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Abstract 

 

Authors: JoAnna Caster & Dana Linnes 

Tutor: Setayesh Sattari 

Title: Internal Branding in Multinational Firms- A Gap Analysis of Internal Stakeholder 

Perceptions 

Background: As globalization increases, the topic of internal branding has grown in 

popularity, particularly as a way for firms to secure a competitive advantage in the global 

marketplace. The topic is quite new however, and there are many aspects that have not been 

fully explored, including the influence of internal stakeholder perceptions on a firm’s internal 

brand and related support activities. 

Purpose: The purpose of this research study is to 1) identify whether a gap exists between 

employee and manager perceptions of a firm’s internal brand and internal branding activities 

and 2) investigate the influence of a firm’s country of origin on those perceptions. 

Delimitations: The study was limited to only medium and large sized firms that have 

international operations. Additionally, only internal stakeholders were included in the study 

and the research was limited to respondent’s perceptions, and not necessarily the actual 

internal brand and related supporting processes or structures. 

Method: The research was qualitative and data was collected via 24 in-depth interviews of 

managerial and non-managerial employees at 10 medium and large sized firms. The data was 

then analyzed using a pattern-matching technique. 

Conclusions: Perceptions of both managerial and non-managerial employees did not indicate 

significant gaps, however there seemed to be an unclear understanding of what an internal 

brand is and what respondent’s firm’s internal brand represents. Also, the country of origin 

did not have a significant influence on those perceptions, as most respondents indicated that 

they perceived their firm’s internal brand as primarily “global.” 

Keywords: internal branding, internal brand, international marketing, marketing strategy, 

stakeholder perceptions, internal marketing orientation, human resource management, 

country of origin 
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1.0 Introduction 

This chapter presents a short introduction to the research study and background, followed by 

a problematization, problem formulation, and research delimitations. In addition, this section 

contains the purpose of the study. 

 

1.1 Background 

With the constantly fluctuating economy, rising globalization, and rapidly advancing 

technology, competition among firms is becoming increasingly intense. Additionally, each of 

these factors has ultimately provided the opportunity for firms to compete more directly, 

regardless of their size, country of origin, and in some cases, even quantity of resources 

(Hatch & Shultz 2003; Knight 2000; Shocker et al. 1994) As a result, the role of a firm’s 

corporate brand is becoming more important (Khan 2009; Douglas et al. 2001). Not only is a 

strong corporate brand a way for firms to attract potential customers and ensure existing 

customer loyalty, but it can also be used internally via employees (Burmann & Zeplin 2005; 

de Chernatony 1999; de Chernatony & Dall’Olmo 1998). As key mediators between the 

corporation and external stakeholders, employees are important tools to deliver brand 

promises in a way that is consistent with the firm’s values. In addition, with the change in the 

external environment, it is becoming more common for a firm’s primary competitive 

advantage to lie within the firm itself, and not just in the products it offers (Hatch & Schultz 

2003). Building the corporate brand internally, and furthermore, partaking in ‘internal 

branding’ initiatives can improve firm performance, in addition to increasing employee 

satisfaction and indirectly helping to ensure customer loyalty, by guaranteeing that 

employees are consistently delivering the brand promise (Burmann et al. 2009; Khan 2009; 

Balmer 1998).  

 

Companies, particularly those with an international reach, devote many resources to 

developing, maintaining, and improving marketing efforts. Traditionally, marketing 

initiatives were aimed at selling products or services, or to bolster the general brand image in 

the mind of consumers (Balmer & Greyser 2006; Burmann & Zeplin 2005). Recently 

however, there has been a noticeable shift toward internally-focused marketing initiatives 

(Khan 2009; Balmer & Greyser 2006; Balmer 2001). Brand-building from inside the 

organization specifically targeting employees as audiences for branding initiatives is 

becoming a more common marketing choice for many corporations (Hatch & Shultz 2003; 

Mitchell 2002). Internal branding, which encompasses not only internal communication, but 

also internal training structures and processes helping firms to ensure that brand promises are 
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consistently met. By providing the necessary training, and reinforcing it via consistent 

internal communication, firms are able to support employees in “self-actualizing” brand 

promises, in turn allowing for the consistent delivery of brand promises to stakeholders 

(Khan 2009). 

 

Many executives agree about the importance of internal branding. Howard Schultz, founder 

of Starbucks Coffee, emphasized the value of the company’s internal brand, stating “Our 

unprecedented level of commitment to and investment in our people will provide them with 

the tools and resources they need to exceed the expectations of our customers” (McKee 

2009). Sir Richard Branson, founder of the Virgin Group, reiterated this, saying “Our 

customers and investors relate to us more as an idea or philosophy than as a company. We 

offer the Virgin experience, and make sure it is consistent across all sectors. It's all about the 

brand” (Branson 2011). The global marketing director for Nokia, which arguably does not 

have the same corporate brand strength as either Starbucks or Virgin, notes that having a 

strong corporate brand and brand equity common both for product and internal branding is 

“like insurance” and that once a brand has it “it’s not likely to be eroded” (Burrows 2004). 

 

Internal branding is also a dynamic topic to study, as it provides a new option in marketing 

strategy and allows companies to utilize existing resources to best fit the changing 

environment. As globalization increases, the role of marketing strategy will undoubtedly 

continue to shift. Marketing budgets are often cut amidst times of financial pressure, but the 

benefits of a developing and maintaining a strong internal brand are enough to potentially 

challenge corporations’ resource allocation. The benefits of utilizing human resources, which 

all firms have, to support long-term success is particularly compelling to study. Specifically, 

investigating internal stakeholder perceptions is especially relevant to developing successful 

internal branding strategies, which, as previously mentioned, are largely dependent on 

aligning internal stakeholders with brand values. 

 

1.2 Problematization 

Although internal branding often involves specific structures and processes, it is highly 

relational in nature and is thus primarily concerned with managing relationships between 

different stakeholders, not between stakeholders and specific products. Previous literature 

regarding corporate brand management--which is considered a primary way of managing 

relationships between stakeholders--tends to emphasize the importance of structures, or the 

resources and rules that employees use daily, as the primary tool to ensure employees help 
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the firm meet strategic goals (Aspara & Tikkanen 2008; Balmer & Greyser 2006; Mitchell 

2002). The predominantly recognized issue with this view is that the implementation of these 

structures relies on a network of employees, who may interpret the corporate brand in 

different ways (Grace & King 2008; de Chernatony & Vallaster 2006). As de Chernatony and 

Dall’Olmo (1998) explain, a brand is part of a cyclical process of perception. Corporate 

brands, for example, are perceived in a certain way by employees, which are then translated 

via service to customers, who perceive the corporate brand in a way that is consistent with the 

service they received by the firm’s employees. Corporate, or internal, brand management is 

one way of managing the perceptions of customers via employees, but may be limited by 

inconsistencies between stakeholders’ perceptions. For this reason, it is crucial for internal 

stakeholders’ perceptions—such as those of managers and employees—of the organization’s 

brand to be consistent. 

 

With the recently recognized increased value of internal branding initiatives for 

organizations, one commonly addressed topic is the role of employee perceptions in internal 

branding initiatives and firms’ internal brands. Many studies have been done to address the 

relationship between employee perceptions of the internal brand and commitment, 

motivation, or corporate reputation (Grace & King 2008; Aurand et al. 2005). Similarly, prior 

literature often emphasizes the importance of customer perceptions of a firm’s internal brand, 

particularly in marketing literature (Fournier 1998; Brown & Dacin 1997). In addition, some 

studies have also investigated the perceptions of both internal and external stakeholders in 

regards to internal branding (Aspara & Tikkanen 2008; Davies & Chun 2002; Fombrun et al. 

2000). Each of these studies address slightly different topics within stakeholder perceptions, 

but there is still limited research regarding the relationship between multiple internal 

stakeholder perceptions. Investigating these perceptions—such as those of employees and 

managers within a firm—will likely provide useful information for firms to consider when 

developing their internal branding strategies. 

 

As Douglas, Craig, and Nijssen (2001:113) note, in order to develop strong brands 

internationally, all internal procedures, structures, and activities "should be clearly 

understood and shared throughout all levels of the organization”. Because corporate brands 

transcend specific products and markets, the role of internal branding is particularly 

important in international contexts (Khan 2009; Hatch & Schultz 2003; Douglas et al. 2001). 

Firms can increase the strength of their internal brand not only through consistency in 

internal messages and activities, but also by managing consistency among stakeholder 
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perceptions (Hatch & Schultz 2003). The relational school of thought regarding internal 

branding as it relates to stakeholder perceptions, primarily emphasizes that gaps or 

differences in various stakeholder’s perceptions can negatively affect the overall brand 

reputation (Davies & Roper 2010; Hatch & Schultz 2003; Davies & Miles 1998). Thus, 

internal branding strategies become more reliant on appropriately managing human resources 

and their perceptions of the firm’s internal brand, instead of focusing on controlling specific 

activities, initiatives, or other resources to support long-term success. 

 

Since managing human resources is a primary concern in internal branding strategy, a key 

implication of gaining a better understanding of internal stakeholder perceptions of internal 

brands is what it contributes to the field of corporate human resource management. Corporate 

human resource management is mainly concerned with attracting new employees and 

engaging existing employees to support the strategy and culture of the firm (Aurand et al. 

2005; Backhaus & Tikoo 2004). Although literature about corporate brand management and 

its related components is limited by inconsistent terminology, the role of human resources in 

the internal branding equation is widely recognized as an important factor for success 

(Aurand et al. 2005; Burmann & Zeplin 2005; Balmer 2001; de Chernatony 1999). More 

specifically, by aligning stakeholders firms can increase long-term financial success via the 

customer loyalty that frequently accompanies the development of strong internal brands 

(Burmann & Zeplin 2005; de Chernatony 1999; de Chernatony & Dall’Olmo 1998). This is 

especially valuable in international business, where specific products may not necessarily 

translate easily to new foreign markets. 

 

1.3 Problem Formulation 

There has been an increase recently in the research about internal branding and its perceived 

importance. Currently however, there is limited research in regards to the relationship 

between multiple internal stakeholders and the internal brand (Balmer & Greyser 2006; 

Balmer 2001; de Chernatony 1999). More specifically, there is a lack of research about the 

relationship between manager and employee perceptions of a firm’s internal brand and 

internal branding activities. Additionally, there is limited research about how a firm’s country 

of origin and its related subculture affect internal stakeholders’ perceptions of its internal 

brand (Hatch & Schultz 2003; Douglas et al. 2001). Prior research has shown that stakeholder 

perceptions of both foreign marketing efforts and internal branding initiatives are influenced 

by organization’s culture, which is often linked to the organization’s country of origin 

(Vallaster 2006; de Chernatony & Vallaster 2005; Binsardi & Ekwulugo 2003). For this 
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reason, it is also likely that a firm’s country of origin may also have an influence on 

stakeholders’ perceptions of the internal brand. 

 

The purpose of this research study is twofold. First, it aims to investigate employee and 

managerial perceptions of internal branding activities within international organizations, 

specifically to identify whether or not a gap exists between the perceptions of employees and 

the perceptions of managers within a firm. Secondly, this study aims to identity the effect of 

an organization’s country of origin on employee and manager perceptions of the internal 

brand and related support activities. 

 

1.4 Purpose 

 

1.5 Delimitations 

Internal branding encompasses many activities, contexts, and concepts. As previously noted, 

the success of internal branding is primarily dependent on employee perceptions of the 

internal brand and the related support activities (Grace & King 2008; de Chernatony & 

Vallaster 2006) For this reason, this research is limited to exploring the aspect of employee 

and manager perceptions of a firm’s internal brand and related activities, and not necessarily 

the processes, structures, or motivations for implementation of internal branding. Similarly, 

this study will not investigate any external stakeholder perceptions of the internal brand, such 

as those of customers or shareholders. In addition, because the role of strong corporate brands 

is considered more significant in an international versus domestic context, the study will also 

only investigate companies that operate internationally (Khan 2009; Hatch & Schultz 2003; 

Douglas et al. 2001). Similarly, in regards to corporate brand management and corporate 

human resource management, this research will only investigate each topic as it specifically 

relates to employee and manager perceptions of it or related implications.  

 

The purpose of this research study is to: 

1. Identify whether a gap exists between employee and manager perceptions of a 

firm’s internal brand and internal branding activities 

2. Investigate the influence of a firm’s country of origin on those perceptions 
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2.0 Theoretical Framework 

This chapter presents and explains many of the theories associated with internal branding 

and marketing strategy as it relates to this study. A model is presented, followed by 

discussion about the primary theories related to internal branding and associated strategy, 

and how each have influenced current understanding of the topic. 

 

2.1 Chapter Outline 

Figure 1 shows the outline for the theoretical framework chapter. The theories and concepts 

discussed are arranged from more broad to more specific as they relate to this research study. 

First, the concepts of resource based view of competitive advantage and service centered 

logic are discussed, both of which help explain the foundations of branding strategy. Second, 

the concepts of branding and internal branding are discussed, followed by an explanation of 

internal market orientation, which explains the basis for internally focused corporate 

strategies. Lastly, the roles of stakeholder perceptions and country of origin are discussed, 

which both specifically relate to the purpose of this study. 

 

Figure 1: Outline for Theoretical Framework 
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2.2 Resource Based View of Competitive Advantage  

In order to understand the importance of the internal brand and internal branding, it is useful 

to first understand the roots of the recent emphasis on human resource based management. 

The concept of a resource based view of a company’s competitive advantage was originally 

developed by Penrose in 1959 and popularized by Wernerfelt in 1984. According to 

Wernerfelt (1984), it is the superior resources and capabilities of an organization that 

accommodate sustainability of competitive advantage. At the core of this theory is the idea 

that all useful resources within a firm can be used to help the firm gain a competitive 

advantage. Resources are ‘elements, inputs or factors from which the firm performs its 

activities’ (Martin-de-Castro et al. 2006). In this view resources are static in nature and can 

wear out due to use. Capabilities are different, in that they arise from the combination of 

different resources, and are dynamic in nature and can remain unchanged or even improve 

with use (Martin-de-Castro et al. 2006). From this view, a firm can gain a competitive 

advantage, on a deeper level that just through its products, which can be especially important 

for services firms.  

 

The resource-based view of competitive advantage is not without criticism however. Many 

researchers argue that the view is too limited and that it does not adequately take into account 

the market environment (McDonald & Ryall 2004; Butler & Priem 2001). Similarly, the 

resource-based view also suggests that firms can directly ensure profits by possessing a 

resource, which may not fully take into account the complexities of financial success 

(McDonald & Ryall 2004). A more recent view of competitive advantage is the service 

centered logic, which is similar to the resource-based view, but more applicable within 

marketing. 

 

2.3 Service Centered Logic 

The service centered dominant logic of marketing, as touted by Vargo & Lusch (2004), is 

based on a similar thought to the resource-based view of Wernerfelt. Vargo & Lusch (2004) 

make the distinction between operand and operant resources. Operand resources are defined 

as resources on which an operation or act is performed to produce an effect. Operant 

resources on the other hand are those responsible for acting on operand resources to product 

an effect. Operant resources are intangible, for example, the firm’s core competencies or 

processes. Service centered dominant logic is based around the operant resources, as they are 

the producers of effects (Vargo & Lusch 2004:3). 
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There is a general acceptance of the service centered dominant logic in the field of marketing. 

Vargo and Lusch (2008) published a continuation of their original paper, in which they 

addressed some of the critiques and misunderstandings from the first paper, including issues 

in wording, being excessively managerial, and too vague in certain aspects. Vargo & Lusch 

(2008) also slightly modified their original model to address the critiques; however the basic 

assumptions of service centered logic remain constant.  

 

2.4 Branding 

Grace & King (2008) used the definition of branding as stated by Keller (1998), that branding 

‘involves the creation of mental structures that help the target audience to organize their 

knowledge with respect to that particular product/organization.’ These mental structures help 

to guide the audience to make choices with respect to that product/organization. The mental 

structures also help the organization by improving customer buying habits (Keller 1998, cited 

in Grace & King 2008). In addition, branding can play a key role in a firm’s operations in the 

increasingly global marketplace, where strong brands can transcend boundaries that are 

typically associated with foreign operations, such as cultural boundaries (Douglas et al. 

2001). The many benefits associated with developing strong brands have made branding an 

important aspect of current marketing strategy (Khan 2009; Hatch & Schultz 2003).  

 

The importance of an organization’s human resources in the branding process has increased 

recently. This is partly due to the fact that as many processes are becoming automated, there 

is an increase in the importance of how a firm’s human resources represent and perceive the 

brand (de Chernatony 1999). Additionally, this increased importance of human resources in 

the branding process has prompted many researchers to propose that branding is highly 

dependent on relationships between stakeholders and that the branding process is cyclical in 

nature, with employees representing a key mediary in successful branding initiatives (Hatch 

& Schultz 2003; de Chernatony 1999; de Chernatony & Dall’Olmo 1998). Because of the 

role employees play in the branding process, the development of a firm’s internal brand via 

internal branding is also growing in importance to a firm and its long-term success. 

 

2.5 Internal Branding 

Internal branding has recently become a popular topic in business and management, 

particularly as a way to ensure consistent firm success, despite a constantly changing 

environment (Balmer & Greyser 2006; Hatch & Schultz 2003; de Chernatony 1999; de 
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Chernatony & Dall’Olmo 1998). Internal branding, or internal marketing, is primarily aimed 

at developing and supporting a firm’s internal brand.  

 

2.5.1 Internal Brand 

A company’s internal brand, which is often referred to as its corporate brand, is comprised of 

multiple aspects. Hatch & Schultz (2003) note that there are three parts of the whole system 

of an internal brand; identity, image and culture. The ideas of identity, image and culture all 

come together within an organization to create an organizational culture, or an internal brand. 

More broadly, however, internal brands are specific to organizations or business entities, and 

not to individual products (Khan 2009; Mitchell 2002). As a result, internal brands are 

representative of an organization as a whole, and involve the presentation of the organization, 

its values, and its promises, to not only customers, but also to internal resources such as its 

staff (Khan 2009; Hatch & Schultz 2003; Mitchell 2002).   

 

Unlike a product brand, which is primarily characterized by a focus on a specific product and 

gains support from external stakeholders, a corporate brand focuses attention on the 

company, and gains support from multiple stakeholders. It is also delivered by the whole 

company and its life cycle parallels that of the company (Hatch & Schultz 2003). For this 

reason, developing strong internal brands is seen as a way of supporting sustained success for 

the firm, particularly in international operations and times of economic uncertainty (Khan 

2009; Balmer & Greyser 2006; Hatch & Schultz 2003). Also, corporate, or internal brands, 

rely on actions of internal stakeholders, such as employees, in addition to reactions of 

external stakeholders, such as customers (de Chernatony 1999). Furthermore, as corporate 

brands involve support and attention from multiple stakeholders, managing the internal brand 

requires managing relationships through consistent, organized, and complementary support 

processes, or internal branding (Khan 2009; Hatch & Schultz 2003). 

 

2.5.2 Internal Branding Processes, Activities, and Structures 

Internal branding processes, activities, and structures help provide employees with clear 

direction and behavior-shaping guidelines (Grace & King 2008). Additionally, research in the 

current field of internal branding suggests that firms can invest in activities and structures 

that support the development of strong internal brands, as a way of giving the firm long-term 

oriented direction (Khan 2009; Mitchell 2002; de Chernatony & Dall’Olmo 1998).  Although 

there is no completely agreed upon strategy for successful internal branding initiatives, many 

researchers agree that internal branding typically involves a combination of internal 
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marketing processes, corporate human resource management, corporate marketing, and 

corporate management (Khan 2009; Mitchell 2002; de Chernatony 1999). Recent empirical 

data suggests that there are four primary aspects of implementing internal branding 

procedures; viewing and treating employees as internal customers, training and education 

processes, setting quality standards, and reward systems (Papasolomou & Vrontis 2006). The 

most frequently addressed aspect of internal branding processes, regardless of how they are 

defined and what they include is the importance of consistency of the brand message 

throughout processes (Khan 2009; Balmer & Greyser 2006; Mitchell 2002; de Chernatony 

1999). By aligning human resources through organized and consistent processes, firms can 

more easily manage their internal brands (Khan 2009; Mitchell 2002).  

 

As previously mentioned, internal branding tends to be relational. It typically involves 

managing relationships between internal stakeholders and key components of the internal 

brand (Hatch & Schultz 2003; Balmer 2001). In doing so, internal branding activities can 

help ensure that employees more consistently deliver on brand promises (Khan 2009; Hatch 

& Schultz 2003; de Chernatony 1999). Consistent delivery on brand promises can in turn 

create a barrier to competition by increasing customer loyalty (Khan 2009; Hatch & Schultz 

2003; de Chernatony 1999). In addition, internal branding activities can promote consistency 

among key stakeholders’ perceptions, such as those of employees, of the internal brand. This 

subsequently can increase employee commitment to the brand and improve service quality 

(Khan 2009; Balmer & Greyser 2006; Papasolomou & Vrontis 2006; Mitchell 2002; de 

Chernatony 1999). As the recognized benefits of implementing internal branding processes 

increased, the strategies of firms have shifted more towards an internal market orientation. 

 

2.6 Internal Market Orientation 

In 1994, Kotler proposed a services marketing triangle, aimed at identifying all three 

marketing relationships that should be the focus of services managers. The three sides of the 

triangle are external marketing, the relationship between the customer and the company; 

interactive marketing, the relationship between the customer and the employees; and internal 

marketing, the relationship between the company and employees (Kotler 1994). It was from 

this original concept that the term internal market orientation as coined by Lings, nearly a 

decade later (Lings 2004). Lings defines internal market orientation (IMO) as the group of 

behaviors associated with creating satisfied and motivated employees (Lings 2004:8). The 

importance of IMO comes directly from the understanding that employees, especially those 

in contact with customers, are of utmost importance to service firms. IMO also assumes that 
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it is nearly essential for employees to be committed, loyal, and motivated, in order for 

customers to perceive that they have received good service (Lings 2004). While IMO deals 

directly with services firms, many of the factors associated with it can be helpful in non-

service firms also.  

 

2.7 Stakeholder Perceptions 

In research of internal branding and effective internal brand management strategies, the role 

of both internal and external stakeholders perceptions of the internal brand and related 

activities is crucial. Many researchers have identified that managing perceptions is a key 

element of a firm’s internal brand management strategy (Burmann & Zeplin 2009; 2005; 

Grace & King 2008; Davies & Chun 2002; de Chernatony & Harris 2001). At the core of this 

topic is the differentiation between brand image and brand identity (de Chernatony 1999). 

Brand image is specific to customer perceptions of a brand (de Chernatony 1999; Boulding 

1956). Brand identity, on the other hand is concerned with the role of internal stakeholders, 

such as employees and managers, and their perceptions of the brand (de Chernatony 1999; 

Kapferer 1997). As internal branding has increased in popularity within firms’ branding 

strategies, the value of focusing efforts on developing brand identity and managing the 

perceptions of stakeholders has also increased (Khan 2009; Hatch & Schultz 2003; de 

Chernatony 1999).  

 

Despite this recent increase, prior research often focuses on one stakeholder group. In 

marketing particularly, the role of customer perceptions--or the relationship between 

employee actions and customer perceptions of the internal brand--tends to dominate research 

studies (Burmann & Zeplin 2009; Davies & Chun 2002; de Chernatony 1999). While 

understanding customer perceptions of the internal brand is undoubtedly important, the role 

of internal stakeholder perceptions should also be taken into consideration within the field of 

internal brand management. Although, research about the relationships between stakeholder 

groups and how they perceive internal branding is still limited, the importance of consistency 

among the different perceptions is a popular topic in branding and marketing strategy 

research (Grace & King 2008; Davies & Chun 2002; de Chernatony & Harris 2001).  

 

2.7.1 Gaps in Stakeholder Perceptions 

Consistency in stakeholder perceptions of the internal brand is a relatively new topic within 

internal brand management. Many researchers have suggested that perceptions among 

different stakeholders group should align, in order to support consistent internal brands. This 
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consistency can in turn increase brand recognition and equity, and encourage customer 

loyalty to a firm’s internal brand (Burmann & Zeplin 2009; Grace & King 2008; de 

Chernatony & Harris 2000). Similarly, research suggests that gaps in stakeholder perceptions 

may negatively affect a firm’s brand and reputation (Davies & Roper 2010; Hatch & Schultz 

2000; Davies & Miles 1998). As a result, the engagement of the firm and its resources, 

particularly its human resources, in helping to narrow or eliminate gaps in stakeholders’ 

perceptions of its internal brand is increasingly recognized as an important factor in internal 

brand management (Burmann & Zeplin 2009; Davies & Chun 2002; de Chernatony & Harris 

2000). Furthermore, prior research suggests that both internal and external stakeholder 

perceptions are influenced by a firm’s organizational culture, which is often closely linked to 

the firm’s country of origin (Vallaster 2006; de Chernatony & Vallaster 2005; Binsardi & 

Ekwulugo 2003). 

 

2.8 Country of Origin 

As previously mentioned, a firm’s brand identity includes its organizational culture, which 

also influences brand values and the overall internal brand of a firm (de Chernatony 1999). 

The concept of organizational culture has been studied ad nauseum since its origination in the 

1970s and 1980s, and can be defined a number of ways. For this study, organizational culture 

refers to the “pattern of basic assumptions that a given group has invented, discovered, or 

developed in learning to cope with its problems of external adaptation and internal 

integrations, and that have worked well enough to be considered valid, and therefore, to be 

taught to new members as the correct way to perceive, think, and feel in relation to those 

problems” (Schein, 2010). According to Lau & Ngo (1996:474), “the organizational culture 

of a firm is likely to reflect the norms and values associated with the society of the ‘mother’ 

country”. Lau & Ngo studied the effect of country of origin on the organizational cultures of 

over 500 firms operating in Hong Kong in the mid 1990s. The results of their study indicated 

that country of origin had an impact on the organizational culture and policies used to run the 

firm (Lau & Ngo 1996). This is in keeping with what many other researchers have believed, 

including Hofstede, Bond & Luk (1993). While the results of this one research project cannot 

be generalized to every company, it does positively indicate a relationship, which will be 

tested further in this study.  

 

2.9 State of the Art 

The following table shows the categorization of the theories discussed, followed by a brief 

explanation of the research purpose in regards to the state of the art table. 
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Table 1: Theories and State of the Art Categorization 

Theory Reference Acceptance Validation 
State of the 

Art 

Resource Based 

View of 

Competitive 

Advantage 

Penrose 1959; Wernerfelt 

1984 
Well-cited 

Well-

validated 
Dominating 

Service Centered 

Logic 

Vargo & Lusch 2004, 

2008 
Well-cited 

Well-

validated 
Dominating 

Branding Hatch & Schultz 2003 Well-cited 
Some 

validation 
Emerging 

Internal Branding 

Khan 2009; Mitchell, 

2002; de Chernatony, 

1999 

Well-cited 
Some 

validation 
Emerging 

Internal 

Marketing 

Orientation 

Narver & Slater 1990; 

Kohli & Jaworski, 1990; 

1993 

Well-cited 
Some 

validation 
Emerging 

Stakeholder 

Perceptions 

Davies & Roper 2010; 

Burmann & Zeplin 2009; 

Grace & King 2008; 

Davies & Miles 1998 

Some 

citations 

Some 

validation 
Emerging 

Country of Origin Lau & Ngo 1996 
Some 

citations 

Some 

validation 
Emerging 

Table 1: Theories and State of the Art Categorization 

 

As the purpose of this study is to further investigate internal stakeholder perceptions, and to 

investigate the role of country of origin on the perceptions, this research intends to validate 

existing emerging theories. The study will provide empirical data to further support and 

understand the previously mentioned theories regarding stakeholder perceptions of the 

internal brand, gaps in stakeholder perceptions, and also the relationship between the firm’s 

country of origin and those stakeholder perceptions. 

 

2.10 Research Model 

The purpose of this research study is to further investigate the relationship between internal 

stakeholders and a firm’s internal brand. More specifically, to determine whether a gap exists 
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between manager and employee perceptions of the firm’s internal brand and related internal 

branding activities. Secondly, this study also aims to further investigate the role of a firm’s 

country of origin on internal stakeholders’ perceptions of a firm’s internal brand. Therefore, 

the research model presented in Figure 2 is proposed. 

 

The proposed research model shows that a relationship exists between employee and manager 

perceptions and the firm’s internal brand. As mentioned in the theoretical chapter, a firm’s 

internal brand relies significantly on how it is perceived by various stakeholder groups. This 

research will identify whether a gap exists between the perceptions of these two actors and 

will further investigate how these perceptions relate specifically the internal understanding of 

a firm’s internal brand. The research model also shows the relationship between a firm’s 

country of origin and the effect it may have on internal stakeholder perceptions. As 

previously explained, the country of origin has been shown to have a direct effect on how 

different stakeholders perceive a firm’s internal brand.  

 

Figure 2: Research Model 

2.11 Research Questions 

The following research questions were developed in relation to the purpose of the research 

study and the development of related concepts in the theoretical review. Research questions 

1-4 are adapted from Grace & King (2008). Research question 5 was developed to investigate 

the role of a firm’s country of origin on employee and manager perceptions of a firm’s 

internal brand. Each research question is formulated to investigate a specific aspect about 

how a firm’s internal brand and related activities are perceived by employees and managers.  
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RQ1: To what extent do employees and managers understand what their organization’s 

internal brand represents? 

This research question aims to identify how employees and managers each perceive the 

firm’s internal brand. 

 

RQ2: How do employees and managers acquire organizational knowledge to help them 

carry out their roles? 

This research question aims to address how employees and managers each perceive the 

internal branding processes and structures in place within the firm. 

 

RQ3: What factors are considered by employees and managers to be necessary for them 

to successfully deliver their organization’s brand promise? 

This research question aims to identify how employees and managers each perceive the 

firm’s internal branding activities and implementation.  

 

RQ4: How does the organization’s internal market orientation impact employees’ and 

managers’ relationships with the brand? 

This research question aims to identify how employees and managers each perceive the role 

of firm in enabling them to deliver results consistent with the internal brand. 

 

RQ5: To what extent do employees and managers perceive the country of origin or 

organizational subculture within the organization’s brand? 

This research question aims to identify the role of a firm’s country of origin or related 

subcultures within the firm on employee and manager perspectives of the internal brand. 
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3.0 Methodology  

This methodology section will identify and explain various research method options, and will 

justify the methodology choices that were made for this research study. As this research was 

modeled after a study done by Grace & King (2008) much of the methodology follows their 

approach, however explanations are still made as to why the choices were made in terms of 

the goal of this study. This section will also address the empirical investigation as it relates to 

the research questions identified in the previous chapters. 

 

3.1 Research Approach 

3.1.1 Deductive vs. Inductive Research 

One of the most basic decisions that must be made at the beginning of a research project is 

whether or not the research is deductive or inductive. Deductive research starts at a more 

general level and moves towards the more specific. It generally starts with a theory about a 

particular behavior or occurrence. Hypotheses are developed from said theory, which are then 

tested and ultimately confirmed or rejected (Zikmund et al. 2010). In deductive reasoning the 

researchers often use interview and observation guidelines, which can cause them to see what 

they are looking for, and not see what they are not looking for (Philipson 2012).  

 

According to Zikmund et al. (2010:44) inductive reasoning is the logical process of 

establishing a general proposition on the basis of observation of particular facts. The 

researcher is the primary instrument for collecting and analyzing data in inductive reasoning 

therefore the research is responsible for picking up various bits and pieces from often 

numerous sources, including surveys, observations, or other documents and putting them 

together to form a theory (Merriam 2009).  

 

This study uses both deductive and inductive research approaches. The authors began by 

looking at the available information about the importance of internal branding to a company, 

the critical importance of employees and managers on a company’s internal brand, and the 

increasingly global business world, and set out to determine the relationship between the 

various variables.  
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3.1.2. Quantitative vs. Qualitative research 

Many researchers often find the research process easier if they distinguish between 

qualitative and quantitative research methods. The first and biggest distinction between the 

two is that quantitative researchers utilize measurement techniques whereas qualitative 

researchers do not. Quantitative research is also normally, deductive in nature, where the 

emphasis is placed on testing theories and hypotheses; is often shaped after the scientific 

model, and views societal behaviors objectively (Bryman & Bell 2011).  

 

Table 2: Characteristics of Qualitative and Quantitative Research 

Point of 

Comparison 
Qualitative Research Quantitative Research 

Focus of 

Research 
Quality (nature, essence) Quantity (how much, how many) 

Associated 

phrases 

Fieldwork, ethnographic, 

naturalistic, grounded, 

constructivist 

Experimental, empirical, 

statistical 

Goal of 

investigation 

Understanding, description, 

discovery, meaning, hypothesis 

generating 

Prediction, control, description, 

confirming, hypothesis testing 

Design 

characteristics 
Flexible, evolving, emergent Predetermined, structured 

Sample 
Small, nonrandom, purposeful, 

theoretical 
Large, random, representative 

Data collection 

Researcher as primary instrument, 

interviews, observations, 

documents 

Inanimate instruments (scales, 

tests, surveys, questionnaires, 

computers) 

Primary mode of 

analysis 

Inductive, constant, comparative 

method 
Deductive, statistical 

Findings 
Comprehensive, holistic, 

expansive, richly descriptive 
Precise, numerical 

Table 2: Differences between Qualitative and Quantitative Research, after Merriam 

(2009:18.) 

 

The combined inductive and deductive approaches along with the complexities of studying 

human behavior led the researchers to take a qualitative approach to this study. 
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3.2 Research Design  

The research design of a study is intended to address how the research study will be 

conducted. Specifically, it must address the research study’s purpose and primarily aims, 

including providing a method for answering the research questions (Yin 2011; Dacko 2007). 

It can be expressed implicitly or explicitly and must provide a clear framework for collecting 

accurate, objective, and valid data (Zikmund et al. 2010; Kumar 2005). The research design is 

especially crucial to quality research, as it affects most components of the overall study 

(Zikmund et al. 2010; Yin 2011; Bryman & Bell 2011).  There are many different research 

designs, but the three most typical are exploratory, descriptive, and causal (Zikmund et al. 

2010; Dacko 2007).  

 

The first type of research design, descriptive research, is primarily used to describe or define 

the topic or objects that are being studied, and aims to answer the questions: who, what, 

when, why, and how as they pertain to a specific situation or context  (Zikmund et al. 2010). 

The second type of research design is causal research. Causal research is used to determine 

cause-and-effect relationships between variables (Zikmund et at. 2010; Dacko 2007). This is 

useful to determine what causes changes among variables, but requires strict control over the 

research process and variables involved (Zikmund et al. 2010). 

 

The primary purpose of an exploratory research design is to gain insights and further clarify 

recognized research problems (Zikmund et al. 2010). Often exploratory research designs are 

used when important variables related to the research are unknown or the population has not 

been studied in depth. Exploratory research is often used to focus broad or vague research 

problems into more defined research questions (Creswell 2003). Exploratory research is also 

commonly used to help identify future research possibilities by clarifying uncertain research 

areas or topics (Zikmund et al. 2010; Creswell 2003). Similarly, this type of research design 

also may help identify possible opportunities for businesses (Zikmund et al. 2010). 

 

For this study, an exploratory research design was chosen in order to best fit the purpose and 

resources available. The study aims to increase general understanding of internal branding, 

specifically as it applies to companies operating internationally. The primary goals, to 

identify if a gap exists between employee and manager perceptions of internal branding 

within an organization and to determine if country of origin has an effect on the perceptions, 

is best suited to an exploratory design because not much is known about this topic within the 
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international context. Furthermore, the study also intends to provide suggestions for further 

research regarding internal branding internationally. 

 

3.3 Data sources 

There are two types of data sources that can be utilized during the research process: primary 

and secondary data (Bryman & Bell 2011; Zikmund et al. 2010). Primary data is data 

collected for the specific research purpose. This type of data provides the most specific and 

relevant information for the research study (Bryman & Bell 2011). There are some 

disadvantages of primary data however; including the significant time and resources it takes 

to collect and the risk of low-response rates (Bryman & Bell 2011; Zikmund et al. 2010).  

 

The second type of data source is secondary data. Secondary data is data that is collected for 

other purposes and by other sources than for the research study at hand (Bryman & Bell 

2011; Zikmund et al. 2010). Secondary data typically is less resource consuming than 

primary data, as it is already collected and organized. The disadvantages of using secondary 

data is that it may not be relevant to the research study, and accurate conclusions can only be 

drawn from it if the data is applicable to the specific purpose of the study (Zikmund et al. 

2010). 

 

For this study, primary data was used. Although there is secondary data available, it is neither 

appropriate for the research purpose nor extensive enough for this particular study. Primary 

data provides the most relevant and specific information, and contributes new data to the 

internal branding research field. Additionally, by using primary data sources, the risk of 

relying on inaccurate or misleading data is reduced.  

 

3.4 Research Strategy 

According to Yin (2003) there are five main strategies that researchers can use to conduct 

their research. The first strategy, experiment, is typically used to find cause-and-effect 

relationships between variables (Yin 2003). Survey experiments are used to get a view of 

how something is at one given point in time, and are typically used to determine 

characteristics about a group or population (Zikmund et al. 2010). Archival analysis involves 

collecting and analyzing archival documents, usually of a particular subject, to determine 

changes over time (Saunders, Lewis, & Thornhill 2009). The history research strategy is 

similar to the archival analysis strategy, in that they both involve analyzing documents to find 

information, however the history strategy deals with specifically analyzing historical 
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documents, as opposed to any type of document as in the archival analysis (Bryman & Bell 

2011). The case study research method is often used to study a specific unit in a more 

complex and intensive way (Bryman & Bell 2011). More about each type of research strategy 

can be found in Table 3 below.  

 

Table 3: Research Strategies 

Research 

Strategy 

Form of research 

question 

Requires control over 

behavioral events 

Focuses on 

contemporary events 

Experiment How, Why Yes Yes 

Survey 
Who, what where, 

how many, how much 
No Yes 

Archival 

Analysis 

Who, what, where, 

how many, how much 
No Yes/No 

History How, why No No 

Case Study How, why No Yes 

Table 3: Research Strategies after: Yin (2003:5) 

 

The research strategy for this study was case study paired with surveys. The survey method 

was chosen to get some baseline information from a larger group of people. Finally, the case 

study approach was used to gain a deeper understanding of the phenomena being studied.  

 

3.5 Data Collection Method 

The data collection method for this research study is based on the five research strategies 

detailed in Table 3. Based on the methodological choices thus far, the research strategies of 

experiments, surveys, archival analysis, and history were ruled out as they are insufficient for 

the purpose of this study. Therefore, only the data collection methods associated with a case 

study approach and qualitative research are explained. The most common data collection 

methods for case studies include observation, focus groups, and in-depth interviews (Bryman 

& Bell 2011).  
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Observations typically involve the researcher participating directly in the day-to-day 

operations of an organization, in order to observe, listen, and further understand people’s 

behavior within the given context. This type of method can require extensive time and 

resource commitments, and is typically best suited to research that directly aims to 

investigate observable behaviours and patterns (Bryman & Bell 2011). 

 

Focus groups are typically conducted with small groups of five to ten people, in an 

unstructured discussion-based forum. Because of the interactive nature of focus groups the 

moderator, or leader of the discussion, can observe and record reactions to particular topics. 

Focus groups are typically used for exploratory research in order to gain a deeper 

understanding of specific topics. The primary disadvantage of focus groups is that they are 

not necessarily generalizable to a larger population (Bryman & Bell 2011). 

 

Interviews are methods that are utilized in both qualitative and quantitative research. An in-

depth interview is particularly suited to qualitative research, as it allows for flexibility and 

open-ended questions that can be further discussed. In-depth interviews can be time 

consuming and include a social desirability bias--in which the respondents are concerned 

with the way the interviewer perceives them or their answers, and thus provides misleading 

or inaccurate information. Similarly, the quality of the interview and data received is highly 

dependent on the skills of the interviewer and the ability of the respondent to answer 

questions accurately. This method does provide quality data, however, as interviews allow for 

flexibility, extended clarification, justification, and discussion about topics. Additionally, in-

depth interviews typically provide significant depth and understanding about the topics 

addressed (Bryman & Bell 2011). 

 

There are two types of in-depth interviews, unstructured and semi-structured. In an 

unstructured interview, the interviewer has only a broad range of topics to address. The 

responses drive the interview and the researcher may choose to further address different 

points that come up during the process. The disadvantage of using an unstructured interview 

is that it may not address the relevant topics and is highly reliant on the interviewer to collect 

the necessary data. A semi-structured interview, on the other hand, often involves an 

interview guide, or list of open-ended questions that must be addressed. This type of 

interview allows for more consistency among various interviews, but still allows for some 

flexibility to clarify or expand on different topics. Semi-structured interviews also provide the 
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necessary flexibility for respondents to ask the interviewer questions or to elaborate on their 

own responses (Bryman & Bell 2011).  

 

For this research study, the data collection method used was a semi-structured in-depth 

interview. This method is fitting for the purpose of the study, and allows for necessary 

flexibility. In addition, an in-depth interview is appropriate to identify perceptions and 

attitudes of respondents, and provides high-quality, in-depth information for the study. 

 

3.6 Population & Sampling 

As Bryman & Bell (2011:176) state, a population is “the universe of units from which the 

sample is to be selected.” The population of this study consists of companies that currently 

operate in Sweden and at least one other country or region. The population of this study was 

estimated using statistical facts from the Tillvaxtanalys.se and Statistiska Centralbyrån 

websites. The researchers were unable to find exact figures for 2012; therefore estimation 

was based on the latest information about 2010 and 2011 foreign company activity in 

Sweden. After taking the approximate percentage of companies that meet the research criteria 

(1.5%) researchers applied that percentage to the population of medium to large companies 

operating in Sweden in 2012 (13,000) and came up with a population estimate of 200 

companies. 

 

3.6.1 Sampling Frame 

The sampling frame of a study lists all of the possible units in the population, from which a 

representative group can be drawn (Bryman & Bell 2011). In a study as broad as this, where 

there are countless firms in the population, drawing a sample is critical. To narrow the scope 

of this study, the researchers chose to focus on firms that currently operate in Sweden. After 

the population was narrowed down, there were still far too many firms to contend with so the 

researchers chose to narrow the sample down further to companies that were operating in 

Sweden and at least one other country. From this step the final criteria for the sample were 

determined. In order for companies to fit within the sample they needed to meet the following 

requirements:  

1. Company must be operating in at least one other country besides its country of origin. 

2. Company must be currently operating in Sweden. 

3. Company must partake in some form of intentional internal branding. 
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3.6.2 Sample Selection and Data Collection 

The sample that was used for this study was a convenience sample, chosen based on location 

and accessibility. After the sampling frame had been identified, the researchers were tasked 

with finding companies that met those requirements. The researchers found a list of 220 

companies that could be part of the sample on the website for the American-Swedish 

Chamber of Commerce (AmCham). The researchers also found a helpful list on the Pearl of 

Sweden website, dedicated to all things Stockholm. After accounting for companies that were 

on both lists, the sample size was reduced to approximately 200 companies. Introductory 

emails were then sent to all of the companies on the list, briefly explaining the goal of the 

research and asking for an interview. The researchers got in contact with approximately 75-

100 companies, and conducted 24 interviews.  

 

3.6.3 Control Variables 

Two control variables -- firm size and length of employee association with the firm -- were 

used in this study. First, only medium and large firms (or those with at least 50 employees) 

were utilized in this study, as previous literature has shown that small and micro-sized 

companies are less likely to utilize internal branding activities than larger companies (Khan 

2009; Hatch & Schultz 2003; de Chernatony 1999). Secondly, because this study deals 

largely with internal stakeholder perceptions, only employees who had been employed by a 

firm for at least one year were interviewed. Employees with less than one-year’s experience 

at a firm would likely not have adequate knowledge of a firm’s operations and internal 

branding activities, and were therefore excluded from the study. 

 

3.7 Data Collection Instrument 

3.7.1 Operationalization and Measurement of Variables 

Operationalization involves translating concepts and theories into specifically measurable 

information (Bryman & Bell 2011; Zikmund et al. 2010). Operationalization requires detailed 

ways of turning concepts into a more concrete form that can be further analyzed. The 

operationalized concepts should relate specifically to the research questions and should 

accurately address the theories involved. It is also important that the operationalized concepts 

are translated in a way that is perceived relatively consistently among respondents and that 

accounts for the fact that respondents may not have an in-depth knowledge of the constructs, 

phenomena, and theories involved (Bryman & Bell 2011). The following table, Table 4, 

shows the operationalization for this research study. 
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Table 4: Operationalization of Research Questions 

Research Question Related Umbrella Questions 

RQ1: To what extent do 

employees and managers 

understand what their 

organization’s brand 

represents? 

 

(Grace & King 2008) 

Q1: Please explain to me in your own words what an 

internal brand is. 

Q2: What does your organization’s internal brand stand for? 

RQ2: How do employees and 

managers acquire 

organizational knowledge to 

help them carry out their roles 

and responsibilities in 

accordance with their 

organization's brand promise? 

 

(Grace & King 2008) 

Q3: Please give me an overview as to the type of 

information your organization gives to its employees. How 

do you receive this information (memos, email, newsletter, 

meeting, training)? 

Q4: Please give me an overview as to the type of 

information (feedback) that employees in your organization 

give back to the organization. How does this happen 

(informal, survey, meetings, etc.)? 

RQ3: What factors are 

considered by employees and 

managers to be necessary for 

them to successfully deliver 

their organization’s brand 

promise? 

 

(Grace & King 2008) 

Q5: Please explain to me how having knowledge about your 

customers’ needs and expectations can help you to know 

how to act in certain situations? 

Q6: To what extent do you feel it is important for you as an 

employee to understand what has been promised/advertised 

in relation to the service you provide? 

RQ4: How does the 

organization’s internal market 

orientation impact employees’ 

and managers’ relationships 

with the brand? 

 

(Grace & King 2008) 

Q7: Is there anything else that your organization could 

implement that would ensure there was consistency between 

the advertised promise and delivery?  

Q8A: Do you feel that the management has an influence on 

your perception of the company’s internal brand? 

Q8B: Do you feel that the management has an influence on 

your perception of the company’s internal brand? 

RQ5: To what extent do 

employees and managers 

perceive the country of origin 

or organizational subculture 

within the organization’s 

brand? 

Q9: When you think of the organization’s brand to what 

extent to you identify it with its country of origin? (eg: Does 

it feel distinctly American? Global?) 

Q10: Does the organization distribute any materials or 

information that is specific to its country of origin? (eg: 

country-specific holiday cards, materials in a the native 

language, etc) 
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3.7.2 Interview Guide 

An interview guide is used to specify the questions that should be addressed during the 

course of the interview. A typical interview guide includes the order in which various topics 

should be addressed. It can also include a mix of general, broad topics and more specific, 

focused questions. (Bryman & Bell 2011). As previously mentioned, a semi-structured 

interview method was chosen. The interview guide (Appendix I) shows the broad umbrella 

questions that were asked. These questions aim to address the research questions put forth in 

the beginning of the study. Although the broad questions served as a basis for the interview, 

they were not necessarily followed strictly, and allowed opportunities for the interviewers 

and respondents to ask relevant questions and elaborate on certain topics. 

 

3.8 Data Analysis Method 

A key methodological choice while conducting research is the choice of analytic method (Yin 

2011). Qualitative research often produces large amounts of empirical data, which must then 

be organized in a systematic and easily-analyzed form for researchers. There is not a single 

standardized qualitative analysis method; rather there are many options to fit different types 

of research (Yin 2011). Typically however, qualitative data analysis includes some form of 

data reduction, visualization, and then summarization (Miles & Huberman 1994). For this 

study, which relies on interviews and questionnaire responses, the data analysis methods of 

data reduction, pattern finding, and conclusion drawing were chosen (Philipson 2012). 

 

Data reduction involves reorganizing and reducing the empirical data into a form that can be 

more easily analyzed by researchers. This includes focusing, discarding, and sorting data, in 

order for accurate conclusions to be drawn (Miles & Huberman 1994). In this study, the data 

was reduced by first transcribing the interviews and then organizing them in a matrix. Due to 

the nature of this study, analyzing the differences in perceptions between two groups, the 

researchers coded the responses so it could be easily determined which responses were from 

managers and which weren’t. The researchers then marked the keywords and checked them 

against the full interviews to ensure that the keywords accurately summarize the interviews 

(Philipson 2012). Reducing the keywords, including eliminating superfluous information, so 

only the keywords were left was the next step. The researchers then ascribed the generic 

keywords but comparing all the responses for each question, and looking for a structure in the 

keywords (Philipson 2012). This first step in pattern matching, allowed the researchers to 

create a more consistent structure for analyzing responses. 



 35 

 

Data display or data visualization is used to display empirical data in a way that makes it 

easier to distinguish patterns and draw conclusions. After reducing and organizing the data, 

the researchers arranged and rearranged the data in various matrices and tables, in order to 

show emerging patterns. This also helped compress the data into a more readable and easily 

understandable form. 

 

Conclusion drawing involves noting patterns and consistencies within the data in order to 

help draw conclusions or support hypotheses. This process is mainly dependent on the 

researchers to distinguish between regularities in the data and to draw accurate conclusions 

from it (Miles & Huberman 1994). After the data display process, the researchers for this 

study noted patterns, recurrences, and themes among the empirical data, and then drew 

conclusions based on their findings. From these conclusions, the research questions were 

subsequently answered.  

 

3.9 Quality Criteria for Qualitative Research 

In any research study, it is important to ensure that the data presented is of certain quality 

standards. Specifically, various measures should be taken to increase the validity and 

reliability of the data, which will in turn increase the overall credibility of the research study 

(Bryman & Bell 2011). The validity of a study is concerned with ensuring that the study is 

measuring what it was intended to measure. There are three main parts of validity that were 

taken into account in this study, content, construct, and external validity.   

 

3.9.1 Content Validity 

Content validity intends to measure the degree to which the study measures each element of 

the phenomenon (Bryman & Bell 2011). There are many ways of increasing content validity. 

In this study content validity was achieved by adopting the interview questions from a study 

previously done by Grace & King (2008) on perceptions of internal branding, and further by 

having the questions reviewed by an expert before the interviews took place. Additionally, 

respondents were provided with the topic of the research and the broad umbrella questions to 

review prior to the interview. 

 

3.9.2 Construct Validity  

The construct validity is attempting to measure the degree to which the operationalization 

measures the concepts for which it was intended (Bryman & Bell 2011). One possible 
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example of low construct validity would be if a researcher attributed the effect of one 

construct to another, possibly unrelated construct. One way that researchers can avoid the 

pitfalls of construct validity is to use triangulation (Bryman & Bell 2011). Triangulation, or 

using more than one method to study the same phenomena, was explored in this study 

through the use of both in-depth interviews and surveys. The goal of using various research 

methods of this study was to gain a deeper understanding of the employee and managerial 

perceptions, as well as strengthen the construct validity. Additionally, the data collected was 

analyzed three different ways in order to further understand the different aspects of the topic. 

As some of the interviews were conducted via email however, the construct validity was 

slightly decreased because respondents could not ask for clarification of any questions they 

may have had while completing the interviews. 

  

3.9.3 External Validity 

External validity, also referred to as generalizability, measures the extent to which the results 

of the study can be generalized and tested in other situations (Bryman & Bell 2011). While 

the researchers strived for total validity and reliability, the small convenience sample size, as 

well as the qualitative nature of the study, the ability to generalize results to the whole 

population from this study is fairly low, leading to a weak external validity. The researchers 

did however, increase generalizability slightly by using the same interview guide for all 

interviews, which increases the ability for the study to be replicated in the future. 

 

3.9.4 Reliability 

The reliability of a study begs the question; would other researchers get the same results if 

they conducted the same research? The reliability of a study can be determined based on 

answering the following three questions; 1) will the measures yield the same results on other 

occasions, 2) will similar observations be reached by other observers, and 3) is there 

transparency in how sense was made from the raw data (Saunders, Lewis, & Thornill 2009). 

The goal of these three questions is to determine the extent to which the data collection 

techniques or analysis procedures will yield consistent findings. There are four main threats 

to reliability that a researcher must take into account. The threat, cause of the threat, and how 

to avoid it can be found in Table 5.  
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Table 5: Threats to Reliability 

Threat Cause of the threat How to avoid the threat 

Participant 

error 

Changes in attitude based on when 

the research was conducted 

Conduct research during ‘neutral’ 

times 

Participant 

bias 

Respondents responding the way 

they think they should 

Ensure the anonymity of the 

responses 

Observer 

error 

Different ways of asking the same 

question 

Structure the research so each 

question is asked in the same way. 

Observer 

bias 
Different interpretations of responses 

Determine clear cut methods of 

interpreting data 

Table 5: Threats to Reliability, after: Saunders, Lewis & Thornill (2009) 

 

Reliability was accounted for in this research study by justifying all methodological choices 

and keeping transcripts of each stage of the data collection process, which helps increase the 

ability for the study to be replicated. Additionally, the four major threats to reliability were 

taken into account. First, participant error and participant bias were reduced by ensuring all 

responses were completely anonymous, and by conducting interviews at relatively neutral 

times. Second, following the same interview guide for each interview helped decrease 

observer error. Finally, following a clear data analysis method, which helps avoid different 

interpretations of the collected data, reduced observer bias. Because some of the interviews 

were conducted via email, the threats to reliability were also reduced. While this increased 

the overall reliability, it decreased the overall validity as well. 
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3.10 Methodology Summary 
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4.0 Empirical Data Presentation 

This chapter will discuss the primary findings and patterns in the data. For clarity, not every 

pattern is circled, but the most significant patterns are identified and the others are explained 

in the text. Full pattern-matching and methodology spreadsheets can be found in Appendices 

IV-VI. 

 

4.1 Managers vs. Employees 

4.1.1 Understanding the Internal Brand (Q1-Q2) 

Table 6: Question 1 Patterns 

Q1: What is an internal 

brand?
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

values

what the company 

stands for

actions

communications

culture

perceptions 

(internal)

core of the 

company

perceptions 

(internal and 

external)

promise

employees

expectations

same as external  

 

As seen in Table 6, a number of general patterns are recognizable within the data. First, in 

describing what an internal brand is, most respondents mentioned a company’s “values” in 

their definition. Similarly, many respondents also used the phrase “it’s what a company 

stands for”. Multiple respondents also used the phrase “core of the company”, and the words 

“promise” or “promises” and “employees.” Numerous respondents also mentioned 

perceptions, both internal and external, which may indicate awareness that the internal brand 

is largely intertwined with human resources. Only two respondents stated that they believed 

that an internal brand is the same as a company’s general brand. 

 

Of the managerial responses (shown in blue), there were also a few patterns that emerged. 

First, multiple managers indicated an importance of culture in defining an internal brand. On 

a similar note, multiple managers indicated that perceptions of internal stakeholders (such as 

employees) were a component of an internal brand. Dissimilarly, no non-managerial level 
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employees included “internal perceptions” as part of their definition. Another pattern among 

managerial responses was the inclusion of “communication” as a component of an internal 

brand. No non-managerial level employees included “communication” as a part of their 

response.  

 

Among non-managerial responses (shown in purple), a few patterns were identified. Three 

respondents included “actions” as a keyword in describing what an internal brand is, whereas 

only one manager used the word. Also, unlike the managers’ responses, non-managerial 

respondents did not indicate any inclusion of “culture” or “communication” in their 

responses, but did include the term “employees.”  

 

Table 7: Question 2 Patterns 

Q2: What does your 

internal brand stand 

for?

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

quality

service

innovation

trust

integrity

employees

caring

culture

customer 

experiences

customer first

engaging

fostering

market leader

open  

 

Overall, there were not significant patterns that emerged in data from Question 2, which 

asked respondents “What does your internal brand stand for?” Multiple respondents used the 

terms “quality”, “service”, “innovation”, and “trust” in their answers however. Many of the 

responses included a variety of words, which may help explain the lack of obvious patterns. 

 

Interestingly however, only managers used the term “innovation” to describe their company’s 

internal brand. Additionally, only managers used the term “trust” in their responses. It is also 

worth noting that the two reoccurring key-phrases that include customers – “customer 

experiences” and “customers first” – were only used by managers and not by non-managerial 

employees. A key pattern specific to employee responses is the use of “service” as a 
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descriptive word. Only one manager used “service” in the response, while almost half of non-

managers included it.  

 

4.1.2 Information Resources and Distribution (Q3-Q4) 

Table 8: Question 3 Patterns 

Q3: Type of info given 

to employees & how 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

newsletters

meetings

memos

email

intranet

training

website

in-person 

discussions

social media

campaigns

informal 

communications

town hall meetings  

 

As shown in Table 8, there are a variety of patterns within the responses to Question 3, which 

asked respondents “What type of information is given to employees and how do you receive 

it?” First, the most common responses included for both managers and non-managers were 

newsletters, meetings, memos, email, and intranet.  

 

In addition to the previously mentioned communication channels, managers also responded 

indicated that their firms use informal communications, town hall style meetings, and 

campaigns to provide information to employees. No non-managerial employees indicated a 

use of any of these methods. Additionally, three managers indicated that their firms use social 

media as a communication method, but only one non-managerial employee indicated the use 

of social media. 

 

Similar to managers, non-managers responded with many different channels of 

communication as well. A large group of non-managerial employees responded that their 

firm utilizes newsletters, meetings, and memos, whereas managers often indicated using only 

one or two of those methods. Also, as previously mentioned, non-managers did not include 

the use of town hall meetings or campaigns as forms of communication between the firm and 

its employees. 
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Table 9: Question 4 Patterns 

Q4: Feedback given to 

organization & how
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

survey

meetings

open 

communication

employee 

feedback

manager/employee 

performance 

reviews

customer feedback

ad-hoc

annonymous 

options

management 

action items

planning sessions

town hall meetings  

 

In the responses for Question 4, the most frequently indicated forms of feedback include 

surveys and meetings. These two forms were included in the responses of about 80% and 

50% of respondents respectively. Additionally, some respondents indicated that there is an 

open line of communication within the firm for employees to provide feedback. Other 

reoccurring responses include employee and customer feedback, and performance reviews as 

feedback channels. 

 

There are a few patterns that emerged specific to managerial responses. First, only managers 

included the use of performance reviews for feedback between employees and the 

organization. Similarly, only managers included town-hall style meetings and ad-hoc in their 

responses. Managers also included customer feedback in their responses, while no non-

managerial level employees included it. This is particularly interesting, as managers often 

have less regular contact with customers than non-managerial employees. 

 

Among non-manager responses, there are a couple of patterns worth identifying. The first is 

that almost half of non-managers indicated that there is some type of open line of 

communication, whereas only one manager indicated the same. This may suggest a difference 

in how managers and non-managers perceive the more informal communication channels 
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within the firm. Secondly, none of the non-managerial respondents indicated a use of 

customer feedback or performance reviews. 

  

4.1.3 Knowledge of Customers, Promises, and Advertising (Q5-Q7) 

Table 10: Question 5 Patterns 

Q5: how does having 

knowledge of your 

customers needs help 

you act in certain 

situations?

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

understand 

customers' needs

important

understanding 

expectations

critical/vital

meeting 

expectations

learn and know 

about customers

guidance

prioritizations

customer surveys

higher 

converstion/loyalt

y rates

meetings  

 

The responses to Question 5, as shown in Table 10, show three patterns worth noting. The 

first is that about half of respondents explicitly stated that knowing customers’ needs is 

“important”, “critical”, or “vital”. Second, the phrases “understanding customers’ needs”, 

“understanding expectations”, and “meeting expectations” were used frequently in responses. 

Finally, it should also be noted that this question may have caused some confusion among 

respondents, as some specifically indicated that they were not sure what it meant, and two 

respondents did not answer the question at all. 

 

The most common phrase among managerial responses to this question was “understanding 

customers’ needs”, which raises the question of whether or not there is a difference between 

“knowing” customer needs’ (as stated in the question), and “understanding” their needs. The 

second most common phrase used among managers was “meeting expectations”, and 

multiple managers also indicated that knowing customers’ needs was important because it 

helps to guide business decisions. It should also be noted that many managers responded to 
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the question with specific ways the company tries to know their customers needs, such as via 

customer surveys and meetings. 

 

Non-managerial responses to this question largely included the phrase “understanding 

expectations” and “understanding customer needs”. Additionally, non-managers more 

frequently explicitly stated that knowing customer needs was “important”, “crucial”, or 

“vital” than managers. As preciously mentioned, unlike managers, non-managerial 

respondents also did not indicate specific ways that their company “knows” customers’ 

needs.  

 

Table 11: Question 6 Patterns 

Q6: Is it important to 

know what is 

promised/advertised in 

relation to the service 

you provide?

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

very important

expectations being 

created

accurately 

promote 

capabilities of 

organization

customer 

motivation & 

expectations

follow through/ 

deliver on 

commitments

important

brand promise

consistency is 

critical

quality is based on 

expectations

awareness

clients trust

critical/vital

customer 

satisfction  

 

The responses to Question 6 reveal numerous patterns. First, all respondents indicated that it 

was “important”, “very important”, “critical”, or “vital” to know what is being promised and 

advertised in relation to the service they provide. This suggests that respondents feel strongly 

that they need to know what customers expect in order to provide quality service. Also, many 

respondents, both managerial and non-managerial level, indicated that following through 
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and/or delivering on commitments was a component of this. Similarly, many also indicated 

an importance of knowing what expectations the firm was creating. Of those that responded 

this way, most also felt it was important to accurately promote the capabilities of the 

organization and for customer motivation and expectation. This pattern occurred among both 

managers and non-managers, which suggests a similarity in their perceptions. 

 

Because manager and non-manager responses were so similar, there are not many patterns 

within the two separate groups. It is however, worth noting that “consistency” and “trust” 

were included in managers’ responses more frequently than non-managers’ responses. 

Additionally, both “awareness” and “customer satisfaction” were only indicated twice in 

responses, each by one manager and one non-manager. 
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Table 12: Question 7 Patterns 

Q7: Anything you could 

do better to make sure 

you are delivering what 

was promised?

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

no improvements

good at this

improvements to 

be made

big organization = 

challenging

can always be 

better

working on it

Things to improve 

on:

seeing current 

advertisement 

materials

understanding & 

managing 

customer 

expectations

better quality

consistency

employee 

initiative (going to 

own website, etc.)

faster out to 

market

guidance

inform employees

listening

speak with one 

voice

Things they do 

well:

consistency

testing/checking

employee 

education

open 

communication

access to feedback

fulfilling 

commitments

honesty

key metrics

responsibility

self-organization  
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Most respondents to Question 7 indicated that they felt their company did not need to 

improve on making sure what is being promised to customers is also being delivered. Many 

even stated that the company was already good at delivering what is promised. Numerous 

respondents indicated that they believe improvements can always be made or that the 

company is working on ensuring consistency. Although there is not a significant gap between 

manager and non-manager responses, interestingly very few non-managerial employees 

responded with specific things for the firm to improve on, whereas managers provided 

numerous improvements. Similarly, very few managers responded with things that the firm 

does well already, whereas non-managerial employees noted many.  

 

4.1.4 Country of Origin (Q8-Q9) 

Table 13: Question 8 Patterns 

Q8: Country of origin 

& identity.
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

Global

American

global 

perspectives/ 

connections

Swedish

history

American design

Depends on 

location

fusion/ spillover

Hispanic

no

Scandinavian

try to feel local  

 

Responses among both managers and non-managers to Question 8 were relatively consistent. 

There are a few patterns to discuss however. First, most respondents answered that the 

company did not feel distinct to its country of origin. Many said their company felt “global” 

or a combination of “global” and the country of origin. This may suggest that the influence of 

a firm’s country of origin is becoming less significant as globalization increases and firms 

expand internationally. Some respondents noted differences depending on the location of the 

offices or local influences. Many respondents also indicated the influence of their company’s 

history or roots on the general “feel” of the firm.  
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Table 14: Question 9 Patterns 

Q9: materials specific 

to country of origin
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

Yes

English

Locally specific

Some 

countries/regions

Translation by 

request

No

Swedish

Generic holiday 

card

sports

swedish made 

products

traveler briefing  

 

As with responses to Question 8, most respondents answered Question 9 similarly. Almost all 

respondents indicated that the firm distributes materials that are specific to the country of 

origin. This is particularly interesting, as most respondents indicated that they felt their firm 

was “global” and not specific to its country of origin. Additionally, many respondents also 

indicated that materials were provided in English, or a combination of English and Swedish. 

Many respondents also noted that there are some locally-specific materials as well, such as 

translated material or websites specific to a certain office location. 
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4.1.5 Internal Stakeholder Influences on Perceptions (Q10a-Q10b) 

Table 15: Question 10a Patterns 

Q10a: managerial 

influences
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

Yes

important

guidance

set examples

consistency

key decision 

makers

training

Depends

good relationships 

lead to strong 

brand

implement change

More higher 

management

negative can be 

stronger

Somewhat  

 

The responses to Question 10a, were relatively consistent. All respondents who answered the 

question, with the exception of two that thought it depends on the manager and situation, 

indicated that managers have an influence on their perceptions of the internal brand. Many 

managerial respondents indicated that managers “set examples” and are “key decision 

makers” within the firm, whereas non-managerial respondents indicated that managers 

provide “guidance” primarily. Although both managers and non-managers responded 

similarly in regards to the influence of managers, each group seems to have different 

perceptions about why managers have an influence on their perceptions of the firm’s internal 

brand. 
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Table 16: Question 10b Patterns 

Q10b: employee 

influences
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1

Yes

important

somewhat

less than 

management

bring the brand to 

life

depends

easier to be 

negative

attitude is 

important

key players

more believable 

than managers

reflect culture

Same as managers

sum of all 

colleagues  

 

Similar to the answers in Question 10b, most respondents indicated that employees have an 

influence on their perceptions of the company’s internal brand. Unlike the previous 

question’s answers however, more respondents answered that they felt it “depends” or that 

employees only have “somewhat” of an influence on perceptions of the internal brand. Of 

those, some respondents indicated that the attitude of an employee is a factor or that it is 

easier for employees to have a negative impact on perceptions of the internal brand. Multiple 

non-managerial employees indicated that employees have an influence on their perceptions, 

but not as much as managers. Again, the responses among managers and non-managers are 

relatively consistent in regards to agreeing that employees have some influence, but the 

extent of that influence and the reasons vary slightly between the two groups.  
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4.2 By company 

4.2.1 Understanding the Internal Brand (Q1-Q2) 

Table 17: Question 1 

Q1: What is an internal brand? A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2

values

what the company stands for

actions

perceptions (internal)

culture

communications

core of the company

promise

perceptions (internal and external)

employees

expectations

same as external  

 

Table 17 shows few discernible patterns aside from company I, in which respondents 

answered similarly. Additionally, Table 17 did not indicate any significant patterns related to 

how employees of a company view their internal brand.  

 

4.2.2 Information Resources and Distribution (Q3-Q4) 

Table 18: Question 3 

Q3: Type of info given to employees & how A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2

newsletters

meetings

memos

email

intranet

website

training

in-person discussions

social media

town hall meetings

campaigns

informal communications  

 

Table 18, shows some distinct patterns for the types of info given to employees. Both 

respondents from company B answered that information is given in their organization mostly 

via newsletters and email. Similarly, both respondents from company D also indicated that 

newsletters were popular in their organization, as well as meetings and memos. Employees at 

company G answered very similarly to each other, and managers responded with similar 

answers as well. The responses indicate that company G uses many channels to communicate 

with their employees, especially newsletters, meetings, memos, emails, and an intranet. 

Respondents from company H indicated that their company also uses primarily newsletters, 
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memos, and employee training to get information throughout the company. According to the 

responses, company I primarily uses emails to distribute information. Respondents from 

company J suggested that they use primarily newsletters, emails and an intranet for 

information distribution in the organization.  

 

Table 19: Question 4 

Q4: Feedback given to organization & how A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2

survey

meetings

open communication

employee feedback

customer feedback

manager/employee performance reviews

ad-hoc

annonymous options

management action items

planning sessions

town hall meetings  

 

Question 4, is about how members gives the organization feedback. According to the patterns 

in Table 19, companies A, D, and G all use surveys as a main tool for feedback. Companies 

D, G, H, and J also use meetings for feedback purposes. Company H respondents also 

indicated that they use open communication in their company. 

 

4.2.3 Knowledge of Customers, Promises, and Advertising (Q5-Q7) 

Table 20: Question 5 

Q5: how does having knowledge of your customers 

needs help you act in certain situations?
A2 A4 A3 B1 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 A1 B2

understand customers' needs

important

understanding expectations

meeting expectations

critical/vital

guidance

learn and know about customers

prioritizations

meetings

higher converstion/loyalty rates

customer surveys  

There were few significant patterns in Table 20. The first pattern shows that there is a 

disconnect between the responses of the employees and managers of company G. The other 

pattern that can be seen is that both employees of company A responded similarly that 

understanding customers’ needs and expectations is very important.  
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Table 21: Question 6 

Q6: Is it important to know what is promised/advertised 

in relation to the service you provide?
A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2

very important

expectations being created

accurately promote capabilities of 

organization

follow through/ deliver on commitments

customer motivation & expectations

important

brand promise

consistency is critical

quality is based on expectations

awareness

clients trust

critical/vital

customer satisfction  

 

A disconnect between the managers and employees of company G can also be seen in Table 

21, which refers to the responses about the importance of following through on promises or 

advertisements. Both respondents from company H answered very similarly, leading the 

authors to believe that knowing the expectations, capabilities, and motivations of both the 

customers and within the company is important.  

 

There we no distinct patterns identified in the responses for Question 7.  

 

4.2.4 Country of Origin (Q8-Q9) 

Table 22: Question 8 

Q8: Country of origin & identity. A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2

Global

American

global perspectives/ connections

Swedish

history

American design

Depends on location

fusion/ spillover

Hispanic  

 

In Table 22, the first pattern that can be seen is that company A relates their identity to 

Sweden with global perspectives and connections. The second pattern that emerged is that 

company G relates their identity to being both global and American. Company H also relates 

to being global. Company I relates their identity to being global, also makes note of their 

history and Hispanic origin in their identity. Company J relates their identity to being 

American. 
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Table 23: Question 9 

Q9: materials specific to country of origin A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2

Yes

English

Locally specific

Some countries/regions

Translation by request

No

Swedish  

 

Table 23 details the responses about different materials in different languages within the 

companies. Companies B, C, D, E, F, G, H, I, and J all indicate that their companies release 

materials specific to their country of origin. Companies D, G, H, I, and J use materials in 

English, as well as some materials that are specific to location. Company E uses mostly 

materials from their country of origin as well as some locally specific materials.  

 

4.2.5 Internal Stakeholder Influences on Perceptions (Q10a-Q10b) 

Table 24: Question 10a  

Q10a: managerial influences A1 A2 A4 B1 B2 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 A3 C1

Yes

important

set examples

guidance

consistency

training

key decision makers

Depends  

Table 25: Question 10b 

Q10b: employee influences A1 A2 A4 B1 B2 D1 D2 E2 F1 G1 G2 G6 G4 G3 G5 H1 H2 I1 I2 J1 J2 E1 C1 A3

Yes

important

somewhat

bring the brand to life

less than management

depends

easier to be negative  

 

Tables 24 and 25 show the results of questions 10a and 10b, which inquired about managers’ 

and employees’ influences on the respondents’ perception of their internal brand. From the 

tables, it can be seen that company A respondents feel that managers influence their 

perceptions more than employees’. Respondents from company B feel the opposite that 

employees have a bigger influence. Company G also believes that managers have a bigger 

influence on perceptions than employees, especially to set examples, guide and train 

employees and ensure consistency. Companies H, I, and J believe that both managers and 

employees have an influence.  
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4.3 By country 

It is important to note that most of the analysis in the following section relates only to 

Sweden and the Unites States due to the fact that they were the only two countries for which 

the researchers received more than one company response. 

 

4.3.1 Understanding the Internal Brand (Q1-Q2) 

After discovering the patterns by looking at the data organized by both managers and 

employees, and by company, the authors then sorted the data by country of origin to 

determine if the country of origin has an influence on perceptions. In the following tables, 

companies that indicated that their country of origin was Sweden are in light blue, USA is in 

red, and yellow is Belgium/Italy.  

 

Table 26: Question 1   

Q1: What is an internal brand? A2 A1 A3 F1 C1 A4 B1 B2 D2 E1 J2 G1 G2 G4 G5 H2 I1 G6 G3 D1 H1 I2 J1 E2

values

what the company stands for

actions

perceptions (internal)

culture

communications

core of the company

promise

perceptions (internal and external)

employees

expectations

same as external  

 

The first pattern that emerged was that over half of the American respondents indicated 

values as a major part of their understanding of an internal brand. This table also indicated 

that Swedish companies understand an internal brand as what the company stands for, along 

with its values.  
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Table 27: Question 2 

Q2: What does your internal brand stand for? A3 A4 A2 C1 F1 A1 B1 B2 D2 E1 J1 J2 G1 G2 G6 I2 D1 G3 G4 G5 H1 H2 I1 E2

quality

service

innovation

trust

integrity

employees

open

culture

customer experiences

customer first

engaging

market leader

fostering

caring  

 

The table of question 2 did not indicate many strong patterns. The only pattern that can be 

seen in Table 27 is that some of the American respondents responded that quality and service 

are descriptors of their company’s internal brand. The lack of patterns indicates that many 

employees view the important aspects internal brand differently.  

 

4.3.2 Information Resources and Distribution (Q3-Q4) 

Table 28: Question 3  

Q3: Type of info given to employees & how A1 C1 A3 A2 A4 F1 B1 B2 E2 G1 I2 E1 I1 D1 H2 J1 G2 G6 D2 G3 G4 G5 H1 J2

newsletters

meetings

memos

email

intranet

website

training

in-person discussions

social media

town hall meetings

campaigns

informal communications  

 

The table for question 3 shows four main patterns. The first pattern indicates that Swedish 

employees receive information from the country in newsletters, meetings, and memos. The 

next three patterns indicate that American companies use newsletters, meeting, memos, 

emails, an intranet or company website and employee training to communicate information 

within the company. 
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Table 29: Question 4 

Q4: Feedback given to organization & how A1 A3 A2 A4 F1 C1 B1 B2 D1 D2 G1 G2 G3 H1 I1 J1 G6 E1 G4 G5 H2 J2 E2 I2

survey

meetings

open communication

employee feedback

customer feedback

manager/employee performance reviews

ad-hoc

annonymous options

management action items

planning sessions

town hall meetings  

 

Question 4 responses indicate that Swedish companies obtain employee feedback primarily 

through surveys and meetings. American companies also use primarily surveys and meetings, 

but they are also combined with open communication forums from managers, employees, and 

customers, and ad hoc suggestions.  

 

4.3.3 Knowledge of Customers, Promises, and Advertising (Q5-Q7) 

Table 30: Question 5 

Q5: how does having knowledge of your customers 

needs help you act in certain situations?
A2 A4 C1 A3 F1 B1 D2 H2 E2 D1 G6 G4 I1 J1 E1 H1 J2 G5 I2 G3 G1 G2 A1 B2

understand customers' needs

important

understanding expectations

meeting expectations

critical/vital

guidance

learn and know about customers

prioritizations

meetings

higher converstion/loyalty rates

customer surveys  

 

Table 30 shows three main patterns in reference to customer knowledge and expectations. 

According to the patterns, employees and managers from Swedish companies believe that 

having knowledge of customers’ needs help employees to know how to act because it is 

important to understand customers’ needs and expectations. The patterns for American 

companies were very similar, indicating similar beliefs. 
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Table 31: Question 6 

Q6: Is it important to know what is promised/advertised 

in relation to the service you provide?
A1 A2 A4 F1 A3 C1 B1 B2 D2 G2 D1 G1 G3 G6 I1 H1 G4 G5 H2 I2 J2 J1 E1 E2

very important

expectations being created

accurately promote capabilities of 

organization

follow through/ deliver on commitments

customer motivation & expectations

important

brand promise

consistency is critical

quality is based on expectations

awareness

clients trust

critical/vital

customer satisfction  

 

The patterns from Table 31 show that Swedish companies believe that knowing what has 

been promised or advertised is very important to the brand promise and that consistency is 

critical. American companies also emphasize the same things, but also put emphasis on the 

expectations that are being created, accurately promoting the capabilities of the organization, 

follow-through, and customer motivation and expectations.  

 

Table 32: Question 7 

Q7: Anything you could do better to make sure you are 

delivering what was promised?
F1 A1 A2 A4 C1 A3 B1 B2 E1 H2 J1 J2 D2 G1 G3 H1 I1 G2 G4 E2 D1 I2 G5 G6

no improvements

good at this

big organization = challenging

improvements to be made

can always be better

working on it

Things to improve on:

seeing current advertisement materials

understanding & managing customer 

expectations

Things they do well:

consistency

employee education

testing/checking

open communication  

 

Table 32 shows that both Swedish and American companies feel that they currently do a 

good job of delivering on promises, and there are not many improvements to be made. 

American companies also believe that delivering on promises can be more difficult as a large 

company, and they emphasize consistency as a current attribute.  
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4.3.4 Country of Origin (Q8-Q9) 

Table 33: Question 8 

Q8: Country of origin & identity. A1 A3 A2 A4 C1 F1 B1 B2 J2 D1 G3 G6 G4 D2 E1 I1 I2 G2 G5 H1 H2 J1 E2 G1

Global

American

global perspectives/ connections

Swedish

history

American design

Depends on location

fusion/ spillover

Hispanic  

 

Question 8 is about country of origin and identity. This table shows that most Swedish 

companies identify with being Swedish, and having global perspectives and connections. 

American companies on the other hand, identify more with being a global with more 

emphasis on their history, for example American of Hispanic histories.  

 

Table 34: Question 9 

Q9: materials specific to country of origin A1 F1 A2 C1 A4 A3 B1 B2 E1 G1 J1 D2 J2 G6 G4 G5 H1 I1 H2 G3 D1 E2 I2 G2

Yes

English

Locally specific

Some countries/regions

Translation by request

No

Swedish  

 

Table 34 indicates that for both Swedish and American companies, a lot of the materials are 

in English as well as specific to the country of origin. American companies indicate a higher 

rate of locally specific translations of materials. 

 

4.3.5 Internal Stakeholder Influences on Perceptions (Q10a-Q10b) 

Table 35: Question 10a   

Q10a: managerial influences A1 A2 A4 F1 B1 B2 I1 G3 G4 G5 E1 D2 E2 G1 G2 H1 G6 H2 J1 I2 J2 D1 A3 C1

Yes

important

set examples

guidance

consistency

training

key decision makers

Depends  
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Table 36: Question 10b 

Q10b: employee influences A1 A4 A2 B1 B2 H2 I1 J2 I2 D2 E2 F1 G2 G6 J1 G4 D1 G3 G5 G1 H1 E1 C1 A3

Yes

important

somewhat

bring the brand to life

less than management

depends

easier to be negative  

 

Tables 35 and 36 show that employees of Swedish companies believe that managers have a 

stronger influence over the internal brand than employees. In American companies, both 

managers and employees have an influence on the internal brand. According to American 

companies, managers are responsible for guidance, consistency, and training, whereas 

employees bring the brand to life, and can have a stronger negative influence than managers.  
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5.0 Analysis 

The analysis section will present explanations for the patterns identified in the empirical 

chapter, and will further explain the theoretical implications of the findings. First patterns 

are explained for each question, and then the global patterns are discussed with reference to 

the theoretical framework developed in Chapter 2.  

 

5.1 Individual Question Analysis 

5.1.1 Question 1: What is an internal brand? 

The patterns associated with question 1 in the interview guide “Please explain what an 

internal brand is in your own words” can be found in tables 6, 17, and 26. The patterns that 

were found by analyzing the data in all three ways indicate that there is a basic understanding 

of what an internal brand is, and that understanding largely involves “values” and “core of the 

company”. As mentioned before, managerial staff had a tendency to include 

“communication” in their view of an internal brand; this suggests that managers have an 

understanding of an internal brand that includes related internal branding support-activities 

that non-managerial employees are not as aware of. On the other hand, non-managerial 

employees included the term “employees” in their definition of and internal brand, which can 

indicate that non-managerial employees have a better understanding of the human 

components to an internal brand. 

 

On a company level, there were few patterns to indicate that there is a large amount of 

consistency between how members of an organization define the term “internal branding”. 

This could simply be due to different educations and backgrounds of each of the respondents; 

however it is important to note, as it can affect the understanding of each company’s internal 

brand as well. 

 

On the country level, the two patterns that emerged, that American companies indicated 

“values” as a major part of an internal brand vs. Swedish companies that said an internal 

brand is “what the company stands for”, indicate that there might be a country of origin 

aspect to the understanding of an “internal brand”. 
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5.1.2 Question 2: What does your internal brand stand for? 

Overall, the data received for question two, which can be seen in tables 7 and 27, was very 

scattered. Overall there were many terms used to describe the company’s internal brand, the 

most popular being “quality”, “service”, “innovation”, and “trust”. On a managerial vs. non-

managerial level, it was discovered that only management used the term “innovation” 

whereas the term “service” was used almost exclusively by non-managers. This may suggest 

a gap between how managers and non-managers perceive the internal brand, based primarily 

on their daily job tasks, as non-managerial employees often work more closely with 

customers on a regular basis. 

 

There were negligible patterns for this question on a company level, enforcing what was 

previously suggested, that at least on a company level, the differences in defining an internal 

brand leads to greater disparage between perceptions of one’s own company brand. 

On the country of origin level, the only pattern that emerged, that some American 

respondents used “quality” and “service” to describe their company’s internal brand, also 

implies that country of origin has an effect, but perhaps not as strong and question 1 implied. 

 

5.1.3 Question 3: What type of information is given to employees and how do you 

receive it? 

The patterns specific to question 3 can be found in tables 8, 18, and 28. When answering 

question 3, many respondents indicated multiple forms of communication, which may 

suggest that the firms represented have already established communication mediums and 

subsequent distribution channels. The most common responses were that information was 

given to employees via newsletters, meetings, memos, emails, and a company intranet. As 

mentioned before, it was only managerial employees that said that informal communication 

channels were used to provide information to employees, indicating a difference in ways that 

managerial staff and non-managerial staff are informed of company news. This can probably 

be explained by the number of managers vs. non-managers in typical companies. There are 

almost always more non-managers than there are managers, so it is understandable that 

companies would use communication channels that ensure larger number of people getting 

the information than expecting everyone to use informal channels. 

 

There was more consistency between members of each company and how they receive 

information than in previous questions. Members of each company responded more similarly 

for this question than for the previous questions. 
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Specific to country of origin, the patterns indicated that American companies receive more 

information via their company’s intranet or website than companies from other countries. 

 

5.1.4 Question 4: Employee feedback 

As seen in tables 9, 19, and 29, the primary feedback channels are surveys and meetings. 

Managers were the only respondents to respond that performance reviews, town-hall style 

meetings, and ad-hoc were used in their organization. It was also only managers who 

included customer feedback in their responses; this is particularly interesting, as managers 

often have less regular contact with customers than non-managerial employees. Also 

interesting is the fact that it was primarily non-managers that indicated the use of open or 

informal communication channels to give feedback to the organization, the exact opposite 

response from the previous question. This means that non-managerial employees report 

getting information via more structured methods—like newsletters or memos—but giving 

feedback via less structured channels.  

 

There was quite a bit of similarity between answers on a company level on this question as 

well. Many of the respondents from each company responded with use of the same feedback 

channels as the others in their company. The responses for this question also showed that 

both Swedish and American companies use surveys and meetings to gather employee 

feedback; however American companies mention the use of open communication forums as 

well. 

 

5.1.5 Question 5: Customer knowledge & employee actions 

The data on question 5 can be seen in tables 10, 20, and 30. When asked how knowing their 

customers’ needs helped them act in certain situations, about half of the respondents said that 

it was “important”, “critical”, or “vital”. Managerial staff commonly responded with 

“understanding customers’ needs” and “meeting expectations”, and with specific ways that 

the company tries to know their customers’ needs, for example, surveys and meetings with 

customers. Non-managerial employees on the other hand did not indicate specific ways to 

know their customers’ needs, but were more likely to use the terms “critical” and “vital” than 

managerial employees. 

 

The patterns on the company level indicate a few different things. First, managers and non-

managers from company G had quite different responses, whereas responses from company 
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A were very similar. This could be due to the apparent confusion associated with this 

question. When sorted by country of origin, the results are similar, implying that country of 

origin does not have a large impact on the importance of knowing the customers’ needs. 

 

Although the individual responses were different, in general you can see that companies 

believe it is important to know and understand their customers’ needs and expectations in 

order to know how to act in certain situations. 

 

5.1.6 Question 6: Promises in advertising 

As seen in tables 11, 21, and 31, when comparing managers and non-managers, the responses 

indicated a relatively consistent belief that knowing what is being promised or advertised in 

relation to the service that they provide is very important. Another global pattern that 

emerged was that it is important to know what is expected both inside and outside the 

organization. This is evident by the “expectations being created” response, as well as the 

“customer motivations & expectations” response. The only disparity between managers and 

non-managers was that managers tended to use the terms “consistency” and “trust” more than 

non-managers. 

 

Unlike when looking at the groups as a whole, there is a disconnect between the managers 

and non-managers of company G. This could possibly be an outlier, however, due to the fact 

that the other companies had much more uniform responses. 

 

Based on country of origin, the responses to this question indicate that both Swedish and 

American companies believe that knowing what has been promised or advertised is very 

important and that consistency is critical, however American firms also noted the importance 

of accurately promoting the capabilities of the organization as well as follow-through. This 

can indicate a small level of country of origin influence. 

 

5.1.7 Question 7: Improving company’s ability to deliver on promises 

The responses specific to question 7 can be seen in tables 12 and 32. Overall, many 

respondents did not believe that their company needed to make improvements on ensuring 

what is promised is being delivered. In fact, more than half of the non-managerial employees 

indicated that they thought their company was good at this, and even mentioned specific 

things that they thought they did well on. While some managers also believe that there are no 
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improvements to be made, it was primarily managers who said that they “can always be 

better”, and even suggested things that the company could do better. 

 

The responses sorted by company did not indicate any strong patterns. 

 

The responses organized by country of origin, showed that both Swedish and American 

companies believe that their companies are currently doing a good job with this, however 

American companies also noted that this can be more difficult as a larger company, and 

significantly more American companies listed aspects that they believe they currently do 

well. 

 

5.1.8 Question 8: Country of origin and identity 

As seen in tables 13, 22, and 33, overall, most respondents did not indicate that they felt their 

company’s identity was distinct to its country of origin. The responses between managerial 

and non-managerial staff were fairly consistent, and there was a distinct pattern that most 

companies felt either “global” or a mixture of “global” and the country of origin. This may 

suggest that the influence of a firm’s country of origin is becoming less significant as 

globalization increases and firms expand internationally. Quite a few companies however, 

indicated that the company’s history plays a part in its identity. 

 

The respondents from each company were very consistent in their feelings about their 

company’s identity. Interestingly, Swedish companies were more likely to respond that their 

company was Swedish and global, whereas American companies tended to focus on being 

global. American companies also noted the history of their company as having an impact, but 

not taking over the current identity. 

 

 

5.1.9 Question 9: Materials specific to country of origin 

Tables 14, 23, and 34 illustrate the data related to question 9. Similar to question eight, many 

of the respondents answered uniformly. Almost all of the organizational members said that 

their organization distributes materials that are specific to the country of origin. This is 

particularly interesting, as most respondents indicated that they felt their firm was “global” 

and not specific to its country of origin. Also interesting, most of the respondents said that 

materials were provided in English, and locally specific languages. This could be due to the 

rapid globalization of the business world, as well as each company operating in more than 
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one country, if the materials are uniformly in English they can be distributed most places, 

with some locally specific materials added to feel local. 

 

The responses from different members of the same company were almost entirely uniform, 

indicating nothing of specific interest to the study. 

 

The country of origin plays an interesting role in the responses to this question. It appears to 

play a strong role for the Swedish respondents, who said their organization feels both 

Swedish and global, and also mention that materials are released in both Swedish and 

English. American companies, on the other hand, almost entirely see their companies as 

global, and release materials primarily in English, as well as locally specific materials as 

needed. This could imply that the American company’s feel because their original language is 

English, that they have to adapt less to be global. The global feeling of American companies 

could also be caused by the English is an almost universal business language, so they equate 

their companies with being more universal because of that fact. 

 

5.1.10 Questions 10a and 10b: Managerial and Employee influence on perceptions 

As can be seen in tables 15, 24, 25, 35, and 36, almost all of the respondents answered that 

managers have an influence on their perceptions of their company’s internal brand. For 

question 10a, many managers responded that managers have an influence due to the fact that 

they “set examples” and are “key decision makers” in the firm. Non-managers however 

responded that managers have an influence more because they provide “guidance”. Although 

both managers and non-managers responded similarly in regards to the influence of 

managers, each group seems to have different perceptions about why managers have an 

influence on their perceptions of the firm’s internal brand. 

For question 10b, more respondents felt that the employee influence was more dependent on 

the specific employees than the manager’s influence. It is also worthwhile to note that some 

respondents suggested that employee influence was less than the influence of the managers. 

The responses between managers and non-managers were relatively consistent for both 

questions 10a and 10b. 

 

When analyzed by company, responses within companies were very similar; however 

responses between companies are more varied. For example company A feels that managers 

have a stronger influence then employees, whereas company B feels the opposite. 
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The third analysis indicates that in Swedish companies, managers are perceived to have more 

of an influence than employees; whereas in American companies both managers and 

employees have similar levels of influence. American companies also note that it can be 

easier for employees to have a negative influence than managers. 

 

5.2 Global Pattern Analysis 

5.2.1 Managers vs. employees 

The main pattern worth noting when looking at the managers versus non-managers responses 

was the lack of distinct patterns. There were questions in which managers and non-managers 

answered similarly, and questions where they answered differently. In general the 

respondents tended to agree more on the country of origin and influence of managers and 

employee questions. This, combined with the data gathered by sorting the information by 

country, supports the previous belief that country of origin does have an impact on an internal 

brand. The similarities also insinuate that when it comes to influencing perceptions of an 

internal brand, managers often provide more influence than employees. This indicates that, 

while non-managerial employees are also critical to the environment within a company, it is 

up to the managers to ‘live the brand’ in order to help non-managers do the same, and 

perhaps more research could be done to determine more information about this phenomena.  

 

The lack of similarities between respondents, specifically with reference to understanding the 

internal brand, could partially be explained by the idea that managers have stronger influence. 

If managers are responsible for influencing the internal brand of a company, it would be 

logical to assume that there was some sort of uniformity between managers of a company. 

Most of the responses between managers of the same company indicated a level of similarity; 

however the continuity that would suggest that all the managers have the same understanding 

of their internal brand was missing. This can probably be used to explain the lack of 

similarity in the responses of the employees of the companies as well. These facts reinforce 

the ideas of Douglas, Craig, & Nijssen (2001) and many other researchers, which say that a 

strong internal brand relies on consistency throughout all levels of an organization.   

 

5.2.2 Company 

Overall, when the data was arranged by company it indicated similar responses between the 

respondents within each company. In six of the ten questions, members of each organization 

responded correspondingly enough to assume that for most organization, there is some level 

of consistency throughout the internal stakeholders.  
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Many researchers, including Khan (2009), Balmer & Greyser (2006), Mitchell (2002), 

Douglas, Craig, & Nijssen (2001), and de Chernatony (1999) have suggested that perceptions 

among different stakeholders group should align, in order to support consistent internal 

brands. While the results are generally positive, the data also indicates a few instances where 

there is a disconnect between parties within the company. The biggest example of this is not a 

disconnect, so much as it is a potential to have a disconnect further down the line. There was 

a large amount of variance among all respondents in the first two questions. This implies that 

even within companies, people aren’t exactly sure what and internal brand is, or what the 

internal brand of their company stands for. A lot of the responses were similar in nature, 

however in a truly strong and constant internal brand; it would be expected to see more 

uniformity, at least within an organization.  

 

5.2.3 Country of Origin 

The patterns arranged concerning the differences in perceptions between members of 

organizations with different countries of origins illustrate that the country of origin has a 

stronger impact on certain aspects of internal branding than it does on others. One big 

difference in the opinions between companies from different countries seems to be related to 

the methods that companies use to give out information and gather feedback. This fact could 

be due to many different causes including large scale ones like culture, technological 

infrastructure, or physical locations or smaller scale reasons such as individual or specific 

workplace preferences.  

 

Another and perhaps more notable, difference comes from the ways that members of an 

organization perceive their organizations identity with reference to its country of origin. 

According to Lau & Ngo (1996:474), “the organizational culture of a firm is likely to reflect 

the norms and values associated with the society of the ‘mother’ country”. The data collected 

in this study emphasizes this assumption, especially in the country of origin questions. For 

example, as mentioned before, American companies that identify mostly with being a global 

company and release there materials primarily in English. The American companies could be 

reacting to the fact that so much of global business takes part in English, and therefor by 

having English as their native language, they feel more global than their international 

counterparts.  
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While this study does not answer the question as to exactly what influence a company’s 

country of origin has on its internal brand, and the perceptions of it held by both managers 

and employees, it does reinforce the idea that country of origin has an impact that can be seen 

and measured.  
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6.0 Conclusions 

In this chapter, conclusions specific to the five research questions will be presented and 

explained. 

 

RQ1: To what extent do employees and managers understand what their organization’s 

internal brand represents? 

 

The results to the related questions regarding how employees and managers understand their 

company’s internal brand did not indicate many trends or significant gaps between 

stakeholder perceptions. Many respondents, both managerial and non-managerial, defined an 

internal brand as encompassing “values” and further defined it as “what a company stands 

for”. When asked to define their company’s internal brand however, responses were varied 

and included a wide array of keywords. The results suggest that both employees and 

managers may have a relatively low extent of understanding in regards to what an internal 

brand is, and furthermore, what their company’s internal brand represents.  

 

RQ2: How do employees and managers acquire organizational knowledge to help them 

carry out their roles? 

The results indicate that there are many common information channels utilized by the firms 

represented, including memos, meetings, emails, and newsletters, which were the most 

frequently identified methods. In terms of feedback given back to the organization, surveys 

were the most frequently utilized method, followed by meetings and open communication 

channels. Again, there was not a significant gap between managerial and non-managerial 

responses. These results suggest that both managerial and non-managerial respondents have a 

relatively consistent understanding and knowledge of the information channels in place 

within their companies.  

 

RQ3: What factors are considered by employees and managers to be necessary for them 

to successfully deliver their organization’s brand promise? 

 

The results indicated that there was not a significant gap between the perceptions of managers 

and non-managerial employees, as majority of respondents indicated that they believed it was 

“important”, “very important” or “critical” for employees to have knowledge of customers in 

order to act in a way that is consistent with their expectations. Many respondents further cited 

“understanding” customers and expectations as an important factor in providing service 
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consistent with the organization’s brand. Similarly, all but two respondents, one managerial 

level and one non-managerial level, indicated that they believe it is “very important” to know 

what is advertised in order to deliver products or service accordingly. A significant portion of 

respondents also indicated that expectations, both customers and other stakeholders, were a 

factor.  

 

RQ4: How does the organization’s internal market orientation impact employees’ and 

managers’ relationships with the brand? 

 

The results indicate that the internal market orientation of the brand largely influences both 

manager and employee relationships with the organization’s brand, as most respondents 

indicated that: 1) managers influence their perceptions of the internal brand to a large extent, 

2) employees influence their perceptions of the internal brand to some extent, and 3) most 

respondents thought their companies did not need to improve current efforts to manage 

consistency among what is advertised and what is delivered. All respondents indicated that 

managers have an influence on perceptions of the internal brand, with many managers citing 

that managers “set examples” and are “key decision makers”, while non-managers indicated 

that managers offer “guidance” and consequently influence their perceptions. Dissimilarly, 

fewer respondents indicated that they thought other employees definitely had an influence on 

their perceptions of the internal brand. Many indicated that it “depends” on the particular 

employee or situation, or that employees have less of an influence than managers on the 

internal brand. 

 

As noted in RQ3, majority of respondents perceived knowledge of customer expectations and 

consistency within the internal branding activities as important. This again indicates that a 

firm’s internal market orientation largely influences relationships with the brand. With that 

said, most respondents also indicated that they felt that the organization did not need to 

improve its efforts regarding consistency between what is advertised and what is delivered, or 

that the organization was already successful in this respect.  
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RQ5: To what extent do employees and managers perceive the country of origin or 

organizational subculture within the organization’s brand? 

 

The results did not indicate a gap between manager and non-manager perceptions of the 

country of origin, as most respondents perceived the brand as “global”. Overall, three-

quarters of the respondents indicated that they felt the organization's brand was primarily 

"global", and either did not associate the organization with its country of origin at all or only 

to a minimal extent in combination with a “global” orientation.  Of the respondents, more 

managers indicated that they perceive to some extent the country of origin within the 

organization's brand, whereas only one non-managerial level employee did not perceive the 

brand as “global”. Interestingly however, with the exception of three respondents, majority of 

respondents answered that their organization distributes materials that are specific to the 

country of origin.  
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7.0 Contributions 

This chapter will discuss the limitations of the research study, and then identify managerial 

implications of the results, provide general reflections, and suggest and explain opportunities 

for further research on the topic of internal branding in an international context. 

 

7.1 Limitations 

The primary limitation of this research study is its scope. Due to the time and resource 

constraints, there are relatively few companies and respondents involved. More specifically, 

in many cases there are only two respondents from each company. While this does provide a 

base for analysis between employee perceptions within companies, ideally the study would 

have included many employees at both the managerial and non-managerial levels within each 

company. Additionally, as the sample is relatively small and the research is qualitative, the 

generalizability of the study is also low. 

 

The fact that some interviews were conducted in-person, while others were collected online is 

another limitation of the study. In the best circumstance, the study would include all in-depth, 

in-person interviews, to help ensure extensive and accurate data, but do to time limitations 

and scheduling conflicts this was not possible. As a result, the interviews that were completed 

online tended to be less thorough and risked more misunderstandings among respondents. 

The researchers tried to reduce these likelihoods by providing contact information for any 

questions respondents may have had and by encouraging respondents to be as thorough as 

possible while completing the interview. 

 

Another possible limitation of this research is the theoretical perspective that emphasizes a 

monolithic culture or behavior and hence a company’s internal brand. This is nearly inherent 

to the research of branding, but particularly relevant to internal branding because it implicates 

human resource management to a greater extent. Employees may agree with management in 

that they want to best serve customers, but may disagree with how this is most effectively 

done. Thus, the company’s brand is more likely to be perceived by stakeholders, such as 

customers, in an unclear or inconsistent manner. This research, while aware of the 

complexities, does not specifically account for the fact that company culture is not rigidly 

uniform and therefore does not completely address the effects that may have on the internal 

brand. 
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7.2 Managerial Implications 

There are multiple implications of the results of this research study, particularly when paired 

with prior research findings. The first is the managerial implications that relate to human 

resource management. As previously mentioned, internal branding deals significantly with a 

firm’s human resources. Prior studies have suggested that aligning stakeholder perceptions, 

such as those of managers and non-managers, within a firm may help ensure consistency of 

the internal brand. Additionally, by managing gaps in perceptions of the internal brand, firms 

can help ensure that what is promised to customers is actually being delivered by its human 

resources. The insight provided by the results of this study suggest that companies can make 

more effective decisions by first knowing how their internal brand is perceived by the internal 

stakeholders. Companies cannot effectively manage perceptions, without first identifying 

where there are inconsistencies.  

 

In this study for example, although there were no significant gaps in perceptions between 

managers and non-managers, there were general inconsistencies among all respondents’ 

understanding of what their company’s internal brand represents. From the data, it seemed 

that most respondents did not have a consistent understanding of what an internal brand is, 

and furthermore, what their company’s internal brand represents. To remedy this, in internal 

branding activities, companies should emphasize what their internal brand represents through 

all levels of the company, and should use all internally-focused marketing initiatives to 

further support the internal brand. In turn, internal stakeholder perceptions will be more 

easily aligned with the internal brand and they will likely deliver products or services in a 

way that is consistent with the core values of the company. 

 

Another key managerial implication is the role of country of origin on perceptions and how it 

influences internal stakeholders as firms expand internationally. The results of the study 

showed that nearly all of the respondents viewed their company as “global” or “global” in 

combination with the country of origin. Companies can use this already global perception as 

an advantage, particularly when expanding internationally. Firms that have a distinct country 

of origin influence for example, may encounter barriers when entering new international 

operations, particularly in aligning employees that are not native to the country of origin. If 

the internal brand encompasses components that are largely influenced or tied up in the 

culture of either the country of origin, it will be more challenging to translate to new 

international operations. As globalization continues to increase, promoting an internal brand 
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that is perceived as “global” can help eliminate some of the cultural barriers that are nearly 

inherent to companies with a very distinct country of origin influence.  

 

7.3 Reflections 

Internal branding is already growing in popularity as a key component of corporate 

management, and with the increase of globalization and the changing economic environment, 

it is likely to continue to gain acumen in the business world. With all the changes brought 

about by international expansion and fluctuating market conditions, developing a strong 

internal brand is a way for organizations to help secure a competitive advantage. Individual 

product or company brands no longer necessarily create an absolute form of competitive 

advantage, and firms can further support their success by allocating resources toward 

building strong internal brands; which can in turn help transcend boundaries often fostered by 

international operations. Thus, understanding how to better support internal branding, and 

further how to manage internal stakeholder perceptions of the internal brand, companies can 

ultimately more effectively manage how their brand is presented to customers. Additionally, 

gaining understanding into the role of a firm’s country of origin on stakeholder perceptions is 

especially interesting as more companies are expanding into foreign markets.  

 

The implications of this study, particularly the implications the results have on managing 

consistency of the internal brand are valuable for companies to consider, both in human 

resource management practices and in corporate brand management practices. Furthermore, 

by taking into account how the internal brand is perceived by different stakeholders, as 

opposed to assuming it translates consistently across multiple levels of the organization and 

across international operations, firms can better adjust their management strategies to ensure 

consistency of the core values and promises. This will in turn help ensure that internal 

stakeholders are presenting the brand in a way that is consistent with corporate intentions and 

also with the expectations of customers - which is needless to say, a critical component of 

success in a marketplace that is dominated by constant change, preferences, and variety.  

 

7.4 Suggestions for Further Research 

As the topic of internal branding is still growing in popularity, there are many research 

opportunities for future investigation of the phenomena and possible best practices. In 

addition, there are many research opportunities regarding the role of an organization’s culture 

and country of origin within internal branding. The following are suggestions for further 

investigation into both topics: 
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 The initial suggestion is to replicate the study on a larger scale, specifically to 

interview more respondents within more companies. This will help increase the 

generalizability and accuracy of the study. It will also help to further investigate the 

role of internal branding in international companies. 

 A second suggestion is to test the phenomena of perceptions of internal branding 

quantitatively. This could be done by reformulating findings into testable hypotheses 

that could be either rejected or supported. This would also help make the results more 

generalizable to a larger population. 

 This study specifically addresses the perceptions of two employee groups - managers 

and non-managers. It would be interesting to conduct a similar study that provides an 

in-depth analysis of the perceptions of employees at many different levels within an 

organization. This could include entry-level employees, mid-level managers, senior 

managers, and executives, for example, to identify whether there is a gap in 

perceptions between the various groups.  

 A fourth suggestion is to further investigate gaps in stakeholder perceptions. 

Specifically, to identify whether gaps in perceptions of an internal brand have positive 

or negative implications. Some prior research suggests that gaps in stakeholder 

perceptions may not have negative implications. Investigating different stakeholder 

groups to determine whether or not gaps in perceptions are positive or negative would 

likely provide valuable insight for internal brand management. 

 Another suggestion for research involving the country of origin on internal branding 

perceptions is to conduct exploratory research that aims to identify whether or not a 

company’s country of origin affects perceptions of the internal brand within multiple 

international operations of a single company. As companies are continually expanding 

operations to new countries, it would be interesting to see if there are major 

differences in how the internal brand is perceived by employees working in each 

place of operation. 
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Appendix I: Interview Guide 

 

Background Information: 

Company: 

Industry: 

Respondent: 

Respondent Title: 

 

Umbrella Questions: 

Q1: Can you explain to me in your own words what an internal brand is? 

Q2: What does your organization’s internal brand stand for? 

Q3: Can you give me an overview as to the type of information your organization gives to its 

employees? How do you receive this information (memos, email, newsletter, 

meeting, training)?  

Q4: Can you give me an overview as to the type of information (feedback) that employees in 

your organization give back to the organization? How does this happen (informal, 

survey, meetings, etc.)? 

Q5: Can you explain to me how having knowledge about your customers’ needs and 

expectations to help you to know how to act in certain situations? 

Q6: To what extent do you feel it is important for you as an employee to understand what has 

been promised/advertised in relation to the service you provide? 

Q7: We have talked about what the organization advertises versus what is actually delivered-

-is there anything else that your organization could implement that would ensure 

there was consistency between the advertised promise and delivery? 

Q8: When you think of the organization’s brand to what extent do you identify it with its 

country of origin? (eg: Does it feel distinctly American? Global?) 

Q9: Does the organization distribute any materials or information that is specific to its 

country of origin? (eg: country-specific holiday cards, materials in a the native 

language, etc)  

Q10a: Do you feel that the management has an influence on your perception of the 

company’s internal brand? 

Q10b: Do you feel that your fellow employees have an influence on your perception of the 

company’s internal brand? 
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Appendix II: Contact emails 

 

Original contact email: 

To whom it may concern, 

My name is JoAnna Caster and my colleague, Dana Linnes, and I are American students 

studying the Master’s program in Marketing at Linneaus University in Växjö, Sweden. We 

are in the process of writing our final Master’s thesis on corporate marketing and internal 

branding of companies that operate in both Sweden and the United States. We were 

wondering if you, or someone in your organization, would be willing to be interviewed about 

your company’s corporate marketing and internal branding activities. Your contribution 

would help us to achieve our academic goals, and better contribute to the overall field of 

marketing and international business. If you are willing to participate, or are able to forward 

this on to someone in your organization that can help us, we would greatly appreciate it. If 

you have any questions about the content of the interview, or anything related, please don’t 

hesitate to contact us. 

 

Thank you so much for your time! 

Sincerely, 

JoAnna Caster & Dana Linnes 

(jc222ei@student.lnu.se) 

(dl222dm@student.lnu.se) 

 

Follow-up email: 

(Contact person), 

Thank you so much for your willingness to participate in our research study. The aim of our 

study has changed slightly, so we just wanted to take a moment and give you some more 

information about our new goals. The goal of our study is to investigate the perceptions of 

internal branding between the managerial staff and employees of companies operating in a 

foreign country. If possible we would like to schedule an interview with both managers and 

employees. We have attached the umbrella questions to ensure that you have a chance to 

prepare some of your responses. Please contact us at your first convenience to schedule a 

time to do the interviews.  

 

Thanks again for your help! 

 

mailto:jc222ei@student.lnu.se
mailto:dl222dm@student.lnu.se
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JoAnna Caster & Dana Linnes 

(jc222ei@student.lnu.se) 

(dl222dm@student.lnu.se) 

 

Reminder Email: 

Hello again,  

We recently contacted you about helping us with our research project on internal branding. In 

an attempt to make it easier for you to provide responses we have attached a link to a short, 

10-question questionnaire. Please take a few moments to answer the questions as completely 

as possible.  

 

Link 1: 

https://docs.google.com/forms/d/1gbEL5KtdNUh6_fLJ6LSsr5cJs3EZuX6i78OVbR5TFME/

viewform 

Link 2: https://qtrial.qualtrics.com/SE/?SID=SV_1YT3Q9nmHBTLviB 

 

Your contribution will help us to achieve our academic goals, and better contribute to the 

overall field of marketing and international business. If you are willing to participate, or are 

able to forward this on to someone in your organization that can help us, we would greatly 

appreciate it. If you have any questions about the content of the interview, or anything 

related, please don’t hesitate to contact us. 

 

Sincerely,  

JoAnna Caster & Dana Linnes 

(jc222ei@student.lnu.se) 

(dl222dm@student.lnu.se) 

 

Second Attempt: 

Hello, 

My name is JoAnna Caster and my colleague Dana Linnes, and I are American students 

studying the Master’s program in Marketing at Linnaeus University in Växjö, Sweden. We 

are in the process of writing our final Master’s thesis on corporate marketing and internal 

branding within companies that operate internationally. We may have recently contacted you, 

however the constructs of our study have changed slightly, the goal of our study is to 

investigate the perceptions of internal branding between the managerial staff and employees 

mailto:jc222ei@student.lnu.se
mailto:dl222dm@student.lnu.se
https://docs.google.com/forms/d/1gbEL5KtdNUh6_fLJ6LSsr5cJs3EZuX6i78OVbR5TFME/viewform
https://docs.google.com/forms/d/1gbEL5KtdNUh6_fLJ6LSsr5cJs3EZuX6i78OVbR5TFME/viewform
https://qtrial.qualtrics.com/SE/?SID=SV_1YT3Q9nmHBTLviB
mailto:jc222ei@student.lnu.se
mailto:dl222dm@student.lnu.se
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of companies operating in a foreign country. We were wondering if you, or someone in your 

organization, would be willing to complete a questionnaire about your company's corporate 

marketing and internal branding activities. Specifically, we would like to get responses from 

managerial level and non-managerial level employees within each company. All company 

and employee information will be kept completely confidential. 

 

Your contribution will help us to achieve our academic goals, and better contribute to the 

overall field of marketing and international business. If you are willing to participate, or are 

able to forward this on to someone in your organization that can help us, we would greatly 

appreciate it. If you have any questions about the content of the interview, or anything 

related, please don’t hesitate to contact us. 

 

Below are two links to the 10-question questionnaire. Please be as thorough as possible, as 

that will help us conduct accurate and meaningful research.  

 

Thanks again! 

 

Link 1: 

https://docs.google.com/forms/d/1gbEL5KtdNUh6_fLJ6LSsr5cJs3EZuX6i78OVbR5TFME/

viewform 

Link 2: https://qtrial.qualtrics.com/SE/?SID=SV_1YT3Q9nmHBTLviB 

 

Thank you so much for your time! 

 

Sincerely, 

JoAnna Caster & Dana Linnes 

(jc222ei@student.lnu.se) 

(dl222dm@student.lnu.se) 

 

https://docs.google.com/forms/d/1gbEL5KtdNUh6_fLJ6LSsr5cJs3EZuX6i78OVbR5TFME/viewform
https://docs.google.com/forms/d/1gbEL5KtdNUh6_fLJ6LSsr5cJs3EZuX6i78OVbR5TFME/viewform
https://qtrial.qualtrics.com/SE/?SID=SV_1YT3Q9nmHBTLviB
mailto:jc222ei@student.lnu.se
mailto:dl222dm@student.lnu.se
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Appendix III: Respondent Information 

Com

pany Industry Size Origin 

Respo

ndent Title Within Co. Level 

Yrs 

w/ 

co.  

A Telecommunications 

large 

(>250 

employees

) 

Sweden 

1 Brand Manager 
Manageri

al 
2.5 

2 E2E Coordinator 

Non-

Manageri

al 

13 

3 Capability Manager 
Manageri

al 
13 

4 

Head of Product Area 

Pricing and 

Commercial Strategies 

Non-

Manageri

al 

18 

B Chemical Engineering 

large 

(>250 

employees

) 

Belgium/

Italy 

1 

Global Sales 

Development 

Manager 

Manageri

al 
1 

2 
Sales Development 

Manager 

Manageri

al 
15 

C Automotive Fuel 

medium 

(50-250 

employees

) 

Sweden 1 
Communications 

Manager 

Manageri

al 
26 

D Pharmaceuticals 

large 

(>250 

employees

) 

US 

1 

PR & 

Communications 

Manager 

Manageri

al 
1 

2 
Communications 

Coordinator 

Non-

Manageri

al 

3 

E Computer Networking 

large 

(>250 

employees

) 

US 

1 
Market Program 

Specialist 

Non-

Manageri

al 

3 

2 

Partner Marketing 

Manager EMEAR 

Collaboration 

Manageri

al 
2 

F Law 

medium 

(50-250 

employees

) 

Sweden 1 Marketing Assistant 

Non-

Manageri

al 

1 

G Finance 

large 

(>250 

employees

) 

US 

1 Senior Vice President 
Manageri

al 
22 

2 
Vice President, 

Marketing Segment 

Manageri

al 
8 

3 
Associate Planning 

and Financial Analyst 

Non-

Manageri

al 

3 

4 
Financial 

Representative 

Non-

Manageri

al 

5 

5 Marketing Associate 

Non-

Manageri

al 

2 

6 
Vice President, 

Business Architecture 

Manageri

al 
30 

H Hospitality 

large 

(>250 

employees

US 1 
Sales Service 

Associate 

Non-

Manageri

al 

2 
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) 
2 Training Manager 

Manageri

al 
7 

I 
Telecommunications 

and Wireless Services 

large 

(>250 

employees

) 

US 

1 
Director of Product 

Marketing 

Manageri

al 
12 

2 Former US CEO 
Manageri

al 
10 

J Entertainment 

large 

(>250 

employees

) 

US 

1 Brand Manager 
Manageri

al 
6 

2 
Promotions 

Coordinator 

Non-

Manageri

al 

4 
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Appendix IV: Patterns 

 
Q1: What is an 

internal brand? 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

values                                                 

what the company 

stands for                                                 

actions                                                 

communications                                                 

culture                                                 

perceptions 

(internal)                                                 

core of the 

company                                                 

perceptions 

(internal and 

external)                                                 

promise                                                 

employees                                                 

expectations                                                 

same as external                                                 
Q2: What does your 

internal brand stand 

for? 

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

quality                                                 

service                                                 

innovation                                                 

trust                                                 

integrity                                                 

employees                                                 

caring                                                 

culture                                                 

customer 

experiences                                                 

customer first                                                 

engaging                                                 

fostering                                                 

market leader                                                 

open                                                 

Q3: Type of info given 

to employees & how  
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

newsletters                                                 

meetings                                                 

memos                                                 

email                                                 

intranet                                                 

training                                                 

website                                                 

in-person 

discussions                                                 

social media                                                 

campaigns                                                 

informal 

communications                                                 

town hall meetings                                                 

Q4: Feedback given to 

organization & how 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 
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survey                                                 

meetings                                                 

open 

communication                                                 

employee 

feedback                                                 

manager/employee 

performance 

reviews                                                 

customer feedback                                                 

ad-hoc                                                 

annonymous 

options                                                 

management 

action items                                                 

planning sessions                                                 

town hall meetings                                                 

Q5: how does having 

knowledge of your 

customers needs help 

you act in certain 

situations? 

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

understand 

customers' needs                                                 

important                                                 

understanding 

expectations                                                 

critical/vital                                                 

meeting 

expectations                                                 

learn and know 

about customers                                                 

guidance                                                 

prioritizations                                                 

customer surveys                                                 

higher 

converstion/loyalty 

rates                                                 

meetings                                                 

Q6: Is it important to 

know what is 

promised/advertised 

in relation to the 

service you provide? 

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

very important                                                 

expectations being 

created                                                 

accurately promote 

capabilities of 

organization                                                 

customer 

motivation & 

expectations                                                 

follow through/ 

deliver on 

commitments                                                 

important                                                 

brand promise                                                 
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consistency is 

critical                                                 

quality is based on 

expectations                                                 

awareness                                                 

clients trust                                                 

critical/vital                                                 

customer 

satisfction                                                 
Q7: Anything you 

could do better to 

make sure you are 

delivering what was 

promised? 

A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

no improvements                                                 

good at this                                                 

improvements to 

be made                                                 

big organization = 

challenging                                                 

can always be 

better                                                 

working on it                                                 

Things to improve 

on:                                                 

seeing current 

advertisement 

materials                                                 

understanding & 

managing 

customer 

expectations                                                 

better quality                                                 

consistency                                                 

employee initiative 

(going to own 

website, etc.)                                                 

faster out to 

market                                                 

guidance                                                 

inform employees                                                 

listening                                                 

speak with one 

voice                                                 

Things they do 

well:                                                 

consistency                                                 

testing/checking                                                 

employee 

education                                                 

open 

communication                                                 

access to feedback                                                 

fulfilling 

commitments                                                 

honesty                                                 

key metrics                                                 

responsibility                                                 

self-organization                                                 
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Q8: Country of origin 

& identity. 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

Global                                                 

American                                                 

global 

perspectives/ 

connections                                                 

Swedish                                                 

history                                                 

American design                                                 

Depends on 

location                                                 

fusion/ spillover                                                 

Hispanic                                                 

no                                                 

Scandinavian                                                 

try to feel local                                                 

Q9: materials specific 

to country of origin 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

Yes                                                 

English                                                 

Locally specific                                                 

Some 

countries/regions                                                 

Translation by 

request                                                 

No                                                 

Swedish                                                 

Generic holiday 

card                                                 

sports                                                 

swedish made 

products                                                 

traveler briefing                                                 

Q10a: managerial 

influences 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

Yes                                                 

important                                                 

guidance                                                 

set examples                                                 

consistency                                                 

key decision 

makers                                                 

training                                                 

Depends                                                 

good relationships 

lead to strong 

brand                                                 

implement change                                                 

More higher 

management                                                 

negative can be 

stronger                                                 

Somewhat                                                 

Q10b: employee 

influences 
A1 A3 C1 D1 B1 B2 G1 G2 G6 H2 I1 I2 E2 J1 A2 A4 G3 G4 G5 H1 J2 D2 E1 F1 

Yes                                                 

important                                                 

somewhat                                                 
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less than 

management                                                 

bring the brand to 

life                                                 

depends                                                 

easier to be 

negative                                                 

attitude is 

important                                                 

key players                                                 

more believable 

than managers                                                 

reflect culture                                                 

Same as managers                                                 

sum of all 

colleagues                                                 
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Appendix V: Patterns by Company 

 

Q1: What is an 

internal brand? 
A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

values                                                 

what the company 

stands for                                                 

actions                                                 

perceptions 

(internal)                                                 

culture                                                 

communications                                                 

core of the 

company                                                 

promise                                                 

perceptions 

(internal and 

external)                                                 

employees                                                 

expectations                                                 

same as external                                                 

brand (internal)                                                 

brand ambassadors                                                 

brand building                                                 

commonality                                                 

company brand                                                 

core brand                                                 

design                                                 

dynamics                                                 

employees as 

foundation                                                 

from inside-out                                                 

guidance                                                 

holds company 

together                                                 

how employees 

feel about 

company                                                 

ideals                                                 

informs employees                                                 

innovation                                                 

interactions                                                 

internal marketing                                                 

internal resources                                                 

marketing                                                 

mission                                                 

organization                                                 

performance                                                 

prices                                                 

pride                                                 

priorities                                                 

qualitites                                                 

recognition                                                 

representation 

(internal and 

external)                                                 

reputation                                                 

roots                                                 
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separate from 

external                                                 

strong                                                 

sum of everything                                                 

target groups                                                 

USP                                                 

vision                                                 

                         
Q2: What does your 

internal brand stand 

for? 

A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

quality                                                 

service                                                 

innovation                                                 

trust                                                 

integrity                                                 

employees                                                 

open                                                 

culture                                                 

customer 

experiences                                                 

customer first                                                 

engaging                                                 

market leader                                                 

fostering                                                 

caring                                                 

advisors                                                 

chaos                                                  

value                                                 

commitment                                                 

connections                                                 

customer 

perceptions                                                 

default brand                                                 

dysfunctional                                                 

empowerment                                                 

ethical                                                 

fair                                                 

fast-paced                                                 

forward thinking                                                 

fun                                                 

growth                                                  

honest                                                 

lack of internal 

brand                                                 

leadership                                                 

network society                                                 

passion                                                 

proactive                                                 

quick                                                 

responsible                                                 

specialization                                                 

success                                                 

support                                                 

technology                                                 

easy                                                 

R&D                                                 

respect                                                 

internal                                                 
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communications 

consistent                                                 

preserverance                                                 

internet                                                 

guides decisions                                                 

consistent                                                 

unique                                                 

                         

Q3: Type of info given 

to employees & how  
A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

newsletters                                                 

meetings                                                 

memos                                                 

email                                                 

intranet                                                 

website                                                 

training                                                 

in-person 

discussions                                                 

social media                                                 

town hall meetings                                                 

campaigns                                                 

informal 

communications                                                 

awards                                                 

brand ambassador 

program (internal)                                                 

branding events                                                 

code of ethics                                                 

customer feedback                                                 

reports                                                 

internal 

presentations                                                 

letters                                                 

unified messages                                                 

multi-channels                                                 

name-badge                                                 

press releases                                                 

promotions 

material                                                 

Q&A sessions                                                 

regular 

communications                                                 

company 

application                                                 

                         

Q4: Feedback given to 

organization & how 
A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

survey                                                 

meetings                                                 

open 

communication                                                 

employee 

feedback                                                 

customer feedback                                                 

manager/employee 

performance 

reviews                                                 
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ad-hoc                                                 

annonymous 

options                                                 

management 

action items                                                 

planning sessions                                                 

town hall meetings                                                 

discussions                                                 

email                                                 

reward systems                                                 

social media 

forums                                                 

                         
Q5: how does having 

knowledge of your 

customers needs help 

you act in certain 

situations? 

A2 A4 A3 B1 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 A1 B2 

understand 

customers' needs                                                 

important                                                 

understanding 

expectations                                                 

meeting 

expectations                                                 

critical/vital                                                 

guidance                                                 

learn and know 

about customers                                                 

prioritizations                                                 

meetings                                                 

higher 

converstion/loyalty 

rates                                                 

customer surveys                                                 

analyze market                                                 

brand ambassadors                                                 

cooperation with 

external 

stakeholders                                                 

deliver relevant 

products                                                 

motivation                                                 

personal contact                                                 

good experiences                                                 

maintaining values                                                 

delivering on 

promises                                                 

managing 

expectations                                                 

                         
Q6: Is it important to 

know what is 

promised/advertised 

in relation to the 

service you provide? 

A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

very important                                                 

expectations being 

created                                                 

accurately promote 

capabilities of 

organization                                                 
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follow through/ 

deliver on 

commitments                                                 

customer 

motivation & 

expectations                                                 

important                                                 

brand promise                                                 

consistency is 

critical                                                 

quality is based on 

expectations                                                 

awareness                                                 

clients trust                                                 

critical/vital                                                 

customer 

satisfction                                                 

edit/revise based 

on customer 

responses                                                 

global company                                                 

customer feedback                                                 

knowing how your 

work affects the 

end product                                                 

market positioning                                                 

motivation                                                 

regulatory element                                                 

success                                                 

united under 

common goals/ 

brand                                                 

value proposition                                                 

                         
Q7: Anything you 

could do better to 

make sure you are 

delivering what was 

promised? 

A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

no improvements                                                 

good at this                                                 

big organization = 

challenging                                                 

improvements to 

be made                                                 

can always be 

better                                                 

working on it                                                 

Things to improve 

on:                                                 

seeing current 

advertisement 

materials                                                 

understanding & 

managing 

customer 

expectations                                                 

Things they do 

well:                                                 

consistency                                                 

employee                                                 



 98 

education 

testing/checking                                                 

open 

communication                                                 

                         

Q8: Country of origin 

& identity. 
A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

Global                                                 

American                                                 

global 

perspectives/ 

connections                                                 

Swedish                                                 

history                                                 

American design                                                 

Depends on 

location                                                 

fusion/ spillover                                                 

Hispanic                                                 

expanding                                                 

no                                                 

Scandinavian                                                 

try to feel local                                                 

                                                

Q9: materials specific 

to country of origin 
A1 A3 A2 A4 B1 B2 C1 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 

Yes                                                 

English                                                 

Locally specific                                                 

Some 

countries/regions                                                 

Translation by 

request                                                 

No                                                 

Swedish                                                 

Generic holiday 

card                                                 

sports                                                 

swedish made 

products                                                 

traveler briefing                                                 

                         
Q10a: managerial 

influences 
A1 A2 A4 B1 B2 D1 D2 E1 E2 F1 G1 G2 G6 G3 G4 G5 H1 H2 I1 I2 J1 J2 A3 C1 

Yes                                                 

important                                                 

set examples                                                 

guidance                                                 

consistency                                                 

training                                                 

key decision 

makers                                                 

Depends                                                 

good relationships 

lead to strong 

brand                                                 

implement change                                                 

More higher 

management                                                 
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negative can be 

stronger                                                 

Somewhat                                                 

                         

Q10b: employee 

influences 
A1 A2 A4 B1 B2 D1 D2 E2 F1 G1 G2 G6 G4 G3 G5 H1 H2 I1 I2 J1 J2 E1 C1 A3 

Yes                                                 

important                                                 

somewhat                                                 

bring the brand to 

life                                                 

less than 

management                                                 

depends                                                 

easier to be 

negative                                                 

key players                                                 

more believable 

than managers                                                 

attitude is 

important                                                 

reflect culture                                                 

Same as managers                                                 

sum of all 

colleagues                                                 
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Appendix VI: Patterns by Country 

Q1: What is an 

internal brand? 
A2 A1 A3 F1 C1 A4 B1 B2 D2 E1 J2 G1 G2 G4 G5 H2 I1 G6 G3 D1 H1 I2 J1 E2 

values                                                 

what the company 

stands for                                                 

actions                                                 

perceptions 

(internal)                                                 

culture                                                 

communications                                                 

core of the 

company                                                 

promise                                                 

perceptions 

(internal and 

external)                                                 

employees                                                 

expectations                                                 

same as external                                                 

brand (internal)                                                 

brand ambassadors                                                 

brand building                                                 

commonality                                                 

company brand                                                 

core brand                                                 

design                                                 

dynamics                                                 

employees as 

foundation                                                 

from inside-out                                                 

guidance                                                 

holds company 

together                                                 

how employees 

feel about 

company                                                 

ideals                                                 

informs employees                                                 

innovation                                                 

interactions                                                 

internal marketing                                                 

internal resources                                                 

marketing                                                 

mission                                                 

organization                                                 

performance                                                 

prices                                                 

pride                                                 

priorities                                                 

qualitites                                                 

recognition                                                 

representation 

(internal and 

external)                                                 

reputation                                                 

roots                                                 

separate from                                                 
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external 

strong                                                 

sum of everything                                                 

target groups                                                 

USP                                                 

vision                                                 

                         
Q2: What does your 

internal brand stand 

for? 

A3 A4 A2 C1 F1 A1 B1 B2 D2 E1 J1 J2 G1 G2 G6 I2 D1 G3 G4 G5 H1 H2 I1 E2 

quality                                                 

service                                                 

innovation                                                 

trust                                                 

integrity                                                 

employees                                                 

open                                                 

culture                                                 

customer 

experiences                                                 

customer first                                                 

engaging                                                 

market leader                                                 

fostering                                                 

caring                                                 

advisors                                                 

chaos                                                  

value                                                 

commitment                                                 

connections                                                 

customer 

perceptions                                                 

default brand                                                 

dysfunctional                                                 

empowerment                                                 

ethical                                                 

fair                                                 

fast-paced                                                 

forward thinking                                                 

fun                                                 

growth                                                  

honest                                                 

lack of internal 

brand                                                 

leadership                                                 

network society                                                 

passion                                                 

proactive                                                 

quick                                                 

responsible                                                 

specialization                                                 

success                                                 

support                                                 

technology                                                 

easy                                                 

R&D                                                 

respect                                                 

internal 

communications                                                 
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consistent                                                 

preserverance                                                 

internet                                                 

guides decisions                                                 

consistent                                                 

unique                                                 

                         

Q3: Type of info given 

to employees & how  
A1 C1 A3 A2 A4 F1 B1 B2 E2 G1 I2 E1 I1 D1 H2 J1 G2 G6 D2 G3 G4 G5 H1 J2 

newsletters                                                 

meetings                                                 

memos                                                 

email                                                 

intranet                                                 

website                                                 

training                                                 

in-person 

discussions                                                 

social media                                                 

town hall meetings                                                 

campaigns                                                 

informal 

communications                                                 

awards                                                 

brand ambassador 

program (internal)                                                 

branding events                                                 

code of ethics                                                 

customer feedback                                                 

reports                                                 

internal 

presentations                                                 

letters                                                 

unified messages                                                 

multi-channels                                                 

name-badge                                                 

press releases                                                 

promotions 

material                                                 

Q&A sessions                                                 

regular 

communications                                                 

company 

application                                                 

                         

Q4: Feedback given to 

organization & how 
A1 A3 A2 A4 F1 C1 B1 B2 D1 D2 G1 G2 G3 H1 I1 J1 G6 E1 G4 G5 H2 J2 E2 I2 

survey                                                 

meetings                                                 

open 

communication                                                 

employee 

feedback                                                 

customer feedback                                                 

manager/employee 

performance 

reviews                                                 

ad-hoc                                                 
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annonymous 

options                                                 

management 

action items                                                 

planning sessions                                                 

town hall meetings                                                 

discussions                                                 

email                                                 

reward systems                                                 

social media 

forums                                                 

                         
Q5: how does having 

knowledge of your 

customers needs help 

you act in certain 

situations? 

A2 A4 C1 A3 F1 B1 D2 H2 E2 D1 G6 G4 I1 J1 E1 H1 J2 G5 I2 G3 G1 G2 A1 B2 

understand 

customers' needs                                                 

important                                                 

understanding 

expectations                                                 

meeting 

expectations                                                 

critical/vital                                                 

guidance                                                 

learn and know 

about customers                                                 

prioritizations                                                 

meetings                                                 

higher 

converstion/loyalty 

rates                                                 

customer surveys                                                 

analyze market                                                 

brand ambassadors                                                 

cooperation with 

external 

stakeholders                                                 

deliver relevant 

products                                                 

motivation                                                 

personal contact                                                 

good experiences                                                 

maintaining values                                                 

delivering on 

promises                                                 

managing 

expectations                                                 

                         
Q6: Is it important to 

know what is 

promised/advertised 

in relation to the 

service you provide? 

A1 A2 A4 F1 A3 C1 B1 B2 D2 G2 D1 G1 G3 G6 I1 H1 G4 G5 H2 I2 J2 J1 E1 E2 

very important                                                 

expectations being 

created                                                 

accurately promote 

capabilities of 

organization                                                 

follow through/                                                 
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deliver on 

commitments 

customer 

motivation & 

expectations                                                 

important                                                 

brand promise                                                 

consistency is 

critical                                                 

quality is based on 

expectations                                                 

awareness                                                 

clients trust                                                 

critical/vital                                                 

customer 

satisfction                                                 

edit/revise based 

on customer 

responses                                                 

global company                                                 

customer feedback                                                 

knowing how your 

work affects the 

end product                                                 

market positioning                                                 

motivation                                                 

regulatory element                                                 

success                                                 

united under 

common goals/ 

brand                                                 

value proposition                                                 

                         
Q7: Anything you 

could do better to 

make sure you are 

delivering what was 

promised? 

F1 A1 A2 A4 C1 A3 B1 B2 E1 H2 J1 J2 D2 G1 G3 H1 I1 G2 G4 E2 D1 I2 G5 G6 

no improvements                                                 

good at this                                                 

big organization = 

challenging                                                 

improvements to 

be made                                                 

can always be 

better                                                 

working on it                                                 

Things to improve 

on:                                                 

seeing current 

advertisement 

materials                                                 

understanding & 

managing 

customer 

expectations                                                 

better quality                                                 

consistency                                                 

employee initiative 

(going to own 

website, etc.)                                                 
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faster out to 

market                                                 

guidance                                                 

inform employees                                                 

listening                                                 

speak with one 

voice                                                 

Things they do 

well:                                                 

consistency                                                 

employee 

education                                                 

testing/checking                                                 

open 

communication                                                 

fulfilling 

commitments                                                 

honesty                                                 

key metrics                                                 

responsibility                                                 

access to feedback                                                 

self-organization                                                 

                         

Q8: Country of origin 

& identity. 
A1 A3 A2 A4 C1 F1 B1 B2 J2 D1 G3 G6 G4 D2 E1 I1 I2 G2 G5 H1 H2 J1 E2 G1 

Global                                                 

American                                                 

global 

perspectives/ 

connections                                                 

Swedish                                                 

history                                                 

American design                                                 

Depends on 

location                                                 

fusion/ spillover                                                 

Hispanic                                                 

expanding                                                 

no                                                 

Scandinavian                                                 

try to feel local                                                 

                          

Q9: materials specific 

to country of origin 
A1 F1 A2 C1 A4 A3 B1 B2 E1 G1 J1 D2 J2 G6 G4 G5 H1 I1 H2 G3 D1 E2 I2 G2 

Yes                                                 

English                                                 

Locally specific                                                 

Some 

countries/regions                                                 

Translation by 

request                                                 

No                                                 

Swedish                                                 

Generic holiday 

card                                                 

sports                                                 

swedish made 

products                                                 

traveler briefing                                                 
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Q10a: managerial 

influences 
A1 A2 A4 F1 B1 B2 I1 G3 G4 G5 E1 D2 E2 G1 G2 H1 G6 H2 J1 I2 J2 D1 A3 C1 

Yes                                                 

important                                                 

set examples                                                 

guidance                                                 

consistency                                                 

training                                                 

key decision 

makers                                                 

Depends                                                 

good relationships 

lead to strong 

brand                                                 

implement change                                                 

More higher 

management                                                 

negative can be 

stronger                                                 

Somewhat                                                 

                         

Q10b: employee 

influences 
A1 A4 A2 B1 B2 H2 I1 J2 I2 D2 E2 F1 G2 G6 J1 G4 D1 G3 G5 G1 H1 E1 C1 A3 

Yes                                                 

important                                                 

somewhat                                                 

bring the brand to 

life                                                 

less than 

management                                                 

depends                                                 

easier to be 

negative                                                 

key players                                                 

more believable 

than managers                                                 

attitude is 

important                                                 

reflect culture                                                 

Same as managers                                                 

sum of all 

colleagues                                                 
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Appendix VII:  

Question 1: 

A1 A2 A3 A4 B1 B2 C1 D1 D2 E1 E2 F1

Q1: What is an 

internal 

brand?

For me, there really isn't 

any difference between 

internal and external 

brand. Our brand is 

everything we do, say 

and make - indepedent of 

we do it internal or 

external. However, I 

believe that a company 

have to start to build the 

brand from the inside 

out  in order to be 

successful. You can't 

communicate what your 

company is and stand 

for externally without 

mirroring it internally. 

You have to let your 

employees be the 

foundation  for building 

your brand.

How the company 

market their brand 

internally . How the 

company informs the 

employees  on how they 

want the customer to 

feel/percept the product 

developed by the 

company. I.e. so the 

employees should know 

and do their best to 

meet the customer 

expectations  when 

developing the product.

To recognize what the 

company stands for  and 

their vision

Something that 

associate you with 

values  (hopefully 

strong!) that you have in 

common with your 

collegues and that 

guides/steers  how you 

act in your professional 

role.

It is the internal 

perception  of a business 

segment's 

reputation/performance

/expectations/values .

Since employees often 

don't see/experience the 

company's Business-to-

Business 

communications, the 

internal brand is  how 

the employees feel about 

the company  based on 

how they are 

communicated  with (or 

lack thereof). 

The brand is what your 

company stands for, 

values, prices, qualities, 

target groups, USP, 

design

An internal brand is 

promise , a brand is the 

sum of everything  an 

organizations 

communicates  or stands 

for. Or differently put, a 

brand is what other 

people say about your 

company when you have 

left the room …

The internal brand is the 

main components  of the 

company - the core  of 

the company and its 

values .

Internal brand- very 

strong  and very 

separate from the 

external brand 

Important  to Cisco 

Innovative  and forward 

thinking . Values R&D 

and innovation  Brand 

ambassador proud  of 

working for cisco & of 

the brand

I’m working within 

marketing now, so, for 

me, I might have a 

different view, if you go 

and ask someone within 

sales, I guess you would 

have quite a different 

answer from them, but 

for me it’s when you 

actually recognize , it 

could be a product or a 

company or it could be a 

person, that’s a brand 

for me.

It is what the employees 

think that the company 

stands for  no matter 

what the company would 

like to communicate 

outside the company. It 

is best if the internal 

brand is the same as the 

external. The employees 

are marketing the 

company  and are selling 

the products/services 

and the company brand. 

So I think it is important 

that the brand is 

communicated the same , 

no matter what. 

G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

Corporate values  and 

culture  that drive the 

interactions  between 

employees and 

customers as well as 

priorities  of the business

An internal brand is the 

culture , values  and 

ideals  that a company 

strives to achieve.

An internal brand is the 

core of the company  and 

its values . It's more than 

just the promises made 

by the external brand, 

mostly because it 

includes to a larger 

degree the employees of 

the company. It is also 

really important for 

larger organizations 

because if employees 

are unaware of what the 

internal brand is and 

what their company 

values, it makes it much 

more difficult to provide 

quality goods or 

services. And since 

larger companies have 

tons of employees, the 

internal brand is kind of 

what holds the whole 

company together. Sort 

of l ike a mission 

statement  in a way.

The internal brand is the 

key values  of the 

company and how they 

are acted out by 

employees . The internal 

brand is specific to 

employees  and the 

human resources of the 

company .

An internal brand is the 

brand within the 

company  itself.

An internal brand is how 

the associates of the 

firm perceive the value 

the company provides 

its clients. An external 

brand is "what" the 

company represents in 

the marketplace; an 

internal brand is "how" 

the company is seen 

from within.

An internal brand is the 

company's brand , 

specific to the internal 

resources  of it. It mainly 

includes the employees 

and how they act  and 

provide service to the 

customers , and how they 

help customers see the 

company's brand .

An internal brand is 

what the company 

values  and how 

employees see it .

An internal brand is the 

key values  and promises 

that the company holds, 

its culture , and more 

importantly how the 

employees perceive  the 

core of the company. The 

internal brand is central 

to employees and 

internal resources.

Internal brand defines 

the culture , 

communication , and 

organization dynamics 

of a company.

The root of the company 

and how its employees 

view the core brand .

It is the culmination of 

what a company stands 

for  and values .

 



 108 

Question 2: 

Q2: What does 

your internal 

brand stand 

for?

Our brand stands for 

innovating  to empower 

people, business and 

society regardless of 

internal or external 

perspective.

Quality , technology 

leadership  and comitted 

employees .

The network society , 50 

bill ion connections

Technology leadership , 

perceveranse , customer 

first , respect

Quality, Service, 

Specialization, Success

As there is  minimal 

effort going into 

internal 

communications , and 

what is received is not 

from the local entity, it 

stands for "lack of 

transparency or concern 

for employees ". This is 

the default brand  of not 

investing in the 

importance of creating a 

good/strong internal 

brand. In the end, the 

choice to do nothing in 

this area creates a very 

loud sound -- of silence. 

caring , open , 

engagement , (Low price 

to everyone, fair  and 

honest , quick and easy )

We strive for the 

following: innovation , 

caring  and engagement

Our internal brand is 

mostly deal with 

innovation  and quality 

products . We have a 

very good culture  and 

internal communication 

system  also. The 

internal brand helps us 

to make business 

decisions  and be 

consistent  with our 

quality.

Innovation

R&D

internet communications

unique - due to products 

being largely unseen by 

the population so the 

brand (inside and out) 

has to be strong  to make 

up for that

Recent re-branding- 

happened inside before 

it happened externally

And in terms of what 

cisco’s brand stands for, 

first of all  I think it’s 

very high quality , if you 

say cisco the customers 

and also the partners 

think and know and also 

realize that what cisco is 

doing is always 

connected with high 

quality and, I also think 

that cisco stands for 

that we are a trusted 

business advisor  across 

all  architectures, that we 

are providing and also 

market leader , and in 

terms of market leader, 

that’s been an ambition 

from Cisco’s side to 

always be number 1 , at 

least within just a few 

years of all  the products 

that have come out to 

the market.

Open . Proactive . 

Forward-looking . We 

have fun  at work and 

young lawyers have a lot 

of responsible  from 

start. We shall have the 

best employees , 

extraordinary people . 

We help  each other to 

always deliver the best 

to our clients. We shall 

be amongst the top law 

firms in Sweden. 

G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

Integrity  and trust  of 

the highest order

It stands for putting our 

customer first  and doing 

our job with integrity .

Our internal brand is 

centered around 

providing the best 

possible service and 

advice to customers , 

while doing it with 

integrity .

Mostly for providing the 

best possible service to 

our customers . And for 

being a upstanding 

company  overall.

Our internal brand 

stands for quality 

service  and helping 

meet (and hopefully) 

exceed customer 

perceptions .

Our company represents 

a trusted value 

proposition  to our 

customers. Throughout 

the organization, both 

directly and indirectly 

we strive to provide the 

best customer 

experience  in the 

financial services 

industry. Our value 

system puts the interests 

of the customer first  in 

everything we do. We 

have 2 major types of 

customers: 1.) retail  or 

individual investors and 

2.) institutional 

investors i..e rertirement 

plan sponsors, advisors, 

and broker/dealers. In 

both cases our 

operations, sales, 

marketing, and 

technology are aligned 

to the customer first 

principle.

Our internal brand is all  

about quality service  for 

our customers. We strive 

to provide high-quality 

service and products , 

and to be the top 

hospitality brand in the 

world. We always go the 

extra-mile for our guests 

and try to give them the 

best experience with the 

brand that is possible.

Our internal brand is 

about good quality  and 

making sure customers 

have good experiences 

with the company.

Our internal brand is 

centered around 

innovation , quality 

products , and providing 

services that make our 

customers profitable . 

We strive to be ethical , 

develop a strong 

company culture , and 

support our individual 

employees and their 

personal growth . We 

also value passion  and 

innovation  in our 

employees.

Chaos , fast paced , 

innovation , and 

sometimes 

dysfunctional .

The internal brand 

revolves around good 

culture  and fostering 

entertainment .

Our internal brand is 

very much about 

fostering talent  and 

encouraging 

entertainment and the 

arts. We aren't really a 

l ife changing 

organization like some 

businesses, but we have 

a strong brand that we 

feel can help make 

people happy.
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Question 3: 

A1 A2 A3 A4 B1 B2 C1 D1 D2 E1 E2 F1

Q3: Type of 

info given to 

employees & 

how (memos, 

email, 

newsletters, 

meetings, 

training 

seminars

Our organization gets 

online and offline 

training possibilities , we 

have an own site on the 

intranet  for information 

and we also have an 

app  explaining our 

brand, what it stands for 

etc that all  employees 

with a smartphone can 

access. We also have a 

(internal) Brand 

Ambassador Program 

for the employees who 

want to get engaged 

even more actively .

Customer information 

mainly on what features 

to be delivered when to 

the different customers. 

Also problems/faults 

found at customers are 

informed. Information is 

received both via email , 

stand-up meetings , all 

employee meetings  and 

customers presenting 

themselves . (A Japanese 

customer had an 

information meeting on 

their expectations, 

problems seen in earlier 

releases etc.)

Email updates. All 

employee meetings

all of the above. 

(memos , email , 

newsletters , mettings , 

training seminars)

Frequest email 

newsletters , internal 

lunch and learn 

presentations  for 

training.

There are periodic e-

newsletters , email 

announcements  about 

new-hires, no training 

that I am aware (except 

for hand-selected 

indiviiduals), and 

quarterly  (or biannual) 

"town halls " that 

provide an in-person 

update  on the business 

from high-level 

managers  (only for 

people at the main office 

centers -- remote sales 

people are not included). 

It is important that all  

employees know how to 

communicate our 

concept both internal 

and external, to send out 

unified messages , what 

we do and what we say 

must always go hand in 

hand

We use different 

channels: chatter 

(internal “facebook” 

tool ), intranet , 

meetings , campaigns , 

etc.

We have many ways to 

get information. We get 

a lot of information in 

meetings and by talking 

to managers and other 

employees . We also 

have corporate 

materials, like memos 

and newsletters and 

surveys.  Mostly though 

we have information by 

talking and during 

meetings.

Name badge has brand 

promise, values, and 

goals  Logo hasn't 

changed since inception 

(1984?) corporate 

communications- emails 

and memos that go out 

to all employees 

Yeah, here is something 

that I think we could 

actually be better. And 

since we are, between 

70,000 to 90,000 

depending on if you 

count all  the consultants 

that we have within the 

company, but I think 

Cisco is starting to get 

better, and also the 

branding team that we 

have, we see that they 

are trying to get out 

information much more , 

and also broader than 

we have seen before, 

since it is quite 

important for everyone 

to know what we are 

saying to the market, 

and what we want to be. 

At the moment we have a 

new brand campaign , 

“Tomorrow Starts Here”, 

that I think everyone 

should know and are 

quite aware of it, more 

or less, depending on if 

you are in sales or R&D 

of course.

Awards  (intranet, email, 

webpage, social medias ), 

new employees 

(intranet, email ), press 

releases  (webpage ), 

changes in the 

company/staff meetings 

(meetings, intranet)
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Question 3 Cont.: 

G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

Multi channel 

communications  using 

all  communication 

vehicles including on 

site interactive 

communications . 

Organization regularly 

communicates goals, 

plans and values .

Internal corporate 

Website , executive 

memos , Newletters  that 

summarize key initiates 

or events that are 

happening on a local 

basis.

We have lots of different 

channels to get 

information from. We 

obviously have a 

corporate website  which 

provides a lot of 

information and 

intranet . We also have 

regular meetings , 

memos , and monthly 

newsletters -which are 

provided locally and are 

not always corporate 

wide. Everything 

provides employees with 

the information that 

corporate needs to 

distribute, and/or the 

goals and objectives at 

that time.

We have many different 

ways of getting 

information. We get lots 

of memos and 

newsletters from 

management , and 

sometimes corporate. 

We also have many 

many meetings and 

different face-to-face 

communications . 

Employees can talk to 

their managers almost 

anytime and we have 

many meetings to 

discuss goals, changes, 

expectations , etc.

We get newsletters, 

memos, and emails from 

corporate . We 

communicate mostly in 

meetings on a daily 

basis .

Our brand has been very 

consistent  for many 

years. Onboarding 

materia l  introduce the 

brand to new associates 

and tyically a senior 

executive gives a 

welcoming speech to the 

new associates which 

always hughlights 

customer experience, 

trust, investing 

responsibly as part of 

the firm's past, present, 

and future. All hands 

meetings , company 

meetings , and group 

meeting  invariably 

address the successes 

(and failures) we have in 

meeting high standards 

when dealing with 

clients. Daily "flash" 

reports, monthly 

newsletters, videos on 

our intranet site, emails, 

and Q&A from 

management  are 

relentless in delivering 

the brand and the need 

to maintain it in our 

daily tasks and 

responsibilities.  Phone 

and branch reps 

maintain an internal 

social media site  which 

in large part tracks the 

progress of customer 

service from an internal 

perspective. Quarterly 

focus groups  with 

We get lots of 

information from the 

organization. It is a huge 

company, so we have an 

intranet  and lots of 

online resources  for 

employees. We also get 

memos, letters, 

newsletters , and other 

types of materials . In 

sales, we get lots of 

training too. There are 

many different training 

sessions for the different 

types of employees and 

sessions  that help give 

employees the 

information they need 

from the company. We 

also have lots of 

meetings within our 

divisions  to go over 

information together.

We get newsletters and 

memos a lot . We also do 

many training sessions 

for employees to show 

them how to handle 

different situations and 

help them give good 

service to customers.

We get lots of different 

types of materials - 

memos , emails , codes of 

ethics , and online 

resources  and 

information. We also get 

information from 

meetings and informal 

communications 

throughout the company. 

We get updates about 

products, clients, ethical 

issues, compliance, 

administrative things, 

and company values . 

Sometimes we distribute 

information about our 

advertising and 

promotional materials 

too.

Emails , town hall type 

meetings , branding 

events  and postings  in 

building.

We have an internal 

internet system  where 

we can keep up to date 

with our artists and 

subsidiary 

labels/companies. We 

also get some emails 

and newsletters  and 

similar.

Mostly via emails , 

newsletters , intranet 

information/sites , 

memos , and staff 

meetings . We get lots of 

promo material  about 

our different artists and 

about the overall  brand 

in general and our future 

direction.
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Question 4:  

A1 A2 A3 A4 B1 B2 C1 D1 D2 E1 E2 F1

Q4: Feedback 

fiven to 

organization & 

how

Once a year we have a 

employee satisfaction 

survey  covering brand 

aspects. Of course, the 

feedback can (and is) 

also given through our 

internal social media 

forum  and through 

emails . 

Annual Employee Survey 

is made with focus on 

both project leadership 

and line management. 

This survey focus on 

both information flow , 

delegation and 

responsibility  and 

customer awareness .

Above this I think it is 

much depending on the 

manager  (and the 

relation between the 

manager and the 

employee) and the will  

of the manager to listen 

to the employee and 

transfer the feedback 

further up in the 

organization.

Surveys

Yearly survey  through 

all  organizations. 

Arranged by group 

function HR . Follow up 

in all organisations .

Mid-year follow up , but 

through samples (not 

everyone gets that 

survey)

Surveys, ad-hoc

Every three years  there 

is a People survey  that 

attempts to gauge the 

level of contentment of 

all employees . Then 

small groups gather and 

talk about the results . 

This teaches people to 

be generally all-positive 

because otherwise the 

managers will  create 

action-items for 

everyone to improve the 

situation.  Periodic 360-

reviews of managers 

have also been done in 

the past. 

The feedback we receive 

from the organisation is 

often coming at internal 

meetings , from 

customer service  and 

also ad-hoc . Type of 

feedback is often 

related to marketing 

material

Feedback is given mostly 

by surveys  and face-to-

face meetings .

We do surveys 

sometimes , but mostly 

meetings  are when we 

give information.

Semi-Annual survey  by 

company about 

workplace environment, 

future goals, brand 

values, satisfaction, 

performance  Feels l ike it 

matters & is being 

heard . After survey is 

done, data is compiled 

and released company 

wide  with "action 

points " to improve in 

the next half year 

Yeah, I think it’s a bit 

connected to what I said 

before, but if you go to 

marketing or sales or 

R&D I think most of them 

are very proud when it 

comes to products and 

solutions they know if 

it’s well received then we 

are successful , both in 

terms of marketing and 

branding, if not people 

tend to say that , but on 

the other hand when 

they’re happy they don’t 

say that much . That’s 

the daily l ife that we 

have here, within 

marketing and branding.

All kind of feedback in a 

big surveys  and on 

meetings .

 
G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

The organization uses 

employee engagement 

surveys , town hall 

meetings , planning 

sessions and group 

meetings in multiple 

formats .

There is an annual 

employee survey for 

employees to give 

feedback on their role 

and organization and 

Fidelity overall . There 

are also quarterly team 

and business all hands 

meetings . We also have 

individual performance 

reviews with our 

manager.

We use meetings and 

planning sessions  a lot. 

Mostly to inform us 

about changes that 

need to happen or goals 

we are expected to 

reach . We also have 

surveys for employee 

engagement , which I 

think goes to corporate 

for analysis and then for 

changes . The 

engagement surveys 

usually happen once per 

year . We also have 

plenty of opportunity to 

meet with our peers and 

managers  if we need. 

There is sort of an open 

line of communication 

that is available and 

encouraged , so if we 

want feedback at any 

point, we can just talk to 

our mangers or other 

employees.

We do an employee 

engagement survey 

every year . It is 

corporate wide  and 

used to see how 

employees feel about 

working for the 

company , and ways to 

improve our experience . 

It basically measures 

employee satisfaction 

and the communication 

channels  we have in 

place for employees, 

managers, and 

executives.

We do an annual survey 

about the work 

environment and how we 

think we could improve 

the company. We are 

encouraged to talk to 

our managers for 

feedback  at other times 

if needed.

There are 3 primary 

ways we measure the 

success of our internal 

brand: 1. An annual 

survey from HR  is 

typically composed of 

30% questions around 

our brand and how we 

add value to our 

customers. 2. We 

support a rewards and 

recognition system  in 

which associates who 

deliver on the brand 

receive cash rewards 

and trips 3. Front line 

rep interactions with 

customers are recorded, 

scored, and the results 

shared across the 

organization as well as 

the individual .

Like before, we have 

many meetings . We do 

fi l l  out annual surveys 

about the work and job 

experience, and how the 

company can improve it 

for employees. We also 

have times to give 

feedback during any 

training sessions and 

meetings .

We have many meetings . 

Some are large and 

others are smaller  and 

only for certain 

divisions of the 

company or hotel. 

Employees are 

encouraged to give 

feedback anytime 

though and we have 

channels for them to 

address concerns 

anonymously .

We have annual and 

semi-annual surveys 

about employee 

workplace environment 

and satisfaction . We 

also have lots of 

meetings and training 

sessions . We share 

information informally 

too, via meetings and 

regular communications .

Performance reviews , 

informal comments  / 

feedback , and Q&A in 

town halls.

We communicate mostly 

via meetings  but do have 

occasional 

surveys/questionnaires 

about working for the 

company and ways to 

improve.

We have very open 

communication between 

employees , but we also 

have structures in place 

to anonymously 

contribute feedback . 

Mostly though we just 

communicate in 

meetings .
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Question 5: 

A1 A2 A3 A4 B1 B2 C1 D1 D2 E1 E2 F1

Q5: how does 

having 

knowledge of 

your 

customers 

needs help you 

act in certain 

cituations?

I'm not sure what you 

mean with this question. 

I think it is really 

important  to get 

knowledge about 

customers needs and 

expectations in order to 

be able to take better 

decisions and make 

better prioritization . In 

case of lack of time 

prioritization is needed 

and then this 

information is really 

important. The company 

should help out to give 

the employee a 

summarize on the total 

customer view , which 

customers and features 

are most important etc.

The more you 

understand the 

customer requirement , 

the easier it is to deliver 

what is expected

It's absolutely vital  in 

any cases wether you 

work with technical 

development, supply, IT 

or sales to understand 

how you are part of the 

total chain towards our 

end customers. 

Otherwise prioritizes 

may be made wrongly. In 

addition understanding 

customers' needs and 

expectations is 

motivating  and gives 

higher energy in the 

organization.

Related to our internal 

brand, it can be used to 

manage expectations  for 

resource allocation and 

results.

Really strange question -- 

I don't know how to 

answer this. 

To meet customers face 

to face , to listen to 

customers , through 

customer service, by 

making customer 

surveys

We gauge our 

customers' needs  by 

using surveys , face-to-

face meetings , and close 

cooperation . As 

employees, this helps us 

better provide products 

that meet their needs .

Knowing what our 

customers' needs is very 

important . We have to 

provide products that 

improve our customers 

quality of lives  and so 

we must know what 

they want in our 

products . If we keep the 

customers satisfied  with 

the products then we 

will  be most successful .

Each employee is a 

brand ambassador , and 

feels l ike they are 

respected and a part of 

the community , esp. 

since products are 

"behind-the-scenes"

on a high level we are 

always doing analysis  in 

terms of what and also 

where we are in the 

market and where are 

our competitors and 

what they are doing and 

also we need to and we 

are always trying to stay 

very close to our 

partners  and very close 

to our customers  so just 

by standing close to 

them, I think we really 

manage to know what's 

going on with them, 

what are they asking for 

and what should the 

next step be  so it’s very 

seldom really that we 

actually are inventing a 

lot of products and 

solutions that are not or 

doesn’t fit well to the 

market or the customer’s 

needs.

Read about our clients 

businesses and 

industries to keep us 

uppderade  about their 

nursing. Have personal 

contact with the clients. 
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Question 5 Cont.: 

G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

It helps prioritize 

priorities , drive business 

decisions  and maintain 

values  of the 

organization.

Knowing your 

customer's needs allows 

you to deliver the most 

relevant products and 

best experience  to a 

customer. It leads to 

higher conversion rates , 

higher loyalty scores , 

and better retention 

rates .

It's really important 

obviously. You have to 

provide goods and 

services that meet 

customer expectations, 

so it is critical to 

understand what those 

expectations  are. 

Especially if you want to 

continue providing 

relevant products, 

because customer needs 

change . In order to keep 

existing customers and 

attract new ones , 

companies just have to 

be on top of that 

knowledge .

It's completely vital  to 

know what your 

customers' need. We do 

many things, but a lot of 

our offerings are service-

based , so our customer 

needs pretty much drive 

our entire business . It is 

totally important to 

know what customers 

expect, so that we can 

do our jobs well  and 

give them exactly what 

they want  from us.

You have to know what 

your customers are 

expecting  from the 

company, so that you 

can make decisions that 

will  satisfy them . We 

value service  and 

quality , so this is really 

important for us.

First, we have a 

regulatory obligation to 

"know our customers ." 

When reviewing finacial 

options with a customer, 

we are required to 

present only suitable 

investment options 

based on our knowledge 

of the customer. For 

example, we 

shouldn't/wouldn't sell  

a 30 year bond to a 90 

year old investor. 

Second, we do not sell  

products to our 

customers. We sell  

financial solutuons 

based on their needs . 

We have s very 

sophisticated marketing 

area which tracks a 

tremendous amount of 

data about a customer 

and based on models 

and pre-screening, we 

present only those 

investments and 

products to the 

customer. For example, 

based on the level of 

sophistication of the 

client, age, and net 

wroth, we may 

recommend an annuity 

as the client approaches 

retirement as a means of 

income. We don't sell  

annuities to everyone. 

Third, our front l ine reps 

go through a significant 

It is important  to know 

our customers, 

otherwise we wouldn't 

be able to give them 

good experiences and 

service  that they expect 

from our company.

It is so important  for 

our employees to know 

what our customers 

needs  so that they can 

help the customers have 

a good experience . We 

do very well with 

preparing our employees 

so that they can act in 

the best way in many 

different situations.

Employees of the 

company absolutely 

have to know customers 

needs to know how to 

act . We want to provide 

innovative solutions  for 

our customers, and one 

way of making sure that 

happens is to make sure 

our employees are 

aware of customer 

needs  and are prepared 

to help clients meet their 

needs and expectations .

[Our company] seeks to 

be very customer 

focused  and execute 

from the customers 

perspective into the 

operations of our 

company .

Music tastes are very 

specific and change with 

trends , so for us it is 

crucial  to know what our 

customers interests and 

preferences are in order 

to provide products that 

actually fulfill their 

preferences .

It is very important 

because having a clear 

idea about their needs 

helps us make the best 

decisions  for the success 

of the company. All  

companies rely on 

satisfying customers. In 

our industry, which is 

funded mostly by 

discretionary income, 

this is even more 

important. No one 

"needs" to buy a CD, but 

we want to meet our 

customers expectations 

so that when they have 

extra money they are 

more likely to spend it 

on one of our products.
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Q6: Is it 

important to 

know what is 

promised/adv

ertised in 

relation to the 

service you 

provide?

It's very important  as 

consistency  over 

everything we do, say 

and make is one of the 

most important aspects 

of brand building.

This is very important  to 

get the feeling that what 

you are doing make a 

change. This will  

motivate  the employee. 

It is hard  sometimes to 

get this information and 

feeling that you know 

how your work really 

affects the end product 

sent to customer.

It is a big company, and 

it is of big intrest to 

understand what our 

company has committed 

to and what the 

customer feedback is .

Very important!

Very . Quality is 

measured based on 

expections .

It is the job of the 

marketing 

communications group 

to accurately promote 

the true capabilities of 

the organization . It does 

not work to make a 

promise that the 

organization is not well-

positioned to deliver on. 

If a "stretch promise " is 

to be made, it would be 

important for employees 

(especially those in 

customer-facing roles) to 

know what the 

expectations are that 

are being created . 

Important  that what you 

say in advertising must 

be what you get (brand 

promised )

To a great extent . We 

have to know what we 

are promising and 

deliver it as expected . 

Otherwise the entire 

company brand suffers .

I need to know what is 

expected from 

customers . When 

advertising the products, 

I must know why 

customers are going to 

want to buy the 

products and what they 

are expecting from our 

company . I definitely 

need to know to provide 

the best quality to our 

customers .

Very important . All  the 

employees need to be 

united  under a common 

goal/brand  in order to 

be successful  as a 

company.

 I think it’s quite 

important that everyone 

knows that we are a 

global company  so being 

a global company also 

comes with struggles to 

make sure that everyone 

knows everything. But if 

we just look into 

Sweden, I think most of 

the people here in 

Sweden are a bit familiar 

anyway to what we are 

doing and how we talk to 

the customer and out to 

the market. and the sales 

people are out there 

meeting all  of the 

customers and 

depending on what 

architecture they are 

working within, I think 

they, if we just look into 

collaboration for 

instance, the video and 

the expert solution that 

we see here, I think that 

they are quite aware of 

what we are saying and 

how we are adjusting the 

market.

I think it is  very 

important  and I always 

understand what has 

been promised . 
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Critical , the organization 

must deliver on its' 

promisses  to ensure 

trust of our clients.

It is important  for me to 

know the value 

proposition of our 

company and how that 

is positioned in the 

market , but not every 

detail or campaign.

Like I said before, it is 

completely critical . I 

can't do my job without 

knowing what are 

customers expect  and 

what we are promising 

to them . The company, 

since it is so large, 

obviously runs many 

campaigns and 

marketing stuff, which 

as employees we may or 

may not see. It is sti l l  

important though, that 

at some point we are 

informed if the company 

is promising something 

other than what we 

already know is 

expected . As a baseline 

though, the company 

expects us to provide 

quality service to 

customers .

Like I said in the last 

question, it is 

completely important . I 

don't have to know what 

ads are running on TV 

about the company, but 

as an employee I have to 

know exactly the type of 

services we are expected 

to provide . If the 

marketing department 

one day comes up with 

something completely 

out of the blue, or 

something that is 

different from our 

typical expectation of 

overall  quality service, I 

should know what is 

being said to customers . 

Since I personally 

interact with customers 

pretty much all  day, I 

especially need to know 

what the company is 

offering to its customers. 

Our managers keep us 

pretty much up to date 

on that though.

Very important . I think 

we need to know what 

are customers are 

expecting right off the 

bat , instead of trying to 

guess or having to 

remedy a bad situation 

because we didn't 

provide the service they 

were expecting in the 

first place.

First, there is the 

regulatory element 

mentioned above. We 

must be ready to meet 

the legal and regulatory 

aspects of an ad or 

discussion at all times . 

This is non-

discretionary. If we are 

to deliver an integrated, 

end to end service for 

our customer consistent 

with our brand, all 

elements of the 

organization must be 

aligned around our 

offerings . If one 

component of a service 

or product breaks, the 

customer experience is 

at risk. We process 

mill ions of transactions 

every day and are 

responsible for tri l l ions 

of assets, employees 

must understand the 

scope, scale, and details 

of our clients 

expectations . Third, we 

are in a very competitive 

industry . A major 

differentitor is our 

ability to service what 

we sell  SImilar to the 

auto industry, people 

buy a car from somenet 

they trust  will  service it. 

Same with money.

I think it is  important . In 

sales especially , we have 

to know what we can 

provide to customers 

and what they expect 

from us . We also have to 

be aware of how to 

meet their needs best 

and adapt to different 

expectations.

It is very important  for 

employees to know 

what is being promised 

to customers . We need 

to be able to give 

customers the 

experience that they 

expect and hope to get 

from us.

Like I said before, it is 

important  to know what 

are clients expect  from 

us. Most of our 

promotions are direct to 

our clients , and as we 

are not a commercially-

oriented business , we 

don't really have 

advertising in that 

sense. Our advertising is 

much more closely 

distributed between our 

company and our clients , 

so it is critical that we 

are aware  of what we 

are promising to 

customers , otherwise it 

is nearly impossible to 

deliver quality service 

that meets their specific 

needs.

Very important  --- you 

cannot deliver desired 

results if you do not 

know what the 

customer and market 

demands .

Very important . We 

listen  to all  our products 

so we are familiar  with 

all  our artists' music. 

We want our customers 

to be happy  they bought 

an album from our 

artists.

Again, it is very 

important . We get lots 

of promo material, and 

we have many brand and 

promotions meetings so 

employees are always in 

the loop  about what 

types of advertisements 

and promotions are 

taking place . We also 

edit and revise 

promotions a lot based 

on customer responses .
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Q7: Anything 

you could do 

better to 

make sure you 

are delivering 

what was 

promised?

No

I think my company is 

quite clear  on when we 

have customer 

committments that are 

not fulfi l led. I.e. 

deliveries are not made 

according to plan 

resulting in delays or 

reduced scope. My 

company is now turning 

more Agile  in order to 

get more selforganized 

teams  and teams that 

feel more responsible to 

deliver  according what 

has been committed by 

the team .

Better quality  and 

faster out to market

As we are such a  big 

organization  (100.000+ 

employees) there are 

lots of things needed  - 

but it is also a challenge 

to get them all  through.

There certainly is , 

however we do have key 

metrics , such as "In 

specification, in full, on 

time ..."

Since so much of the 

content that is 

communicated to 

customers is available on 

websites today , 

employees need to be 

encouraged to visit their 

own company's website 

and become familiar 

with the information 

that customers are 

receiving  -- and know 

how to guide them to it 

and navigate it. This is 

not something that 

people always do on 

their own, as they may 

not have a natural 

reason to visit their own 

company's website. 

The whole organisation 

must speak with one 

voice both external and 

internal

There are always a gap 

from time to time 

between what you say, 

what you do, and what 

others say about you. I 

cannot give you any 

specific examples, but it 

happens on occasion 

and must be addressed .

I think our company is 

good at this . I can't 

think of anything in 

particular that could be 

done to improve.

what is promised is 

being delivered

yeah, what we advertise 

and what we actually 

deliver, and I guess that 

the same here, I think 

that it can always be 

better  in terms of 

information internally, 

but if our company says 

that we or the company 

can deliver, it can be a 

cloud solution or an 

endpoint for video, if we 

say that we can deliver, 

we always make sure 

that it is the truth , so 

our company wouldn’t 

ever go out and 

advertise or create a 

brand campaign that 

was not applicable to 

the market. It’s that the 

company is too big and 

we are always 

measuring and testing 

before we actually go 

out .

No I think we are honest 

in our advertises .
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Think we do a  great job 

in this area.

We do well with this . I 

think the structures we 

have in place already 

pretty much help us 

ensure consistency .

I think we do a pretty 

good job  with this. Since 

there is  open 

communication , 

employees have access 

to feedback . I think it is 

harder in big companies 

because they have 

employees all  over the 

world and corporate 

may be making 

advertising decisions  in 

a single headquarter's 

office. So anyway, I think 

we do fine with this right 

now, but I know that 

there is more issues that 

are l ikely in large 

companies, as opposed 

to smaller companies 

where everyone is in on 

most of the business and 

advertising decisions.

I think our company 

does good with this . We 

are informed in meetings 

a lot about the 

importance of quality 

service , and we share 

our experiences with 

each other . Going back 

to my last answer 

though, I think it could 

be helpful if we actually 

sat down and saw some 

of the advertising 

materials that were 

being used . I see ads on 

TV sometimes, but it may 

help to see some of the 

ads as a group  so that 

we know sort of what's 

going on with corporate 

business .

Maybe employees should 

be informed when the 

company does new 

marketing initiatives . In 

our company though, 

our main goal is always 

quality service , so 

knowing that may be 

sufficient.

There is a great deal of 

regulatory, 

management, and 

operational scutiny 

spent on aligning the 

promise and the 

delivery . However, two 

opportunities presnet 

themselves: Word of 

Mouth  With the 

preponderance of social 

media and customers 

talking to customers, we 

do not control what is 

said, good or bad. 

However, with all  the 

"chatter" that is 

recorded , we have a 

better way of tracking 

and responding to what 

is said, as well as asking 

how a prospect heard 

about a product . 

Between the usage of 

social media channells 

and the growing 

sophistication of 

marketing systems , we 

can do a better job 

"listening."  Setting 

Expectations  The level of 

financial sophistication 

of clients ranges from 

minimal to expert. We 

are very clear  as to what 

we promise , however, 

people can interpert 

things in many ways. 

Some of the products 

and services we offer are 

complex . It is difficult 

I think it is hard in a big 

company  to make sure 

everything is consistent , 

especially with so many 

people. I think the 

company does a good 

job  with this considering 

how large it is and how 

many employees  it has.

None  that I can think of. 

We make sure our 

employees are trained to 

act correctly  in many 

situations.

There is always room for 

improvemen t, but I think 

we manage consistency 

pretty well  already.

Very much  --- as the 

organization continues 

to experience explosive 

growth  it becomes 

increasing difficult to 

keep a unified culture 

and customer focused 

organization .

Not anything particular .

We already do a pretty 

good job of this . I think 

if we continue to keep 

employees in the loop , 

we will  continue with 

consistently meeting our 

customers needs .
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Q8: Country of 

origin & 

identity.

I believe that we're a 

very Swedish company 

in many dimensions 

even though we tend to 

communicate more 

around our global 

perspectives .

It feels l ike a Swedish 

company  with more 

technology and quality 

focus than cheap and 

fast deliveries.

Ericsson is connected to 

Sweden across the world

Global  (partly Swedish 

but not significantly)

Less so now  as the 

company is the fusion of 

a large number of bolt 

on acquisitions -- 

however its' founder 

Ernest Solvay is sti l l  

featured in the company 

presentation, and the 

innovative specialty 

focus of the company 

stems from there.

The graphic design 

probably has a more 

American flavor  (work 

originates in the US). 

Good graphic design in 

the US and Europe is 

fairly interchangeable, 

and Asia generally 

follows the West in most 

ways. 

By l ifting up the history 

of the company

We have a separate 

Nordic operation. It is 

rather small, however 

we are included in a 

larger world wide 

company of 40,000 

(medical vision) and 

moreover 117,000 

employees included with 

all  divisions within J&J. 

Yes, there is a cultural 

spill over .

Our company is part of 

a larger US-based 

company , but we have 

many operations in all  

different countries so it 

doesn't feel distinctly 

American . It feels l ike a 

worldwide  company 

mostly.

Largely global  doesn't 

feel l ike it is distinctly 

american, but the 

american heritage is an 

important part of the 

company's history . Logo 

hasn't changed... San 

Fran"cisco" golden gate 

bridge. CEO is american 

but stil l  feels global. 

Design of things feels 

more american -- less 

Scandinavian and 

modern, darker, rigidly 

professional, less clean 

lines, etc. co-workers are 

in different 

locations/countries, 

manager in UK. No like 

auto companies that are 

strongly identified with 

a certain country as part 

of the brand identity.

Yeah , where I sit today, 

what I do is that I take 

those global campaigns 

that have been created, 

that usually start in one 

way in America, and we 

try to tweak it and 

remove that it is too 

much American , and in 

that sense we can have 

aspects that are very 

American. So then I see 

it’s an American 

company also if you look 

to the cisco logotype you 

have the San Francisco 

bridge  in it so I mean  if 

you  just look to that one 

specifically you would 

know that it is connected 

to an American 

company, but what we 

are trying to do is really 

to move away from the 

American origin or 

brand  so to speak since 

we are acting  in the 

local market, but in 

terms of how the 

business is run, within 

cisco, you can see that 

it is an American 

company because the 

management fitting in 

some would say, so yes, 

you do have the feeling 

that it is an American 

company but stil l  we 

need to tweak it so that 

if you’re in Sweden you 

get the feeling that it is, 

No
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Business is pretty much 

conducted in the US , so 

that's what we associate 

it with mostly.

I don't think of it as 

distinctly American. It is 

based on core values 

that should be universal .

It doesn't feel distinctly 

American, but more 

global . Hard to say 

really. Since it is 

finance, there are times 

when it feels critically 

important to every 

nation in the world and 

other times it feels very 

specific to the American 

market .

We feel pretty global . 

The national economy 

sort of relies on the rest 

of the world, so as a 

finance company, it feels 

l ike we aren't distinctly 

American , even though 

we are mostly US-based 

and operated. The 

culture of the company 

is American , but that 

may just be because the 

office I work in is in the 

US.

It feels pretty global . I 

don't think of it as 

"distinctly American" 

really.

Although we are an 

international company 

and offer international 

investment options, we 

are very much an 

American company , 

reflecting the vast 

majority of our 

customers and assets . 

This also aligns with our 

brand of trust  in the 

sense that the US is the 

safest place in the world 

to invest. However, we 

have a distinct set of 

international mutual 

funds  which are very 

clearly identified with 

Asia, Europe, etc.

I don't really identify it 

as being American . We 

have hotels all  over the 

world, so it mostly feels 

l ike a global  company.

It feels l ike a global 

company. We were 

based in the US , but now 

we are in so many 

countries  all  over the 

world that it does not 

feel l ike just a USA 

company anymore. We 

are always expanding.

It feels  very global 

because we operate all  

over the world. We were 

actually founded by 

Hispanic founders, so 

even though we are US-

based, our company is 

more Hispanic in some 

senses than American .

The company brand has 

evolved from a Latin 

American focus  in the 

early years to one that is 

more universally 

perceived today.

It definitely feels very 

American . 

It feels  very American , 

but we are a global 

company  and music is a 

universal language.
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Q9: materials 

distributed in 

local vs. origin 

languages

Yes , we do have 

localized material in 

some countries/regions . 

I do not think any typical 

Swedish materails or 

information is spread 

externally from the 

company. All 

product/business 

documentation and 

information is in English . 

Sometimes mail 

information could be in 

Swedish but then an 

English version is added 

as well . I guess some 

commercial broshures 

exist in Swedish but they 

for sure exist in English 

as well.

No , the internal 

language is English

No . English is the 

corporate language and 

it is followed strictly .

Some customer specific 

material (answers to 

requests etc) might be 

made in local language 

(not Swedish, but where 

the local office happen 

to be) if requested .

Yes , though Belgium is 

not a key target market.

Most communications 

for customers  needs to 

be translated . For 

technical content, this 

really means that 

technical information 

should be translated 

twice  -- first for 

technical accuracy, and 

second for good 

copywriting . If this is 

not done, it makes 

communications seem 

foreign in any region 

where information has 

been poorly translated . 

The company does 

create a generic holiday 

card that attempts to 

cover all religions and 

languages . Most people 

prefer to send their 

customers something 

that is appropriate to 

their local audience. 

When celebrating 

anniversary – inform 

about the history  of the 

company both internal 

and external

Yes , we have company 

conferences touring the 

Nordics. At these times 

we do haves specific 

country information . As 

a global company, our 

materials are in English . 

Separate operations in 

different regions often 

operate in their native 

languages though .

Some materials are in 

English and some are in 

Swedish . We have other 

websites too in different 

languages . A lot of our 

materials though are 

English/American 

because that is what the 

company is.

Materials are in English 

but may not have to do 

with being American, 

more global . Corporate 

communications are 

uniform 

yeah , for sure, what we 

are trying to do is 

actually remove those 

things, you can have like 

picture  or you can have 

like banners  for 

instance and the same 

goes for if you go to 

APAC for instance those 

kind of pictures work 

very well in that 

environment, but if you 

just copy and paste them 

into America or EMEAR, 

that wouldn’t work, that 

good as we would hope 

for, but yes, sometimes it 

is transparent so you 

can use them all over 

but sometimes we are 

trying to make sure that 

it is a bit European or 

APAC or American .

Yes , when we have give 

aways to other contries 

we have products that 

are made in Sweden. 
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Limited translation of 

english materials , again 

business is mostly US 

based.

We do have 

international sites  that 

have their own internal 

websites tailored to 

their employees.

I think there is some 

translation  and I know 

we have some other 

websites for other 

countries , which are in 

their language, but 

mostly everything is 

English and very 

American I guess.

Everything is in English 

as far as I know. We 

have multiple websites 

and we have analysts 

that speak multiple 

languages for 

customers , but the 

information we get from 

corporate is all English . 

There isn't anything else 

really that is specific to 

America, other than that 

we like to talk about who 

won the football game 

and such in the office 

after it happens. That 

isn't the organization as 

a whole though. Maybe 

just my office.

Everything is specific to 

the US , but that is 

probably different in our 

international 

operations . We have 

multiple websites in 

many languages though.

We have sites in Irelland, 

India and China . 

Holidays are 

incorported in the US 

holiday calendar . In 

India, there are many 

regional holidays that 

are reflected . Associates 

across sites are tyically 

very aware of local 

events  and recognize 

them in emails and 

conversations . News 

events are closely 

reported  and formal 

communications are 

made around weather, 

strikes, politics, etc. 

Sports  are also a source 

of common pride. Cricket 

in India is massive, 

China and the Olympics 

was big. When 

travelling, we are 

briefed on local customs 

and current events . For 

a number of associates 

who are in the US from 

abroad, we typically do 

a regional custom: 

cricket, food, St Patrick's 

Day We also recognize 

local languages and 

dialects .

We have different 

materials in different 

languages  depending on 

the hotel location, but a 

lot of corporate 

information and 

materials is in English . It 

really depends on where 

the operations are 

though because every 

office will use different 

languages and 

materials .

Most materials are in 

English , but we also 

have many different 

materials and 

information for all the 

different countries and 

people of our company . 

It usually depends on 

where the operation is, 

which materials we get .

We have different 

languages and materials 

to go with our different 

clients and operations 

around the world , but 

most of our material is 

in English and our 

materials are pretty 

uniform  in that way.

Yes  - greeting cards , 

localized invitations to 

events , etc.

Everything we receive is 

specific to America and is 

in English . We do get 

holiday cards and time 

off for American 

holidays  and similar. I'm 

not sure about our other 

offices though.

It is all  US-related  for 

us. We have many other 

offices in different 

locations , but they sort 

of act as their own 

entities  under the 

overall corporate brand. 

They have materials in 

their own languages 

though and different 

country-related 

materials .
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Q10a: 

managerial 

influences

Of course they do.

The closest level of 

management does not 

influence my perception . 

I think this is more 

spread from a higher 

management level.

- Yes. Definitely.

In the climate of a weak 

internal brand , which 

we have, they become 

the internal brand . For 

better or worse. 

-

It really depends on the 

management . The brand 

is separate, but is 

definitely influenced 

some by management.

Management is very 

important . Managers 

help guide employees , so 

we rely on managers to 

help us make decisions 

and support  the 

company in a way that is 

good with its internal 

brand.

Yes, to a certain extent . 

Good & open 

relationship with 

manager (in UK) and it is 

important to have good 

relations btwn 

management and 

employees  to have a 

strong internal brand.

Yeah , I think so. We 

have all  the management 

and also all  the 

employees we have 

guidelines  and plans 

that we need to be 

aligned with in our 

company, so yeah I think 

that everyone knows 

about that and also need 

to know what’s expected.

Yes, a good one.

 
G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

To a large extent , 

communication from 

executive levels ensures 

consistency and 

integration of messages.

To a great extent 

because of the 

consistentancy of the 

internal messaging from 

executives and 

consistent branding 

across the organization

Management is really 

important . They are 

some of the key decision 

makers , so how they 

conduct business and 

ask us to conduct 

business really affects 

how I perceive the 

brand. I think the 

managers all  have to be 

expecting the same 

types of things from 

their employees , so that 

we are all  delivering the 

same type of experience 

and service to our 

customers.

Management has a 

really big influence  on 

perceptions of the 

internal brand. As an 

employee, I look to 

management to get 

information about the 

company and the 

internal brand . They 

need to know the 

company and its values 

well enough to give us 

all  accurate information 

and help us understand 

the company too.

Management has a big 

influence .

Management plays a 

significant role in 3 

ways: 1, Relentless 

communication of the 

brand,  what it means, 

and why its important. 2. 

Detailed knowedge  of 

the issues and evolution 

of the brand with clear 

accountabiities  for 

keeping is relevant 3. 

Allocating money, 

resources, and talent 

insuring the promises of 

the brand are being met .

Management has a big 

influence  because they 

implement change  and 

are supposed to help 

guide employees .

Our management has a 

big influence  on the 

internal brand because 

they must know the 

internal brand very well 

so that they can train 

our other employees 

properly .

Management is very 

important . Managers 

influence perceptions  of 

the internal brand 

because they are the key 

decision makers . The 

employees that interact 

directly with 

clients/customers are 

like the face of the 

company and the 

managers are the brain 

in a way-they are behind 

the scene s more but are 

critical  to how others 

perceive the brand.

Alot  --- they can and 

should drive a tone .

Management definitely 

has a big influence  on 

the perceptions of the 

internal brand because 

they are key players  in 

the equation.

A big influence  - 

management has to be 

on board with the brand 

otherwise its employees 

won't be.
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Question 10b: 

G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

Depends  on the group, 

marketing groups have 

an impact  whereas 

operational teams have 

a more limited impact .

Employees can 

potentially have a much 

greater negative impact 

on an internal brand. A 

disgruntled employee 

can make for a 

poisonous work 

environment.

Management is really 

important . They are 

some of the key decision 

makers , so how they 

conduct business and 

ask us to conduct 

business really affects 

how I perceive the 

brand. I think the 

managers all have to be 

expecting the same 

types of things from 

their employees , so that 

we are all delivering the 

same type of experience 

and service to our 

customers .

The employees definitely 

have an influence, 

because they reflect the 

company  in a way. Less 

of an influence than 

managers though . 

Employees are sort of a 

reflection of the culture , 

which is a part of the 

internal brand. I stil l  

don't really look to 

employees though to 

understand the brand . 

That is more of the 

managers responsibility .

Employees have some 

influence , but not as 

much as managers  I 

think.

Associates provide and 

invaluable feedbck loop 

as to the success of the 

brand and our 

commitment on 

delivering it. As the 

industry evolves and 

customers expectations 

rise, employees typically 

provide the initial cause 

and effect discussion  to 

managment. For 

example, technology 

provides avery different 

set of customer options 

than it did 25 years ago. 

How we use it to 

differentiate  ourselves 

and deliver services is 

very much driven by 

employees skills and 

innovation . A clear 

example is check 

deposits. A few years 

ago a client had to mail 

in check or deposit it in 

a branch. Today, you can 

take a picture of the 

check on your phone and 

deosit it from an 

application on your 

phone.

Employees  may or may 

not have an influence . 

Some employees are 

terrible, and that 

doesn't necessarily 

reflect the internal 

brand  or influence it, 

but when employees 

provide great service 

that definitely influences 

the perception of the 

brand .

Employees have a big 

impact  on the internal 

brand, because they are 

the ones that help make 

it what it is . The 

employees play an 

important role in 

influencing  the internal 

brand and how other 

people see it.

Again, employees are 

very important  as well. 

They are like the face of 

the company  in many 

instances and how 

employees act has a 

direct influence on other 

employees , managers, 

and customers and how 

they see our brand. We 

want our employees to 

act in ways that are 

consistent with what we 

consider our main 

values .

Significantly  --- The 

culture is formal and 

informally defined by 

the behavior at all levels 

of the company . 

Management can be 

deliberate about trying 

to drive an internal 

brand, however if it is 

not believable and 

institutionalized by the 

employees it won't have 

longevity .

Employees also have a 

big influence  on the 

perceptions of the 

internal brand for the 

same reason managers 

d o.

Also a big influence  - 

employees should 

embody the brand  and 

act in ways that support 

it .
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Question 10b Cont.: 
G1 G2 G3 G4 G5 G6 H1 H2 I1 I2 J1 J2

Depends  on the group, 

marketing groups have 

an impact  whereas 

operational teams have 

a more limited impact .

Employees can 

potentially have a much 

greater negative impact 

on an internal brand. A 

disgruntled employee 

can make for a 

poisonous work 

environment.

Management is really 

important . They are 

some of the key decision 

makers , so how they 

conduct business and 

ask us to conduct 

business really affects 

how I perceive the 

brand. I think the 

managers all have to be 

expecting the same 

types of things from 

their employees , so that 

we are all delivering the 

same type of experience 

and service to our 

customers .

The employees definitely 

have an influence, 

because they reflect the 

company  in a way. Less 

of an influence than 

managers though . 

Employees are sort of a 

reflection of the culture , 

which is a part of the 

internal brand. I stil l  

don't really look to 

employees though to 

understand the brand . 

That is more of the 

managers responsibility .

Employees have some 

influence , but not as 

much as managers  I 

think.

Associates provide and 

invaluable feedbck loop 

as to the success of the 

brand and our 

commitment on 

delivering it. As the 

industry evolves and 

customers expectations 

rise, employees typically 

provide the initial cause 

and effect discussion  to 

managment. For 

example, technology 

provides avery different 

set of customer options 

than it did 25 years ago. 

How we use it to 

differentiate  ourselves 

and deliver services is 

very much driven by 

employees skills and 

innovation . A clear 

example is check 

deposits. A few years 

ago a client had to mail 

in check or deposit it in 

a branch. Today, you can 

take a picture of the 

check on your phone and 

deosit it from an 

application on your 

phone.

Employees  may or may 

not have an influence . 

Some employees are 

terrible, and that 

doesn't necessarily 

reflect the internal 

brand  or influence it, 

but when employees 

provide great service 

that definitely influences 

the perception of the 

brand .

Employees have a big 

impact  on the internal 

brand, because they are 

the ones that help make 

it what it is . The 

employees play an 

important role in 

influencing  the internal 

brand and how other 

people see it.

Again, employees are 

very important  as well. 

They are like the face of 

the company  in many 

instances and how 

employees act has a 

direct influence on other 

employees , managers, 

and customers and how 

they see our brand. We 

want our employees to 

act in ways that are 

consistent with what we 

consider our main 

values .

Significantly  --- The 

culture is formal and 

informally defined by 

the behavior at all levels 

of the company . 

Management can be 

deliberate about trying 

to drive an internal 

brand, however if it is 

not believable and 

institutionalized by the 

employees it won't have 

longevity .

Employees also have a 

big influence  on the 

perceptions of the 

internal brand for the 

same reason managers 

d o.

Also a big influence  - 

employees should 

embody the brand  and 

act in ways that support 

it .
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Linnaeus University – a firm focus on quality and competence 
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This  

new university is the product of a will to improve the quality, enhance the appeal and boost the development 

potential of teaching and research, at the same time as it plays a prominent role in working closely together with 

local society. Linnaeus University offers an attractive knowledge environment characterised by high quality and  

a competitive portfolio of skills. 

 

Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 

creative thinking and practical innovations. For us, the focus is on proximity to our students, but also on the 

world around us and the future ahead. 
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