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Abstract 
 
Course/Level: 2FE16E, Undergraduate, Bachelor Thesis 

 

Authors:  Peter Arrehag and Sofia Persson 

 

Tutor: Viktor Magnusson 

 

Examiner: Åsa Devine 

 

Title: Describing the relationship between employer attractiveness and 

internal brand equity – A quantitative single cross-sectional study 

 

Keywords: Employer attractiveness, EmpAt, internal brand equity, IBE, 

employer branding 

 

Background:  Differentiation towards one’s competitors is crucial. Brand can 

symbolize competitive advantages through intangible assets, though 

the focus in both companies and academia has largely been on adding 

intangible values to products. To large extent employees has not been 

consider as an aspects that could add value, i.e. employees as brand 

builders.  Recently gained interest in both areas have make it possible 

to compared them both the see employees possibility to add brand 

value. 

 

Purpose: The purpose of this thesis is to describe the relationship between 

employer attractiveness and internal brand equity. 

 

Methodology: Conducted a quantitative study, with a single cross-sectional design 

and self-completion questionnaire as data collection method. 

Descriptive statistics and simple linear regression was thereafter 

performed. All with ethical principles in consideration.  

 

Conclusion:  This study provides empirical evidence that confirms a relationship 

between employees and the brand equity through the concepts of 

employer attractiveness, and brand equity through the concept of 

internal brand equity. The study provides a regression analysis 

between the two concepts that indicates a relationship to a very large 

extent. The confirmed relationship thus adds new perspectives of 

how to add intangible value to a brand and thus adds to a potential 

success. 
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1. Introduction 

 

This chapter presents a background to the area of interest, hence brands, organizations 

and employees. Followed by a problematization of the subject, ending up in a purpose. 

Last, a structure of the thesis is outlined.  

 

1.1 Background 

Brands are described as a set of mental associations made by the customers when they 

get in contact with a particular brand (King & Grace, 2010) and is therefore more 

difficult to imitate (de Chernatony, 1999). Thus, a brand symbolizes differentiation and 

competitive advantages through intangible assets (Keller, 2008; Kapferer, 2008). With a 

high competition amongst companies and organizations and at the same time a higher 

demand for innovation and professionalism, the differentiation from one’s competitors 

is crucial (Devasagayam et.al. 2010). Brands are significant factors of competition 

advantage, and brands can have various roles, act from symbolic devices and risk 

reducers to strategic and differentiating devices (de Chernatony & Mcdonald, 2003; 

Keller & Lehmann, 2006). To create and build brands that are different and unique it is 

of high importance to focus on creating a brand that is perceived as valuable by 

consumers and at the same time highly differentiated from competitors (Fredlund, 

2006). Research indicates that companies that have a well-developed and long-term 

strategy for their brand have a higher profitability compared to organizations that do not 

(ibid). It is therefore not surprising that brand-building activities is thought to be of high 

importance and is considered a top priority by many managers (Backhaus & Tikoo, 

2004; Fischer, Völckner & Sattler, 2010). 

 

Further, on competitive markets, tangible functional benefits are no longer the only way 

towards organizational success; a tactic focused only on tangible benefits is not 

sustainable (King & Grace, 2010). The importance of employees in the process of 

building successful brands, delivery of brand promise and brand identity is seen as 

essential (Punjaisri & Wilson, 2007; Papasolomou & Vrontis, 2006). It can be said that 

the human capital within an organization is one of the influencing factors of success in 
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brands (King & Grace, 2008). This as human capital, thus employees, has become one 

of the main sources of competitive advantage (Alniacik & Alniacik, 2012; Xiong, King 

& Piehler, 2013). Hence employees are to be seen as brand-builders whom are able to 

communicate values and beliefs of an organization externally (Davies & Chun, 2012), it 

is therefore an important aspect of an organization to retain and nurture talent, thus 

employees (Chhabra & Sanjeev Sharma, 2014). The strategies of retaining and 

nurturing employees is called employer branding and is the approach of an 

organization’s brand as an employer, where the activities are focused on appealing to 

potential employees as well as educating and motivating already current employees 

within an organization (Moroko & Uncles, 2008; Chhabra & Sanjeev Sharma, 2014). 

Employer branding is a fairly new approach that have emerged throughout the last years 

and gotten more attention in research (e.g. Moroko & Uncles, 2008; Maxwell & Knox, 

2009; Foster, Punjaisri & Cheng, 2010).  Within the concept of employer brand and 

branding lies the component of employer attractiveness (ibid). Employer attractiveness 

is defined as the envisioned benefits that potential and current employees perceive by 

working for a certain organization (Berthon, Ewing & Hah, 2005).  

 

In order to create cohesive, strong and differentiated brands, every individual within a 

company or organization need to take part in the brand-building activities (Ind, 2003; 

Balmer & Gray, 2003; Punjaisri & Wilson, 2007), i.e. engage employees so they 

become a part of the brand. In other words be a part of the strategic brand-building 

activities that an organization performs (Devastagayam et.al. 2010), by having 

knowledge of its values and deliver brand promises (Schultz & Schultz, 2000; Punjaisri 

& Wilson, 2007; Xiong, King & Piehler, 2013). Such activities can be a time 

consuming process, but it may result in good rewards for an organization as such 

activities can create and strengthen the equity of an organization (Aaker, 2010). Brand 

Equity is the measurement that indicates the value of a specific brand, and commonly in 

either a financial- or a customer-based perspective (Kapferer, 2008). However, brand 

equity can be seen from an internal perspective as well (Ghose, 2009; Baumgarth & 

Schmidt, 2010), and is concerned with employees, how they behave and act in 

alignment to the brand of an organization. 
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1.2 Problematization 

The interest for branding is growing, not only when it comes to product and services 

and thus external perspectives, but internal as well with the focus on employees and 

human capital (Jiang & Iles, 2011). The focus on the internal assets in branding 

concerns communication and creation of loyalty from employees, this in order to 

mediate what the organization stands for including the identity, image, culture and 

values (ibid; Ind, 2003). A workforce that embraces all what an organization stands for 

and has deep knowledge about an organization, creates a behavior and presence which 

unifies the human capital within that organization (Schiffenbauer, 2001; Harris & de 

Chernatony, 2001). Strategies for how to communicate a brand to employees are of 

importance thus it helps employees understand the brand, take more responsibility and 

through this represent the brand in a better way (de Chernatony, 1999; Tosti & Stotz, 

2001; Ind, 2003; Punjaisri & Wilson, 2007). Ind (2003) states that brands are about 

people and intangible aspects and further argues for the fact that attitudes and behavior 

of employees within an organization is significant and a determinant of brand value. 

This is further strengthened as it is argued for that having talented employees with 

adapted brand orientated behavior, is a main source for competitive advantage (Bell & 

Menguc, 2002; Alniacik & Alniacik, 2012; Fetscherin & Usunier, 2012) and that the 

human capital within an organization is intangible and therefore difficult to replicate 

thus creating an unique aspect, if managed and engaged properly (de Chernatony, 1999; 

Anitha, 2014). Also that learning about intangible aspects, such as employees, is a 

necessary consideration to take into account when developing actions focusing on brand 

orientation (Urde, 1999). 

 

Furthermore it is argued that the success of an organization is somewhat dependent on 

human capital (Pingle & Sharma, 2013), and that employees within an organization 

have a significant role in its success (Schultz & Schultz, 2000). Therefore employees of 

an organization or company have a crucial role of a brand and its performance. 

However, Maxwell and Knox (2009) states that the desired behavior of employees, 

hence their brand consistency and presence, is only produced if the human capital 

considers the organization, i.e. the employer, to be attractive. Thus that the organization 

can offer benefits that is considered unique and valuable. Though Maxwell & Knox 

(2009) continues by stating that attraction from a current employee is yet still not fully 
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researched, and that more is still to be investigated. Further the attention on brands has 

been from the external perspective, thus customers and their experience, and as a result 

there have been little research on the role of retaining and being attractive towards 

currently employed as part of the human capital, contributing to the delivery of products 

and services and thus affecting the brand externally (Wilden, Gudergan & Lings, 2010).  

 

Having knowledge of what makes an organization attractive to its employees is 

important as, there is a war for talent (McKinsey, 1998). Hence, that the competition for 

competent and knowledgeable employees is high. The labor market is changing and 

very moving, and employees tend to change employer more frequently than before 

(Backhaus, Stone & Heiner, 2002; Wilden, Gudergan & Lings, 2010; Collectum, 2013; 

SCB, 2014). Such a tendency is seen in Europe and North America as well (Wilden, 

Gudergan & Lings, 2010). Therefore, the lack of internal perspectives, i.e. employees 

and the brand or potential human capital, in combination with high “turnover” of 

employees may lead to a lower brand performance (DuBois Gelb & Rangarajan, 2014), 

in other words the equity of the brand might not be at its potential maximum. And thus 

by instead of focusing the attention and dedicate research on external perspectives such 

as customers, it may be important to instead examine what employees within an 

organization perceives and experiences (Maxwell & Knox, 2009; Jiang & Iles, 2011; 

Kim et.al. 2011).  

 

Therefore, it may be important to examine what existing employees within an 

organization think, when a desirable behavior of employees by, for example, brand 

builders and representatives may come as a result of perceived attractiveness of their 

employer and organization (Maxwell & Knox, 2009). Further, employees that are 

engaged in an organization have the possibility of affecting the organizations brand 

equity (Kimpakorn & Tocquer, 2010; DuBois, Gelb & Rangarajan, 2014) in which 

internal brand equity is included (Baumgarth & Schmidt, 2010). Further there is a need 

for more research and particularly measurements (Vallaster & de Chernatony, 2005) 

concerning the internal process of building brands, as according to Baumgarth and 

Schmidt (2010) and King, Grace & Funk (2012) the internal processes of building 

brands is highly important as it influences the brand equity of an organization. In doing 

so, investigating internal processes of brand building, a potential relationship between 

employees attractiveness towards their organization and the organization’s brand equity 
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and in particular the internal brand equity could be revealed. Such a relationship is yet 

not fully clarified (Jiang & Iles, 2011), but an investigation of that relationship would 

bring insights into new fields of knowledge, not least for the academia but also for 

practitioners. The argumentation made for the importance of the human capital as an 

asset within an organization (de Chernatony 1999; Ind, 2003; Maxwell & Knox, 2009; 

Alniacik & Alniacik, 2012), that employees build value and success of an organization 

and that they influence the brand equity gives motif for the purpose of this thesis. 

 

1.3 Purpose 

The purpose of this thesis is to describe the relationship between employer 

attractiveness and internal brand equity.  

 

1.4 Structure of the Thesis 

Chapter 1: Introduction, where the reader is presented with a background to the subject 

of interest, thus employer attractiveness and internal brand equity. Followed by a 

problematization where the research problem of the thesis is discussed and identified, 

and lastly a purpose is outlined.  

  

Chapter 2: Theoretical framework, research model and hypothesis. In this chapter 

literature concerning employer attractiveness, internal brand equity, and connected 

measurements are reviewed followed by a synthesizing of each concept. The hypothesis 

of the study is argued for and presented.  Further, a conceptual model follows each of 

the concept, both of the conceptual models are in the end of the chapter merged into a 

research model that also visualizes the stated hypothesis.  

 

Chapter 3: Methodology. The methodology chapter presents how the thesis and the 

research have been performed as well as the choices made and directions taken. The 

chapter outlines the research approach of this thesis, followed by design, strategy, data 

collection method, sampling, and data analysis method. This is followed by definition 

and explanation of quality criteria’s for this thesis, as well as source criticism and the 

ethical concerns reflecting this thesis.  
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Chapter 4: Survey Result.  This chapter present the overall data gathered through the 

data collection method, visualized in tables. Furthermore the quality criteria, i.e. validity 

and reliability are presented and the hypothesis is tested through a regression.  

 

Chapter 5: Discussion and Conclusion. This chapter presents a discussion of the survey 

results in relations to the theoretical framework, review literature and stated hypothesis 

of this thesis. Furthermore the conclusion of this thesis is presented.  

 

Chapter 6: Implications, Limitations and Further Research. In this chapter the 

theoretical and managerial implication are outlined, hence what the findings of this 

thesis reveals for academics and for practitioners as well as what the findings are 

contributing with. Further, the limitations of this thesis are presented followed by 

suggestions for further research.  
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2. Theoretical Framework and Hypothesis 

 

This chapter presents the theoretical framework for this thesis, concerned with the 

concept of Employer Attractiveness (EmpAt) and Internal Brand Equity (IBE), as well 

as sub-concepts within each of the two at the end of each concept synthesizing is 

performed and visualized in conceptual models. In the end of the chapter a hypothesis 

with relevance to the theoretical framework is outlined and presented, and a research 

model (see figure 3) is visualized.  

 

 

2.1 Review of Literature 

Employees’ role in an organization and its success is something that have emerged in 

research (de Chernatony, 2001), where employees is seen to have an important role in 

the building of brands and that the values of personnel should be understood in order to 

align it with the values of a brand (ibid; Vallaster & Lindgreen, 2013). There is an 

agreement amongst some researchers focused on marketing and employees role in brand 

and brand building, concerning that employees and their actions and behavior, which 

should be brand supporting, are affecting the image of brand (Punjaisri, Evanschitzky & 

Wilson, 2009; Devasagayam et.al. 2010; King & Grace, 2008). And employees should 

be viewed as representatives, ambassadors or have brand citizenship, thus employees 

should live the brand and be align around it (Burmann & Zeplin, 2005; Punjaisri, 

Evanschitzky & Wilson, 2009; Davies & Chun, 2012; Vallaster & Lindgreen, 2013). It 

is therefore of importance to involve all employees in the organizations, so that they can 

live the brand through its values (Ind, 2003; Fetscherin & Usunier, 2012).  If every 

division and its employees within an organization can be aligned in the identity of the 

organization, through stated values, a brand can grow strong and create competitive 

advantage (ibid).  

 

Employer Branding and Employer Attractiveness 

Employer brand is the brand of an organization as an employer, and employer branding 

is thus the activities and intangible benefits an organization performs and offers for its 

current and potential employees (Berthon, Ewing & Hah, 2005; Moroko & Uncles, 
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2008). Employer branding is described as the efforts an organization performs in 

communicating to potential and current personnel that the firm itself is a desirable place 

to work (Alniacik & Alniacik, 2012). However Berthon, Ewing & Hah (2005) describes 

the concept rather as the package of functional, economic and psychological benefits 

provided by employment and which is identified with the employer. Employer branding 

is concerned with development of specific strategies and activities with the aim of 

motivating and maintaining employees (Wilden, Gudergan & Lings, 2010). The concept 

of employer branding has been managed quite frequently the last decade, this may be 

due to the high competition for human capital with the skills and knowledge suitable for 

a certain organization (ibid). According to Wilden, Gudergan and Lings (2010) 

employer branding is performed in order make sure employees are eligible for the 

challenge of doing business. Companies can streamline the process of aligning the 

organization by having the “right employees”, employees that are possessing values and 

beliefs that is coherent with the organization and its culture (Foster, Punjaisri & Cheng, 

2010). Furthermore, an organization which performs employer branding well and which 

can retain its knowledgeable employees as well as unify their talents better than 

competing organizations employer branding can result in competitive advantage in the 

marketplace (Bodderas et.al. 2011; Sivertzen, Nilsen & Olafsen, 2013).  Further 

research are arguing for this as well, and states that employer branding is more 

important today than it has been previously due to the difficulty of finding employees 

that are highly required but loyal at the same time (Berthon, Ewing & Hah, 2005; Pingle 

& Sharma, 2013).  

 

Many pieces of research are indicating that the development potential and 

successfulness of an organization may be connected to the satisfaction of employees 

within same organization (Judge, Bono & Locke, 2000; Bell & Menguc, 2002; Maxwell 

& Knox, 2009; Alniacik & Alniacik, 2012; Pingle & Sharma, 2013). Thus, parts of the 

performance of the brand are reliant on the human capital, where their commitment and 

engagement towards their brand may impact the actual prosperity of a firm. In order to 

get employees involved, it is argued that employer attractiveness is of importance 

(Pingle & Sharma, 2013). This because it is strongly connected to the concept of 

employer branding, where employees are motivated and offered a desirable place of 

work. Furthermore is attractiveness the envisioned benefits the employee perceives an 

organization to possess (Berthon, Ewing & Hah, 2005).  
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Employer attractiveness can be seen both from an external perspective as well as from 

an internal. The external concerns the attractiveness perceived by prospective 

employees whilst the internal perspective is concerned with the level of attractiveness 

perceived by an organization's current employees (Pingle & Sharma, 2013). This is 

aligned with how Jiang and Iles (2011) describe the concept, though their study also 

suggests that the external and internal employer attractiveness should be measured 

separately. This as, prospective and current employees perceive an employer differently 

from one another (Maxwell & Knox, 2009). However, many of the studies conducted 

are more focused on the potential and prospective employees rather than how current 

employees view their employing organization (Maxwell & Knox, 2009; Kim et.al. 

2012). Researchers include different sub-concepts within the concept of Employer 

attractiveness, however the three factors of functional, economic and psychological are 

the ones that many pieces of research are based upon (Wilden, Gudergan & Lings, 

2010; Alniacik & Alniacik, 2012; Sivertzen, Nilsen & Olafsen, 2013). These 

dimensions are further explained in below paragraph. The overall understanding of 

usage of employer attractiveness is to gain understanding of job satisfaction of an 

organization’s employees (Berthon, Ewing & Hah, 2005), which is believed as an 

important factor of good work moral (Wilden, Gudergan & Lings, 2010). 

 

Measurement of Employer Attractiveness 

In order to measure Brand Attractiveness amongst both current and potential 

employees, there has been a scale developed named the EmpAt- Scale, Employer 

Attractiveness Scale (Berthon, Ewing & Hah, 2005; Sivertzen, Nilsen & Olafsen, 2013). 

The scale of employer attractiveness consists of different dimensions within it, which 

are indicators of different kinds connected to the attractiveness of an employer. 

Highlighted by Berthon, Ewing & Hah (2005), a first development of such a scale 

consisted of three dimensions functional, economic, and psychological. Though, when 

derived and investigated further by Berthon, Ewing and Hah (2005) the scale was 

developed and resulted in five dimensions and 25 items. 

 

Furthermore the dimensions in the EmpAt-scale as it was developed by Berthon, Ewing 

& Hah (2005) consist of Social Value, which is concerned with the extent to which an 

individual values an employer providing a fun working environment and good 
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relationships to colleagues (Berthon, Ewing & Hah; Sivertzen, Nilsen & Olafsen, 2013). 

Interest value, concerning the innovation and interest to the products or services 

provided by an employer, whilst the economic value is more concerned with salary, 

economic benefits, and job security. Application value concerns the extent to which an 

employee feels appealed to an employer which rises opportunities for employees to 

apply and use what they have learned and learn others. Lastly is the development value 

that is concerned with the extent to which an employer can offer career opportunities 

and confidence. Hence, if an employer can recognize an individual's value, and provides 

future job possibilities (Berthon, Ewing & Hah; Sivertzen, Nilsen & Olafsen, 2013).  

 

However, pieces of research that later on has applied the EmpAt-scale by Berthon, 

Ewing, Hah (2005) has in some cases, and to some extend developed or changed certain 

factors, though depending on research conducted and researcher.  Alniacik & Alniacik 

(2012) uses in their measurement of employer attractiveness factors such as social-, 

economic-, and application value similar to Berthon, Ewing and Hah (2005) and the 

definition or those is similar as well. Though, Alniacik and Alniacik (2012) does also 

have a factor called market value which is concerned with the extent to which an 

employee is attracted to an employer and organization which produces innovative 

products or services with a high quality, much similar to Berthon, Ewing and Hah’s 

(2005) factor of interest value. Furthermore, Alniacik and Alniacik (2012) have two 

additional factors called cooperation value, concerned with attraction to an employer 

offering overreaching experience and supportive colleagues. Working environment has 

its own factor in the research of Alniacik and Alniacik (2012) and involves the working 

environment provided by an employer, an environment that should be fun and thrilling. 

These last two additional factors and their explanations is involved within the factor of 

social value in the EmpAt scale (Berthon, Ewing & Hah, 2005). Jiang & Iles (2011) 

uses in their research the factors as to those in the EmpAt-scale, though that of 

application value is not involved, and instead brand trust is, an explained as a 

measurement for an employer’s possibility to satisfy employees as well as 

trustworthiness and credibility, which is assimilated as confidence in the brand from an 

employee perspective (ibid). With previous review of the literature and the concept 

itself, the following conceptual visualization, see figure 1: Employer Attractiveness, is 

implemented as a step in the development of a research model.  
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Figure 1: Employer Attractiveness 

 

Internal Brand Equity as part of Brand Equity 

Brand equity is the value of a brand measured through intangible assets associated with 

a brand (Kapferer, 2008; Keller, 2008; Aaker, 2010). High brand equity can 

generate many benefits for a company such as customer loyalty and higher revenues, 

which in turn could lead to higher profitability (Lassar, Mittal & Sharma, 1995). 

Further, successfulness of a brand is defined by a high level of brand equity (King & 

Grace, 2009). The concept of brand equity is broad and research use different 

definitions to define it (Jiang & Iles, 2011), depending on the purpose of use (Keller, 

1993). It could be the total value of a brand (ibid), advantages customers see in a 

specific brand compared to competitors  (Lassar, Mittal & Sharma, 1995), and the 

overall performance of a brand (Keller, 1993). Consequently, measurement of brand 

equity needs to take different aspects into consideration and not only focus on one 

(Jiang & Iles, 2011). This since only measuring one aspect would not make it possible 

to evaluate a whole equity of a brand (ibid).  

 

Furthermore, brand equity can be divided into different dimensions that demand 

different measurements to be made. A commonly discussed dimension the last decades 

is that of customer-based brand equity (Keller, 1993; Lassar, Mittal & Sharma, 1995; 
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Oliveira-Castro et.al. 2008). Customer-based brand equity is concerned with aspects 

such as brand knowledge from a customer’s perspective, and more closely interested 

with brand awareness and brand image (Keller, 1993), in other words external aspects. 

Customer-based brand equity is related to the financial perspective of brand equity 

(Lassar, Mittal & Sharma, 1995), this as the financial perspective is calculated and such 

calculations are based on the value of customer-based brand equity (ibid). As a result of 

this, it is possible to say that external factors influences financial performance of brand 

equity (ibid). However recent research have argued for the influence of the workforce in 

the external relations of an organization (de Chernatony, 2001; Ind, 2003; Bodderas 

et.al. 2011) and more specifically the equity of an organization internally in a positive 

relation to external brand equity (Baumgarth & Schmidt, 2010), which is also 

strengthened by Berthon, Ewing and Hah (2005). Brand equity based on internal factors 

is defined as internal brand equity (IBE) (Ghose, 2009; Baumgarth & Schmidt, 2010) 

and in some cases employee based brand equity (Cardy, Miller & Ellis, 2007; King & 

Grace, 2009; King & Grace, 2010). IBE is focused on employees’ behaviors as an 

impact on the value of internal factors (Baumgarth & Schmidt, 2010), such as passion 

for the brand instead of only performing job duties within the job role (Ghose, 2009). 

Meanwhile employee based brand equity highlights awareness shown by the employee 

which encourages them to participate in the brand in order for the brand to be successful 

(King & Grace, 2009; King & Grace, 2010) though Cardy, Miller and Ellis (2007) sees 

the concept of employee based brand equity as an inversed customer-based equity, 

hence a more financial perspective of the employees’ role.  Consequently both IBE and 

employee based brand equity are touching into an area of behavior from an employee 

perspective, where employees should act and behave in alignment with a brand in order 

to generate value in terms of IBE (Ghose, 2009; King & Grace, 2009; Baumgarth & 

Schmidt, 2010; King & Grace, 2010), which is possible to see a financial value in 

(Cardy, Miller & Ellis, 2007). Furthermore, the concept of employees acting in a 

consistent manner to a brand will be referred to as IBE, which therefore also involves 

aspects of employee based brand equity. 

 

Measurement of Internal Brand Equity (IBE) 

As mentioned previously IBE and employee based brand equity is combined under the 

term and concept of IBE as it refers to the same internal aspects of brand equity. 
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Furthermore both terms consist of aspects that should be taken into consideration when 

trying to evaluate either the concept of IBE or employee based brand equity. With this 

in mind the measurement tool of IBE will be a combination of IBE and employee based 

brand equity, and aspects that will be developed below in a set of dimensions 

(indicators) that are considered important to include in regard to each of the concepts. 

 

To a large extent, the concept of IBE refers to behave in a brand consistent manner 

(King & Grace, 2009; Baumgarth & Schmidt, 2010; King & Grace, 2010). Tough in 

order to make this possible, employees need to have knowledge concerning the brand 

(King & Grace, 2009), also referred to as brand knowledge (ibid). Brand knowledge is 

about gaining specific understanding of the brand so that the promise of that brand can 

be correctly delivered (Punjaisri & Wilson, 2007; King & Grace, 2009). However, in 

order to develop brand knowledge the information communicated from the organization 

itself must be coherent and clear (King & Grace, 2009). Actively managing the brand 

internally would make this possible (King & Grace, 2010), though job satisfaction 

within the employee is a necessary aspects to take into consideration since research 

believes that it contribute to a better understanding of brand knowledge (King & Grace, 

2009; King & Grace, 2010; King, Grace & Funk 2012; Xiong, King & Piehler, 2013).  

 

The second dimension in the development of a combined IBE and Employee based 

brand equity measurement tool is brand commitment. Brand commitment refers to the 

commitment that the employee have to certain brand values (Ghose, 2009), and the 

commitment influences employees’ adoption of the brand and their willingness to 

behave in a brand-supporting manner (Baumgarth & Schmidt, 2010; Wallace, de 

Chernatony & Buil, 2013). In order to strengthen the brand commitment within the 

workforce, the organization needs to motivate the employees within (Ghose, 2009). 

Such motivation is often gained through various internal activities (Burmann & Zeplin, 

2005; Punjaisri & Wilson, 2007; Foster, Punjaisri & Cheng, 2010).  Furthermore, 

information communicated clearly to employees can strengthen the brand commitment 

(Baumgarth & Schmidt, 2010), which also could be interpreted as increased brand 

knowledge, explained above, in it self as an influence on brand commitment. 

 

Finally, the last aspect that is considered important, which is taken into account in the 

development of an IBE measurement tool is termed as brand endorsement. Brand 
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endorsement is described as the external communication employees make of the brand 

to other individuals (King, Grace & Funk, 2012). Hence, the extent to which an 

employee within an organization have the willingness to talk about the brand and 

organization in a positive manner, in order to recommend others of the brand and 

organization (ibid).   

 

Brand endorsement contributes to a more consistent brand thinking among employees, 

thus employees that are positive towards the organization in which they are employed is 

motivated in their communication to others, endorsement in the behavior of employees 

therefore contributes to the internal brand equity (ibid). The reason for this is largely 

that brand endorsement in different degrees, have proven to be an influencing factor in 

the employee’s overall performance (Punjaisri, Evanschitzky & Rudd, 2013; Anitha, 

2014). Hence, brand endorsement can be beneficial for organizations as it increases 

employees’ performance, productivity and brand knowledge, which in its turn can 

create economic value (King, Grace & Funk, 2012). Below is a conceptual model, 

which in regard to previous review of IBE is visualizing the concept (see Figure 2: 

Internal Brand Equity), as a second step in the development of a research model.  

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Internal Brand Equity 

 

Employer Attractiveness and Internal Brand Equity 

Research has shown that organizational attributes that support the individual employee 

have led to positive outcomes for the organization (Bell & Menguc, 2002; Bodderas 
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et.al. 2011). Further, employees that are engaged in an organization have the possibility 

of affecting the organizations brand equity (Kimpakorn & Tocquer, 2010; DuBois, Gelb 

& Rangarajan, 2014) which internal brand equity is a part of (Baumgarth & Schmidt, 

2010).  

 

Internal brand equity may be an outcome of employer branding activities, thus aligning 

employees around a brand and its values, offering unique aspects and being attractive as 

an employer (Backhaus & Tikoo, 2004). Hence, creating satisfaction within the 

workforce that increases the organizations development potential (King & Grace, 2009; 

Bodderas et.al. 2011).  This since satisfied employees show tendencies towards 

performing more than just the job duties connected to their job role (King & Grace, 

2009; King, Grace & Funk, 2012). Also employee’s commitment of organizational 

features influences brand acting behavior (Wallace, de Chernatony & Buil, 2013), 

which is vital for organizational efficiency (King, Grace & Funk, 2012).  Further 

strengthened by that the concepts of employer attractiveness, which is one part of 

employer branding, and internal brand equity might be related (Berthon, Ewing & Hah, 

2005), ending up with a potential important relationship between employer 

attractiveness and internal brand equity. Though such a relationship not yet fully 

clarified (Jiang & Iles, 2011). Therefore is the following hypothesis stated, and 

following research model (see next page, p.23) visualized; 

 

H1: There is a significant relationship between employer attractiveness and internal 

brand equity. 
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Figure 3: Research Model 
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3. Methodology 

 

This chapter presents and explain the methodological choices made for this thesis, 

concerning research approach, -strategy and -design as well as data sources, data 

collection method, operationalization, sampling and data analysis method. Followed by 

quality criteria, source criticism and ethical principles.   

 

 

3.1 Research Approach 

When conducting research the methods and directions used are affected by the 

background of the researcher when it comes to research approach (Ghauri & Grønhaug, 

2005). The research approach is a relationship between methods used, data collected, 

theories applied, and values (ibid), it also prescribes the relationship between theory and 

research (Bryman & Bell, 2011).   Consequently, the research approach is dependent on 

the scientific view held by the researcher as well as influence the research conducted 

through its method and design (Ghauri & Grønhaug, 2005; Saunders, Lewis & 

Thornhill, 2009; Bryman & Bell, 2011).  

 

3.1.1 Inductive and Deductive Research 

The research approaches that can be applied in business research consist of inductive 

and deductive approaches, where both have different views of theory and the processes 

of research looks different from one another (Ghauri & Grønhaug, 2005; Saunders, 

Lewis & Thornhill, 2009). Furthermore inductive and deductive approach to research is 

a way of determining what is to be seen as true and false and how to draw conclusions 

out of research (Ghauri & Grønhaug, 2005). Consequently, the both approaches to 

research explain the view of the relationship between theory and research (Bryman & 

Bell, 2011).  

 

Deductive theory and approach is, according to Bryman & Bell (2011), the most 

common view of the relationship between theory and practice within research. Roughly 

drawn, deductive approach is concerned with deducing hypotheses from theoretical 

frameworks in order to be exposed to empirical testing (ibid; Holme, Solvang & 
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Nilsson, 1997; Yilmaz, 2013), hence deductive research is concerned with logic, testing 

theory, and putting theory through a hard test (Ghauri & Grønhaug, 2005; Saunders, 

Lewis & Thornhill, 2009). Whilst inductive approach is concerned with empirical 

evidence, thus observations and findings lead to the building of theories (ibid; Holme, 

Solvang & Nilsson, 1997; Bryman & Bell, 2011). In other words theories is the 

outcome of the research (Ghauri & Grønhaug, 2005).  

 

Deductive theory can be connected to usage of quantitative research and research 

methods due to the fact of striving for generalizability and testing, which is more 

common when conducting quantitative research (Ghauri & Grønhaug, 2005; Saunders, 

Lewis & Thornhill, 2009; Yilmaz, 2013). Whilst inductive approach show tendencies 

towards a more qualitative research as it concerns understanding and meaning, 

However, Bryman & Bell (2011) underline that the difference between them should not 

be to distinct as qualitative research could be conducted in a deductive nature and the 

opposite goes with quantitative as well. Furthermore, Bryman & Bell (2011) states that 

the deductive approach tends to follow a more linear process, where one step is 

followed by another and so on, more than the process does in the inductive approach. 

Hence inductive theory allows the researcher to collect and analyze data in an iterative 

way, where collection and analysis can occur simultaneously (Bryman & Bell, 2011).  

 

Due to the purpose of this thesis, where the research intends to investigate and describe 

a relationship between two variables, the approach of deductive theory is applied to the 

study. The use of a descriptive purpose in the thesis calls for a deductive approach since 

it is needed to test the purpose through deduction of theories, i.e. hypotheses 

testing.  The hypothesis stated for this thesis is derived out of reviewed literature and 

theory, and was thereafter tested.  

 

3.1.2 Qualitative and Quantitative Research 

In research, there is often a distinction between quantitative and qualitative research. To 

put it roughly, quantitative methods are about quantification and measurement 

techniques to analyze numbers, and specifically in form of statistics (Bryman & Bell, 

2011). In its nature quantitative research is more of a deductive approach (ibid). 

Furthermore, reasons for quantitative research are to some extent make generalizations 
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about whole population, this done through gathering of data from a representative 

sample of the population, or on a whole population (ibid; Holme, Solvang & Nilsson, 

1997). Quantitative research is concerned with deducting theory and to test it 

rigorously, also called hypotheses testing (Holme, Solvang & Nilsson, 1997; Saunders, 

Lewis & Thornhill, 2009). Therefore is quantitative research structured in its nature and 

research is conducted through already made decisions on what is seen as important and 

not (Holme, Solvang & Nilsson, 1997).  

 

Meanwhile qualitative research is of a more non-measurement nature that searches for 

underlying factors, understanding and meaning rather than measuring numbers and 

testing hypotheses (Bryman & Bell, 2011), and is therefore more flexible thus what 

kind of information gathered is depending on the source of it (Holme, Solvang & 

Nilsson, 1997). Furthermore qualitative research is concerned with interpretation of 

respondents (Ghauri & Grønhaug, 2005), an attempt from the researcher to experience 

and perceive from respondents point of view of. There is a possibility to code 

qualitative material and therefore, it opens possibilities to statistically analyze 

qualitative material as well (ibid). Consequently, argumentation is made what is to be 

seen as a suitable method in science (Ghauri & Grønhaug, 2005; Bryman & Bell, 2011).  

 

As the purpose of this thesis implies, it intends to describe a relationship between two 

variables, thus test and verify the possibility of an existing relationship. Thus there is a 

need to collect right information and data, which when describing a relationship needs 

to consist of numbers. The data gathered is therefore possible to statistically analyze and 

a quantitative research is more suited as it enables a quantification of numbers. Further 

the qualitative research could not be applied to this thesis as the aim not to understand 

nor to apply meaning to underlying factors; instead the aim for this thesis is solely to 

investigate a possible relationship.  

 

3.2 Research Design 

Research design of a study is intended to work as a systematic plan, or design, for the 

research, this since it influences crucial parts of the research process such as data 

collection and consequently the analysis as well (Ghauri & Grønhaug, 2005; Yin, 2009; 

Malhotra, 2010). Research design refers to the identified problem of the research 
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(Saunders, Lewis & Thornhill, 2009) and thus reveals how to conduct research, and 

justifies decisions since it pervades the whole research. Therefore it is of importance to 

be clear about what type of problem the research is intended to investigate (Saunders, 

Lewis & Thornhill, 2009), hence the reason of usage of a research design is to end up 

with a result that relates to the research problem (Yin, 2009). 

 

3.2.1 Exploratory, Descriptive and Causal design 

Commonly discussed areas within research design are the classifications of exploratory 

descriptive, and causal research designs (Nardi, 2003; Ghauri & Grønhaug, 2005; 

Saunders, Lewis & Thornhill, 2009). These three designs is different from one another 

when it concerns, research objective, purpose, and methods used (Ghauri & Grønhaug, 

2005). The research design used is also dependent on the problem the research is 

intended to solve, as it can be both structured and unstructured (ibid). 

 

Exploratory design is often applied when the research problem is unstructured in its 

nature (ibid), and when pieces of research are exploring, thus when research is striving 

for knowledge on a specific phenomenon but do not yet have enough pre-knowledge or 

information of a particular phenomenon (Nardi, 2003; Aaker et.al. 2010). An 

exploratory design is highly flexible and versatile, and can therefore bring new insights 

and interesting ideas to an area of interest (Aaker et.al. 2010). Further, an exploratory 

design is often applied in qualitative research since it is more flexible and the researcher 

is able to find new directions along the way, this is how the research is conducted until 

it reaches saturation or yet another new direction (Malhotra, 2010). Therefore is the 

creativity of a researcher an important factor within exploratory research (ibid). 

 

When instead using a descriptive design it is of importance to have a clear 

understanding of the area in which the research is focused upon, this in beforehand to 

the gathering of data (Saunders, Lewis & Thornhill, 2009). The nature of a descriptive 

research is therefore more structured, thus the research problem is more understood and 

clear than it is within exploratory research (Ghauri & & Grønhaug, 2005; Malhotra, 

2010).  Hence descriptive research calls for a detailed plan of how data is collected, 

from whom and how many, how it should be measured as well as how the whole 

research should proceed. Ghauri & & Grønhaug (2005) states that the characteristics of 
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descriptive design are structure, procedures and rules. Therefore is descriptive design as 

it sounds, a design for describing something, often characteristics of a certain 

phenomenon or relationships between variables (Ghauri & Grønhaug, 2005; Aaker et.al. 

2010; Malhotra, 2010). In order to conduct research, hypotheses are often applied, 

though somewhat speculative (Aaker et.al. 2010) 

 

Causal design however, is concerned with investigating causal relationships between 

variables (Saunders, Lewis & Thornhill, 2009). Hence the aim of causal design is to 

investigate cause and effect, thus is a variable a determinant of another variable. This in 

opposite to a descriptive design that can only show that there is a relationship or 

association between variables (Aaker et.al. 2010). Though, as with descriptive design, 

the causal design is of a structured nature and there is need for knowledge of an existing 

relationship before a consideration of causal design is made (ibid). Thus, there should 

be evidence of an existing relationship otherwise there will be no need to conduct a 

design of causality (ibid).  As in the descriptive design there is usage of hypotheses, but 

in the causal design they a much more specific as well as the research questions, this 

due to the fact that causal design demands proof and evidence (ibid; Malhotra, 2010). 

 

This thesis applies a descriptive design, as it intends to investigate a relationship 

between two variables. Furthermore the variables of interests, employer attractiveness 

and internal based brand equity, are both two areas which has been explored by 

previous research and is therefore it is possible to apply both variables in a descriptive 

study. As the relationship between both variables has not been investigated as existing, 

only speculative, it is therefore not yet ready for a causal design which, as explained 

above, calls for a determined relationship before investigation of cause and effect.  

 

3.3 Data Sources 

Data sources are, according to Ghauri & Grønhaug (2005), carriers of information. Thus 

sources from which data, interesting for a certain piece of research can be collected 

from (ibid).  Literature makes a distinction between sources of data, which is primary 

and secondary sources from which data collection can be made (Malhotra & Birks, 

2003; Ghauri & Grønhaug, 2005; Aaker et.al. 2010). Primary sources are sources from 

which data is collected by a researcher in order to gather information for a specific 
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research problem (Aaker et.al. 2010).  What should be collected is dependent on the 

research problem and objective as well as research design (Ghauri & Grønhaug, 2005) 

and some data collection methods are more suited than others to use (Aaker et.al. 2010). 

The information gathered from primary sources is advantageous in such a way that the 

information is appropriate for the objective of a piece of research (Malhotra & Birks, 

2003; Ghauri & Grønhaug, 2005). Primary data and sources are suited for research that 

is interested in investigating behavior, attitude, and intentions though as well as when 

underlying factors is of interest, thus questions to individuals and organizations is 

necessary (ibid).  

 

However, research can also use data from secondary sources, where information is 

already available for a researcher and which the researches do not need to collect him- 

or herself (Aaker et.al. 2010) i.e. it is less time consuming. Secondary data can be 

useful when for example explaining a research problem (Ghauri & Grønhaug, 2005). 

Compared to primary sources, secondary data has often been collected for a different 

purpose than the research problem specific for a piece of research (Aaker et.al. 2010). 

Secondary sources of information involve company information systems, government 

sources, websites, studies and reports as well as panels (Ghauri & Grønhaug, 2005; 

Aaker et.al. 2010). Disadvantages with secondary data may be that the data is not valid 

or relevant and therefore conclusions made on secondary data might be vague (ibid). 

 

In this thesis, the data was gathered through primary sources. Furthermore an objective 

was to investigate currently employed individuals and to ask subjects about their 

opinions as well as behavior and primary sources is thus preferable, not least since 

organizations and employees within differs from one another. The data is therefore 

collected from subjects considered possessing the right information, and by using data 

from primary sources a potential risk of building conclusions based on non-authentic or 

in-correct information is minimized.  

 

3.4 Research Strategy 

Bryman & Bell (2011) describes research strategy as a framework from which a 

researcher collects his or her data as well in which way analyses is chosen to be 

conducted. Research strategy is closely connected to both approach and research design 
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(ibid), as research strategy is, as well, concerned with what is aimed to be investigated, 

thus if the purpose of a study is to understand or to generalize. Consequently, research 

strategy is an important decision and consideration to make consciously in relation to 

chosen approach and design, and consist of experiment, survey, case study, historical 

analysis, and archival analysis (Yin, 2009; Saunders, Lewis & Thornhill, 2009). 

 

With a descriptive purpose, as in this thesis, it is possible to apply either a longitudinal- 

or a cross-sectional design. Though both strategies differ as longitudinal has the 

intention of measure more than on one point in time, usually on two separate times and 

often in a long time period. A cross-sectional design however, is instead measuring at 

one specific point in time. Thus, a longitudinal design is more time consuming and 

cross sectional design is conducted over a shorter period of time (Bryman & Bell, 

2011). Further, as this thesis intends to investigate a relationship between two variables, 

it is more suitable to apply a cross-sectional design as it enables the possibility of 

examining such a relationship, though cannot explain a causal relationship between the 

both variables, or draw any causal inferences from it (ibid). Making causal inferences of 

two variables is rather a concern of longitudinal design that deals with social change 

and causal influences, something that is not to be investigated in this thesis and 

therefore is a cross-sectional design applied. 

 

3.4.1 Cross-Sectional Design 

Cross-sectional design can be compared to social survey design, thus it is closely 

connected to questionnaires and structured interviews (Bryman & Bell, 2011). Though, 

the cross-sectional design can also include research methods as structured observations, 

content analysis, statistics, and diaries (ibid). A cross-sectional design is applied when 

pieces of research aims to gather data and information from more than one subject and, 

according to Bryman & Bell (2011), usually a lot more than solely one subject. 

Furthermore the cross-sectional design is concerned with collecting data from a single 

point in time, which can be compared to a longitudinal design, where data is rather 

collected more than in one point in time since such a design is more concerned with 

change, than the cross-sectional design is (ibid; Nardi, 2003). Further the intention of 

cross-sectional design is to gather quantifiable data in which a researcher can detect 

patterns and relations, two or more variables between (ibid; Nardi, 2003), which is in 
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similarity to the intention of conducting social survey research. Bryman and Bell (2011) 

explains that researchers choosing the cross-sectional design is interested in variation 

and is therefore investigating more units than one, and those can involve people as well 

as organizations or nations and so on. In order to detect a variation it is necessary to 

gather data that is quantifiable, which is the case in cross-sectional design.  

 

Further a cross-sectional design can be conducted both single or multiple, whereas a 

single cross sectional design is applied when it is desirable to collect data from a single 

sample within the population of interest, and the gathering of data is performed at a 

single point in time (Malhotra, 2010). This in comparison so the multiple cross-

sectional design where the research is instead conducted on more than one sample 

within a population under investigation, i.e. if an organization contain several 

departments a multiple cross-sectional design is concerned with gathering of data from 

each of the departments (ibid).   

 

As this thesis intends to investigate one organization, and specifically the employees 

within that organization it is suited to perform a single cross-sectional design, as this 

thesis will examine one sample and at one specific point in time. This choice is been 

made due to the fact that organizations between differ when it comes to attractiveness as 

each organization may offer different things to its employees (Maxwell & Knox, 2009; 

Bryman & Bell, 2011).  

 

3.5 Data Collection Method 

In order to conduct research, and investigate identified research problems, there is a 

need for collection of empirical data that can be interpreted or be analyzed to draw 

conclusions about the research problem and area of interest. Though, there exists a 

variety of such collection methods (Bryman & Bell, 2011), thus importance lies with 

the fact that the method need to go along with the kind of data needed, partially 

dependent on the type of analysis to be carried out (Ghauri & Grønhaug, 2005). Also 

the type of research design that is present is important to take into consideration, 

because different designs require different ways of collecting data (Malhotra, 2010). For 

example an exploratory research design are more into qualitative research methods 

(ibid) such as in depth-interviews (Bryman & Bell, 2011), meanwhile a descriptive 
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design could be conducted through a structured interview or questionnaires (Malhotra, 

2010). Lastly, a causal design is mainly concerned with experiments (ibid). 

 

This thesis applied a self-completion questionnaire distributed through e-mail as a data 

collection method, this due to the descriptive purpose and design of the study as well as 

the choice of a cross-sectional design. When conducting a cross-sectional design there is 

a close connection to social survey, i.e. questionnaires or structured interviews (Bryman 

& Bell, 2011). Though as self-completion questionnaires enables participants to stay 

anonymous as well as it is a more suitable data collection method to apply, as it is 

possible to reach a larger group of subjects since actually interview the subject is not 

needed. Furthermore, it should be realized that the population is employees within an 

organization with ordinary work tasks to be performed in their daily work and therefore 

their time is limited. With respect of the organization's participation in this study, 

questionnaires were discussed as the most suited method of information collection. 

 

3.5.1 Self-completion Questionnaire 

A questionnaire is a structured data gathering technique, which imminent goal is to 

receive answers to questions asked (Malhotra & Birks, 2003; Nardi, 2003). Hence, 

answers commonly concerning opinions, knowledge or behaviors of subjects (Graziano 

& Raulin, 2010). Importance lies within the possibility of gaining answers that is 

authentic and correct, from the subject (Malhotra & Birks, 2003). Also completion of 

the questionnaire is important since half answered questionnaires is of limited use 

(Malhotra, 2010). There exists a variety of activities that should be taken into 

consideration in order to, hopefully, gain completed questionnaires with correct and 

authentic answers (ibid). Such activities can be to motivate subjects, ask questions that 

there is a willingness to answer or keep the questionnaire short to avoid bored or 

fatigued subjects (ibid). Response error should be avoided to the max and at the same 

time a response rate should be as high as possible (Bryman & Bell, 2011). The 

construction of the questionnaire is highly concerned with this, which is developed in 

paragraph 3.6.2 Questionnaire Construction.   

 

One of the most common ways to accomplish questionnaires is to make it possible for 

the subject to fill in the answers him or herself (Nardi, 2003), called self-completion 
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questionnaires, SCQ (Malhotra & Birks, 2003; Bryman & Bell, 2011) or self-

administered questionnaires (Nardi, 2003; Bryman & Bell, 2011). Further, there exists 

different ways of presenting a questionnaire, either by post, internet or paper handouts, 

in other words SCQs, as well as interviewer and subject conversation e.g. by phone or 

face-to-face (Bryman & Bell, 2011). Both approaches have their own positive and 

negative aspects that need to be taken into consideration (Nardi, 2003). SCQs could, for 

example, make the subject feel more anonymous, compared to a structured interview 

face-to-face, and therefore the subject may answer questions asked more honestly and 

consequently more correctly (ibid). On the other hand, structured interviews makes it 

possible for the subject to in turn ask questions about the purpose and meaning of 

certain and specific questions (ibid). Furthermore time as an influencing factor could 

also be taken into consideration, depending on the numbers of subjects that are being 

investigated, i.e. the sample size.  

 

3.5.2 Questionnaire Construction  

As stated above, in paragraph 3.6.1 Self-Completion Questionnaire, questionnaires is 

concerned with gaining answers that can be used and trusted. Although, in research 

there are many different aspects that can lead to a biased result, and a badly constructed 

questionnaire is one such aspect (Malhotra, 2010; Bryman & Bell, 2011), though there 

is no certain way of conducting a questionnaire due to the lack of scientific evidence 

(Malhotra, 2010).  The questionnaire might not fulfill requirements to measure what it 

intends to due to poor amount of questions (Ghauri & Grønhaug, 2005) or even that the 

questions asked are being misunderstood by the subject and thus a bias result could 

appear (Malhotra, 2010), a bias that could be difficult not to say impossible to realize as 

a researcher. Not at least when self-completion questionnaires are being used and the 

subject are not entitled to ask questions to clarify potential faults that he or she fronts. 

Furthermore, the number of answers received compared to the total number of subjects, 

also explained as response rate, is an important factor to have in mind since a non 

response might lead to biased results since the nonresponse subjects could differ from 

the ones that is responding  (Nardi, 2003; Malhotra, 2010). In other words, a high 

response rate is preferable (ibid).  
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Different actions can be taken in order to minimize the risk of a biased questionnaire 

(Malhotra, 2010; Aaker et.al. 2010; Bryman & Bell, 2011). To start, for example, it is 

good to pinpoint what type of information that is actually needed, connected back to the 

focused problem of the research and the theoretical foundation (Malhotra, 2010). 

Furthermore such things as development of questions and if the question is needed or 

not, encouragement to answer, actions and structural concerns should be kept in mind in 

the construction of the questionnaire (Malhotra, 2010). However, these actions vary 

depending on reason, purpose, of usage. For example, an intention with the layout of the 

questionnaire is to make it more attractive or professional and thus make the subject 

encouraged to answer (Malhotra, 2010). As a consequence of this, there are several 

different possible approaches to try to develop a questionnaire to the best possible, and 

therefore trying to minimize potential factors that could lead to a biased result.  

 

The self-completion questionnaire constructed, see appendix 2, begins with a cover 

letter explaining the purpose of the questionnaire, ethical principles such as anonymity 

as well as highlighting the value of the subjects answers and participation. The self-

completion questionnaire consisted of a total amount of eight statements and questions. 

The self-completion questionnaire was intended to measure both variables of Employer 

attractiveness and Internal brand equity, thus the questionnaire was constructed with 

regard to the measurements of both variables. Social-, economic-, interest-, 

development-, and application value as measurements of employer attractiveness and 

with brand commitment, brand knowledge, and brand endorsements as measurements of 

internal brand equity. Further each measurement of the variables was decided to be 

measured through three items, and all items (statements) was replicated from previous 

research conducted concerning employer attractiveness and internal brand equity, 

therefore the questionnaire in total consisted of 24 statements and three questions 

concerning control variables.  

 

Further as the questionnaire was to be distributed to a Swedish speaking organization 

the questionnaire was translated, and therefore it was important to try to translate it as 

accurately as possible in order to avoid any biases. The layout of the questionnaire was 

very simple, as was the structure of the statements and questions. Overall when the 

questionnaire was constructed, to large extent different concerns were kept in mind to 

avoid potential error and thus bias results.  
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3.5.2.1 Question Structure 

Question structure, or question nature, addresses overall how to ask questions (Bryman 

& Bell, 2011). A question could either be unstructured or structured (Malhotra, 2010; 

Bryman & Bell, 2011), that is, open-ended or closed-ended (Aaker et.al. 2010). With an 

open-ended question the subject have the possibility to answer the question with his or 

her own words (Malhotra, 2010; Bryman & Bell, 2011). Whilst with a closed-end 

question the subject is given a number of alternatives as possible answers (ibid). 

According to Malhotra (2010) open-ended questions are more of an exploratory 

approach to research compared to closed-end questions. Furthermore, in usage of SCQs, 

advantages lies within the use of closed-end questions since it by ease eliminate bias 

factors that might occur while using open-ended questions (Aaker et.al. 2010). Such 

bias would for example be incomplete questionnaires (ibid). Also response rates show 

tendencies towards being lower when open-ended questions are present (Bryman & 

Bell, 2011). Though, open-ended questions make it possible for the subject to fully 

answer what he or she wants to and such an aspects would be a positive one when 

talking about eliminating biased results (Bryman & Bell, 2011). On the other hand it 

might be time consuming with open-ended questions and moreover, coding such 

material might differ from answer to answer creating a biased result (ibid). There are a 

lot of positive and negative aspects with both open-ended and closed-ended question 

and thus no best way of constructing a questionnaire exists.  

 

To measure specific objects of interest, there is a need to classify characteristics of that 

object or objects, typically by numbers as statistics is a commonly used measurement 

tool (Malhotra, 2010; Aaker et.al. 2010). This can be done through either coding the 

material into numbers or use questions that are constructed with numbers, in other 

words measurement scaled answers. Primary there are four measurement scales that is 

commonly used (ibid). These are nominal, ordinal, interval and ratio. All with there own 

properties that have an impact of the analysis that can be made (Aaker et.al. 2010) and 

is therefore important to keep in mind when construction of questions is being made. 

Furthermore, the aspect of how the question and it´s answers are formulated should be 

kept in mind. This in order to decrease potential errors, bias, that might occur (Nardi, 

2003).  Importance lies within the possibility to avoid assumptions, generalizations, 
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advanced words, leading questions and such that may affect the subject (Malhotra, 

2010).  

 

All statements was derived from previous tested measurements scales, and the items 

included in the questionnaire was chosen based on the factor analysis values, thus the 

items chosen to be included were those with the highest values of factor analysis. 

Further the questionnaire was including three control variables consisting of gender, age 

and employment years within the organization. As the items included in the 

questionnaire, see appendix 2, was derived from accepted measurement scales so was 

the structure of a Likert scale. Previous research that has used the measurements of 

employer attractiveness and internal brand equity has used the Likert Scale when 

measuring the both variables. Likert scale is a tool used in order to see the subjects’ 

agreement or disagreement with a statement (Nardi, 2003), it is an ordinal scale but the 

data generated is commonly treated as interval (Malhotra, 2010; Aaker et.al. 2010). 

Furthermore all the items, statements, included in the questionnaire were close-ended 

and consequently no open-ended question was used, potentially minimizing a low 

response rate. Also, when using closed-ended questions combined with the Likert scale 

the material in its nature was numbered and therefore coding was not necessary, 

eliminating another potential bias factor.    

 

Furthermore, the questions was phrased in as much of a neutral sense as possible in 

order to avoid any errors that may occur. Errors such as the impact on the subjects’ 

perception through the use of "strong" or significant words that somehow reinforce, 

weaken or distort the issue actually intended to mean. 

 

3.5.3 Pretesting of Questionnaire  

A pre-test of a questionnaire is conducted in order to make sure that the questionnaire 

meets the requirements and expectations of what is intended to be collected, thus that 

the correct information is obtained in relations to what is to be investigated (Aaker et.al. 

2010; Bryman & Bell, 2011). Though, even if it the former presented reason for pilot- 

and pretesting is highly important, a pretesting also reveals whether a questionnaire has 

a flow, that the instructions are easy understandable, if the wording of the questions is 

adequate, if questions asked are there for a good reason, and if the questionnaire is 
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lengthwise correct (Nardi, 2003; Bryman & Bell, 2011). Further a questionnaire can be 

pre-tested through specific questions as well as be tested as a whole. Aaker et.al. (2010) 

suggests that a first step in pre-testing a questionnaire is for a researcher to take the 

point of view of subjects in trying to answer the questions stated. A further step can be 

to let experts within the area of interest to review the questionnaire in order to obtain 

feedback and critique (Malhotra, 2010). Lastly a researcher can test the questionnaire on 

subjects that are representative for the sample population, though Bryman and Bell 

(2011) states that it is important that the subjects used are not part of the population of 

the actual study.  

 

In this thesis the questionnaire was pre-tested following the three steps presented above. 

Where the researchers, thus the authors of this thesis, viewed the questionnaire as a first 

control, critically. And thus, try to view the questionnaire and its questions in the eyes 

of subjects included in the sample. Though as the questionnaire and its content was 

constructed and developed by the researchers of this thesis, it was also considered 

important to let experts within the area to critically review it as well. It was therefore 

determined to let two employees, one senior lecturer and one junior lecturer, of 

Linnaeus University in Växjö to review the questionnaire as a second step before 

sending out the questionnaire. Further the questionnaire was pilot tested on subjects, 

which could be seen as representative for the population of the study, though not part of 

it. The subjects asked to test the questionnaire consisted of 15 subjects, which according 

to Aaker et.al. (2010) and Malhotra (2010) is a recommended amount of test pilots if 

the nature of the questionnaire is not too difficult. The subjects used were representative 

of the population as they were currently employed, of various ages and gender. After 

the three steps were implemented the questionnaire was somewhat revised before sent 

out the population and sample of interest, in order to avoid as much error and biases and 

possible.  

 

3.6 Operationalization 

Operationalization is concerned with transforming theories into measures (Bryman & 

Bell, 2011). In order to develop the operationalization there is a need for detailed 

information of the concept or concepts that are to be measured (Ibid), i.e. the theories of 

the concept or concepts need to be well developed and understood in order to measure it 
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in best possible way. Furthermore there is also a need for having an understanding that 

the respondent might not have deep knowledge of the area that she or he is being 

questioned about and therefore the indicators or items of different concepts need to be 

constructed in best possible way to avoid misunderstanding. See Table 3.1: 

Operationalization (p.39) as it presents the operationalization of this study. 
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Table 3.1: Operationalization 

Theoretical 

Concept 

Theoretical 

definition 

Operational 

definition 

Measurement Measurement Items 

     
 

Employer 

Attractiveness 

(EmpAt) 

 

The envisioned 

benefits an employee 

perceives an 

organization 

(employer) to 

possess. 

 

(Berthon, Ewing & 

Hah, 2005; 

Sivertzen, Nilsen & 

Olafsen, 2013) 

 

 

Through the EmpAt- 

Scale, measure 

employer 

attractiveness, thus 

the perception of an 

employer from the 

perspective of 

employees. 

 

Social Value 
The extent to which an individual 

values an employer providing a 

fun working environment and 

good relationships to colleagues. 

 

Economic Value 
Concerns salary, economic  

benefits, and job security. 

 

Interest Value  

Concerns the innovation and 

interest to the products or services 

provided by an employer. 

 

Development Value 
Concerns the extent to which an 

employer can offer career 

opportunities and confidence. 

 

Application Value 
Concerns the extent to which an 

employee feels appealed to an 

employer which rises 

opportunities for employees to 

apply and use what they have 

learned and learn others. 

 

 

 

Social Value 
 Having good relationships with colleagues. 

 Having supportive and encouraging colleagues. 

 Having a happy work environment. 

 

Economic Value 
 An above average basic salary. 

 An attractive overall compensation package. 

 Job security within the organization. 

 

Interest Value 
 Both values and makes use of your creativity. 

 Is an innovative employer. 

 Produces high-quality services. 

 

Development Value 
 Feeling more self-confident as a result of working for 

your particular organization. 

 Feeling that you are gaining career-enhancing 

experience. 

 Feeling good about yourself as a result of working for 

your particular organization.  

 

Application Value 
 Opportunity to apply what was learnt at a tertiary 

institution. 

 Acceptance and belonging. 

 Opportunity to teach others what you have learnt. 
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Internal Brand 

Equity (IBE) 

 

The brand equity 

based on internal 

factor, thus 

employees acting in 

a consistent manner 

to a brand. 

 

(King & Grace, 

2009;Baumgarth & 

Schmidt, 2010) 

 

 

 

 

A measurement 

scale, measuring the 

internal brand equity 

of an organization 

thus the brand 

oriented behavior of 

employees.  

 

Brand Commitment 
Refers to the commitment that the 

employee have to certain brand 

values, and the commitment 

influences employees’ adoption of 

the brand and their willingness to 

behave in a brand-supporting 

manner. 

 

Brand Knowledge 
The extent to which an employee 

is gaining understanding of the 

brand so that the promise of that 

brand can be correctly delivered. 

 

Brand Endorsement 
Outcomes of positive employee 

attitudes, thus positive external 

communication. 

 

Brand Commitment 
 I am proud to a part of the organization I work for. 

 I really care about the organization I work for. 

 My values are similar to those of the organization I 

work for. 

 

Brand Knowledge 
 I am well informed about the values represented by the 

brand. 

 I know how to comport myself so as to represent our 

brand to customers positively. 

 I am aware of the goals we try to achieve through the 

brand. 
 

Brand Endorsement 
 I would recommend the organization (brand) I work 

for to someone who seeks my advice. 

 I enjoy talking about the organization (brand) I work 

for to others. 

 I talk positively about the organization (brand) I work 

for to others. 
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3.7 Sampling 

In research the objective is commonly to gather data or information concerning a 

specific aspect (i.e. variables or characteristics) of a certain population (Malhotra & 

Birks, 2003). Thus in order to solve a research problem it is necessary to determine 

from where data is to be obtained (Ghauri & Grønhaug, 2005).  A population is 

described as the sum of all elements, sharing certain characteristics and from which a 

sample can be drawn, and a population can consist of individuals as well as 

organizations and products. (Malhotra & Birks, 2003; Graziano & Raulin, 2010). 

Further, a sample is the subgroup of subjects within a population drawn for attendance 

in a piece of research (ibid). Sampling is highly important in quantitative research and 

can be advantageous, as sampling will save both monetary means as well as time 

(Ghauri & Grønhaug, 2005), it can be performed in a variety of ways, and there are 

different techniques to apply depending on the research conducted. Ghauri & Grønhaug 

(2005) mention that collection of information can be obtained from each subject or 

element within a population as well as from just a part of a population, thus a sample, 

from which generalizability can be inferred (Bryman & Bell, 2011). 

 

Further sampling can be divided into probability and non-probability sampling, where 

in probability sampling each subject within a population has exactly the same 

probability of being included in the sample (Ghauri & Grønhaug, 2005). With a 

probability sampling it is possible to make statistical conclusions about the population 

from which the sample has been drawn, as it may be representative (ibid). Sampling 

techniques that may be applied in probability sampling consist of simple random 

sample, systematic sample, stratified random sampling and multi-cluster sampling 

(Malhotra & Birks, 2003; Ghauri & Grønhaug, 2005; Bryman & Bell, 2011). Non-

probability sampling however, is used when probability sampling is not suitable, if it is 

not practical or if it is not necessary to perform a true probability sampling (Nardi, 

2003).  Whereas probability sampling is reliant on chance, non-probability sampling is 

more dependent on the judgments made by the researcher (Malhotra & Birks, 2003). 

Thus when conducting non-probability sampling it is not possible to make 

generalizations to the same extent as when conducting probability sampling (ibid). Non-

probability sampling includes those techniques that are not covered by probability 

sampling, and consist of convenience-, judgmental-, quota-, and snowball sampling. 
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3.7.1 Target Population 

In order to draw a sample from which information is to be gathered, it is necessary to 

clearly define from whom the information is to be collected (Aaker et.al. 2010). Thus 

the population needs to be precisely identified; otherwise the research conducted will 

result inaccurate (Malhotra & Birks, 2003). The target population consists of all 

elements that are considered to possess the information suited for research conducted 

(Ibid; Aaker et.al. 2010). As the target population should be clearly specified, it is to be 

specified through elements, sampling units thus the unit which consist of the elements 

of interest, extent thus the geographical limits and lastly time which is concerned with 

the time period (Malhotra & Birks, 2003).   

 

As this thesis intends to describe a relationship between two variables, with respect to 

employees within an organization, the target population is defined through elements; 

males or females of any age, job position and employment years within the 

organization. Sampling units; a small and medium sized organizations, thus 

organizations with less than 250 employees and with an annual turnover of less than 40 

million euro (European Union, 2014). Extent; the city of Gothenburg, and lastly time; 

February- may 2014. 

 

3.7.2 Sampling Frame 

A sampling frame is to be determined before a sampling technique can be decided on 

and before a sample can be drawn (Aaker et.al. 2010). The sampling frame is described 

as a list of units within the target population, from which a sample then can be obtained 

(Ghauri & Grønhaug, 2005). The sampling frame can include each subject in a 

population though it not necessary to include all, sometimes it may be useful to specify 

subjects from within a population (ibid). Sampling frame can therefore be helpful as 

guidance and directions for how to determine the target population (Malhotra & Birks, 

2003).   

 

The sampling frame for this thesis, when referring to the specified target population, 

should consist of a determined list of all small and medium sized organizations located 

in the city of Gothenburg. Though, as the authors of this thesis could not construct such 

a list, and as there was no such list to be obtained due to restraints of monetary means, 
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the sampling frame is difficult to clearly define. As the sampling frame of the target 

population is not specified, choice of sampling techniques were affected, as it creates 

limits of which technique may be used. 

 

3.7.3 Sampling Technique 

A decision of a sampling technique is dependent on the defined target population and 

sampling frame, a most importantly whether the sampling technique it is to be a 

probability or a non-probability sampling (Malhotra & Birks, 2003). According to 

Aaker et.al. (2010) probability sampling techniques is to be preferred as it is a random 

process of what or who should be included, determined by chance or risk. The 

techniques that are possibly to apply in a probability sampling was presented in 

paragraph 2 in 3.7 Sampling. Though, in order to perform a probability sampling it is 

necessary to have a defined sampling frame (Aaker et.al. 2010).  

 

As this study did not have access to a determined list of all small and medium sized 

organizations located in Gothenburg, it was not suitable to apply a probability sampling. 

Thus was a non-probability sampling of convenience sample applied as a suitable 

technique. This since the authors received an opportunity from an organization to 

conduct this study, through contacts. Further, when conducting research on 

organizations and employees it is somewhat difficult to generalize results beyond the 

target population, as organizations tend to differ and to generalize results from one 

organizational study to other organizations is not suggested as it is not meaningful 

(Bryman & Bell, 2011; Maxwell & Knox, 2009). A convenience sample was therefore 

appropriate, as the organization that was investigated, suited the target population and 

were a medium sized organization of 135 employees. 

 

3.7.3.1 Convenience Sampling 

A convenience sample is described as a sample that is easily accessible or available for 

the researcher (Bryman & Bell, 2011), thus contacting units or elements that are 

convenient (Aaker et.al. 2010). Further the technique of a convenience sample is often 

less expensive than other sampling techniques as well as the information may be 

obtained more quickly (ibid).  The selection of elements is completely up to the 

researcher conducting the research and it is common that elements are sampled due to 
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being at the right place at the right time and is therefore convenient to be included in the 

research (Malhotra, 2010). Even though the advantages of being a less time consuming 

technique, less expensive and involving easy access to elements, the convenience 

sampling technique has limitations that should be taken in consideration (ibid).  I.e. the 

generalizability could be questioned (Malhotra & Birks, 2003). 

 

Even though the selection of organization was made through the technique of a 

convenience sampling, it is important to mention that the selection of elements, thus 

subjects, within the organization was not made through a convenience sampling 

technique. Instead, as the population was rather small, the decision was to include each 

subject and therefore send the self-completion questionnaire to all. Each element, 

subject, has thus the same chance to be included in the study. 

 

3.7.4 Sample Size 

Sample size is concerned with the amount of elements, or subjects, which is to be 

included in the research and from whom the data is to be gathered (Malhotra & Birks, 

2003). The sample size is dependent on different aspects, such as what kind of research 

is conducted, what data is to be gathered, as well as resource limitations (ibid; Malhotra, 

2010). 

 

When a quantitative study is conducted, the sampling technique of simple random 

sampling is usually applied. When using such a technique it is necessary to calculate the 

sampling frame, thus the number of elements, subjects, to be included in the final 

sample. Further, as this is a quantitative thesis, though with an applied convenience 

sampling technique in choice of sampling unit, a decision was made to calculate a 

sampling size with a 90% confidence interval as there were statistical calculations made 

in the data analysis of data obtained. It was therefore important to have an 

understanding of the minimum amount of responses from the self-completion 

questionnaire that was necessary to obtain in order to make such calculations. 
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Figure 4: Sample Size Calculation (adapted from Malhotra, 2010) 

 

The calculation of sample size, see figure 4, shows that the minimum amount of 

responses necessary to obtain in order to make statistical data analyses is 91, with a 

confidence interval of 90%. Thus 91 responses needs to be obtained from the subjects 

within the sampling unit, the medium sized organization. Though as there will be 

factors that will affect the response rate of the questionnaire, i.e. subjects being on 

vacation, notified ill or who choose not to answer the self-completion questionnaire, it 

was therefore considered important to not only distribute the questionnaire to only 91 

subjects, instead it was determined possible to send the self-completion questionnaire to 

each employee within the organization. Thus the questionnaire was sent out to 135 

subjects.  

 

3.8 Data Analysis 

In order to turn the collected data into understandable and reasonable sets of 

conclusions, data analysis is important as it makes it possible to obtain insights from the 

information gathered (Aaker et.al. 2010). The choice and directions made for data 

analysis should be made consciously and at an early stage in the research process as the 

data analysis method used, is dependent on the data collected as it is not possible to 

apply any data method to any variables under investigation (Bryman & Bell, 2011). 

Further sampling technique and -size used may also influence as it can limit the data 

methods that are possible to apply to the research (ibid).   The raw data that is obtained 

from a questionnaire needs to be prepared before undergoing analysis (Aaker et.al. 

2010).   
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3.8.1 Data Coding and Entry 

It is necessary to code the raw material obtained from a questionnaire in order to enter 

the data in a data analysis program i.e. Statistical Package for the Social Sciences, SPSS 

(Malhotra & Birks, 2003). Data coding refers to the actions of giving each of the 

answers in a questionnaire a code, usually a number. Coding can also be seen as a 

classification, where answers are specified and placed in categories (Ghauri & 

Grønhaug, 2005). E.g. when subjects are to answer which gender they are, the answers 

of male and female are, when coded, assigned the number of 1 and 2. Coding is 

somewhat easier when data consist of close-ended questions, as it is possible to clearly 

state how the answers are to be entered into a data analysis program (Aaker et.al. 2010). 

Whereas it with open-ended questions is more difficult, usually it is needed to identify a 

list of possible answers and then categorize the answers actually obtained into the 

different categories specified (ibid). 

 

In this thesis, the self-completion questionnaire constructed consisted mainly of 

statements measured through a seven-point Likert scale, measuring subjects’ degree of 

agreement or disagreement. Scaling from 1 to a very little extent to 7 to a very large 

extent. Each of the answers obtained was therefore coded from 1 to 7 and entered into a 

SPSS data sheet. When entering the material into SPSS the data was directly copied 

from the survey and the responses of each subject were entered individually in SPSS to 

avoid any errors. Also, the SPSS datasheet was constructed in detail to avoid entering 

the answer in a wrong cell or column of the datasheet. The datasheet was constructed in 

beforehand of sending out the questionnaire, this in order to be able to enter each 

subject’s answer as it was received.  

 

3.8.2 Descriptive Statistics 

Descriptive statistics refers to the data which is presenting the population of interest in 

the research conducted, often presented in quite basic forms of statistics such as median, 

mean, mode, range, frequencies, distribution, confidence interval, and so on (Nardi, 

2003). By calculations of such statistical measurements different opportunities appear, 

opportunities such as to see differences between indicators and items used, or the 

frequency rate of on a specific choice of answer  (Malhotra & Birks, 2003). 

Furthermore, descriptive data statistics give opportunities to calculate dispersions from 
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the mean by standard deviation, also called central tendency, indicating how much the 

data collection material differs from the mean in each item, in other words dispersion of 

each individual x-value. 

 

The descriptive statistics included in this study consisted of gender, age and amount of 

years employed within the organization. Further the mean, median, mode, frequency, 

and standard deviation of the statements was calculated for the population. This to 

present the population and the individuals within, as well as presenting the answers 

received in the self-completion questionnaire. These descriptive statistics were 

considered important not only because it gives an overall understanding of the data set 

and population but also because some the values calculated in descriptive statistics were 

later on used in the performed regression analysis, and therefore it was considered 

important presented those values.  

 

3.8.3 Regression Analysis 

Regression analysis is a statistical analysis and the most commonly used approach in 

data analysis when investigating a relationship between variables, thus if a dependent 

variable is related to an independent variable (Malhotra & Birks, 2003; Ghauri & 

Grønhaug, 2005; Aaker et.al. 2010). Hence, regression analysis is concerned with the 

degree to which two or more variables are associated (Malhotra & Birks, 2003). Though 

the association that a regression analysis can reveal does not necessary reveal a causal 

relationship (ibid). 

 

A regression analysis can be performed either through a simple linear regression, also 

called bivariate regression, or through a multiple regression, also called multivariate 

regression (Malhotra & Birks, 2003; Ghauri & Grønhaug, 2005; Aaker et.al. 2010). A 

simple linear regression, or bivariate regression, is described as a mathematical 

relationship between an independent and dependent variable (Malhotra, 

2010).  Therefore one independent and one dependent variable need to be identified, 

and a specification of those is usually a first step in regression analysis (Ibid; Aaker 

et.al. 2010). Hence a simple linear regression is concerned with evidence for variation 

in one variable that is consistent with the variation in another variable (Bryman & Bell, 

2011). Furthermore if simple linear regression is conducted when there are two 
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variables under investigation, one independent and one dependent, the multiple 

regression is instead performed when there are more than one independent variable 

included to describe the dependent one (Ghauri & Grønhaug, 2005; Aaker et.al. 2010; 

Bryman & Bell, 2011). Hence an analysis that investigates a relationship between three 

or more variables, the multiple regression analysis is rather complicated and the 

techniques used are advanced (ibid).   

 

In this thesis, the data collected are analyzed through a simple linear regression or a 

bivariate regression. This is a suitable analysis method since the purpose of this thesis is 

to describe a relationship between two variables. And since it is a relationship between 

two variables and two variables only, there is need for a simple linear regression rather 

than a multiple one, as a multiple regression demands three or more variables. As 

simple linear regression enables evidence for variation in one variable and its 

consistency in with a variation in another variable, it was thus possible to see to what 

extent one variable would be explained by the other, i.e. how much IBE would be 

explained by EmpAt. The simple linear regression was conducted in the statistical 

package of SPSS. 

 

3.9 Quality Criteria 

To address quality in quantitative research there is a need to make sure that certain 

criteria’s are met (Bryman & Bell, 2011). Those criteria’s are commonly defined as 

validity (Nardi, 2003; Bryman & Bell, 2011). Also, reliability of the measurement is 

crucial (Nardi, 2003) and lastly the aspect of the possibility to replicate the research 

(Bryman & Bell, 2011). Each concept, with subcategories, defined and explained 

below.  

 

3.9.1 Validity 

In simplified terms, validity is an indicator on what that is intended to be measured 

actually is, or was, being measured (Nardi, 2003; Ghauri & Grønhaug, 2005; Bryman & 

Bell, 2011). The reason for this is to gain results that are valid, in other words results 

that can be trusted (Ibid). Furthermore, there are several different ways when trying to 

establish validity, which could be implemented in order to strive for valid results (Nardi, 

2003). There are different kinds of validity for a researcher to strive for, those consist of 
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measurement validity that includes content-, construct-, criterion-, and predictive 

validity. Further there are three other types of validity, internal-, external- and 

ecological validity. Though, not all of the types of validity is applied in this thesis, the 

ones that are, is presented in the following paragraphs.  

 

3.9.1.1 Content Validity 

One way of striving for valid results is through the concept of content validity, or 

sometimes referred to as face validity (Nardi, 2003; Malhotra, 2010; Bryman & Bell, 

2011). Content and face validity is concerned with trying to find out if the 

measurements used seem reasonable and if they may gather results desired (Malhotra, 

2010). That the operationalization constructed, i.e. the questionnaire questions, do cover 

the whole concept that is intended to be measured or if important factors are missing 

(Malhotra, 2010). This is made in asking individuals, often experts within an area, if 

they would be able to evaluate the measures (Nardi, 2003; Bryman & Bell, 2011) and 

contribute with their knowledge. And as such content, or face, validity is not purely 

scientific, but still a useful accepted way of performing one stage of validity (Nardi, 

2003) and furthermore an easy step of validity. Though, content validity alone is not 

enough when striving for valid, trustworthy, results (Nardi, 2003; Malhotra, 2010). 

 

In order to strive for content validity in this thesis the constructed questionnaire with its 

questions was evaluated by one senior lecturer and one junior lecturer at Linnaeus 

University in Växjö. Both were given the opportunity to evaluate and critically express 

their opinions regarding the questionnaire and its structure (see appendix 2). The result 

ended up with minor changes, mostly concerned with language, especially concerning 

some wordings in the letter of intent. Both the questions and the structural parts of the 

questionnaire were considered highly appropriate for the measurements intended.  

 

3.9.1.2 Construct Validity 

Construct validity is a form of validity that refers to the extent an operationalization 

made, actually enables to measure the construct is was intended to (Ghauri & Grønhaug, 

2005). Hence, construct validity refers to the accuracy of the measurement items used to 

measure a specific concept (Nardi, 2003). Construct validity is to large extent similar to 

content validity but there is a difference between them both, content validity is 
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concerned with if the measurement used is reasonable, whereas construct validity 

instead is concerned with the accuracy of the measurement used which can be 

calculated through statistical methods. Such a method could be factor analysis, which is 

a very common method to use when wanting to assess construct validity but it is also 

possible to perform a correlation analysis i.e. Pearson r (Ghauri & Grønhaug, 2005). 

Pearson’s r is a technique to measure a relationship between variables, from 0-1 

(Bryman & Bell, 2011). The closer to 1 the stronger is the relationship between two 

variables and the opposite. Though, the relationship can be either positive or negative 

thus showing the direction of the relationship between two variables (ibid). By 

performing a Pearson’s r the construct validity is controlled by analysis of possible 

convergent variables, i.e. convergent validity. A convergent validity is, as mentioned 

previously, when one variable correlate to some extent to another variable, this in order 

to see that the measurements are not measuring the same thing, i.e. to high correlation 

or not measuring the same thing at all, i.e. to low correlation also known as divergent 

validity (Ghauri & Grønhaug, 2005). A rule of thumb for whether the correlation is low 

or too high lies between 0.3 and 0.9, where a correlation coefficient below 0.3 indicated 

a weak relationship hence that the indicators or items are too diverse and is therefore not 

measuring the same thing (Dancey & Reidy, 2004). A correlation coefficient between 

0.3 and 0.9 indicates that there is a somewhat strong relationship, though when it is 

above 0.9 the indicators or items are too correlated and is measuring the same thing 

(ibid). Further it is also argued that a correlation between 0.1 and 0.85 is a good 

correlation (Xiong, King & Piehler, 2013). 

 

In this thesis construct validity is shown through the measurements used, the 

measurement both for EmpAt and for IBE is replicated from theory and from previous 

research, where the items with the highest factor value was chosen as appropriate thus 

the construct validity should be considered somewhat high. Further the construct 

validity in this thesis is assessed through a correlation analysis of Pearson’s r (see 

appendix 6). Where each indicator in the measurements is correlated to one another, 

indicating the relationship between them. Thus indicating how strong or weak the 

relationship is as well as the direction of it. Further the correlation analysis of Pearson’s 

r shows that the indicators and thus items used are measuring the construct as intended 

and that they do not correlate too strongly so that they are measuring the same thing. 

Each of the indicators has a correlation coefficient between 0.4 and 0.9 that indicates 
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that they correlate to one another though they are not measuring the same thing, which 

is desirable.  

 

3.9.1.3 External Validity 

External validity, also referred to as generalizability (Nardi, 2003; Malhotra, 2010), is to 

what extent the results of the research can be generalized (Bryman & Bell, 2011) or 

applied to the population and other populations (Nardi, 2003). This is very hard since a 

sample of population may have tendency to differ from another sample in another 

population since the populations itself differ from each other. Conclusions about 

populations others then the one or ones study are therefore very hard to be made (Ibid). 

When such conclusions are being made it not safe to say that the conclusions are 

certain.  

 

The external validity in this thesis is clearly vague, this since it is an organization that is 

being investigated. Consequently, the organization is the population from which it is 

hard to draw generalizations to other organizations from. Though at the same time all 

organizations differ from each other and therefore the vague external validity are not 

seemed as a large problem, since as such the problem already exists and always will 

unless organizations merge into one coherent organization. However, due to the 

confidence interval concerned in sample size, see paragraph 3.7.4 Sample Size, it is 

possible to draw a trustworthy generalization on the whole population studied, since 

statistical calculations have been performed to make sure of this.  

 

3.9.2 Reliability 

Reliability is as the heading implies when something is reliable, and in research it 

indicates whether or not a measure should be seen as reliable or not (Nardi, 2003). The 

reason to strive for reliable measures is to be able to reuse the same measure or 

measures on several occasions and the outcome of it should be the same as previous 

occasions, in other words a reliable measures are better since reliable measurements can 

be performed (ibid). There are several ways of determining if a measure is reliable or 

not, and maybe the simplest of them is to test and re-test the measurement (ibid). That 

is, test the measurement over and over again and see if the result is the same.  
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Furthermore different statistical considerations could be applied to show reliability, and 

commonly used is Cronbach´s alpha (ibid), which test the internal reliability (Bryman & 

Bell, 2011) of the construct by its items (Nardi, 2003). The value of Cronbach´s alpha 

various from 0 to 1, with 1 to be perfect (Bryman & Bell, 2011), and a value below 0.6 

questions the reliability of the construct (Malhotra, 2010). Low values might be effects 

of low number of questions or heterogeneity in constructs (Mohsen & Reg, 

2011).  Also, open-ended questions require interpretation as is was intended to, and 

therefore the reliability of such questions could be questioned (Nardi, 2003). Finally, 

validity and reliability goes along, if something is valid but not reliable or reliable but 

not valid, the measure or measurements made could be argued for to be vague or even 

bad measures (ibid).  

 

For this thesis reliability is shown through Cronbach’s alpha, which was conducted on 

each of the indicators in the measurements of EmpAt and IBE (see Table 4.8: 

Reliability, p. 61). The values received were all but one above the desired value of 0.6 

and the indicator application value, which was below with a value of 0.499, was 

discarded and therefore not included in the simple linear regression analysis. The values 

above 0.6 indicate that there is an internal consistency within the measurements, thus a 

high Cronbach’s alpha indicates a strong inter-correlation between items meaning low 

dispersion in the answers, i.e. the x-values.  

 

3.9.3 Replicability 

In research there is a need to be able to replicate studies (Bryman & Bell, 2011), to be 

certain that the study was accurate, i.e. objective study results (Nardi, 2003). Subjective 

elements may occur in science and therefore affect the results or findings gained by a 

specific study, in other words the conclusion made on results or findings gained may be 

biased (Nardi, 2003; Bryman & Bell, 2011). In order to make sure that a study could be 

replicated there is a need from the author or authors of the study to be as clear as 

possible. That is, report and describe all steps of what that have been done and why 

(Nardi, 2003; Bryman & Bell, 2011). By doing this the author or authors of study can 

show what that has been kept in mind, in what way and why the study have been 

conducted as it has (ibid), and this makes it possible for others to reproduce the study in 

the best way possible. 



 53 

Overall all parts of this thesis is concerned with the possibility to replicate them. 

Consequently, all parts are described in detail for the reason of possibly replicating 

them, and thus are able to replicate the study. Furthermore, by doing this the authors 

seek to show that objective decisions has been taken, this to most possible extent 

without violating proper decisions.  

 

3.10 Source Criticism 

According to Thurén (2005) source criticism is inspection and controlling of a 

collection of data, of various kinds. Source criticism is necessary in order to evaluate if 

information within a collection of data is probable and also a way to determine if the 

information is trustworthy enough to take in consideration (Ibid).  Though, to decide 

and determine if something is to be seen as probable and trustworthy, it is of importance 

to consider the falsifiability of information that is published as scientific results 

(Popper, 2009). If such results contain statements that are formulated in a manner that is 

not possible to falsify, it is not considered scientific material (Ibid). It is also relevant to 

keep in mind that published scientific material is not to be seen as truth, it is rather to be 

seen as probable, trustworthy and acceptable for now (Ibid). 

 

This thesis is conducted with regard to source criticism, as it is explained in above 

paragraph. The sources used in this thesis are considered to be scientific as they are peer 

reviewed before published, in order to make such an assessment the database 

Ulrichsweb has been used. Subsequently, the authors also put emphasis on the 

significant variables such as abstract, introduction, discussion, conclusion and 

references to determine the nature of the scientific articles. Though articles with a lack 

of such variables should contain an outspoken or inherent purpose for the existence of 

the article.   

 

3.11 Ethical Principles 

When conducting research and the research has a defined problem and research idea, it 

is important to not just go out and begin a collection of data, as there are ethical 

principles to take in consideration (Nardi, 2003). Such a consideration is the relation 

between the researcher and the participants included in the research (Bryman & Bell, 
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2011). A key principle to take in considerations are thus, if the research intentionally 

may harm individuals participating in the research, either mentally, physically, or 

invade on their right of privacy (Nardi, 2003).  Further if there is a lack of informed 

consent, meaning that data is used in a way that it was not designed for, or if research is 

conducted without informing the participants (ibid; Bryman & Bell, 2011; Aaker et.al. 

2010). Consequently, such deception should be avoided since it threatens informed 

consent and is not accepted in research.  

 

Ethical principles should also be taken in consideration when performing the data 

analysis and presenting the results from a study (Nardi, 2003). Thus that the data and 

statistical calculations creating the results are presented and interpreted in a correct 

manner, meaning that the results should not be dishonest and angled to the positive, thus 

creating a biased result (ibid). 

 

In this study the ethical principles presented above was taken in consideration as much 

as possible. The consideration was made throughout the whole process of the research 

conducted, but was especially important in the construction and administration of the 

self-completion questionnaire, as that was the relation between the researchers and the 

subjects included. In the cover letter (see appendix 2) the intention of the study was 

clearly stated, also that the participation was voluntary together with insurance of their 

anonymity and the assurance that the subjects responses can not be traced back to them. 

This was important to clearly present to the participants as the questions and statements 

in the self-completion questionnaire (see appendix 2) may at first seem frightening and 

personal, even though they were not, as the aim of the study was not concerned with the 

concepts on an individual level rather on the more general level of the organization as a 

whole.   

 

The results presented in in chapter 4. Survey Result, are showing various types of 

statistical measurements to make it clear what data that was collected. And as such 

showing that the results are not angled in any way, nor that specific parts have been 

selected to highlight in order to affect the interpretation made.  
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3.12 Methodology Summary 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: Methodology Summary 
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4. Survey Result  

 

In this chapter, the data collected through the self-completion questionnaire is 

presented. The population is presented in descriptive statistics, thus presenting the 

distribution of gender, age and years of employment. Further the quality of the data is 

presented, followed by means, validity ad reliability analyses and lastly the hypothesis 

testing performed through a simple linear regression. 

 

 

4.1 Descriptive Statistics 

The self-completion questionnaire was sent out to 135 employees within a small-

medium sized organization in Gothenburg, Sweden. Total generated answers out of 

these 135 employees was 101 with five questionnaires thought to be biased or 

incorrectly answered, i.e. lack of answers to a large extent of questions asked or extreme 

answers, ending up with 96 fully completed and thus usable questionnaires out of 135, 

estimated as 96/135 to a response rate of 71.1 percent.  

 

Table 4.1: Gender 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 51 53,1 53,1 53,1 

Female 37 38,5 38,5 91,7 

Not Specified 8 8,3 8,3 100,0 

Total 96 100,0 100,0  

 

 
When looking at the gender of the population, see Table 4.1: Gender, one can see that 

the majority of the employees were men, with a number of 53,1 percent. The amount 

females within the population consisted of 38,5 percent. Further there were 8,3 percent 

of the population that chose not specify which gender they belonged to. The age of all 

subjects, thus the employees are presented in the following table, see Table 4.2: Age. 
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Table 4.2: Age 

Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-25 19 19,8 19,8 19,8 

26-33 28 29,2 29,2 49,0 

34-41 20 20,8 20,8 69,8 

42-49 14 14,6 14,6 84,4 

50-57 9 9,4 9,4 93,8 

58-65 5 5,2 5,2 99,0 

Not Specified 1 1,0 1,0 100,0 

Total 96 100,0 100,0  

                
 

As can be seen in Table 4.2: Age, some dispersion appears in the age of the subjects, 

though the majority, consisting of 69.8 cumulative percent, added percent, is between 

the age of 18 and 41 years old with the category of 26-33 years as the largest group. 

Overall the age shows variety from the age of 18 to the age of 65, with subjects 

represented in each category.  

 

Table 4.3: Employed Years 

 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Less than 1 year 14 14,6 14,6 14,6 

1-5 34 35,4 35,4 50,0 

6-10 27 28,1 28,1 78,1 

11-15 13 13,5 13,5 91,7 

16-20 6 6,3 6,3 97,9 

21-25 2 2,1 2,1 100,0 

Total 96 100,0 100,0  

 
 
 

Table 4.3: Employed years, also show dispersion between the various categories, 

though similar to Table 4.2: Age there are subjects represented in each category. The 

largest group of employees, 35.4 percent, has been employed between one to five years. 
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In total, 50 cumulative percent have been employed for less than a year to five years, 

whilst the smallest group, 2,1 percent, have been with the company for 21-25 years.   

 

The skewness and kurtosis of the data gathered is presented below, in Table 4.4: 

Skewness and Kurtosis. 

 

Table 4.4: Skewness and Kurtosis 

 

 N Skewness Kurtosis 

Statistic Statistic Std. Error Statistic Std. Error 

Social Value 1 96 -,048 ,246 -,931 ,488 

Social Value 2 96 -,455 ,246 -,379 ,488 

Social Value 3 96 -,161 ,246 -,836 ,488 

Economic Value 1 96 -,206 ,246 ,217 ,488 

Economic Value 2 96 -,370 ,246 -,498 ,488 

Economic Value 3 96 -,369 ,246 -,671 ,488 

Interest Value 1 96 ,084 ,246 -,698 ,488 

Interest Value 2 96 -,399 ,246 -,118 ,488 

Interest Value 3 96 -,229 ,246 ,041 ,488 

Development Value 1 96 -,161 ,246 -,500 ,488 

Development Value 2 96 -,488 ,246 -,346 ,488 

Development Value 3 96 -,317 ,246 -,212 ,488 

Application Value 1 96 ,020 ,246 -,183 ,488 

Application Value 2 96 -,493 ,246 -,283 ,488 

Application Value 3 96 ,058 ,246 -,933 ,488 

Brand Commitment 1 96 -,075 ,246 -,453 ,488 

Brand Commitment 2 96 -,665 ,246 -,086 ,488 

Brand Commitment 3 96 -,240 ,246 -,709 ,488 

Brand Endorsement 1 96 -,515 ,246 -,179 ,488 

Brand Endorsement 2 96 ,064 ,246 -,960 ,488 

Brand Endorsement 3 96 -,687 ,246 ,045 ,488 

Brand Knowledge 1 96 -,012 ,246 -,408 ,488 

Brand Knowledge 2 96 -,741 ,246 ,067 ,488 

Brand Knowledge 3 96 -,181 ,246 -,808 ,488 

Valid N (listwise) 96     

 

 

The number of statistic of skewness and kurtosis indicates the dispersion of data 

gathered compared to a normal distribution curve. A perfect skewness has the number 
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of zero, and the same applies to kurtosis. All indicators, of both EmpAt and IBE, centers 

close around the zero value, and show no extreme values close to three or above. 

Meaning that no extreme values, compared to the normal distribution curve, is present.  

 

Table 4.5: Summated Means, presents the values of the different summated means of 

the indicators of each concept. As well as the deviation of each mean. These means are 

used in the calculation of both EmpAt mean and IBE mean, presented in Table 4.6: 

EmpAt and IBE Mean. A 90 percent confidence interval of each summated mean, with a 

significant p value of p < 0.001 can be seen in appendix 3: Confidence Interval of 

Summated Means.  

 

Table 4.5: Summated Means 

 

 N Mean Std. Deviation Std. Error Mean 

Soc_Sum 96 4,4167 1,40259 ,14315 

Eco_Sum 96 4,3194 1,09000 ,11125 

Int_Sum 96 4,2361 1,10387 ,11266 

Dev_Sum 96 4,4444 1,16445 ,11885 

App_Sum 96 4,1632 1,05741 ,10792 

BE_Sum 96 4,3715 1,27950 ,13059 

BK_Sum 96 4,4792 1,07802 ,11003 

BC_Sum 96 4,2986 1,26720 ,12933 

 

The mean of EmpAt and IBE is presented in Table 4.5: EmpAt and IBE Mean shows a 

mean around 4,3 for both the variables, where EmpAt has a mean of 4,35 and IBE has a 

mean of 4,38 with both having a similar standard deviation around 1. A 90 percent 

confidence interval of the mean of both EmpAt and IBE is presented in Table 4.7: 

Confidence interval of EmpAt and IBE means. 

 
Table 4.6: EmpAt and IBE Mean 
 

 

 N Mean Std. Deviation Std. Error Mean 

EmpAt 96 4,3542 ,99347 ,10140 

IBE 96 4,3831 1,04975 ,10714 
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Table 4.7: Confidence Interval of EmpAt and IBE Means 
 

 

 

Test Value = 0 

t df Sig. (2-tailed) Mean Difference 

90% Confidence Interval of the 

Difference 

Lower Upper 

EmpAt 42,942 95 ,000 4,35417 4,1857 4,5226 

IBE 40,910 95 ,000 4,38310 4,2051 4,5611 

 

 

The confidence interval calculated, in order to consider the statistical error of the data 

collected, show low dispersion in the mean of both EmpAt with a mean between 4,18 

and 4,5 and IBE with a mean between 4,20 and 4,56. Significant value of ,000 of both 

EmpAt and IBE, thus p < 0,001. Further, equally EmpAt and IBE means is calculated as 

a summated mean from each indicator mean, e.g. mean of social value, economic value, 

and brand commitment etcetera (see table 4.5: Summated Means). The means of each 

item also shows a low dispersion. Each mean is presented in appendix 4 and with a 90 

confidence interval to each mean in appendix 5, all significant at ,000, p < 0,001. 

 

4.2 Validity and Reliability  

In order to show content validity, all the indicators and items included in the self-

completion questionnaire evaluated and critically reviewed by experts, explained and 

described in paragraph 3.9.1.1 Content Validity. Further in order to reach construct 

validity, all indicators and items was tested through Pearson’s r (see appendix 6). A 

correlation analysis indicating how well the items used are correlated to each other, thus 

measuring what was intended. The indicators and items used was all correlated to one 

another positively to some extent thus over 0, overall the correlation indicates high 

construct validity as summated indicator correlate to each other but not to too large 

extent (above 0.85- 0.9) nor negatively or neutral (0 or below). All correlations made on 

N=96, significant level (2 tailed)  p < 0.01 indicating significant measures. 
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Table 4.8: Reliability 

 
 

In order to test the reliability of the items and indicators used in the measurement scales 

of EmpAt and IBE, the Cronbach’s alpha was used and calculated for each indicator. 

The value of Cronbach’s alpha for each of the indicators can be seen in Table 4.8: 

Reliability. Each indicator consisted of three items and as seen in Table 4.8: Reliability 

all indicators but one was higher than the value of 0.6 that is considered as a reliable 

indicator and used in the hypothesis test. The application value, which had a 

Cronbach’s alpha of ,499 and therefore below ,6 was thereafter discarded and not 

included in the hypothesis testing conducted through a simple linear regression, as well 

as not included in the mean of EmpAt explained in previous paragraph 4.1: Descriptive 

statistics.  

 

4.3 Hypothesis testing 

In order to test the hypothesis a regression analysis was conducted, presented in Table 

4.9, 4.10 and 4.11 (see next page, p.62). The regression analysis is explained after the 

tables. 

 

Table 4.9: Regression Analysis Summary 

 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,819
a
 ,670 ,667 ,60598 

a. Predictors: (Constant), EmpAt 
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Table 4.10: Regression Analysis Anova 

 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 70,170 1 70,170 191,085 ,000
b
 

Residual 34,518 94 ,367   

Total 104,688 95    

a. Dependent Variable: IBE 

b. Predictors: (Constant), EmpAt 

 
 
Table 4.11: Regression Analysis Coefficients 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) ,616 ,279  2,206 ,030 

EmpAt ,865 ,063 ,819 13,823 ,000 

a. Dependent Variable: IBE 

         
 

An adjusted R Square, in Table 4.9: Regression analysis summary, of ,667 shows 

a  correlation between the independent variable, predictor, and the dependent variable, 

criterion, i.e. EmpAt and IBE. A standardized beta value of ,819 indicate a positive 

correlation between the predictor variable and the criterion variable. Furthermore, with 

a significance value of ,000, supporting the result and the relationship between EmpAt 

and IBE as significant at p < ,001 and thus the hypothesis (H1) is confirmed.  
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5. Discussion and Conclusion 

 

In this chapter a discussion is made concerning the survey results (see chapter 4. 

Survey Results) received from the self-completion questionnaire in relations to the 

stated hypothesis, the theoretical framework and thus the review of literature. 

Furthermore findings of the study are presented and thus a conclusion the thesis is 

outlined.  

 

 

5.1 Discussion 

The sampling group is presented in the first three tables in previous chapter, chapter 4 

Survey Results. Even though there is no theoretical connection, in this study, between 

gender, age or years of employment and the concepts used, discussing what type of 

group that were studied is still of importance. This since the sampling group is the 

providers of data used, and thus the conclusion is made out of this data. An 

understanding of the nature of the sample is therefore important since different factors 

in a sample can influence the data. An example would be over-representation of a 

particular category of people answering of some sort, such as men or women. As stated 

before, there are dispersions in the data about gender, age, and years of employment 

provided by the subjects, indicating a heterogeneous sample. No group is 

overrepresented, even though there is more men than women (see table 4.1 Gender), 

though such difference are rather industry-specific than anything else. Furthermore the 

age (see table 4.2 Age) is indicating that subjects represented in each age category. 

Combined with years of employment (see table 4.3 Employed Years), that also shows 

dispersion in all answer categories, demonstrating that the measures are not dependent 

on a specific type of subjects.  

 

The literature argued that employees might have an effect on an organization’s success, 

and thus that employees in their behavior and presence influence the brand equity of a 

firm (Baumgarth & Schmidt, 2010; DuBois Gelb & Rangarajan, 2014). As this study 

intended, a relationship between how attractive an organization is perceived by its 

employees and the internal brand equity of the same organization, was tested and also 

revealed.  
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Employees role in an organization’s success is according to the literature dependent on 

the attractiveness an employee perceive, thus the envisioned benefits an employer is 

offering to its employees (Berthon, Ewing & Hah, 2005). This attractiveness was 

measured through a scale consisting of five indicators,  though in this study it was 

revealed that one of the indicators was not suitable, and it was that of application value. 

Application value is a dimension concerned with the extent an employee is appealed to 

an organization and how that organization enables the employee to apply what was 

learnt in education or in the place of work. Further application value is concerned with 

the extent to which an employee experiences the opportunity to teach colleagues the 

knowledge or what is learnt (Berthon, Ewing & Hah, 2005; Alniacik & Alniacik, 2012; 

Sivertzen, Olafsen & Nilsen, 2013). Though, as mentioned previously the application 

value data was removed due to low reliability in measures (see table 4.8 Reliability), 

however the measure was valid and therefore the measures of application value should 

be revised.  

 

Furthermore, the remaining four indicators proved to be both reliable and valid and thus 

were included in the hypothesis testing. All dimensions are discussed and interpreted in 

this paragraph separately. Social value indicates, with a summated mean of 4,42 (see 

table 4.5 Summated Means), the level of good relationships between colleagues at work 

as well as a good and fun working environment. The means of the items of social value, 

as well as confidence interval of them can be seen in appendix 4 and 5. Indicating that 

the participating subjects perceived their employing organization to have overall good 

relationships and good working environment within the organization (Berthon, Ewing 

& Hah, 2005; Alniacik & Alniacik, 2012; Sivertzen, Olafsen & Nilsen, 2013). Further 

the second indicator used in the measurement of employer attractiveness was interest 

value. The interest value has a summated mean of 4,24 (see table 4.5 Summated Means) 

indicating that the employees consider their employer as a provider of innovative and 

high quality products (Berthon, Ewing & Hah, 2005).  

 

Moreover economic value, the third indicator in the measurement of employer 

attractiveness refers to job security and economic factors, the indicator received a 

summated mean of 4,32 (see table 4.5 Summated Means). Indicating that employees 

within the organization experiences that the organization offers somewhat positive 
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economic conditions and job security, thus that the subjects are somewhat positive in 

their perception of salary, compensation package and security offered by the 

organization (Berthon, Ewing & Hah, 2005; Sivertzen, Olafsen & Nilsen, 2013). The 

last dimension of the employer attractiveness scale used, is the development value. With 

a summated mean of 4,4 (see table 4.5 Summated Means), a value which is similar to 

the other indicators, indicates that the subjects was somewhat positive in their 

perception of the organization’s offerings of career enhancing experience as well as 

personal development. 

 

All indicators, though with the application value discarded, were included in the 

measurement scale used to measure the concept of employer attractiveness. The total 

mean for employer attractiveness, based on the means of each of the indicators reached 

a value of 4,35 (see table 4.6 EmpAt and IBE Mean) and thus is the organization 

perceived as attractive, this since the value is above the neutral point in the seven point 

Likert scale. According to the literature, perceived attractiveness is an important 

requirement in engaging employees in the brand, and in turn an important aspect in the 

performance of an organization (Maxwell & Knox, 2009; Pingle & Sharma, 2013). 

Further it is argued that the development and success of an organization may be 

connected to the human capital and its satisfaction (Judge, Bono & Locke, 2000; Bell & 

Menguc, 2002; Maxwell & Knox, 2009; Alniacik & Alniacik, 2012; Pingle & Sharma, 

2013).  

 

In this study, the concepts on which the investigation was conducted, were measured 

through two separate scales and thus were IBE measured through other indicators. The 

indicators used to measure the concepts were derived from more than one previous 

piece of research, as the concept is defined differently depending on the research 

conducted. In this study, the concept of IBE was based on internal factors and 

concerned with how well the subjects in an organization were acting in a consistent 

manner to the brand (King & Grace, 2009; Baumgarth & Schmidt, 2010). Thus the 

extent to which employees’ behaviors are influencing and affecting the internal factors 

of an organization, and the extent to which employees are passionate about the brand 

they are working for, and thus are performing beyond their job role (Ghose, 2009; 

Baumgarth & Schmidt, 2010).  
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The first indicator used in the IBE Scale was brand knowledge, a concept that is 

according to literature necessary in order for employees to be able to act in alignment 

with a brand and its values (King & Grace, 2009). The subjects in this study responded 

to three items under the concept of brand knowledge, the mean for brand knowledge as 

a whole had a value of 4,48 (see table 4.5 Summated Means) and thus a value on the 

upper level of the seven point Likert scale. It indicates that the subjects experienced that 

their organization overall offers information of what the organization stands for, as well 

as which goals the organization is striving to achieve and that the subjects to some 

extent know how to behave in order to represent the brand in a positive manner. Thus, 

that knowledge about the brand amongst the subjects is present.  

 

Further the concept of IBE was measured through the indicator of brand commitment, 

which in literature is seen as something that can emerge out of brand knowledge, as can 

be seen in this case as well. Employees that experience that they have knowledge can 

also commit to an organization and brand (Baumgarth & Schmidt, 2010). Brand 

commitment is referred to the extent employees are committed to a brand and how well 

they adapt to certain brand values (Ghose, 2009). The responses of the subjects in this 

study, to the items of brand commitment had a mean of 4,30 (see table 4.5 Summated 

Means). A value which indicates that the subjects are somewhat committed to the 

organization in which they are employed. Overall the value is close to a neutral point in 

the Likert scale, though still on the upper level. The subjects are therefore concerned of 

and care about the organization, as well as are feeling proud to be a part of that 

organization and the values that they have are similar to those inherent in the 

organization itself. Overall it indicates that the subjects, i.e. employees, are committed 

to the organization and that they are willing to behave in a supportive manner to the 

brand, an aspect which is highly important in the building of IBE (Baumgarth & 

Schmidt, 2010; Wallace, de Chernatony & Buil, 2013). 

 

Lastly, the third indicator used in the measurement of IBE was that of brand 

endorsement, which according to literature contributes to a brand thinking amongst 

employees and a factor that can influence the performance of an employee (Punjaisri, 

Evanschitzky & Rudd, 2013; Anitha, 2014). The subjects included in this study 

responded to three items of brand endorsement and to total summated mean received for 

brand endorsement had a value of 4,37 (see table 4,5 Summated Means). Indicating that 
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the subjects were positive towards the organization and thus motivated in their 

communication to others (King, Grace & Funk, 2012). Further the brand endorsement 

present amongst employees in the organization is beneficial for the company as, 

according to literature, it can increase the performance, productivity as well as influence 

the brand knowledge (King, Grace & Funk, 2012; Punjaisri, Evanschitzky & Rudd, 

2013; Anitha, 2014).  

 

All indicators with their connected items were included in the measurement of IBE and 

were responded to, by the subjects included in the sample. Each of the items included 

were both valid (see appendix 6: Correlation Pearson’s r) and reliable (see table 4.8: 

Reliability), and thus no indicator or item were discarded. The total mean of IBE 

reached a value of 4,38 and thus one can assume that the subjects, i.e. employees, 

within that organization are acting in a consistent manner in relations to the brand and 

have a brand-oriented behavior. According to literature, IBE is a new aspect of the 

concept of brand equity (Cardy, Miller & Ellis, 2007; Ghose, 2009; Baumgarth & 

Schmidt, 2010; Bodderas et.al. 2011). A concept which earlier, to large extent, has been 

viewed in terms of customer based- and financial based equity, though with an 

increasing understanding for the human capital in an organization as a valuable and 

competitive advantage, the perspective of internal processes has grown stronger (Jiang 

& Iles, 2011). Further a high IBE within an organization should be seen as valuable as it 

is argued that IBE may influence the external aspect of brand equity such as customer 

based- and financial based brand equity and therefore influence the financial value of a 

brand (Cardy, Miller & Ellis, 2007). 

 

The confirmed relationship between employer attractiveness and internal brand equity 

aligns with that satisfied employees show tendencies of performing more than job duties 

solely (King & Grace, 2009; King, Grace & Funk, 2012). As the mean of employer 

attractiveness have a value of 4,35 indicating satisfaction within the workforce and an 

internal brand equity mean of 4,38 indicating a behavior which is in alignment with the 

brand, i.e. brand consistent behavior. Hence, the subjects’ responses are indicating 

satisfaction and that they are behaving in a brand oriented manner, in addition to their 

job duties. Furthermore the subjects are indicating that they are performing various 

internal factors in a positive way, i.e. the internal brand equity is somewhat strong, and 

at the same time as the organization is seemed as supportive to the employee. In other 
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words, supportive organizational attributes lead to positive outcomes for the 

organization (Bell & Menguc, 2002; Bodderas et.al. 2011). Also, engaged employees 

affects the total brand equity of an organization (Kimpakorn & Tocquer, 2010; DuBois, 

Gelb & Rangarajan, 2014), which is the fact when internal brand equity, as a part of 

brand equity, is somewhat strong due to the employees.  

 

The simple linear regression analysis that was conducted in order to investigate if there 

was a relationship between employer attractiveness and internal brand equity, was 

conducted with the summated means on each concept (which in turn was based on the 

summated means of each indicator). The simple linear regression reported an adjusted R 

square of ,667 (see table 4.9 Regression Analysis Summary), which means that 66,7 

percent of IBE is described by EmpAt. Thus an increase in satisfaction amongst the 

subjects would most certain mean that there will be an increase in the internal brand 

equity of the organization, i.e. the development potential of the organization and its 

efficiency through employees satisfaction increase the motivation amongst employees 

to perform an act outside their job role and thus the IBE. Furthermore, the standardized 

beta value of ,819 (see table 4.11 Regression Analysis Coefficients), indicates a positive 

correlation between the predictor and criterion variable, i.e. decided independent and 

dependent variable. A standardized beta value of ,819 indicate the variation in the 

criterion variable if a variation happens in the predictor variable. In other words, a 

variation of 1 in EmpAt would in this scenario mean a variation of ,819 in IBE, thus 

almost equally. With high significance, i.e. highly trustworthy result, the hypothesis is 

confirmed. 

 

5.2 Conclusion 

Literature and research has, in recent years, introduced the employees as a factor of how 

to build and sustain organizational brand and branding processes, through such aspects 

as value adders, e.g. through commitment and behavioral factors in line with the brand. 

Though the common way of measuring the value of the brand, i.e. through brand equity, 

and its relationship with the employee have not been confirmed. This study provides 

empirical evidence that confirms a relationship between employees and the brand equity 

through the concept of employer attractiveness and the concept of internal brand 

equity.  The study provides a regression analysis between the two concepts that 
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indicates a relationship to a very large extent. Hence a variation in employer 

attractiveness would indicate a variation in internal brand equity as well, almost an 

equal variation. The intangible value of brand has restrictions and hence new 

perspectives to add value is a paramount for success. The confirmed relationship thus 

adds new perspectives of how to add intangible value to a brand and thus adds to a 

potential success.  

 

Employer attractiveness is a constantly ongoing process that need to be nurtured 

continuously, management need to consider their employees as value producers, and 

thus include these aspects in future strategies. Focus must lie in nurture all the different 

factors of employer attractiveness since there is an inter-relationship between them all, 

and thus if one reduced attention the others would also be affected. The same applies to 

internal brand equity that also needs to be constantly maintained and developed. In 

other words, the management of internal aspects of an organization, in consideration to 

the organizational performance, need to be nurtured to large extent, equally over all 

different influencing factors. Therefore management needs to realize and develop 

internal enhancing strategies.  

 

Finally this study also contributes by testing a scale of employer attractiveness that 

previous research used, and further demonstrates that there is a gauge that works well 

when it comes to the measurement of the concept. Though one measurement indicator 

need to be revised. Moreover, the study also combined a measurement of internal brand 

equity with help by previous research. The developed measurement scale is both highly 

valid and reliable, proven by statistical measurements. The developed measurement for 

quantifying internal brand equity brings insights to theoretical and practical knowledge. 

Though, the measurement should be tested again in other studies, this to ensure its 

accuracy in different settings.  
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6. Implications, Limitations and Further Research 

 

This chapter presents implications that can be made in relation to the findings of this 

study, academic as well as managerial implications. Further the limitations of this 

thesis are revealed and lastly suggestions are made for further research. 

 

 

6.1 Implications  

6.1.1 Academic Implications 

The interest in employee's role in branding increases, meanwhile the focus in research 

has to large extent been on prospective employees, what they consider to be attractive 

and what entice them to seek to a particular organization. The research has simply not 

focused much on what currently employed workers perceive (Maxwell & Knox, 2009), 

however, it is argued that employees actually participate and influence the building of 

brand equity across their behavior and presence (Kimpakorn & Tocquer, 2010; DuBois, 

Gelb & Rangarajan, 2014). But there is a lack of instruments to measure such internal 

processes (Vallaster & de Chernatony, 2006). This study therefore used two 

measurements, one already tested and one which was adapted by multiple researches 

and merged into a suited measure, in order to describe a relationship between 

attractiveness, as employees within an organization perceives and the internal brand 

equity, to fill the gap that previous research detected. 

 

This thesis thereby contributes to the research on both employer attractiveness, and 

specifically to the research on employer attractiveness in regard to current employees, 

research that has been lacking. As well as contributes to the quite new research area of 

internal brand equity, and presents a measurement tool of the concept. Further, a 

relationship between both concepts is established and accepted and therefore brings new 

insights into both areas. Something that previous research has stated as possible 

(Berthon, Ewing & Hah, 2005; DuBois Gelb & Rangarajan, 2014) but which have not 

been tested (Jiang & Iles, 2011). 
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The revealed relationship between these two concepts brings new insights and 

possibilities in academia that may lead to new findings in both research of employees 

and branding. The result of this thesis implies that there is a need to loosen up the 

boundaries between branding research and research concerning human resource 

management. This in order to maximize efforts and potential findings, and thus there is 

a need for cooperation between these two separated areas of research. Finally the results 

provide openings to new research aspects in this field, both as descriptive but as well as 

cause-and-effect.  

 

6.1.2 Managerial Implications 

This study contributes to recently increased research concerning employees and their 

contribution to a brand. The study adds to the current understanding of the critical 

aspects of employees and a brand in an organization. A relationship between the two 

concepts of employer attractiveness and internal brand equity reveals the importance of 

employees in the building of brand equity, thus if an organization is able to present 

itself as attractive towards its employees. Previously focus have to large extent been on 

external brand activities in order to gain competitive advantages, such focus commonly 

lies on the consumer. This study on the other hand provide to organizational attempts in 

understanding and development of competitive advantages through brands internally as 

well. Since the employer attractiveness and internal brand equity is related to each other 

organizations’ possibilities to develop and reach for new areas emerges. Also to nurture 

and keep employees, rises as important aspects for an organization since it is a time and 

money consuming process to educate and engage new employees but also as current 

employees contribute to more than their job duties, and if not considering this an 

organization may experience financial losses. Consequently, organizations should 

highly consider their employees as more than workers, instead rather consider them as 

contributors to overall organizational performance, or brand performance.  

 

6.2 Limitations 

There are some main limitations to this study, firstly there has been no consideration to 

any moderating variables. Thus there are no variables presented that may have 

influenced any results of the study, and more importantly the relationship between 

employer attractiveness and internal brand equity. This is considered a limitation as 
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moderating variables such as how long an individual has been employed as well as the 

age of an employed individual could have an effect on the resulting relationship. As the 

values included in the EmpAt scale as well as the IBE scale and its indicators could be 

dependent on such moderating variables.  

 

Further the cross-sectional design applied to this study, could be a second limit as it 

only enables data collection from one single sample and at one single point in time. 

Therefore data gathered at this single point in time have the probability to be biased. 

Such biased could basically be anything and might sound unrealistic but still such 

aspects could occur and therefore seemed as an important aspect to highlight. This type 

of bias could be determined present or not if measurements would have been conducted 

more than once. Although, at the same time different actions were implemented to avoid 

bias results to the largest extent and thus a bias result might not exists, or be minor and 

thus not have any important effect on the result. 

 

Lastly a further limitation of this study is the relatively small sampling size, and on 

which the relationship between employer attractiveness and internal brand equity is 

tested. This since a larger sampling size would generate results to a higher level of 

security in regard to statistical practices. Further a larger organization and thus a larger 

sampling size could also increase the generalizability to that organization.  

 

6.3 Directions for Further Research 

This study focused on investigating the relationship between employees and the brand, 

and more closely the relationships between employer attractiveness and internal brand 

equity. Thus, only the relationship is examined, with an outcome of a significant 

relationship between these two concepts. However, the significant relationship is just 

descriptive in its nature, no cause-and-effect relationship is established. Hence, there is 

a relationship between employer attractiveness and internal brand equity, though not 

that one concept has an impact the other. Therefore, further research directions would 

be to investigate more in detail and explain what type of cause-and-effect relationship 

that is present in the field of interest. Possibilities arise to see a lot of different potential 

cause-and-effect relationships, or moderate variables, such as gender, age, years of 

employment and more. Furthermore, relationships between the different measurements 
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are a potential research direction that could be carried out to make the relationship 

between the concepts and its indicators more solid against each other, or reveal 

relationship between the indicators. 
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Appendix 1: Questionnaire (SWE) 
 

Hej! 

Tack för ditt deltagande, dina svar är värdefulla för oss. 

Deltagande i enkäten är frivilligt, men vi värdesätter om just du kan tänka dig att vara 

med då dina svar är betydelsefulla. Alla svar som anges är anonyma och kommer 

därmed inte att kunna härledas till dig. Detta uppnås då informationen du anger är 

kodad och blir således anonym.  

Du kommer tillsammans med dina kollegor inom organisationen att svara på frågor i en 

enkät gällande din organisation som arbetsgivare. Du är utvald då du är en del av den 

organisation som undersöks. Syftet med undersökningen är att få förståelse vad du som 

anställd inom organisationen upplever att din arbetsgivare står för och vad de har att 

erbjuda, samt hur du arbetar och förhåller dig till organisationen som arbetsgivare.  

Enkäten är del av vårt examensarbete på kandidatnivå och består av 8 frågor med 

efterföljande påståenden som vi önskar att du tar ställning till och svarar på så noggrant 

och så genomtänkt som möjligt. Det är också uppskattat om du kan svara på enkäten så 

fullständigt som det går, detta för att få ett så rättvisande resultat som möjligt.  

Lycka till! 

Peter Arrehag & Sofia Persson 

Marknadsföringsprogrammet, Linnéuniverstitetet 

(För frågor, kontakta Peter Arrehag på telefon 070-XXX XX XX) 

1. I vilken utsträckning upplever du att... 

Relationer kollegor emellan är god 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Du omges av stödjande och uppmuntrande kollegor 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

 

Din arbetsgivare erbjuder en trivsam arbetsmiljö 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 
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2. I vilken utsträckning upplever du att organisationen erbjuder… 

 

En konkurrenskraftig genomsnittlig grundlön 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Attraktiva förmåner för dig som anställd 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

En trygg anställning inom organisationen 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

 

3. I vilken utsträckning upplever du att organisationen... 

 

Både värderar och tar till vara på din kreativitet 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Är en innovativ och framåttänkande arbetsgivare 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Producerar tjänster av hög kvalitet 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 
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4. I vilken utsträckning upplever du… 

Att du är självsäker som ett resultat av att arbeta för just din organisation 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Att du får erfarenhet som positivt påverkar din karriär 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Att du mår bra i dig själv genom att arbeta för just din organisation 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Att du har möjlighet att tillämpa vad du har lärt dig under din utbildning 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Tillhörighet och acceptans på din arbetsplats 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Att du har möjlighet att lära dina kollegor vad du har lärt dig 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

 

 

5. I vilken utsträckning stämmer följande påstående in på dig? 
 

Jag är stolt över att vara en del av den organisation som jag arbetar för 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 
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Jag bryr mig om vad som händer med den organisationen jag arbetar för 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Mina värderingar liknar de värderingar som min organisation har 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Jag skulle rekommendera min organisation (varumärket) som jag arbetar för, till 

någon som önskar mitt råd 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Jag tycker om att prata med andra, om den organisation (varumärke) som jag 

arbetar för 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Jag pratar positivt om min organisation (varumärket) som jag arbetar för, till 

andra 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

 

Jag är väl informerad om de värden som varumärket jag arbetar för representerar 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

Jag vet hur jag ska uppföra mig för att representera varumärket på ett positivt 

sätt gentemot kund 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 
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Jag är medveten om de mål som min organisation vill uppnå genom vårt 

varumärke 

 
1 2 3 4 5 6 7 

 

I mycket liten 

utsträckning        

I mycket stor 

utsträckning 

 

 

6. Kön 

Vänligen ange av vilket kön du tillhör. 

 

 Man 

 Kvinna 

 Vill ej ange 

 

7. Ålder 

Vad god ange det åldersintervall som stämmer in på hur gammal du är. 

 

 18-25 år 

 26-33 år 

 34-41 år 

 42-49 år 

 50-57 år 

 58-65 år 

 66 år eller över 

 

 

8. Antal anställda år inom organisationen 

Ange de antal år som du har varit anställd hos din arbetsgivare, oavsett 

arbetsroll. 

 

 Minde än 1 år 

 1-5 år 

 6-10 år 

 11-15 år 

 16-20 år 

 21-25 år 

 26-30 år 

 Mer än 31 år 
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Appendix 2: Questionnaire (ENG) 
 

Hello! 

 

Thank you for your participation, your responses are valuable to us. 
 

Participation in the survey is voluntary, but we value your participation, as your 

answers are important to us. All the answers that you give are anonymous and will 

therefore not be traced back to you. This is achieved as the information you provide is 

coded when inserted into the analysis program. 
 

You will together with your colleagues in the organization respond to questions in a 

questionnaire concerning your organization as an employer. You are chosen, as you are 

part of the organization being studied. The purpose of the survey is to gain an 

understanding of what you as an employee within the organization, feel that your 

employer is offering, as well as how you work and relate yourself to the organization as 

an employer. 

 

The survey is part of our bachelors thesis and consists of 8 questions with connected 

statements that we wish that you will consider and answer as accurately and as 

thoughtful as possible. It is also appreciated if you could answer the questionnaire as 

completely, in order to get the most accurate results possible. 

  

Good Luck! 

 

Peter Arrehag & Sofia Persson 

The marketing program, Linnaeus University 

 

(For any further questions, please contact Peter Arrehag on telephone 070-XXX XX 

XX) 

 

1. To what extent do you feel that you are… 
 

Having a good relationship with your colleagues 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Having supportive and encouraging colleagues 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Having a happy work environment 

 
1 2 3 4 5 6 7 
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To a very little 

extent        

To a very large 

extent 

           2. To what extent do you feel that your organization offers… 
 

An above average basic salary 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

An attractive overall compensation package 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Job security within the organization 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

 

3. To what extent do you feel that your organization…  
 

Both values and makes use of your creativity 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Is an innovative employer – novel work practices/forward thinking 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Produces high-quality services 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

 

4. To what extent do you… 
 

Feel self-confident as a result of working for your particular organization 
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1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

 

 

 

Feel that you are gaining career-enhancing experience 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Feel good about yourself as a result of working for your particular organization 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Have opportunity to apply what was learnt at a tertiary institution 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Experience acceptance and belonging 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

Have opportunity to teach others what you have learned 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

 

 

          5. How well do the following statements apply to you? 
 

I am proud to be a part of the organization I work for 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 
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I care about the fate of the organization I work for 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

My values are similar to those of the organization I work for 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

 

I would recommend the organization (brand) I work for to someone who seeks 

my advice 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

I enjoy talking about the organization (brand) I work for to others 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

I talk positively about the organization (brand) I work for to others 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

I am well informed about the values represented by the brand 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

I know how to comport myself so as to represent the brand to consumers 

 
1 2 3 4 5 6 7 

 

To a very little 

extent        

To a very large 

extent 

 

I am aware of the goals my organization is trying to achieve through the brand 

 
1 2 3 4 5 6 7 

 



 89 

To a very little 

extent        

To a very large 

extent 

 

 

6. Gender 

Please select what gender you are. 

Male 

 Female 

 Not Specified 

 

 

7. Age 

Please select the age that applies to how old you are. 

 18-25 years 

 26-33 years 

 34-41 years 

 42-49 years 

 50-57 years 

 58-65 years 

 66 years or more 

 

 

             8. Amount of years employed by your current employer 

Please select the number of years that you have been employed by your 

employer, regardless of position within the organization. 

 Less than 1 year 

 1-5 years 

 6-10 years 

 11-15 years 

 16-20 years 

 21-25 years 

 26-30 years 

 More than 31 years 
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Appendix 3: Confidence Interval of Summated 
Means 
 
 
 

One-Sample Test 

 Test Value = 0 

t df Sig. (2-tailed) Mean 

Difference 

90% Confidence Interval of the 

Difference 

Lower Upper 

Soc_Sum 30,853 95 ,000 4,41667 4,1789 4,6544 

Eco_Sum 38,827 95 ,000 4,31944 4,1347 4,5042 

Int_Sum 37,600 95 ,000 4,23611 4,0490 4,4232 

Dev_Sum 37,397 95 ,000 4,44444 4,2470 4,6419 

App_Sum 38,576 95 ,000 4,16319 3,9839 4,3425 

BE_Sum 33,476 95 ,000 4,37153 4,1546 4,5884 

BK_Sum 40,710 95 ,000 4,47917 4,2964 4,6619 

BC_Sum 33,237 95 ,000 4,29861 4,0838 4,5134 
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Appendix 4: Means and Standard Deviations 
 

 

 
One-Sample Statistics 

 N Mean Std. Deviation Std. Error Mean 

Social Value 1 96 4,51 1,642 ,168 

Social Value 2 96 4,57 1,464 ,149 

Social Value 3 96 4,17 1,690 ,172 

Economic Value 1 96 4,55 1,178 ,120 

Economic Value 2 96 4,10 1,504 ,154 

Economic Value 3 96 4,30 1,661 ,170 

Interest Value 1 96 3,68 1,566 ,160 

Interest Value 2 96 4,25 1,515 ,155 

Interest Value 3 96 4,78 1,299 ,133 

Development Value 1 96 4,09 1,536 ,157 

Development Value 2 96 5,10 1,341 ,137 

Development Value 3 96 4,14 1,484 ,151 

Application Value 1 96 4,04 1,391 ,142 

Application Value 2 96 4,73 1,410 ,144 

Application Value 3 96 3,72 1,671 ,171 

Brand Commitment 1 96 4,38 1,340 ,137 

Brand Commitment 2 96 4,68 1,632 ,167 

Brand Commitment 3 96 3,84 1,545 ,158 

Brand Endorsement 1 96 4,58 1,526 ,156 

Brand Endorsement 2 96 4,06 1,561 ,159 

Brand Endorsement 3 96 4,47 1,549 ,158 

Brand Knowledge 1 96 4,16 1,317 ,134 

Brand Knowledge 2 96 4,93 1,316 ,134 

Brand Knowledge 3 96 4,35 1,549 ,158 
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Appendix 5: Confidence Interval of Means 
 

 

One-Sample Test 

 

Test Value = 0 

t df Sig. (2-tailed) Mean Difference 

90% Confidence Interval of the 

Difference 

Lower Upper 

Social Value 1 26,922 95 ,000 4,510 4,23 4,79 

Social Value 2 30,614 95 ,000 4,573 4,32 4,82 

Social Value 3 24,157 95 ,000 4,167 3,88 4,45 

Economic Value 1 37,875 95 ,000 4,552 4,35 4,75 

Economic Value 2 26,733 95 ,000 4,104 3,85 4,36 

Economic Value 3 25,370 95 ,000 4,302 4,02 4,58 

Interest Value 1 23,006 95 ,000 3,677 3,41 3,94 

Interest Value 2 27,489 95 ,000 4,250 3,99 4,51 

Interest Value 3 36,052 95 ,000 4,781 4,56 5,00 

Development Value 1 26,112 95 ,000 4,094 3,83 4,35 

Development Value 2 37,280 95 ,000 5,104 4,88 5,33 

Development Value 3 27,302 95 ,000 4,135 3,88 4,39 

Application Value 1 28,467 95 ,000 4,042 3,81 4,28 

Application Value 2 32,855 95 ,000 4,729 4,49 4,97 

Application Value 3 21,799 95 ,000 3,719 3,44 4,00 

Brand Commitment 1 31,997 95 ,000 4,375 4,15 4,60 

Brand Commitment 2 28,082 95 ,000 4,677 4,40 4,95 

Brand Commitment 3 24,382 95 ,000 3,844 3,58 4,11 

Brand Endorsement 1 29,421 95 ,000 4,583 4,32 4,84 

Brand Endorsement 2 25,492 95 ,000 4,063 3,80 4,33 

Brand Endorsement 3 28,269 95 ,000 4,469 4,21 4,73 

Brand Knowledge 1 30,932 95 ,000 4,156 3,93 4,38 

Brand Knowledge 2 36,688 95 ,000 4,927 4,70 5,15 

Brand Knowledge 3 27,541 95 ,000 4,354 4,09 4,62 
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Appendix 6: Correlation Pearson’s r  
 

Correlations 

 Soc_Sum Eco_Sum Int_Sum Dev_Sum App_Sum BE_Sum BK_Sum BC_Sum 

Soc_Sum Pearson Correlation 1 ,575
**
 ,582

**
 ,596

**
 ,601

**
 ,593

**
 ,560

**
 ,650

**
 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 96 96 96 96 96 96 96 96 

Eco_Sum Pearson Correlation ,575
**
 1 ,481

**
 ,611

**
 ,527

**
 ,519

**
 ,366

**
 ,579

**
 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 96 96 96 96 96 96 96 96 

Int_Sum Pearson Correlation ,582
**
 ,481

**
 1 ,718

**
 ,553

**
 ,715

**
 ,522

**
 ,664

**
 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 96 96 96 96 96 96 96 96 

Dev_Sum Pearson Correlation ,596
**
 ,611

**
 ,718

**
 1 ,623

**
 ,715

**
 ,410

**
 ,737

**
 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 96 96 96 96 96 96 96 96 

App_Sum Pearson Correlation ,601
**
 ,527

**
 ,553

**
 ,623

**
 1 ,568

**
 ,571

**
 ,581

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 96 96 96 96 96 96 96 96 

BE_Sum Pearson Correlation ,593
**
 ,519

**
 ,715

**
 ,715

**
 ,568

**
 1 ,519

**
 ,846

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 96 96 96 96 96 96 96 96 

BK_Sum Pearson Correlation ,560
**
 ,366

**
 ,522

**
 ,410

**
 ,571

**
 ,519

**
 1 ,490

**
 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 96 96 96 96 96 96 96 96 

BC_Sum Pearson Correlation ,650
**
 ,579

**
 ,664

**
 ,737

**
 ,581

**
 ,846

**
 ,490

**
 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 96 96 96 96 96 96 96 96 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 
 
 
 
 
 
 


