Work content 

• Career 

• Affiliation  

Theory + + + + +  

F • Fixed salary 

• Bonuses 

• Overtime 

compensation 

• Health 

benefits 

• Pension 

• Vacation  

• Flexing 

hours   

• Various 

associations  

• Benefits to 

go to see art 

• Squash and 

padel for free 

• Football 

and floorball 

teams 

• Health 

checks 

• Discounts 

on gym cards  

• Varying tasks 

•  Independent 

work 

• Centralized 

decision making  

• Feedback 

• Work abroad 

 

• Training 

• Education 

• Advancement 

 

• Collective 

agreement 

• Works with 

values 

 

• Social activities 

inside and outside 

of the organization 

 

• “your office, my 

office” 

• Work content 

• Career 

• Affiliation  

Theory + + + + +  

 

5.1.1 Compensation 

All the interviewed companies offer compensation to their employees. This is according to 

Ledford (2003) among others, an important factor included in an organizations EVP. All of 

them offer a monthly fixed salary. It is not very surprising that all of the respondents offer this 

to their employees since Sweden is a country which has strict regulations regarding salaries. If 

this study was made in a different country the answers regarding base salary might have been 

more varied between the companies. The company who stands out regarding this is company 

C that claims that their fixed salary is higher than their competitors with a couple of thousand 



42 

 

Swedish kronor every month. This can be a strategy for them to attract great employees from 

other organizations, in order for them to come work at company C instead. Another reason for 

the high salary can be that company C is the smallest company that participated in this study. 

Since the bigger companies included in this study can tempt potential employees with 

becoming a partner at their firm, company C needs to offer something else instead to stand out 

from the competition.  

 

Another recurring compensation is bonuses. The forms of these vary across the companies, 

which is aligned with previous literature regarding this (Gupta and Shaw, 2014). The bonuses 

are in forms of performance-based cash recognition or paid overtime. Company B and 

company C does not offer any additional bonus to the salary. Regarding company C the higher 

fixed monthly salary probably covers this area and therefore they do not feel the need to tempt 

with more money. When it comes to company B’s lack of bonuses a reason can be their 

business model where all of the employees are offered ownership in the firm. They seem to 

value entrepreneurship more than performance-based bonuses.  

 

Overall the compensation across the companies are very similar to each other. The important 

part is that the employers offer some type of compensation (Ledford, 2003; Dabirian et al., 

2017) which they all do. That means that compensation is a part of all of these six companies 

EVP’s. An interesting finding when collecting data is that none of the interviewed companies 

choose to highlight their compensation offers when communicating with potential employees. 

The theory says that different companies choose to highlight different parts of their EVP and 

not all of the components (Ledford, 2003). But according to Dineen and Williamson (2012), 

Saks et al (1996), and Shaw and Gupta (2007) this component specifically is important in terms 

of attracting qualified employees, motivating employees, and keeping the quality of those who 

stay in the company. Regarding this, it was interesting that none of the companies choose to 

communicate this component. 

 

5.1.2 Benefits 

Every company said that they offer benefits to their employees. Dulebohn et al (2003) write 

about the significant role that benefit plays when it comes to attraction and retention of 

employees. Dabirian et al (2017) wrote about the importance of benefit, since it affects the 
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work harmony, potential conflicts and stress. All of the companies offered health benefits, 

vacation, and pension. Some companies said that benefits should be seen as a standard for a 

company. Vacation days are an employer obliged to give their employees according to Swedish 

law. In a collective agreement, pension is generally included which means if a company has a 

collective agreement, one can count on having a pension through the employer. Health benefits 

are not a component an employer is required to offer their employees, but most do, which is 

shown in the interview answers. In addition to these, some companies offer more benefits to 

their employees.  

 

Company C and F were the ones that brought up most benefits they offered to their employees. 

A connection between the number of employees and amount of benefits cannot be seen since 

company C is the smallest in the study and company F is one of the biggest. One reason for 

the difference between the companies and the number of benefits could be that some of them 

choose to only bring up a few while some brought up more benefits. This, since we did not ask 

for every benefit. Company B, for example, offers a company car to its employees. Company 

C talked about different types of health-related benefits which resulted in their benefits package 

looking larger whilst some companies maybe talked about different health-related benefits as 

one instead of several. So just looking at the number of benefits the companies brought up 

could be a bit miss guiding. What we can see based on the interview answers is that every 

company offers the different types of benefits as Ledford (2003), Summers (1989), Dulebohn 

et al (2009), and Ko and Hur (2013) write about. Not many companies mentioned anything 

about a work-family benefit which Dulebohn et al (2009) brought up. Only company A talked 

about this by offering to compensate up to 90% of the salary when on parental leave. This can 

be a way to attract employees who may want children, and also a way for the company to 

highlight the importance of equality among the genders. 

 

Even though benefits seem to be an important factor according to Dulebohn et al (2003) and 

Dabirian et al (2017), was this not a component any company highlighted when communicating 

their employer value proposition. The reason for this could be, as mentioned earlier, that 

benefits are seen as standard for a company and some of the benefits are included in the 

collective agreement.  
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5.1.3 Work content  

Work content is the component with the most similarities between the companies. As Ledford 

(2003) wrote, does work content includes factors such as variety, challenge, autonomy, 

meaningfulness, and feedback. Every interview company thought that their work content had 

variety, that it included a lot or some independent work, and that everybody work with 

feedback. The smaller companies, company B and C, talked about that variety was due to that 

they did not have departments specialized in a business area, that they handle all types of areas. 

This in comparison to bigger companies. As company D said, do they have different service 

lines and the variety comes from working with different customers and teams. Company E, 

on the other hand, talked about the rules and regulations, and how it affected the variety since 

one have to work within them. As auditing is affected by a lot of regulations in general, does 

this probably affect every company. The variety can still come, as mentioned from company 

B, C, and D, from having to work within different business areas, with different customers and 

teams within the business.  

 

The independence of the work differed some between the companies. But in general, did 

everybody work in teams for a customer where everybody had individual assignments. Some 

had mentors along the way to guide them. As Dabirian et al (2017) mentioned can a manager 

create inspire, trust, protect, enable and respect to employees. A mentor could help with this as 

they are there for the employee when needed. On the other hand, can it mean, if the mentor 

goes out of hand, could it result in the employee not being trusted by the firm. Every company 

worked with feedback, both individually and in teams after a completed job for a customer. 

 

The thing that differed where if decision making was decentralized or centralized. Ledford 

(2003) said that decision making affected if the employee felt trust and confidence from their 

employer, that they can perform a great job, and whether the employee feels responsible for 

their job or not. Company A and B stated that they think that decision making is decentralized 

within their organizations, whilst company C, D, E, and F said that the decision making is 

more centralized but that they encourage ideas for decision making. Most of the companies 

said that an authorized auditor or a more senior employee made the decision. This could be 

since they are dealing with customers businesses and wrong decisions do not only affect the 

audit firm but the customer as well.  
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5.1.4 Career 

All of the interviewed companies offer career options to their employees. When it comes to 

career options, we can see that half of the company’s focus on offering partnership in the firm 

as a career path. The common denominator seems to be that the bigger companies offer 

partnership. This can be a strategy to keep the employee's qualities, skills and relationships to 

customers within the organization, instead of losing them to a competitor who might tempt the 

employees with other types of compensation. According to Ledford (2003) great employees 

can get tempted with career opportunities or titles at a competitor, these are called exit drivers, 

and partnership in the firm is a great way to prevent that it would happen. This since the 

employee becomes committed to the organization. Smaller companies, such as company C, E, 

and F focus more on specialization in different areas instead. The differences among the career 

options between these companies are probably mattered of economic resources.  

 

All of the companies offer training, education, and advancement even if they may do it in 

different ways. This is something that Dabirian et al., (2017) highlights as an important part of 

the career component, and demonstrably the respondents in this study agree. When it comes to 

employment security, all the interviewed companies except company C offer this with their 

collective agreement. Company C said that their employment agreements still are aligned with 

the regulations in the collective agreement and means that they are still offering employment 

security. This is an important part of the component career, and if it is not applied it can be an 

exciting driver for an employee instead (Ledford, 2003).  

 

Overall all the companies in the study offer some type of career their employees, which means 

it is a part of their EVP’s (Ledford, 2003; Dabirian et al., 2017). Another interesting finding 

when collecting the data is that all of the six companies in this study choose to highlight the 

component career when communicating with potential employees. This might be because it is 

a certain personality type who is interested in this line of business where the career path is very 

important. Another reason can be that the companies want to be clear from the beginning that 

they want to build long term employment instead of providing with training and education and 

then losing the employee to a competitor.  
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5.1.5 Affiliation  

When it comes to affiliation, all the companies have company values and actively works with 

these within the organizations. It can be done in different ways, but often by talking about the 

company values among each other. This is according to Ledford (2003) an important factor in 

the component affiliation in order for the employees to feel like they admire the organization 

and share its values.  

 

When it comes to the feeling of belongingness towards colleagues, work environment and 

dedication in the firm, all the companies work in similar ways. This is done by various social 

activities inside and outside the organization, which is probably a great way of building a nice 

workplace where the employees have fun. Company D stands out regarding this, as they aim 

to “create internal pride of working within the organization” with these social activities, which 

is well aligned with Ledford (2003) and Dabirian et al (2017) theory. Company B and F mean 

that feedback systems are a part of their affiliation, which can be a way of getting the employees 

more involved in the organization and thereby more committed to the organization.  

 

Overall all the companies work to ensure some type of affiliation, and thereby this component 

is also a part of their EVP’s (Ledford, 2003; Dabirian et al., 2017). All the six companies choose 

to highlight their values when communicating with potential employees. This is probably to 

attract the right candidates to their organization which is aligned with the company’s values 

from start, in order to create a great workplace for everybody (Dabirian et al., 2017). 

 

5.2 Marketing communication of employer value propositions 

To gain a clear view of the empirical data regarding the marketing communication of the EVP, 

a chart containing the data was conducted. This to be able to find patterns and analyze them 

against each other. The boxes named theory is added to create an overview of which channels 

respective company offers, which match previous research. In this chart, we chose to separate 

LinkedIn from “social media” since all the companies seem to use it differently compared to 

how they use Facebook and Instagram. Where + means that it matches theory, - means no 

match and +/- means that it matches partly.  
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Table 5.2: Analysis of the marketing communication of employer value proposition  

Company Online Channels Offline Channels 

A • Social media  
- Gives potential employees 

insight into how their 

days would be working at 

this company (work 

content, affiliation) 

- Gives current employees 

news regarding the 

organization 

• LinkedIn 
- Directed to customers  

- Directed to potential 

employees with job offers 

• Website  
- Highlights work content, 

affiliation, benefits and 

career 

• Event 
• Breakfast 
• Almedalsveckan 
• On-campus 

- Creates a direct and 

personal contact to create 

strong relationships 

- Communicates career 

Theory + + 

B • Social media  
- Directed to customers 

- Gives current employees 

news regarding the 

organization 

• LinkedIn 
- Directed to customers  

• Website 
- Highlights career, work 

content, and affiliation 

• Do not use offline channels 

Theory + - 

C • LinkedIn 
- Job offers 

• Website 
- Highlights career, work 

content 

• Recruiting firms 
- Promotes company C on 

their websites 

• Ads in PDF-form 
- Employees send these to 

friends and family 

- Clients send to friends 

and family 

• Communicate through current 

employees and business partners to 

attract potential employees 

Theory + - 
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D • Social media 
- Gives potential employees 

insight into how their 

days would be working at 

this company (work 

content, affiliation) 

- Gives current employees 

news regarding the 

organization 

- Pay for ads 

• LinkedIn 
- Spread news regarding the 

industry, new ways to 

work 

- Inform about upcoming 

events 

- Pay for ads 

• Website 
- Highlights career and 

affiliation 

• Fairs 
• On-campus marketing  

- Builds relationships with 

potential employees 

- Invites students to the 

office (work content, 

affiliation) 

Theory + + 

E  • Social media 
- Gives potential employees 

insight into how their 

days would be working at 

this company (work 

content, affiliation) 

- Gives current employees 

news regarding the 

organization 

- Gives new regarding 

events 

- Pay for ads 

• LinkedIn 
- Spread news regarding the 

industry 

- Give news about the 

company 

- Pay for ads 

• Website 
- Highlights career 

• On-campus marketing 
- Builds relationships with 

potential employees 

- Focus more on building 

strong relationships on a 

few campuses than loose 

relationships on all 

campuses 

Theory + + 
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F  • Social media 
- Gives potential employees 

insight into how their 

days would be working at 

this company (work 

content, affiliation) 

- Gives current employees 

news regarding the 

organization 

- Gives new regarding 

events 

- Pay for ads 

• Website 
- General news, 

possibilities and 

challenges regarding the 

industry  

- Highlight career 

- Job offers 

- Able to sign up for 

newsletter 

• Fairs 
- Builds relationships with 

potential employees 

• On-campus marketing 
- Builds relationships with 

potential employees 

- Spread the word about the 

organization 

Theory            +             + 

 

 

When analyzing the collected empirical data regarding which communication channels and 

what the companies choose to communicate, some interesting findings were made. All the 

respondents valued online channels a lot, and all of the companies use different forms of online 

channels. All companies except company C choose to use social media such as Facebook and 

Instagram, which is well aligned with earlier theory (Chhabra and Sharma, 2014; Heilmann et 

al., 2013). The social media tend to cover a lot of information regarding what their current 

employees do on their weekdays in the organizations, and news within the organizations, in 

other words how it is to work in these organizations. This is aligned with Chhabra and Sharma 

(2014) who highlights that the content must be directed to the target audience, in this case, 

potential employees. Which the companies do since they want to show potential employees 

how their days would look if they worked at these organizations.  

 

The components the companies choose to communicate through these channels are work 

content and affiliation. This is an example of “care about the employees as individuals” and 

“variety in daily work” that Chhabra and Sharma (2014) advocated is important to 

communicate. The only company that chose to use their social media in a different way were 

company B who uses it to target customers with offers and give news about the already existing 

employees. Why company B and C choose not to take advantage of their social media in a 

way to attract potential employees, can be that they simply prioritize a different channel for 
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this. It can also depend on the people responsible for the company’s communication channels, 

as they might not be aware of the possibilities to reach their target group through these media. 

When it comes to LinkedIn, all of the companies use this channel and the trend seems to be to 

provide news regarding the whole industry and to post when they have current job offers 

available. This is another way of the companies to direct their message to the right target 

audience as Chhabra and Sharma (2014) wrote about.  

 

Another online channel all the companies used is their own website. This seems to be where 

the companies prioritize to communicate their EVP. Company A highlights the components 

work content, affiliation, benefits and career which all matches the theory (Chhabra and 

Sharma, 2014; Ledford et al., 2000). This shows that this company knows what their target 

audience gets attracted to and a reason for this can be that this is a well-established and big 

company with a team who works actively with their EVP. Company B highlights career, work 

content and affiliation on their website, company C highlights career and work content, 

company D highlights career and affiliation, company E and F highlights career. All 

companies choose to highlight career options and paths on their website, which matches what 

Chhabra and Sharma (2014) wrote was one of the most important components to highlight. 

The other chosen components that were highlighted also match the previous theory regarding 

what the channels should communicate. It is interesting that all the companies specifically 

communicate these on their website. An explanation for this can be what company E said in 

the interview. Videlicet that they pay for ads on social media to catch the potential employees’ 

interest, and then use it as a gateway to their website where more information is compiled. We 

believe this is a rather usual strategy of using paid ads, which suggests that most of the 

companies uses their ads as a gateway to their websites, even if they did not say it in the 

interviews.  

 

Company C stands out when it comes to communicating their EVP online, as they were the 

only company who used recruiting firms. A reason for this can be that they, as mentioned 

earlier, are the smallest participants in the study, and therefore their brand might not have been 

established in people's mind as much as some of the other companies already has. Another 

finding is that they are the only company who claim to use their current employees as 

messengers to potential employees. This is very interesting since Heilmann et al (2013) wrote 

about the effect this strategy has when attracting new employees. Company C themselves said 

that this is their superior communication channel. That is probably since the potential 
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employees, in this case, get a lot of information regarding the company from a valid source, 

since it is from someone, they have a connection to and who works within the organization. It 

is possible that other companies in this study exercise this method as well, but not to the same 

extent as company C who has PDF-files with information prepared. 

 

When analyzing the collected data regarding the offline channels, we found that the companies 

differed more from each other. Company B does not use any offline channels at all at this 

moment, and company C does not use any offline channels presented in previous literature. 

Which goes against all previous research regarding this subject, especially since Heilmann et 

al (2013) highlighted the importance of covering both online and offline channels widely. This 

is interesting since they also were the only companies who did not direct their social media to 

potential employees as obvious as their competitors. This indicates that these companies have 

not explored the positive effects of working actively with promoting their EVP to the same 

extent as the other companies. Another reason can be that company C is satisfied with their 

PDF-files and therefore does not see the need to start working in new ways. Another reason 

can be that these, once again, are the smallest companies who participated in the study, and 

company E’s simple explanation for not using offline channels right now is that it requires 

resources in forms of time and money in which they do not currently have.  

 

The other companies in the study various offline channels, and the most popular one is on-

campus marketing. They seem to use this on-campus marketing opportunity to communicate 

career to their potential employees, which is well aligned with the theory previous research 

provided (Chhabra and Sharma, 2014; Dabirian et al., 2017; Ledford et al., 2000). All the 

interviewed companies also take advantage of all face to face meetings with potential 

employees in order to build strong and long-lasting relationships. Since strong relationships 

usually lead to having more fun at work, a greater feeling of belongingness, similar values, and 

appreciation, which are factors included in the component affiliation (Berthon et al., 2005; 

Ledford et al., 2000; Dabirian et al., 2017). On-campus marketing also seems to be where the 

companies communicate their affiliation.  
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6. Discussion and conclusion 

In this chapter will the discussion and conclusion of the study be discussed. Further, theoretical 

and practical contribution will be presented. Lastly, the limitations followed by suggestions for 

further research will be discussed.  

 

6.1 Discussion and conclusion 

The purpose of the study was to increase the understanding of the marketing communication 

of the EVP, more specifically the components of the EVP and communication channels used 

in the organizations.  

 

RQ1: How can the employer value proposition of Swedish audit firms be described? 

The results have shown that all the companies EVP’s includes the components; compensation, 

benefits, work content, career, and affiliation. Further, almost all the companies choose to 

highlight the same components from their EVP’s in their marketing communication. It 

occurred some marginal differences among the companies where for instance company A also 

communicates their benefits. An explanation for why the interviewed companies chooses to 

highlight career, work content, and affiliation when communicating with potential employees 

can be that previous research explains that these are the components which should be 

highlighted (Berthon et al., 2005; Dabirian et al., 2017; Ledford et al., 2000). Another reason 

for this could be, as some of the respondents mentioned, that the studied industry is a very 

homogeneous line of business. Although this should be an even more important reason for the 

companies in this industry to try and distinguish themselves from their competitors when 

communicating with potential employees. For instance, some of the companies have very well 

thought out benefit packages who varies more across the companies, than for example their 

work content does.   

 

RQ2: How do Swedish audit firms communicate their employer value proposition? 

When it comes to which communication channels the companies decide to work with, the study 

showed that the overall use of communication channels and the communicated message is very 

similar across the different companies. There are a few varieties in the result, where the main 

difference was found in the use of offline channels. This is mainly since two companies did 
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not choose to use any offline channels, and as earlier mentioned, it is probably a matter of 

resources in which only the bigger companies possess. Further, we can see that almost all of 

the audit firms used social media, their own website and LinkedIn as online channels. How the 

channels were used, had more similarities than differences.  

 

6.2 Theoretical contribution 

As Theurer et al (2018) mentioned, there is a lack of research regarding the area of marketing 

the employer value proposition. This study has contributed with theory to that gap of 

knowledge. This study has shown that almost all of the companies choose to highlight the same 

components from their EVP’s in their marketing communication. There were only two 

companies that differed by communicating one component more and one component less than 

the other companies. The most communicated components were work content, career, and 

affiliation.  Regarding the communication channels, all of the companies use online channels 

in fairly the same way. What differed was the use of offline channels, where two companies 

did not communicate their EVP’s through any offline channels. The collected data and results 

of this study have contributed to fulfill the purpose of this report and thereby strengthen the 

current theories regarding the subject employer value proposition.  

 

6.3 Practical contribution 

As mentioned earlier, is the main segment who benefits from this research, managers and 

human resource functionaries (Botha, et al., 2011). Theory on employer branding and employer 

value proposition is also important for employers as well as employees. This study has 

contributed with practical relevance that employers, managers, and human resource 

functionaries can benefit from. This since the report has contributed with knowledge from other 

organizations regarding which components should be included in the EVP, which components 

should be communicated to potential employees, which channels they should communicate 

through, and what they should communicate. After analyzing the collected data and gained a 

result, we would recommend the companies to include compensation, benefits, work content, 

career and affiliation in their EVP. This since the majority of the interviewed companies 

include all the components in their EVP. The report has also contributed with information 

regarding which components should be communicated with potential employees, which 
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according to the collected empirical data is work content, career and affiliation. The most 

effective communication channels seem to be social media, LinkedIn, on-campus marketing 

and communicating through current employees and business partners to target potential 

employees. This can be used as a tool for those companies interested in working and/or 

developing their employer brand and employer value proposition. Further, this report can 

contribute to a more beneficial workplace for employees if employers build their EVP along 

with the components the report has presented. 

 

6.4 Limitations  

The studies limitation is that some respondents did not possess all the answers for the interview 

questions so that they could contribute with all the facts. Some respondents were more familiar 

than others regarding the term’s employer branding and employer value proposition. This as 

they actively work with those terms within their organizations, unlike other respondents 

answered. This led to some being able to give more developed answers than others. Another 

limitation of this study was the time. Since the time was set to ten weeks, there was no 

possibility to work with the study beyond that to increase the validity and reliability. With more 

time, the report could have included more companies in order to contribute with more 

developed and comprehensive results.  

 

6.5 Suggestions for further research 

The first suggestion for further research is to perform this study again and include more 

organizations in the research. This to gain more valid data in order to make conclusions 

regarding audit firms EVP’s. Further recommendations would be to study more detailed 

regarding how the different communication channels are used within organizations. This would 

create deeper knowledge regarding how companies communicate their EVP and attract 

potential employees. A further suggestion is to study on the third step in Backhaus and Tikoo’s 

three-step process. The third step is the internal marketing of employer branding, which in this 

study was not investigated. Further research regarding monitoring of the employer value 

proposition would contribute with valuable knowledge in the research area. Finally, 

suggestions for further research should include other industries to gain a broader perspective 

regarding organizations EVP’s in different types of businesses. 
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Appendix 1 Interview guide English 

Interview guide  

 

Background questions 

1. How long have you worked within the organization? 

2. Which employment do you have within the organization? 

3. How many works within the organization? 

4. Do you actively work with promoting yourselves as an organization? 

5. What do you usually say about yourselves when you communicate with potential 

employees? What do you usually highlight? 

6. Are you speaking in terms of EVP or employer branding? 

 

RQ1 

Compensation 

1. Which types of compensation do you offer your employees? 

- How does for example the salary look? 

- What affects the salary (bonus)? 

 

- Is compensation, in other words salary, bonuses and so on, something you 

usually highlight when communicating with potential employees? 

- How do you believe the salary and bonuses look at other companies in the same 

industry? How do you differentiate from them there? 

 

Benefits 

1. Do you offer any specific benefits to your employees? 

- How does for example your health benefits, pension and leave look? 

- What affects these benefits? 

 

- Are these benefits, health benefits, pension, leave, and so on, something you 

usually highlight when communicating to potential employees? 

 



62 

 

- How do you believe these benefits look at other companies in the same 

industry? How do you differentiate yourselves there? 

 

Work Content 

1. How does the task assignments look for your employees? 

- Is it for example variety in the assignments? 

- Is it a lot of independent work? 

- How does it work with decision making in the task assignments, can employees 

make their own decisions or does big decisions always go through managers? 

- How do you work with feedback? Do you for example have regular dialogue 

with employees regarding their performance? 

 

- Are these task assignments, feedback conversations, decision making and so on, 

something you usually highlight when communicating to potential employees? 

- How do you believe these task assignments, feedback systems and decision-

making look at other companies in the same industry? How do you differentiate 

yourselves there? 

 

Career 

1. How does the career paths look for your employees at your organization?  

- Are there different career paths to take, if so, which? 

- Are there different employment titles when working at your organization, if so, 

which? 

- How does it look with training, advancement and education for your 

employees? 

- How does employment security look when working at your organization? 

- How does for example the employment agreements look? 

 

- Is career and advancement opportunities something you usually highlight when 

communicating to potential employees? 

- How do you believe career and advancement opportunities look at other 

companies in the same industry? How do you differentiate yourselves there? 

 

Affiliation 
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1. How do your company values look? 

- Do you work with these values? For example, by talking a lot about them with 

your employees? 

- Do you actively work with creating a feeling of belongingness at the workplace? 

If so, how? 

- Do you work with building a great work environment to make your employees 

feel at home? If so, how? 

- How do you work with making your employees dedicated to the organization? 

 

- Are company values and belongingness something you usually highlight when 

communicating to potential employees? 

- How do you believe the company values look at other companies in the same 

industry? How do you differentiate yourselves there? 

 

RQ2 

1. How do you communicate with potential employees? 

2. Which communication channels do you use to communicate your EVP? 

- Do you use online channels to communicate with potential employees? If so, 

which? 

- How do you use them? Do you for example have your own website, social 

media or work with ads? 

- Do you use offline channels to communicate with potential employees? If so, 

which? 

- How do you use them? Do you for example do any on-campus marketing? 

- How do you believe the usage of communication channels look at other 

companies in the industry? How do you differentiate from them there? 

 

3. Have you noticed if any of these communication channels are more effective than other? 

4. Do you monitor the communication of your employer brand? 

5. How do you monitor the communication of your employer brand? 

6. Is there anything else you would like to ad that we have not asked about? 
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Appendix 2 Interview guide Swedish  

Intervjuguide 

 

Bakgrundsfrågor 

1. Hur länge har du arbetat inom bolaget? 

2. Vad har du för anställning inom bolaget? 

3. Hur många arbetar inom företaget? 

4. Arbetar ni aktivt med att marknadsföra er som arbetsgivare? 

5. Vad brukar ni berätta om er själva när ni kommunicerar med potentiella medarbetare? 

Vilka punkter brukar ni lyfta? 

6. Pratar ni exempelvis i termer som EVP eller employer branding? 

 

 

FF1 

Compensation 

1. Vad erbjuder ni för former av kompensation till era anställda?  

- Hur ser exempelvis era löner ut? 

- Vad påverkar lönen (bonus)? 

 

- Är kompensationen, alltså löner, bonusar osv, något ni brukar lyfta när ni 

kommunicerar med potentiella medarbetare? Isåfall hur? 

- Hur tror ni dessa löner och bonusar ser ut hos andra i samma bransch? Hur 

skiljer ni er från dem där? 

 

Benefits 

2. Erbjuder ni några specifika förmåner till era anställda?  

- Hur ser exempelvis era friskvårdsfördelar, pension och semester ut? 

- Vad  påverkar dessa förmåner? 

 

- Är dessa förmåner, friskvård, pension, semester osv, något ni brukar lyfta när 

ni kommunicerar med potentiella medarbetare? Isåfall hur? 

- Hur tror ni alla dessa förmåner ser ut hos andra i samma bransch? Hur skiljer ni 

er från dem där? 
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Work Content 

3. Hur ser arbetsuppgifterna ut för era anställda? 

- Är det exempelvis varierande arbetsuppgifter? 

- Är det mycket självständigt arbete? 

- Hur ser det ut med beslutsfattande i arbetet, kan medarbetarna fatta egna beslut 

eller går stora beslut alltid via chefer? 

- Hur jobbar ni med feedback? Arbetar ni exempelvis med regelbundna 

prestations-samtal med era anställda? 

 

- Är arbetsuppgifterna, feedback samtal, beslutsfattande, osv, något ni brukar 

lyfta när ni kommunicerar med potentiella medarbetare? Isåfall hur? 

- Hur tror ni dessa arbetsuppgifter, feedback system, och beslutsfattande ser ut 

hos andra i samma bransch? Hur skiljer ni er från dem där? 

 

Career 

4. Hur ser karriärmöjligheterna för era anställda ut hos er? 

- Finns det olika karriärvägar att gå, isåfall vilka? 

- Finns det olika arbetstitlar när man jobbar hos er, isåfall vilka? 

- Hur ser det ut med träning, utveckling och utbildning till era anställda? 

- Hur ser anställningstryggheten ut när man är anställd hos er? 

- Hur ser exempelvis arbetsavtalen ut hos er? 

 

- Är karriär och utvecklingsmöjligheter något ni brukar lyfta när ni 

kommunicerar med potentiella medarbetare? Isåfall hur? 

- Hur tror ni dessa karriär och utvecklingsmöjligheter ser ut hos andra inom 

samma bransch? Hur skiljer ni er från dem där? 

 

Affiliation 

5. Hur ser era företagsvärderingar ut? 

- Hur arbetar ni med dessa värderingar? Exempelvis talar ni mycket om detta med 

era medarbetare? 

- Arbetar ni aktivt med att skapa en känsla av tillhörighet och samhörighet på 

arbetsplatsen? Isåfall hur? 
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- Arbetar ni med att skapa ett bra arbetsklimat för att era anställda ska trivas? 

Isåfall hur? 

- Hur arbetar ni med att få era medarbetare att engagera sig i organisationen? 

 

- Är värderingar och tillhörighet något ni brukar lyfta när ni kommunicerar med 

potentiella medarbetare? Isåfall hur? 

- Hur tror ni att värderingar ser ut hos andra i samma bransch? Är det liknande 

värderingar? Arbetar man på liknande sätt för att skapa engagemang? 

 

 

FF2 

1. Hur kommunicerar ni med potentiella medarbetare? 

2. Vilka kommunikationskanaler använder ni för att kommunicera ut ert 

arbetsgivarvarumärke/EVP? 

- Använder ni onlinekanaler för att kommunicera med potentiella medarbetare? Isåfall 

vilka?  

- Hur använder ni dem? Har ni exempelvis en egen hemsida, sociala medier, eller arbetar 

med annonser? 

- Använder ni offlinekanaler för att kommunicera med potentiella medarbetare? Isåfall 

vilka? 

- Hur använder ni dessa? Marknadsför ni er exempelvis på event eller på universitet? 

 

- Hur tror ni användningen av kommunikationskanalerna ser ut hos andra i samma 

bransch? Hur skiljer ni er från dom där? 

 

3. Har ni upptäckt om någon/några av dessa kommunikationskanaler är effektivare än 

andra? 

4. Utvärderar ni kommunikationen av arbetsgivarvarumärket? 

5. Hur utvärderar ni kommunikationen av arbetsgivarvarumärket?  

6. Har du något extra du vill lägga till som vi ej har frågat om? 

 

 

 


