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ABSTRACT 
 
Globalisation has brought on dynamic markets and competition, and with that obliged 
companies to focus on long-term strategies and a greater focus on attracting, developing and 
retaining its employees. The present hunt for talent can be entitled as talent management, a 
concept that nowadays cannot be avoided. Talent management evidently not only affects 
companies, but also the newly graduates that are about to be employed. Students within 
business and economics are one affected group, since there is an increased competition for the 
most talented students within that field.  Hence, it also concern different universities and 
Business Schools that offer education within the field as they are expected to provide students 
with certain skills before entering the working life. This leads us to an investigation of the 
following problem statement:  
 
How could a business student become more employable and how does a Business School 
respond to the requirements of the companies in the view of the war for talent? 
 
The main purpose with this study is therefore to obtain a comprehension of how newly 
graduates from Umeå School of Business (USBE) can become increasingly attractive among 
large organisations within the business world.   
 
In this qualitative study we wish to gain a deeper understanding of abovementioned issues and 
organisations’ talent management, and therefore we have used a hermeneutic perspective. 
Consequently, we have performed telephone interviews with people that are well acquainted 
with recruitment and human resource related issues at large companies in Sweden. The eight 
interviewed companies include; Öhrlings PriceWaterHouseCoopers, Sony Ericsson, Volvo 
Group, Nobia and Nordea, as well as three companies who requested to be held anonymous 
and are thereby ficticiously named: HRCompetence, CapitalBank and Consultancy AB. In 
addition, we arranged group interviews with personell at USBE to get an insight of whether 
the Business School is focusing on facets that are valued by the organisations.   
 
The scientific approach has been deductive, and the results from the empiricism has therefore 
been analysed together with recognised theories. The main theories used in this study regards 
Human Resource Management, Talent Management, Employment and Higher Education 
Institutions which leads us into Branding.   
 
The results of the research show that students can become more employable by developing 
certain characteristics and competences. The most important ones are: driving force, 
education, work experience, activities in parallel to studies, international experience and good 
grades. When it comes to the Business School and in this case USBE, it can respond to 
companies’ requirements by most importantly increasing its corporate and community 
relations and increase its marketing in order to strengthen its brand. This could be done 
through providing internships, develop the alumni network, find alternative channels to 
corporate and community relations and marketing and engaging in internal marketing.  
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1. INTRODUCTION  
In this introductory part the background of the study will be presented which will lead 
further on to the problem and purpose of the study. The chapter will moreover 
include limitations, as well as a description of the layout.  
 

 
1.1 THE STORY BEHIND 
The three of us have been studying the International Business Program at Umeå School of 
Business (USBE), and on master level we have all specialised in management. Due to this, we 
wanted to find a subject within the field of management. During this semester we have all 
been engaged in a student project named European Tour 2008. The project has been 
actualised simultaneously as the writing of our thesis, and we therefore wanted to find a 
subject for the thesis that could be connected to our project. Our main strive with the 
European Tour project has been to increase the awareness of USBE on both national and 
international levels, and consequently increase the employability of USBE students. This 
question lie us very close at heart, since USBE is among the top Business Schools in Sweden 
but yet we have the apprehension that students from for instance Stockholm School of 
Business (HHS) sometimes are prioritised in recruitment processes.  
 
We firstly discussed to dig deeper into the topic of branding of Business Schools and its 
affects on the students’ employability. We also presented our ideas to a number of professors 
and staff at USBE, and that was when Nils Wåhlin, Associate Professor at USBE, introduced 
us to a very actual and much-disputed concept; talent management. Looking closer at this 
topic we understood that it could give us valuable information from two perspectives. Firstly 
the company perspective; how do they search for talent, and secondly the USBE perspective; 
what approach do USBE have to the corporate world, and does its students respond to the 
requirements of companies? 
 
Before continuing to describe the background of this topic we would like to make the reader 
aware of that this thesis has not been assigned by USBE. 
 

1.2 BACKGROUND 
Today’s business world is not only facing global competition and dynamic markets, but also a 
change towards more creative and knowledge-based businesses. (McCauley & Wakefield, 
2006; Salkey, 2005; Storey, 2007) The globalisation is not only affecting the largest 
companies with subsidiaries around the world, but also the smaller domestic ones. 
(www.svensktnaringsliv.se; Brewster et al., 2005) These prerequisites require long-term 
strategies and a greater focus on attracting, developing and retaining the companies’ greatest 
assets; their employees. Consequently, companies have come to put greater focus on their HR 
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departments, which are now setting the stage for further accomplishments. (McCauley & 
Wakefield, 2006; Salkey, 2005; Storey, 2007) 
 
The hunt for competent personnel as well as the process of development within the company 
is nowadays often entitled as talent management. (McCauley & Wakefield, 2006; Salkey, 
2005; Storey, 2007) The expression has been in the spotlight for quite some time now, and 
has become something companies should consider in order to stay competitive. If neglecting 
the incredible impact of talent management, companies will most likely fail to keep up the 
pace. (Michael et al. 2001) There are three main reasons why companies should consider their 
talent management; these factors are the irreversible shift from the industrial to the 
information age, the intensified demand for high-calibre managerial/professional talent, and 
the growing propensity to switch companies. These factors contribute to the competition for 
talent, which also is referred to as the war for talent. (Michaels et al., 2001).  
 
“The War for Talent” is the name of a study conducted in 1997 by consultants at McKinsey & 
Company, and it is indubitably the most groundbreaking study within the field of talent 
management. (Brewster et al. 2005, Pfeffer, 2001, Younger & Smallwood, 2007) Consultants 
Ed Michaels, Helen Handfield-Jones, and Beth Axelrod investigated the topic talent 
management by performing surveys in 1997 and 2000 among 13,000 executives representing 
more than 120 companies. Among other things, the surveys investigated how companies 
ensure that younger talent exist in the company so as to secure future talented leaders. In 
addition, case studies of 27 companies were conducted from 1997 to 2001.  The results 
showed clear evidence that talent management affects a company’s success. As a matter of 
fact, high- performing companies showed a greater ability to attract, develop and retain 
talented managers, and they moreover earned a 22 per cent higher return to shareholders. 
What these companies had in common was a talent mindset, which signifies an elementary 
belief that talent is of tremendous importance in order to reach success. (Michaels et al. 2001) 
Moreover, talent management includes many different aspects such as workforce planning, 
talent gap analysis, education and development, and recruiting. (McCauley & Wakefield, 
2006) It is the last aspect, recruitment, which will be in the spotlight in this thesis.  
 
Sweden is mentioned as one of the countries affected by the war for talent as the supply of 
talents is not enough to go around for all companies. (McBeath, 2006) The reason why there 
is a war for talent in Sweden is for instance that a great part of the population, that is the 
individuals born in the 1940s, are about to leave the labour market. On top of that, the low 
birth rates in the 1990s contribute to a smaller amount of young people available on the job 
market. (www.sweden.gov.se) The high business activities during the previous years are also 
likely to have added to the competition for talent. (www.scb.se) Since this phenomenon 
occurs in numerous countries around the world, including all European nations, the hunt for 
the most attractive workers might come to be rough. (Aiman-Smith et al., 2006; Ng & Burke, 
2005) Consequently, to recognise and attract talent has become a core skill for recruiters. 
They have to widen their perspectives to find the top talents, since the war for talent concerns 
the quality of applicants and not the quantity. (Bohara, A. 2007; Lavigna, 2008)  Even if a 
company would achieve hundreds or thousands of applications it might not be sufficient since 
the amount of “serial applicants” has increased due to the improved possibilities to register 
online on job search sites. (Lavigna, 2008) Companies therefore have to start searching for 
skills at non-traditional places, since these individuals may possess talent that the traditional 
target group may lack. (Bohara, A. 2007)  
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In Sweden, one of the most attractive fields of studies is business and economics. 
(www.hsv.se) Increased competition for talented students within this field has come to put 
pressure on universities and Business Schools since they are expected to provide students with 
certain skills before entering the working life. (Nabi & Bagley, 1998) Moreover, the battle for 
talent has led to companies starting to search more actively for talents at so-called talent 
pools, including prestige universities and Business Schools. (Michael et al. 2001, Younger & 
Smallwood, 2007) The demand of business graduates is predicted to increase a great deal 
during the upcoming years (www.scb.se) and one thing is for certain: companies are the 
hunters and they chase the talents.  
 
There are previous studies on how companies’ talent management affects students’ 
employability, and there are also studies on what characteristics and competences companies’ 
search for. The individual’s personality and talent are normally brought up as the determinant 
factors when it comes to recruitment of new employees. However, statistics have indicated 
that those students that have a degree from universities that are considered as the most popular 
are in a more favorable position to get employed, and also to obtain a higher salary. 
(Stenshamn, 2003) Hence, what we aim to do in this study is to take the perspective of 
companies and the perspective of a Business School, in this case Umeå School of Business 
(USBE). We find it interesting to create an understanding of whether USBE is focusing on 
aspects that are valued by companies that recruit newly graduates, and also how USBE 
students can increase their employability. Therefore we regard it important to give an 
introduction to USBE as well as two important accreditations affecting the school; EQUIS 
and Civilekonomexamen, before presenting the problem and purpose of the study.  

1.2.1 Umeå School of Business 
Umeå School of Business (USBE) within Umeå University was founded in 1989. However, 
the history of academic education and research in business and economics at Umeå University 
date back to 1966. USBE has approximatley 1500 enrolled students and it offers several 
Bachelor programs, Master’s programs, doctoral programs and a great number of courses. 
Research within the major fields in business administration is well developed. Moreover is 
internationalisation highly prioritised whithin the school and it has about 66 partner 
universities around the world. About 45 per cent of USBE’s students have spent one or two 
semesters abroad during their education. (www.usbe.umu.se) 
 
In 2003 a ranking was made of the 25 Swedish universities and university colleges that 
provided education within business and economics where Umeå School of Business (USBE) 
was ranked seventh. The ranking was based on; the university's attractiveness among students, 
the university's attractiveness in the industry, and the amount of resources allocated for each 
student. (Ekelund, 2003) 

1.2.2 EQUIS 
In October 2006 USBE was accredited by EQUIS. (www.usbe.umu.se) EQUIS is a program 
for quality development and they set high international standards on education, research, a 
close interaction with the corporate world and innovation. Institutions that are accredited must 
demonstrate a high general quality in all dimensions of their activities and also a high degree 
of internationalisation. An accreditation covers all programmes offered by an institution; 
thereby it goes for all fields within USBE. In total, 110 Business Schools in 32 countries have 
been awarded by EQUIS. Four of these reside in Sweden, besides USBE it is Stockholm 
School of Economics, School of Business, Economics and law at Gothenburg University, and 
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Lund University – School of Economics and Management. (www.efmd.org; 
www.usbe.umu.se) 
 
1.2.3 Civilekonomexamen 
In July 2007 a new academic degree was introduced in Sweden, “Civilekonomexamen”, 
which can be awarded after four years (240 Swedish credits) of studies in business 
administration and economics. Currently it is only six universities in Sweden that have been 
qualified to  issue this exam, Umeå, Gothenburg, Linköping, Stockholm, Lund and Växjö 
University. These universites for instance fulfil the requirements regarding comprehensive 
content in the educations, high quality educations, and competency of teachers. (www.hsv.se)  
 

1.3 PROBLEM 
 
How could a business student become more employable and how does a Business School 
respond to the requirements of the companies in the view of the war for talent? 
 

1.4 PURPOSE 
 
The main purpose with this study is to obtain a comprehension of how newly graduates from 
Umeå School of Business can become increasingly attractive among large organisations 
within the business world. 
 
In order to do this we aim to develop a deeper understanding of organisations’ talent 
management, primarily the aspects concerning recruitment. We will illuminate the 
companies’ hunt for talent to further our knowledge of how and where they search for talent. 
This in turn, breeds an insight of different aspects that affect business students’employability.  
 
Furthermore we aim to get an insight of whether USBE is focusing on facets that are valued 
by the organisations and whether the organisations consider that the reputation of USBE has 
an affect on its students’attractiveneness and thus employability. 
 
1.5 LIMITATIONS 

This study is limited to a research of students’ employability in Sweden, with a constant focus 
on newly graduates from USBE within the area of business and economics. (Note that 
sometimes the newly graduated are refered to as economists). Some issues brought up could 
however be applicable to all Swedish business students. When it comes to Business Schools, 
we are limiting ourselves to one, that is, USBE. The companies included in the study are 
limited to large businesses within diverse branches with Swedish head offices.  

(Please note that when we bring up Business Schools (BS) in this thesis, we also include 
studies in business and economics at universities which are sometimes called Schools of 
Economics. Hence, all Swedish educations that offer studies within the field of business and 
economics may be included when we discuss Business Schools or universities that not only 
regard USBE.)  
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1.6 LAYOUT OF THE STUDY 
 

1. INTRODUCTION 
 

 
In this chapter we present the background 
of the war for talent, followed by the 
problem and purpose of this thesis. We 
also describe the limitations of the study.  
 

2. RESEARCH CONSIDERATIONS 
 

 
This chapter brings up our research 
considerations of the study. The aim is to 
give the reader a deeper understanding of 
the starting-points of this research, our 
choice of certain methods, as well as an 
understanding of why the following 
theories have been selected.   
 

 
3. THEORETICAL FRAMEWORK 

 

 
Established theories created by some of the 
most prominent researchers within the 
area of HRM, talent management and 
branding are presented and discussed in 
this chapter. 
 

4. PRACTICAL METHODOLOGY 

In this chapter we will discuss how we 
practically performed the study through 
interviews, and we will also highlight some 
critical reflections.  

5. THE COMPANY PERSPECTIVE 
The empirical data collected by interviews 
with recruiters at different companies will 
be presented in this part. 

6. THE USBE PERSPECTIVE 
 

The empirical results of the conducted 
group discussions with personnel at USBE 
will be presented in this chapter. 

7. ANALYSIS 
 

 
An analysis based on the empirical results 
is presented. Moreover are matching 
theories connected and analyzed together 
with the empiricism. 
 

 

8. CONCLUSIONS & 

RECOMMENDATIONS 
 

 
Conclusions to the problem statement will 
be brought up in this chapter, and some 
recommendations for future studies will be 
presented.    
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2. RESEARCH CONSIDERATIONS 
In this part we will introduce the reader to the starting-points to this study. Firstly we 
will give a presentation of our primary knowledge. Scientific perspectives and 
methods of reasoning will thereafter be highlighted to create an understanding of 
our discussions and interpretations throughout the thesis. Commentary regarding the 
collection of secondary data and source critique will sum up this chapter. 
 

 
 

2.1 AUTHORS PRIMARY KNOWLEDGE 
Prior knowledge has its’ roots in our earlier experiences, and it can vary depending on our 
social and educational background, as well as other previous practical experiences. Since this 
type of knowledge is likely to affect the expectations and interpretations of a subject, authors 
should clarify their prior knowledge. By doing this, the reader understands the values and 
interpretations behind the study and can evaluate the study based on those presumptions. 
(Johansson-Lindfors, 1993) Prior knowledge can be divided into primary and secondary prior 
knowledge. Primary prior knowledge is connected to personal experiences such as work 
experience, while secondary prior knowledge deals with learning, such as education and 
literature. (Johansson-Lindfors, 1993) 
 
2.1.1 Theoretical Preconceptions 
We have been studying the International Business Program at USBE, and are now studying 
the master’s programme in management. Through the university studies we have gained 
further knowledge within the field of business and economics. We have also during previous 
courses, for instance the master course People – The Human Side of Organising, developed an 
insight into theories regarding the value of organisations’ human resources and thus the broad 
meanings of human resource management. Hence, none of us had any previous knowledge of 
specific theories regarding talent management. As a matter of course, the concept talent 
management was new to all of us and so was the expression “the war for talent” although we 
were aware of that companies sometimes compete for top candidates. We though believe that 
our previous theoretical knowledge within this field has been very limited and the risk that it 
has impinged this study is therefore minor. 
 
2.1.2 Practical Preconceptions 
During our time as USBE students we have created an idea on how our Business School is 
apprehended by recruiters. From people that we have met, and after having read articles in 
different media, we believe that some Business Schools in our country are regarded as more 
prestigious than other, and that some companies find students from these schools more 
attractive when recruiting. USBE should, to our regard, be considered as one of Sweden’s top 
Business Schools, and this can for instance be explained by the fact that USBE is one of few 
Business Schools in the country that has the EQUIS accreditation and the right to provide 
Civilekonomexamen. However, our belief is that companies are not aware of the high quality 

RESEARCH 
CONSIDERATIONS 

 
-Primary Knowledge 
-Scientific Perspectives 
-Methods of Reasoning 
-Secondary Data 
Collection 
-Source Critique 
 
 



2. RESEARCH CONSIDERATIONS 

 7 

of educations offered at USBE. This may or may not be a correct apprehension, however it is 
our belief and since the issue lay us very close at heart it may have affected how we interpret 
and analyse the empiricism that has been collected for the purpose of this study.  
 
The three of us have gained practical experiences from recruitment processes, and we have 
also very recently been on job interviews at different companies. This prior knowledge has 
given us different perspectives on recruitment since the recruitment processes differed 
significantly. We believe that our different experiences together will conduce to broader 
perspectives on recruitment and employability, which we think will contribute to fair 
interpretation of our empiricism.  
 
One of the authors has in a previous job in the service industry recruited people to work in a 
newly opened restaurant. This was internal recruitment and the people were head hunted from 
their current positions since they had the right personality and future potential. This previous 
experience created an understanding and a positive view of internal recruitment and head 
hunting due to its efficiency and benefits. Theories regarding internal recruitment and head 
hunting are brought up in this study, and the view towards these channels of recruitment is as 
mentioned positive beforehand. Though this view should not affect the interpretation of our 
empirical data since different recruitment channels may suit different contexts, something the 
three of us agree on and we aim to analyse our data with open, yet critical, minds. 
 
2.2 SCIENTIFIC PERSPECTIVES 
Positivism and hermeneutics are the two main perspectives used in scientific studies, (Bryman 
& Bell, 2003) and presenting the chosen scientific perspective will facilitate for the reader as 
it creates an understanding of the basis for the study (Lantz, 1993). A positivistic perspective 
is characterised by a strive to generalise, explain and describe the reality via logical systems, 
and quantitative research methods are often being utilised (Eriksson & Wiedersheim, 2001). 
Hermeneutics on the other hand, aim at interpreting and develop a deeper understanding the 
reality rather than making generalisations. (Gummesson, 2000,) 
 
We have chosen a hermeneutic perspective for this study, as we consider it the right starting 
point when trying to create a deeper understanding of what aspects that could increase 
students’ employability. By interviews with recruiters and discussions with USBE 
management and staff, the hermeneutic perspective allows us to more deeply understand their 
line of thoughts in regard of for example talent management, recruitment, student 
employability and the impact of Business Schools. 
 
After having performed the interviews it became even more evident that a hermeneutics 
perspective was the right starting-point for this topic. The reason to this was because we for 
instance more than once during interviews first were told that “the Business School does not 
matter, it is the individual that counts”, and later on the same interviewee said that their 
company regarded certain Business Schools as more prestigious, and its students more 
ambitious. By using a hermeneutic approach we have been able to interpret answers like these 
which will add value to this study. 

 
2.3 SCIENTIFIC APPROACH 
When creating an empirical study the researcher has to decide what scientific approach it will 
comply with. The scientific approach can be distinguished between a deductive and an 
inductive approach. A deductive approach imply that the researcher proceed from existing 
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theories and intend to draw conclusions from collected empirical data. This approach is often 
associated with hypothesis that must be confirmed or rejected in accordance to the 
empiricism. The inductive approach concerns the collection of data and the intention to 
generate new theories from the results of the collected material. (Saunders et al., 2007) 
 
Although the hermeneutic perspective often is connected to an inductive approach, we have 
decided on basing our study on a deductive approach. The reason why we consider this 
approach more suitable is partly due to our limited previous knowledge within the field. We 
believe that in order to perform a trustworthy study of high quality, one must either base the 
study on prominent theories or possess extensive knowledge of the issues. Without our 
theories as a base it would have been difficult to generate relevant data from the interviews 
and it would also be difficult to maintain the line of argument. In other words, we wanted to 
build our study on recognised theories and search for different theories regarding the topic 
beforehand, since we did not want to build our palace on mud. The deductive approach has 
been apparent throughout this study and our conclusions are drawn after connecting the 
empirical data to existing theories.  
 

2.4 PERSPECTIVE OF THE STUDY 
Situations can be cognized differently depending on the eyes of the contemplator, and this 
research will highlight two perspectives, the companies’/recruiters’ perspective and the USBE 
perspective.  
 
The focus will primarily be the companies’ perspective given that we aim to create an 
understanding of how business students’ employability can be increased, and our intention is 
to provide students and management at USBE with recommendations. We will perform group 
interviews with USBE management in order to understand how USBE can strenghten its 
attractiveness and awareness among corporate and community and meet their recruitment 
requirements. The two perspectives will be applied interchangeably throughout the study and 
in the end help us understand what aspects that affects business students’ employability.  
 
Our wish has also been to include a USBE student perspective to this study, since it is not 
only the Business School’s responsibility to make its students more employable. It is very 
much the student’s responsibility to ensure that he or she is attractive on the job market. 
However, due to limited space in this thesis we decided to leave out the contemplated group 
interviews with students and will instead let the group discussions with USBE management 
represent the USBE perspective. Since we are hermeneutics we have never intended to 
generalise any viewpoints to whole populations, but at least we will get an idea of how some 
well-grounded employees at USBE reflects upon these issues. 
 

2.5 SECONDARY DATA COLLECTION 
The secondary data consists of scientific articles and literature. We have mainly used the 
search engine EBSCO through the webpage of Umeå University library in order to find 
scientific articles. We have used about 30 scientific articles and they have mainly been 
collected from Business Source Premier, and majority are peer reviewed so as to ensure the 
quality of the research and thus the scientific level. ALBUM at the web page of Umeå 
University’s library has also been used to search for literature as it covers all literature 
collections available at the library. To ensure well established theories we have gone through 
reference lists to find researchers that reappear frequently. Thereafter these researchers have 
been looked up and their theories included in our study. The original source has been used at 
all times to avoid misinterpretations and ensure a high quality on our sources.  
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Given that talent management is a rather new approach that is part of human resource 
management, we found it important to obtain a general understanding of human resource 
management before digging deeper into more specific theories about talent management, 
recruitment, employability et cetera. When starting our search about talent management we 
first wanted to find out about research and literature within the field in order to create an 
understanding of the topic. Therefore we started by searching literature via the web page at 
Umeå University’s library, as well as the search engine EBSCO, which as mentioned also is 
accessible via the University’s web page. It did not take us long to realise that talent 
management is a very current topic, as most theories about the topic were published in 
scientific articles from year 2006 and onwards. There are not as many books written about the 
topic as there are articles, so we have mainly made use of articles for talent management 
theories. However, looking at the scientific articles we found that many researchers referred to 
“The War for Talent”, the book written by the McKinsey consultants. Since this book is 
referred to by numerous researchers, we decided that it would be the starting point for the 
theories on talent management, and we added recently published scientific articles to it to 
create a broader picture. 
 
The part of talent management that this study investigates concern recruitment of newly 
graduates. Therefore we for instance made use of the following words to find scientific 
articles and literature: human resource management, recruitment, recruitment processes, 
recruitment selection, employment, employability, student employability, branding, personal 
branding, communication and networking. Taking all these searches together we found a 
satisfying amount of theories to base our study on. 
 
For the methodology we have only made use of literature, and also for the main theories 
regarding branding since many well established sources on branding, such as Aaker, can be 
found in books. 

 

2.6 SOURCE CRITIQUE TO SECONDARY DATA 
The criteria for source critique brought fourth by Thurén (2005) are used to evaluate the 
trustworthiness of our secondary sources. These criteria are authenticity, time relation, 
independency, and tendency avoidance. Authenticity means that the source should be correct 
and not misleading. Time relation means that the source should be up-to-date. However this 
does not mean that all old sources should be rejected, as these can include valuable 
information that is still useful (Johansson-Lindfors, 1993). Independency and tendency 
avoidance imply that sources for example should be impartial and objective. (Thurén, 2005) 
 
The above criteria have been considered to greatest possible extent throughout the work with 
this thesis. To ensure the authenticity we have for instance made use of original secondary 
sources. By doing this we minimise the risk of misinterpretations and we give the reader a 
chance to look up and evaluate the original source. Since a couple of the methodology sources 
are in Swedish it is though difficult for non-Swedish speakers to evaluate these sources. 
However, we decided to make use of them despite this fact, as they describe the 
methodological work behind a research in a clear yet over bridging way. To ensure 
authenticity and high quality of sources we have also intended to use only peer-reviewed and 
well cited sources. There is however a few sources that are not frequently cited. We though 
included these since we deem that all of them are bringing interesting aspects to our thesis.  
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The content of Internet sources is not reviewed and therefore these sources should be utilised 
with caution. For the background information we have nonetheless made use of for instance 
statistical data from the web page of Statistiska Centralbyrån (Statistics Sweden), which to 
our regard is the most trustworthy source for Swedish statistics. Apart from the Internet 
sources that have been used for the background in the introducing chapter the Internet has 
been used scarcely and will therefore not affect the thesis negatively. 
 
In terms of the usage of up-to-date sources we have focused on including sources that have 
been published during the last few years, but we have also made use of some older well 
established theories that today’s researchers still refer to, for example Aaker’s branding 
theories. As Johansson-Lindfors (1993) states, one should of course enlighten current research 
but it should not be at the expense of valuable and still valid theories. 
 
Independency and tendency avoidance have been considered by comparisons of numerous 
sources to verify the trustworthiness and ensure that authors and researchers also have support 
from other knowledgeable people. Since many theories highlight the same points we believe 
that tendency has been avoided. We have though found it important to criticise sources that 
have been referred to frequently, and therefore sources that criticise the concept of talent 
management has been brought forth so that the reader also gets an insight from other 
perspectives. 
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3. THEORETICAL FRAMEWORK 
This chapter highlights established theories regarding human resource management, 
talent management, employment and theories handling higher education 
institutions. These theories help us understand the complexity of talent management 
and the challenges that companies as well as students face due to it, which will be 
helpful when analysing both the interviews with recruiters and the group discussions 
at USBE. 
 

 
 
3.1 HUMAN RESOURCE MANAGEMENT 

3.1.1 Defining Human Resource Management  
Human Resource Management (HRM) has been discussed in different terms for many 
decades. However, in the 1980s it really became a recognized concept when professors at 
large American Business Schools released numerous articles and books on the subject. 
(Söderlund and Bredin, 2005) According to Söderlund and Bredin (2005) there are three main 
definitions of HRM. The first one sees HRM as executive personnel responsibility, which on 
the one hand is a rather broad view but on the other hand does not include any of the human 
resource work performed by others than the management. The second view is HRM as 
management philosophy, and represents an alternative view that includes a humanitarian way 
of treating people. The third one sees HRM as the management of the interaction between the 
organisation and its personnel. This explanation gives a broad yet delimited view of HRM. 
(Söderlund and Bredin, 2005) Since HRM has many different definitions, we wish to maintain 
a rather broad view of the area and we therefore find it well explained by Price (2007): 
 
“A philosophy of people management based on the belief that human resources are uniquely 
important to sustained business success. An organization gains competitive advantage by 
using its people effectively, drawing on their expertise and ingenuity to meet clearly defined 
objectives. Human resource management is aimed at recruiting capable, flexible and 
committed people, managing and rewarding their performance and developing key 
competencies”. (Price, 2007) 
 
The role of HRM has increasingly moved towards a more strategic meaning. Many agree on 
that the HR-department should be extensively included in the strategy development of an 
organisation and that more responsibility should be laid on the firm’s human resources, 
namely, its workers. (Söderlund and Bredin, 2005; Analoui, 2007; Price, 2007) HRM should 
in other words be about implementing the parts of the strategy that involves personnel issues. 
More focus is therefore laid on the individual employee and the competences he or she 
possesses. (Söderlund and Bredin, 2005) 
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HRM can be seen as having both a soft and a hard side. The hard side is business focused and 
regards rational planning. When it comes to resources, the hard side promotes the use of 
psychological tests for instance when selecting among future employees. The soft side on the 
other hand concerns the foundation of HRM and focuses on motivation, culture, values, 
communication, and development and so on. The soft side is also about keeping a long term 
focus rather than short term cost cutting in order to gain competitive advantage. (Storey, 
2007) 
 
HRM is unquestionably a concept covering many issues of central concern in organisations. 
However, in our theoretical framework we will henceforward focus on the HRM that 
concerns recruitment and later on also talent management since these theories help us 
understand the underlying factors of the problem and purpose of this study, and it also give us 
leading lines on how to analyse the empiricism. Due to this reason, we will firstly briefly 
introduce you to different recruitment strategies. 

3.1.2 Recruitment Strategies 
 “Recruitment is the process of seeking and attracting a collection of people from which 
candidates for job vacancies can be chosen” (Analoui, 2007)  
 
According to Price (2007) there are three main approaches to recruitment strategies: 
suitability - right person for the job, malleability – fit the culture, and flexibility – employee 
for tomorrow. These aspects can easily become mixed up and are therefore generally 
combined when hiring new employees. Suitability is important since it focuses on finding the 
applicant that is best suitable for the job, however, with a rather inflexible approach. 
Malleability on the other hand has to do with finding people who are generalists with diverse 
qualities and an attitude that will fit the organisation's culture. Flexibility has shown to 
become a key word for companies when looking for new workers since people who are 
flexible and adaptable to future change has become a main source for competitive advantage. 
These individuals, or talents, are not easy to find, and when you do, they might be found hard 
to manage. However, finding a diverse set of talents with high goals will indubitably turn out 
to praise the business to the skies. (Price, 2007) Organisations though have to ensure that the 
recruitment processes are planned carefully in order for it to run smoothly and for the 
employer to find the best candidates. It is therefore vital also for companies to be flexible yet 
careful when they recruit since they want to find employees that fit in. (Analoui, 2007) Using 
the right recruitment channels is also a necessity in order to reach the most suitable and 
talented employees, which is why we hereby present some possible recruitment channels. 

3.1.3 Recruitment Channels 
Recruitment channels can be divided into internal and external recruitment, and informal and 
formal channels. (Russo et al., 1995) Internal recruitment channels concerns the 
communication between the human resources department and the rest of the firm, for instance 
by advertisements on the intranet or in a firm’s newspaper. (Russo et al., 1995; Analoui, 
2007) According to Analoui (2007), the process of internal recruitment must be both 
transparent and fair, since favouritism might occur. Moreover, the company can miss out on 
innovativeness and fresh ideas if they mainly employ internally. However, advantages with 
internal recruitment are that the capabilities of the employees already are known and that they 
are motivated and have knowledge about the company. (Analoui, 2007) 
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External recruitment channels involve employers and job seekers and can consist of head-
hunters, advertisements in newspapers and employment agencies (Russo et al., 1995; Analoui, 
2007) One of the main advantages with external recruitment is that companies are able to 
choose from numerous applicants, which can bring about a great deal of inventiveness. In 
addition, it may be cheaper and easier. Among the disadvantages of external recruitment is 
that it is time consuming to attract and select applicants and have them accustomed to the 
business. (Analoui, 2007) Among all external recruitment channels Web-based recruitment 
has become one of the most utilized tools for recruitment. Normally, information regarding 
jobs is found on company websites where applicants in addition can upload their CV and fill 
out application forms. (Price, 2007) According to a survey of 400 firms in the UK (AGR 
online, 26 April, 2002, found in Price, 2007), 80 per cent of the companies favoured 
electronic CVs or résumés over paper versions. These are not only faster to process, but also 
give notion about the applicants’ computer knowledge. According to a study by McKinsey & 
Co the increased usage of Internet as a recruiting tool has though in reality not made much of 
a difference in terms of talented candidates, although it enables companies to reach out to a 
greater number of people. (Michaels et al. 2001) 
 
When talking about informal channels of recruitment one refers to recommendations either 
from people outside the firm or from employees working in the company. Informal sources 
often grant applicants with higher quality, but at the same time this can also be a way of 
excluding or discriminating other individuals. Formal channels primarily consist of 
advertisements in large newspapers, job centres et cetera (Russo et al., 1995) However, as the 
ambience of the workplace has changed over the years, it is according to Kaliprasad (2006) no 
longer sufficient to reach out to future employees by simply using scarce channels such as 
advertisements. He recommends a combination of informal and formal channels, which 
include the utilisation of advertising, making use of a recruitment agency and employment of 
people that you know personally. He also emphasise the importance of looking at a 
candidate’s abilities, experiences, personality and track record. One must also ensure that the 
applicant fits into the organisation and the current employees. (Kaliprasad, 2006)  
 

3.2 TALENT MANAGEMENT 

3.2.1 The History of Talent 
“The word talent itself dates to antiquity and has a rich history. To the ancient Hebrews, 
Greeks, and Romans, a talent was a unit of weight. Through exchange of precious metals of 
that weight, it became a unit of monetary value. What is today a key source of value creation 
was, thousands of years ago, money. It has come full circle.”  (Michaels et al. 2001)  
 
In the New Testament’s Parable of the Talents, talent was not only a unit of coinage, but also 
a gift that needed to be cultivated.  Martin Luther later created the fundamental ideas of the 
Protestant work ethics, by saying that it was God’s will that individuals make use of their 
talents by hard work.  (Michaels et al. 2001) It has been difficult to agree on a modern day 
definition of the word talent, however, the definition that we will use in this thesis is inspired 
by definitions by a number of researchers and it covers many characteristics that are 
associated with talent: 
 
“Talents are highly skilled and competent individuals with a strong driving force and high 
potential to develop even in the future. They perform better than others and have the ability to 
adapt to different situations and they are therefore the core competences of the company. 
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Talents have better ideas and they execute those ideas better, and they also develop other 
people better.” (Berger & Berger, 2004; Michaels et al. 2001; Morton & Ashton, 2005) 
 
After having investigated literature regarding the topic, we have come to the conclusion that 
talent is something unique, not only because of the fact that there is a war for talent but also 
because a talent seem to imply so much more than a skilled person. As Berger and Berger 
(2004) state do talents only represent a small percentage of all employees in a company, but 
they are nevertheless its core competences (Berger & Berger, 2004). Talent is also dependent 
on the context since different contexts have different requirements in terms of competences 
and capabilities (Morton & Ashton, 2005; Pfeffer, 2001).   
 
Although the concept talent management (TM) has become increasingly utilised during the 
last few years, it is however not something new. As a matter of course, already in the 1980s 
recruiters and other human resource personnel were familiar to related concepts such as the 
BCG matrix. The BCG matrix differentiated between different types of employers such as 
star, dead, solid, and high potential employees. (Storey, 2007) The concept of talent 
management has though come to be related to many different meanings. While some 
individuals and organisations may associate talent management with leadership development 
(Iles & Preece, 2006), others associate it with the identification and recruitment of recently 
graduated talents. (Storey, 2007) There are indubitably various definitions of talent 
management, however in this thesis we have decided to use a simple yet broad definition used 
by the McKinsey consultants: 
 
“Talent management is about attracting, developing and retaining talented individuals in the 
organisation.” (Michaels et al. 2001) 
 
Talent management is often mentioned in connection with employer branding, which also has 
become increasingly important in the business environment. The reason why these concepts at 
times are used simultaneously is because a company that has a strong and positive employer 
brand easier attract and retain talented individuals. (Brewster et al. 2005) Despite of the fact 
that these concepts are related we will not take a closer look at employer branding since it is 
not included in the purpose of this study. 

3.2.2 The War for Talent 
The War for Talent study by consultants at McKinsey & Company is unquestionably the most 
groundbreaking study within the field of talent management. (Brewster et al. 2005; Pfeffer, 
2001; Younger & Smallwood, 2007) Their study showed that successful talent management 
affects a company’s success. The high- performing companies, that all had a talent mindset, 
were better at attracting, developing and retaining talented managers, and they also earned 
higher return to shareholders. (Michaels et al. 2001)  
 
There are three elementary factors that trigger the war for talent. The first one is the 
irreversible shift from the industrial to the information age. Technology has come to increase 
in importance at most modern day companies, and consequently workplaces have changed 
and become much more knowledge based. The second factor that triggers the war for talent is 
the intensified demand for high-calibre managerial/professional talent. The demand for 
talented people is thought to exceed the supply, which becomes a great risk for many 
companies if they lose the battle for talent. The third factor to enlighten is the growing 
propensity to switch companies. People have become more mobile, and this in combination 
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with a high demand for skilled staff has moved the power from the employers to the talents. 
(Michaels et al., 2001) 
 
The talent that McKinsey & Company investigates concern talent on executive and 
managerial levels. Their study has moreover had an emphasis on large and medium sized 
American companies in the private sector. (Michaels et. Al. 2001) McBeath (2006) brings up 
that the talent shortage may be a cultural issue, and that the war for talent is not apparent in all 
countries. As a matter of fact most studies concerning the war for talent has been conducted in 
the US, Canada, Australia, New Zealand and in the UK. The talent supply is the contrary in 
many Asian countries where there are over-supply of competent people and so called talents. 
In Europe the situation differ among countries, but McBeath (2006) mentions Sweden as one 
of the countries where recruitment has come to reach a critical stage. (McBeath, 2006) 
Therefore we believe that the old versus the new reality presented below may be applicable 
also in Sweden. 
 
 
 
THE OLD REALITY 
 

THE NEW REALITY 

 
People need companies 
 

Companies need people 

 
Machines, capital, and geography are the 
competitive  
Advantage 
 

Talented people are the competitive 
advantage 

 
Better talent makes some difference 
 

Better talent makes a huge difference 

 
Jobs are scarce 
 

Talented people are scarce 

Employees are loyal and jobs are secure 

 
People are mobile and their commitment is 
short term 
 

 
People accept the standard package they 
are offered 
 

People demand much more 

Table 1: The Old vs. the New Reality (Michaels et al, 2001) 

3.2.3 How to Win the War 
After performing the war for talent surveys, McKinsey & Company came up with five aspects 
that companies must consider in order to being triumphant in the battle for talent. These five 
aspects are presented in the following table: 
 

 
1. Embrace a talent mindset 

2. Craft a winning employee value proposition 

3. Rebuild your recruiting strategy 
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4. Weave development into your organisation 

5. Differentiate and affirm your people 

 
 Table 2: How to make Talent a Competitive Advantage (Michaels et al. 2001) 
 
Having a talent mindset is regarded the most crucial aspect out of the five determination 
factors that have been presented. However, for the purpose of this thesis we regard it more 
relevant to reflect upon the determination factor that deals with recruitment, rebuild your 
recruiting strategy.  Recruitment strategies becomes relevant since we assume that companies 
search for talent and also that their recruitment strategies affect business students’ 
employability.  
 
Another one of the five aspects, weave development into your organisation, will be brought 
up in section 3.4.3 where we bring up theories on how Business Schools can find ways to 
grow more talent.  
 
Rebuild Recruitment Strategy 

In order for companies to attract talent, they must consider the strategy for recruitment. One 
strong advice given by the McKinsey team is to search more actively for talents, and not wait 
for the talents to come knocking on the door. (Michaels et al. 2001) Recruiters must know 
what type of talents the organisation needs and match talent with the right position. (Storey, 
J., 2007) Companies should also be aware of the fact that not only is it crucial to have talented 
individuals at the higher levels of the organisations. It is also important to ensure that there is 
a pipeline of younger talent that provide talent to the entry levels of the organisations, as these 
are the ones that will lay the foundation for the future talent (that is if they stay in the 
organisation). Younger talent also typically shows openness when learning about company 
culture, skills and values of the organisation. (Michaels et al. 2001) 
 
Recruiters moreover have to start looking for talents at more non-traditional places and not 
only at the places that they have recruited employees from previously. For instance, it is rather 
common that companies search for candidates only at a few colleges that are of very good 
repute. Consequently, companies search for the same type of people from the same places, 
which is not the right way if the aim is to attract the best team of talents. (Michaels et al. 
2001) As a matter of fact, some of the large consultancy firms have started looking for talent 
at non-traditional places. When they more than a decade ago may have searched for 
employees only at the top-five schools, they might have expanded their search field to the top 
ten, something that has been proven a successful strategy. (Michaels et al. 2001)  
 
Focusing only on selected Business Schools when recruiting is discussed further by Younger 
and Smallwood (2007), who have introduced a new concept that will help companies win the 
battle for talent. They call this concept branded talent developer, and it refers to organisations 
that focus on career development and opportunities, which in turn make them attract talented 
individuals. (Younger & Smallwood, 2007) Once again we see that talent management and 
employee branding are closely related phenomena. Younger and Smallwood (2007) enlighten 
nine different characteristics that make these branded talent developers different from other 
organisations. One of these deals with the recruitment channels used by these companies. The 
researchers mean that branded talent developers are relentless recruiters that constantly put 
great efforts in finding the most talented people. If they find a talent, they create a position for 
that person, no matter if there is a vacant position or not. Moreover, they identify where they 
should search for talent and they do this by identifying talent pools such as selected Business 
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Schools. They thereafter build up long-term relationships with these Business Schools (talent 
pools) by for instance providing internships, supporting research, having guest lectures at that 
school and establishing valuable and lasting relationships with both professors and students. 
By doing this they get access to the top graduates before other recruiters. (Younger & 
Smallwood, 2007)  
 
Companies should though avoid going the easy way like searching at the very same Business 
Schools, since they then only search for “a round peg for a round hole”. Doing this neglects 
the value of employing individuals with different backgrounds. As the war for talent has 
become apparent it has become clear that companies should look for individuals with non-
traditional backgrounds in order to build up sustainable talent within the organisation. 
(Michaels et al. 2001) This is where diversity management comes into the picture, as we 
assume that talent not always appear alike.  
 
Diversity Management 

There are various aspects of diversity that can add value to an organisation, and as Bohara 
puts it: “Talent comes with many different accents.” (Bohara, 2007). Our focus will solely be 
on diversity regarding recruitment from diverse Business Schools rather than diversity in 
terms of ethnicity, gender et cetera.  
 
McKinsey has come up with a brainstorming tool, including different aspects that companies 
should consider when searching for non-traditional candidates. This tool consists of five 
different dimensions of reflection, which are that candidates should: 1) come from different 
places (includes the consideration of different schools, different parts of the world etc.), 2) are 
on different career stages, 3) have different educational background (in terms of more or less 
educated), 4) possess different work experience, and 5) have different demographic profile. 
(Michaels et al. 2001) Diversity in terms of different education, different ways of thinking and 
different problem solving styles can add value to a company and consequently recruitment 
from diverse Business Schools add to the diversity of an organisation. (Michael et al. 2001) 
The McKinsey consultants also refer to the recruitment of individuals with different 
knowledge, and that intrinsic knowledge is of greater importance than specific knowledge. 
(Michaels et al. 2001) However, whether this becomes relevant for our field of research is yet 
to be found out by the interviews with companies, since it is uncertain whether students from 
different Business Schools are said to possess different specific knowledge.  
 
Today’s businesses face great possibilities as well as difficulties with globalisation and the 
fact that many of them need to perform business on multicultural bases. These circumstances 
require a diverse workforce, and leaders who are prepared to handle it. Diversity has become 
a much broader concept, and in the words of Analoui (2007), it regards “our relatedness, our 
connectedness, our interactions and where the lines cross”. (Analoui, 2007) Organisations 
with a diverse work force have a great deal to gain, for instance in terms of effectiveness and 
growth of the business as it for instance attracts the greatest employees, reduces turnover, 
improves creativity and innovation and so on (Analoui, 2007; Cox and Blake, 1991)  
 
 
 
 
 
 
 



3. THEORETICAL FRAMEWORK 

 18 

 
DIVERSITY AS AN ASSET 
 
 
Among the benefits that companies get out of hiring a diverse workforce are: 
• Greater creativity 
• Better problem solving 
• Greater system flexibility 
 
Table 3: Diversity as an Asset (Analoui, 2007) 
 
Diversity within organisation has numerous benefits, however, it is also a challenge for 
companies as they have to ensure that the people from non-traditional backgrounds possess 
the skills and characteristics required. (Michael et al. 2001) 

3.2.4 Critique to the Concept of Talent Management 
Although talent management has become a fêted modern-day concept, there are however 
criticism towards it that question a number of issues.  
 
The main critique that Pfeffer (2001) brings up in regard of talent management is that the 
concept is far too focused on the individuals. The theories brought fourth by Michaels et al. 
imply that an organisation will face competition successfully if it only has talented 
individuals. However Pfeffer enlightens that it sometimes is neglected that performance is 
very much context dependent, and that a team of people can outperform groups of individual 
talent. Morton & Ashton (2005) include context dependency in their definition of a talent, but 
Pfeffer argues that this is often neglected. What Pfeffer puts forth is that networks, teams and 
social processes are neglected in talent management theories, and that success is stated to rely 
on individual talents. (Pfeffer, 2001) This focus on individuals is also a threat to effective 
teamwork, since people may become too focused on their own success. For individual talents 
to be valuable for their organisations they must therefore interact efficiently with the social 
and organisational environment, which can be complex due to various reasons. The bottom 
line of this critique is therefore that although that talent matters, it is the managing of talent 
and the way talent is used that will help companies win the battle of competition. (Storey, 
2007)  
 
Lewis and Heckman (2006) are other researchers that are sceptical towards the theories of 
talent management. Firstly, they mean that there is no clear definition of the concept, and that 
the scope as well as the goals of talent management are unclear. In regard of the definition, 
these researchers mean that too many diverse definitions of the concepts are being used. 
Talent management is often used interchangeably with the terms “talent strategy”, 
“succession management”, and “human resource planning”. This can be confusing, since 
these terms differ in the sense that one refers to an outcome, another to a process, and the 
third one to a decision. Moreover, the definition is also often rather broad as it can be 
described as a general “mindset” that should exist at all levels of the organisation. (Lewis and 
Heckman, 2006). Storey (2007) also criticises the lack of a clear and common definition of 
the concept of talent management. 
 
Another reason to why talent management has been criticised is due to its lack of scientific 
measurement standards, and it has been argued that more reliable, valid and theoretically 
based measures must be created in order to make talent management a meaningful concept. 
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(Lewis & Heckman, 2006; Storey, 2007) The concept of talent management as it is used today 
brings, according to Lewis and Heckman of no value whatsoever to the talent conversations. 
(Lewis and Heckman, 2006) 
 
We believe that most of the criticism that are brought up regarding the talent management 
theories are due to the fact that some people interpret the concept too narrowly. For instance, 
we do not consider that the theories brought up by Michael et al. (2001) focus too much on 
the individual since these theories highlight the importance of the organisation and its talent 
mindset. We believe that for talent management to function efficiently one has to understand 
the width of the concept and that it is context dependent. One might be regarded as a talent in 
one organisation and an “ordinary” employee in another. Hence, the criticism that there is no 
clear definition of talent management may be correct but we believe that this can be explained 
by the fact that it is context dependent.  
 

3.3 EMPLOYMENT 
An unsatisfactory employment of a person who shows not to fit the organisation can cost the 
company a great deal in loss of competitive advantage. Numerous managers have come to 
experience bad hires and have therefore realised the meaning of engaging in talent 
management and thorough processes of recruitment. (Grigoryev, 2006) In addition, both 
employers and employees are becoming more aware of the fact that certain characteristics and 
skills are vital for individuals to function well at the workplace. (Dench, 1997) Therefore, we 
find it essential to look more into what affect employability, skills and attributes really have 
on the individual.   

3.3.1 Employability 
“The character or quality of being employable” is one of the simplest definitions of 
employability. However, the concept of employability is broad and can concern both 
individuals who are working or those who are in the hunt for a job. (McQuaid & Lindsay, 
2005) The concept has also been explained as: “Employability is the possession by an 
individual of the qualities and competencies required to meet the changing needs of 
employers and customers and thereby help to realize his or her aspirations and potential in 
work” . (CBI, 1999)  
 
The influence of a persons’ employability can be elucidated by three sets of factors; 
individual, personal, and external factors. In this part we will only focus on individual factors 
since it relates to individuals’ employability skills and attributes. Even though the spotlight 
will be laid there, one has to understand that these components interact and thus affect a 
person’s employability differently at different times depending on for instance changes in 
demand at the workplace, and therefore the others cannot be neglected. (McQuaid & Lidsay, 
2005) Individual factors, skills and attributes will be further elucidated below.  

3.3.2 Skills and Attributes  
The 21st century has brought about changes in the job context and a greater deal of pressure 
placed on employees, for instance in terms of ability to be flexible and taking on more 
responsibility. (Dench, 1997) When it comes to basic skills that an individual should possess, 
the most important ones are literacy and numeracy. These skills are not only important to 
encompass but also to be able to utilize since they represent a foundation for many other skills 
and abilities. (Dench, 1997) Three main areas of skills have been identified by Dench (1997); 
Personal attributes and attitudes; Personal skills; and Technical skills.  
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Personal attributes and attitudes are for instance connected to an individual’s character and 
educational background. According to Dench (1997) examples of attributes that are of great 
significance for employers are honesty, integrity, reliability, generally fitting in, and playing 
the game. However, it is essential not to generalise since companies usually search for 
different attitudes and attributes. (Dench, 1997) Some put great effort into finding future 
employees with a personality profile that really fit into the organisation while others are more 
concerned with finding people with, for instance, particular job experience. Another example 
of differences between employers is the fact that some search for employees who can manage 
to balance work and leisure time, while others fancy people who are principally devoted to 
their job. (Dench, 1995) 
 
Personal skills has lately gained more attention, however, it has shown difficult to unify in a 
common vocabulary for it. Among the most utilized are behavioural, generic, transferable, 
core and key skills. These skills give indications of an individual’s behaviour and how the 
person functions in the workplace. More concretely, personal skills involve abilities regarding 
teamwork, problem solving, negotiation and communication. Whether these skills can be 
taught or increased is something that people do not fully agree on. Some state that it is skills 
that individuals are born with, while others claim it is a matter of training. Nevertheless, 
something that many researchers agree on is that service is becoming increasingly important 
due to for instance customer demands, more knowledgeable customers, and increased quality 
check-ups. (Dench, 1997) Skills are though something perceived, analysed and measured 
differently by different people. Stated by Storey (2007) it is about individual attributes and 
capacities people have for performing certain activities.  
 

Table 4: Personal Attributes and Attitudes, and Personal Skills (Dench, 1997) 
 
Technical skills have not gained as much attention as personal attributes and skills. However, 
one cannot state that it is insignificant since many jobs require rather high technical 
knowledge. (Dench, 1997) This will though not be elucidated further.  
 
Individual factors are according to McQuaid & Lindsay (2005) very similar to the ones 
mentioned by Dench (1997). The following table shows the main factors and examples of 
what they indicate.  
 

Essential 
Attributes 

Personal 
Competencies 

Basic 
Transferable 
Skills 

Key 
Transferable 
Skills 

High-Level 
Transferable 
Skills 

Qualifications 
and 
Educational 
Attainment 

Work 
Knowledge-
base 

Labour 
Market 
Attachment 

Basic 
Social 
Skills, 
reliability, 
honesty 
etc. 

Diligence, 
motivation, 
confidence, 
judgment etc. 

Literacy, 
numeracy, 
writing, 
verbal 
presentation.  

Problem-
solving, 
communication, 
adaptability, 
work-process 
management, 
team-working 
skills.  

 
Self-
management, 
commercial 
awareness, 
possession of 
highly 
transferable 
skills.  
 

Formal 
academic and 

vocational 
qualifications, 
job-specific 

qualifications.  

Work 
experience, 
occupational 
skills, 
commonly 
valued 
transferable 
skills.  

Current 
unemployment, 
employment 
duration, work 
history etc.  

Table 5: Individual Factors (McQuaid & Lindsay, 2005) 

 
Personal Attributes and Attitudes 
 

Personal Skills 

 
Character and educational background with attributes such as 
honesty, integrity, reliability, generally fitting in, and playing 
the game. 
 

Behavioural, generic, transferable, core and key skills 
regarding teamwork, problem solving, negotiation, 
communication etc.  
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Important to bear in mind is that different individual factors will interact. This for instance 
means that a person needs to have both a certain university degree as well as social or 
aesthetic skills in order to get employed. (Holmes, 2001)  
 
Skills for graduates in the 21st century have also been discussed by the Association of 
Graduate Recruiters (AGR), which mean that the big challenge for graduates is to manage 
their relationships with work and with learning. The focus is therefore on staying marketable 
through training and development and preservation of the employability. The skills brought 
up are explained as process skills rather than functional skills, and these are presented in the 
table below.  In the words of AGR, is all about being able to manage your own career and 
personal development, being a team player, an expert within a certain area, and to possess 
broad business skills and knowledge. (AGR, 1995) 
 
 
Self-Reliant 
 

Connected Specialist Generalist 

Confidence, self-awareness, 
action planning, political 
awareness etc.  

 
Management skills, meeting 
skills, negotiation skills, 
networking skills, 
presentation skills etc.  
 

Marketing, tax, accounting, 
family law, organisational 
psychology etc.  

Finance/basic accounting, 
written communication, 
problem-solving, use of IT 
etc.  

 
Table 6: Skills for Graduates in the 21st Century (AGR, 1995) 
 
The reason why we chose to present skills and attributes from several different sources is 
because we wanted to show the variance in terms of descriptions and definitions, and still the 
similarities. This indicates that employers are defining skills in various ways, and that is 
something to take into consideration. Having looked at several different kinds of skills and 
attributes, we are now going into the actual utilization of them in order to further increase the 
employability of an individual. How can a person make use of his or her skills and attributes 
in the best possible way?  

3.3.3 Personal Branding  
Work is oftentimes viewed as the main source of individual identity, and employees often see 
themselves as responsible for job loss or job satisfaction. (Lair et al., 2005) Consequently, 
instead of waiting for opportunities to come to them, people have started taking control over 
how they are perceived by others in order to attract and create new opportunities and to 
achieve personal goals. This is about creating an own one-person enterprise, the personal 
brand. (Montoya, 2002) Laird et al. describes it as a focus on self-packaging which has to do 
with how a person is arranging or branding his or her qualities, skills and interests. (Lair et al., 
2005) 
 
Personal branding is an expression first used by the management guru Tom Peters, who in 
1997 coined the expression in the magazine Fast Company. The expression came about due to 
complex changes in corporate and employment environments. It functioned as a response to 
the economic situation and made it possible for individuals to stand out on the labour market. 
(Lair et al., 2005) A personal brand works in the same way as any other brand; it 
communicates values, personality and ideas so it creates expectations and associations in the 
minds of its audience. Every person already has a personal brand that has been built-up within 
the family, other social circles or within a profession. Likely this process has been going on 
without the person’s awareness. (Montoya, 2002)  
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There are several ways in which the personal brand is perceived by others. It can for instance 
influence whether a person is attractive for a job opening or other opportunities since personal 
branding often is used to enter or transition within the working life. (Lair et al., 2005; 
Montoya, 2002) There are indeed many other ways it can influence others, but the message is 
that it is the individual who has to take responsibility of building up a strong personal brand. 
(Montoya, 2002)  In our case, students must be aware of how they strategically can build up a 
personal brand that will make them attractive as future employees. It is very important that 
their personal brand will penetrate the minds of the audience in a correct manner in the first 
place, since once the mind is made up it is very hard to change it (Montoya, 2002).  
 
Having considered some of the individual aspects of employment, we now wish to move 
onwards and look at the eventual affect that higher education institutions can have on an 
individual in terms of employability. In addition, we will look upon how the school can work 
to attract new students and gain a stronger brand on the global educational market.  

 
3.4 HIGHER EDUCATION INSTITUTIONS 
Higher Education Institutions (HEIs) have an important meaning for students since they 
provide a base for upcoming working life in terms of knowledge and a preparation for the 
forthcoming career. (Nabi & Bagley, 1998) Due to the increased globalisation, HEIs have 
come to experience greater competition in order to attract the most qualified students. 
(Melewar & Akel, 2005) Therefore, universities and Business Schools have to increase their 
competitive advantage through communication of unique characteristics. (Melewar & Akel, 
2005) 

3.4.1 Branding 
According to Hayes (2007), one of the most important marketing tools for HEIs nowadays is 
branding, since it has become vital in order to distinguish an institution from other colleges 
and universities. (Hayes, 2007)  
 
Branding itself is not a new concept. Firms’ branding of products and services has for many 
years played an important role in their marketing strategy. In the 20th century branding 
emerged as a mean of competition. Well recognised products and services created by the help 
of product attributes, names, packages and advertising have helped the organisations to 
differentiate themselves from the rest and thereby created market values and competitive 
advantages. (Martin & Hetrick, 2006; Aaker, 1991) However, branding and its uses have 
apparently reached new levels of market penetration and it is the branding of companies that 
has become increasingly important. (Martin and Hetrick, 2006; Lair et al. p. 309) That a brand 
is just a name or symbol employed to sell products and services is a common impression held 
by non-specialists. Today, many branding specialists would suggest that it involves so much 
more than that. (Martin and Hetrick, 2006) Martin and Hetrick (2006) offer a definition of 
brand that incorporates the people management aspect: 
 
“A brand is a promise made and kept in every strategic, marketing and human resource 
activity, every action, every corporate decision and every customer and employee interaction 
intended to deliver strategic value to an organization.” Martin and Hetrick (2006) 
 
In the 1980s due to globalisation, the marketing environment was changing quickly. Media 
was fragmented into new channels; there were rapid advances in information and 
communications technology and changing patterns of distribution channels. This induced 
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many brand-owning organisations begin to reflect upon the value of their brands and to 
deliberate new ways of managing them. (Piercy & Cravens, 1995) The literature has 
especially treated the challenges organisations face when “managing and aligning multiple 
identities and images across different stakeholder groups.”(Knox & Bickerton, 2003)   
 
This has brought about different outcomes such as a greater emphasis on corporate branding 
in order to strengthen corporate profiles and in many cases a prioritisation of corporate 
branding over product branding. Moreover, there has been an increasing interest from the 
academic world in the way corporate brands are managed. (Knox & Bickerton, 2003)   
 
On what basis can one say that one brand is stronger than another? For example, if we 
compare the brands of Calvin Klein with Dolce & Gabbana, or Volvo with Saab, what tells us 
which one is the most powerful? Hence, understanding a brand requires a measure of relative 
value. (Martin and Hetrick, 2006) One common measurement is brand equity which identifies 
the feasibility of a brand to supervene value to the firm or to its customers. This concept 
emerged in the 1980s and raised the importance of the brand in marketing strategy.  Although 
there are many different definitions and views on how brand equity should be conceived, most 
practitioners agree on that it relates to marketing outcomes that are uniquely attributable to a 
brand. (Keller, 2003) Aakers definition of brand equity is one of the most cited and well 
known. (Park & Srinivasan, 1994) He defines it as: 
 
“A set of brand assets and liabilities linked to a brand, its name and symbol that add to or 
subtract from the value provided by a product or service to a firm and/or to that firm´s 
customers”. (Aaker, 1991)  
 
In this definition Aaker highlights that a brand also can be a liability and subtract value if not 
managed in the right way. Aspects of brand equity include brand loyalty, brand awareness, 
brand associations, perception of quality and other proprietary brand assets. The last aspect 
refers to the firm’s patents and trademarks. (Aaker, 1991) 

3.4.2 Networks 
The society, parents and education are among the aspects that influence an individual’s 
personality and his or her career development. Commencing a higher education is therefore 
based on awareness and a career move planned by the individual in order to reach future goals 
and improve the employability. (Stewart & Knowles, 2001) Higher education institutions 
(HEIs) have during the last decades been extensively pressured to offer students courses that 
are in line with the skills and attributes requested by their future employers. Nevertheless, the 
education itself cannot be seen as an absolute preparation for the students’ future career, it is 
rather a question of combining an outstanding education with key personal skills. Regarding 
graduate students, a competitive edge is often created by those who are willing to put effort 
into developing the skills demanded from future employers. (Nabi & Bagley, 1998) 
 
In order to unite students and companies and make them appreciate the possibilities they have 
in store for each other, HEIs play an important role. They can initiate contact with companies 
and develop existing partnerships which can be beneficial for all parties. (Stewart & Knowles, 
2001) Early contact with companies during higher education can be very beneficial for 
students since they have the possibility to early on realise what kind of skills they need and 
how these will be valued in the workplace. This is also a great advantage for companies which 
are able to market their brand among students (Nabi & Bagley, 1998; Metachalfe, 2006) and 
therefore to a greater extent attract new talents. (Nabi & Bagley, 1998)  
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However, are Business Schools really offering students education that is coherent with what 
employers are looking for? Communication between the Business Schools and the employers 
is likely to increase the likelihood that employer requests are met. Employers might though 
perceive certain skills in various ways, which is important to bear in mind (AGR, 1995).  
 
Assigning an alumni advisory board can be a step in the right direction when trying to 
decrease the differences between what educations at Business Schools offer and what 
employers are actually demanding when hiring students. Business Schools should assess that 
the education they offer students are in line with what the labour market demands, which in 
turn will enable improvements. Moreover, assessments regarding who hires the students and 
how well they perform at work should be made. Penrose (2002) recommend Business Schools 
to appoint an alumni advisory board to deal with these issues, since alumni can provide 
valuable external information at low effort and low costs. (Penrose, 2002) 
 
One example of such alumni advisory board comes from an information and decision systems 
department in San Diego. Their board consists of 75 alumni that meet up several times each 
year to discuss issues such as job trends and aspects that should be enlightened further in the 
class rooms. (Penrose, 2002) In the Unite States, from where Penrose (2002) presents his 
example of business advisory boards, assessments are valuable when it comes to AACSB 
accreditations/ re-accreditations of education. In Europe the EQUIS accreditation has become 
the standard that many Business Schools strive to meet (http://www.efmd.org). 

3.4.3 Talent Management - Weave Development into your Organisation  
This part of the talent management theory is included as we consider it can be applied not 
only to companies, but also to Business Schools that strive to enhance talent among its 
students. 
 
Supporting the development of individuals should be emphasised in all organisations, 
however, most of the time this is not done enough. The potential of individuals must be 
considered, which can be done by for instance, coaching, constant feedback and providing 
mentoring. Only when development is weaved into an organisation can an organisation win 
the war for talent. (Michaels et al. 2001) 
 
Mentoring is a key factor when discussing development within organisations, as it has been 
proven a very powerful tool. Despite this fact, many organisations do not completely 
understand this value and thus do not make use of mentoring. (Michaels et al. 2001) 
Mentoring is about nurturing self-esteem, giving feedback and support. (Michaels et al. 2001) 
MacBeath (2006) has done a study of school leadership and talent in an educational context. 
He also brings up the value of mentoring, coaching and critical friendship, since he argues 
that schools are likely to prosper if they receive some sort of external support. Critical 
friendship is signified by friendship being the base for the relationship. Coaching is on the 
other hand a partnership where one person (the coach) has the power and the authority over 
the other person. Mentorship is somewhere in between of the critical friendship and coaching, 
with mutual learning as one of the aims. (MacBeath, 2006) 
 
Another key factor when weaving development into the organisation is entrepreneurship, 
which is strongly recommended by accreditations such as the Association to Advance 
Collegiate Schools of Business (AACSB) and the European Foundation for Management 
Developments (which created EQUIS). The degree of entrepreneurial orientation within an 
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organisation indicates the level of innovativeness, willingness to take risks, proactiveness et 
cetera. When Hazeldine & Miles (2007) presented aspects that Business Schools should 
consider in terms of entrepreneurial activities, they specifically enlightened the a) actuality of 
entrepreneurial activities, b) how the Business School performs in relation to other Business 
Schools, and c) how well the Business School goes out for a more entrepreneurial approach. 
(Hazeldine & Miles, 2007, p. 235) 
 
According to both AACSB and EQUIS representatives, entrepreneurial Business Schools will 
enhance the reputation. Creative and innovative Business Schools that encourage 
entrepreneurship will also add to the stakeholder values. (Hazeldine & Miles, 2007) The study 
performed by Hazeldine & Miles (2007) was motivated by the fact that no previous studies 
had provided metrics to compare the level of entrepreneurship in Business Schools. The 
study, which was carried out among American Business Schools with AACSB accreditation, 
suggested some actions that the dean of the Business Schools should undertake in order to 
increase entrepreneurial activities. Hazeldine & Miles (2007) argue that if a dean wants the 
Business School to become more entrepreneurial he/she must consider the mission of the 
Business School, use his/her position to encourage entrepreneurship in the organisation, 
reward and support entrepreneurial activities, and clearly link the Business School strategy to 
entrepreneurship. Innovation should play a central role in the Business School strategy. 
Business Schools have to ensure that they offer the right courses and programs, and that these 
are of high quality. If this is done, Business Schools are not only more likely to remain 
competitive and increase the number of student applicants, but also more likely to be valued 
by the community. (Hazeldine & Miles, 2007) 
 
Business Schools have much to gain if they encourage a “talent friendly” environment: 
“Successful companies [organisations] are those which create room for talent to grow, that 
build a high-performance culture, combining a strong performance ethic with an open and 
trusting environment. Informal feedback, coaching, and mentoring are described as enormous 
developmental levers. At the same time, it is important to be always on the prowl for new 
ideas, looking in new ways and in new places.” (MacBeath, 2006) 
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4. PRACTICAL METHODOLOGY 
Our aim with this chapter is to provide a presentation of the practical working 
process applied when gathering the primary data and to clarify the motivations to 
our choices.  By doing this we give the reader an opportunity to critically scrutinise 
our study and to evaluate the credibility of the thesis.  
 
 

 
 

4.1 QUALITATIVE RESEARCH APPROACH  
We have applied a qualitative research method which goes in line with our hermeneutical 
view of knowledge.  The chosen research approach is characterised by the interest to go into 
the depth to attain an increased understanding of a limited number of entities. (Holme & 
Solvang, 1997) In this study we aim to obtain a deep and broad comprehension of what 
aspects that could increase students’ employability, and this is why a qualitative research 
method is chosen. Quantitative research is normally concerned with collected data in the form 
of numbers that is analysed through the use of diagrams and statistics. It is also a method 
normally connected to the positivistic view of knowledge. (Neuman & Kreuger, 2006) Due to 
these facts we did not consider the quantitative approach as a research method applicable to 
our study. We also believe that a quantitative study may have left out interesting viewpoints 
that are necessary to understand what aspects that affect business students’ employability and 
how a Business School corresponds to these facets.  

4.1.1 Semi-structured Interviews 
When it comes to the collection of the empirical data we have chosen to perform semi-
structured interviews with both the companies and the USBE respondents. Semi-structured 
interviews involve equilibrium between openness and structure. It means that the interviewer 
is discussing the same themes with all interviewees during approximately the same amount of 
time. When it comes to negative aspects it can be seen as costly in terms of time since it 
involves interview, transcription and analysis. (Gillham, 2005) Even if all interviews were 
semi-structured we want to clarify that ventilated themes differs between the companies and 
the USBE respondents since we are investigating them from diverse perspectives. Semi-
structured interviews are also characterised by flexibility. (Berg, 2004) Hence, asked 
questions did not always follow a chronological order and we could act flexible and 
complement with follow-up questions if necessary.  Un-structured interviews might resemble 
an informal conversation where the interviewer sometimes is asking only one question to let 
the respondent freely associate around the subject. (Saunders et al., 2007) We did not consider 
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this as an option since we wanted a good coverage of different aspects and thereby classified 
different themes and formulated questions out of the theory.  

4.1.2 Construction of the Interview Guide 
Before performing the interviews we formulated two different interview guides with questions 
based on the theoretical framework. (Saunders et al., 2007) We created one interview guide 
for the companies and another one for the USBE respondents since they represent different 
perspectives to our study. (interview guides can be found in Appendix) By basing the 
interview questions on the theoretical framework we could formulate questions that covered 
all relevant fields of this study. Since we chose to do semi-structured interviews the questions 
were constructed in an open way to make it contingent for respondents to profess their view 
of the subject. To make sure that the interview guides were understandable and that they 
could reach a good coverage of our scope of survey we asked our supervisor to review the 
questions before we sent them to the respondents. What we also could have done is to conduct 
test interviews with a company and a USBE representative in order to check that the interview 
guides did not consist of apparent weaknesses. However, the three of us together with our 
supervisor scrutinised the guides strictly and in retrospect it has been verified that they were 
adequate.  
 

4.2 SELECTION OF RESPONDENTS  
When choosing the respondents we have applied a subjective method of selection. It means 
that we already had knowledge about the populations from where the participating companies 
and the respondents from USBE were selected. (Holme & Solvang, 1997) 
 
In this study we primarily strive to obtain a comprehension of how newly graduates from 
USBE can become increasingly attractive among large organisations within the business 
world and to evaluate how USBE respond to the companies´requirements. By this reason we 
wanted to select companies that are popular among business students. Universum is the global 
leader within employer branding and offers services that helps employers attract, recruit and 
retain talent while helping talent learn about ideal employers. (www.universumglobal.com) 
Every year students are being asked to participate in surveys that measure their perception and 
prioritisation of different companies.  We have partly based our selection of companies on the 
results of the The Universum Swedish Graduate Survey from year 2007. 
(www.universumglobal.com) In this survey Swedish business students have ranked the fifteen 
most popular employers.  
 
When selecting companies from the ranking list we were also taking into account what sector 
they are operating in, such as banking, consultancy, accounting et cetera. Our aim was to 
include different types of businesses since we believe it will give us a wider perspective when 
it comes to the analysis of the empirical data and the possibilities to make comparisons. Even 
though all companies in the ranking list are large organisations most of them have smaller 
units nationwide. However, we decided to focus on the offices at the central level. We 
considered them as the most appropriate for this study since they often have an insight of the 
entire organisation and receive applications from graduates from universities all over Sweden.  
 
We started to contact the different companies by calling the head offices telephone centrals. 
They provided us with the right contact details for the person responsible for recruitment or 
human resource related issues. When calling, or in some cases sending e-mails, we presented 
the topic and the purpose of our study. We also confirmed whether the person considered 
him/herself adequate to interview. In some cases we got transferred to a colleague they 
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thought could be more suitable to answer questions regarding recruitment and talent 
management. A few companies declined our interview request because of lack of time or due 
to the company’s policy of not participating in students’ thesis work. Due to that and because 
of our desire to have different types of businesses represented not all of the companies in this 
study are found in the earlier mentioned ranking list. By taking the constraints of ranking list, 
sector, head offices, and declines into consideration, “HRCompetence” (fictitious 
name,requested to be held anonymous), Sony Ericsson, Volvo Group, Öhrlings 
PriceWaterhouseCoopers, “Consultancy AB” (fictitious name, requested to be held 
anonymous), Nobia, Nordea and “CapitalBank” (fictitious name, requested to be held 
anonymous) were finally chosen as suitable respondents. A more detailed presentation of the 
companies and the interviewees is found in chapter 5.  
 
To obtain an understanding of what facets USBE is focusing on to increase the attractiveness 
of the Business School and its students we surveyed their line of thoughts. Before choosing 
respondents from USBE we consulted our supervisor Owe R Hedström who is well informed 
about his colleagues’ scope of practice. All respondents representing USBE are well 
acquainted with the organisation and have knowledge about the current issues for this study. 
They were contacted by e-mail where we presented the topic and requested an interview. 
Everyone asked decided to participate: Sofia Isberg – Assistent Professor and lecturer within 
Marketing, Lars Lindbergh – Dean, Helena Renström – Head of Corporate and Community 
Relations, Anders Söderholm – Professor, Susanne Schmidt – Marketing Manager and Louise 
Tetting – Internship Coordinator.  
 
When the respondents, both the companies´and USBEs´, had approved the interview request 
we sent out an e-mail where we expressed our appreciation for their interest to participate in 
our study. In regard of the interviewees’ busy schedule we let them decide on a suitable date 
and time.  We did also emphasise their opportunity to be treated completely anonymous in the 
study.   
 

4.3 CONDUCTION OF INTERVIEWS   
The interview guide was sent by e-mail to the companies a couple of days before each 
interview to give them the possibility to prepare themselves.  We also made them aware of 
that we wanted to record the interview and how much time we thought it would take 
approximately.  
 
All our chosen interviewees representing companies in this study are located in different cities 
far away from Umeå. Due to this fact the only option for us was to perform telephone 
interviews. It would have been quite difficult for us in terms of time and money to make visits 
to all companies. There are however some negative aspects of telephone interviews that we 
wish to highlight. The interviewer and interviewee cannot see each other and can therefore 
miss out on important signals caused by body language, as well as interpersonal chemistry 
between the two. A telephone interview also requires more concentration from the interviewer 
who needs to be very attentive and keep the conversations flowing. (Gillham, 2005) There is 
also a greater risk that the interviewee distorts the truth when answering the questions since 
nobody is watching the person in question. (Jacobsen 2002) However, apart from the 
downsides there are also advantages with performing telephone interviews. One of them is 
that it is not geographically dependent, that is, it is possible to get access to people around the 
world almost at any time and at a low cost. Another advantage is that the interviewer has the 
possibility to be reactive and responsive to what the interviewee is saying. (Gillham, 2005) 
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Due to the fact that two of the authors of this study are flatmates we were calling the 
participating companies from their home using a conference telephone. By sitting in this 
apartment we could assure a serene environment without disturbments. The conference 
telephone gave us a possibility to listen to the conversation all together, although it was only 
one of us acting as the interviewer. In each interview at least two and sometimes three of us 
attended. We believe this has strengthened the quality of the interviews since also the 
listener(s) could get a good insight of the interviews containment. The listener(s) was also 
concerned by taking notes and could point out questions for the interviewer where the 
respondent’s answer should be more elaborated.  
 
In the beginning of each interview we once again asked if we could record the phone call 
since it is considered as ethically correct to do so. Recording is usable in order to facilitate the 
further analysis of the interview. (Gillham, 2005) However, the respondent might feel 
uncomfortable and insecure when knowing the conversation is being recorded. (Trost, 1997) 
We did not experience this concern as a problem as all interviewees were very talkative and 
did not pay much attention to the question regarding the recording. The respondents were also 
reminded of that their answers could be treated with utmost confidentiality which might have 
affected the reaction to the recording.  
 
Concerning the USBE respondents they were a total of six persons. The first suggestion was 
to arrange a meeting with all of them together at one time, a so called group interview. 
(Jacobsen 2002)  Due to their busy schedules we could not arrange a meeting with all of them 
at the same time, why we divided the interviewees into three separate sessions. Finally one 
group consisted of three persons and another had the number of two. (For more details, see 
table 8) We considered group interviews as very suitable since this type of interview has a 
tendency to breed a thought-process where the participants help each other to interpret, 
question and elaborate on their way of reasoning. (Jacobsen, 2002) The last session ended up 
into a personal face-to-face interview with Lars Lindbergh, the Dean of USBE. The different 
sessions were performed in either USBE’s conference room or in one of the respondents’ 
offices. The advantages with the type of interviews presented in this section are that they gave 
us possibility to follow the respondents’ facial expressions and body language which may 
give indications how they interpret certain issues. As interviewers we could also use visual 
signs to encourage the respondents to elaborate or clarify what they said. (Shuy, 2001) 
Regarding matters such as confidentiality and recording we followed the same formal 
procedure as for the telephone interviews.  
 

4.4 ACCESS TO RESPONDENTS 
Acheiving access refers to the capability to come close the objects of a study to understand 
their way of reasoning. Having a good access to the interviewees is a necessity in order to be 
able to draw correct conclusions from collected data. (Gummesson, 2000) There might be 
some organisational obstacles to overcome before a researcher can gain access to appropriate 
sources, therefore issues such as time and resources, sensitivity of data, and confidentiality are 
important to consider. (Saunders, et. al, 2007)  As researchers we deem that we have achieved 
a very satisfying access to all our respondents. With fantastic engagement and a deep interest 
and willingness to help us they were reflecting upon the questions, and we consider their 
answers very honest. An informal atmosphere goes for all interviews; however, all individuals 
have different personalities which gave every session a unique touch.  
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4.4.1 Summary of Interviews 
 

Company Respondent Position Date Time Type of 
Interview Atmosphere 

“HRCompetence” “Maria”  
Recrutiment 
within Finance 
& Legal 

February 22nd   
2008 

07.45-08-15 

Semi-
structured 
telephone 
interview 

Stressed, on the 
way, reflecting 

Sony Ericsson Johan Bolmér Recruiter February 25th   
2008 

14.00-14.30 

Semi-
structured 
telephone 
interview 

Found of talking 

Volvo Group Ann Carlsson 

Career 
Development/ 
Internal 
mobility 

February 26th  
2008 09.00-09.40 

Semi- 
structured 
telephone 
interview 

Focused, 
thoughtful 

Öhrlings 
Pricewaterhouse 
Coopers 

Tobias Brandt Recruiter February 26th  
2008 10.00-10.30 

Semi- 
structured 
telephone 
interview 

Relaxed 

“Consultancy 
AB” ” Monica” 

Recruitment 
Manager 

February 26th 
2008 14.45-15.15 

Semi- 
structured 
telephone 
interview 

Genuinely 
interested 

Nobia Tomas 
Myringer 

Strategic 
Issues & 
Recruitment of 
Managers 

March 3rd  
2008 

13.00-13.30 

Semi- 
structured 
telephone 
interview 

Openhearted 

Nordea Christina 
Bangshöj 

HR – partner 
(bank offices) 

March 6th 
2008 

08.30-09.00 

Semi- 
structured 
telephone 
interview 

Engaged, 
thoughtful 

“CapitalBank” “Natalie” 
HR – 
Specialist 
 

March 6th 
2008 10.00-10.30 

Semi- 
structured 
telephone 
interview 

Focused, 
confident 

Table 7: Presentation of Company Interviews 
 

USBE Name Position Date Time Type of 
Interview Atmosphere 

Group 1 Susanne 
Schmidt 

Marketing 
Manager 

March 3rd 2008 10.00-11.00 
Semi-
structured 
group interview 

Calm, 
Reflecting 

Group 1 Anders 
Söderholm 

Professor March 3rd 2008 10.00-11.00 
Semi-
structured 
group interview 

Calm, 
Reflecting 

Group 1 Louise Tetting 
PhD student, 
Internship 
Coordinator 

March 3rd 2008 10.00-11.00 
Semi-
structured 
group interview 

Calm, 
Reflecting 

Group 2 Sofia Isberg 

Assistant 
Professor, 
Lecturer  in 
Marketing 

March 4th 2008 09.30-10.15 
Semi-
structured 
group interview 

Thoughtful 

Group 2 Helena 
Renström 

Assistant 
Professor, 
Head of 
Corporate & 
Community 
Relations 

March 4th 2008 09.30-10.15 
Semi-
structured 
group interview 

Thoughtful 

Group 3 Lars Lindbergh Dean March 5th 2008 14.45-15.30 

Semi-
structured 
face-to-face 
interview 

Very engaged, 
analytical 

Table 8: Presentation of USBE Interviews 
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4.5 PROCESSING OF PRIMARY DATA  
After each interview the data was transcribed, meaning that the recordings were reproduced 
into a written document using the respondents’ actual words. The recordings were first 
transcribed into Swedish since all interviews were performed in mentioned language. As 
commented earlier, recording and thereby transcribing the interviews facilitates the analysis 
of what have been said since you always have the opportunity to go back to the conversation. 
Furthermore, the parts we considered as relevant for the study were translated into English. 
English is not our native language, due to this fact there might be a risk of errors in the 
translation which in turn could affect the analysis and thereby conclusions. However, we 
believe we have minimised this risk since a satisfying vocabulary related to the subject has 
been built up when framing the theoretical part of the study.  In addition we have strived to 
keep the language fairly simple and utilised dictionaries if any hesitations.  
 
To give the respondents possibility to comment on our interpretations of the interview and to 
correct misunderstandings we sent them the version composed in English. This was very 
appreciated, but made three of the interviewees fall over to anonymity. After the respondents’ 
approval of the content we initiated the preparation of the empirical chapters. We decided to 
present all companies separately with the motivation to give the reader a clear overview of 
who said what since they are representing different types of businesses. We regard the USBE 
respondents as a more homogeneous group looking upon the subject from a mutual 
perspective in comparison to the companies. Therefore their answers will be unitized in a 
separate chapter.   
 

4.6 CRITICAL REFLECTIONS 
In chapter two, named Research Considerations, source critique to the secondary sources was 
discussed. In this section we will highlight some of our critical reflections in regard of the 
primary sources of this study. Together with the critical reflections on the secondary sources 
presented previously, this part will give the reader an apprehension of the credibleness and 
usefulness of the study as a whole.  

4.6.1 Truth criteria 
Johansson-Lindfors (1993) recommends three truth criteria for qualitative studies which we 
will utilise to evaluate our sources. These criteria are validity, intersubjectivity and practical 
usefulness. (Johansson-Lindfors, 1993) When considering the first two criteria the main focus 
will be on our primary sources, however when discussing the third criteria, practical 
usefulness, we look at the whole study, including our secondary sources. 
 
Validity 
Validity implies that the data collected should be representative and well connected to the 
purpose so that correct conclusions can be drawn. (Johansson-Lindfors, 1993) 
 
Our first step to ensure the validity of this thesis has been to collect relevant and established 
theories on the topic. Since our prior knowledge within the field was limited we found it 
important that the interview guides were based on significant theories so that relevant 
questions could be raised in the interviews and group discussions, and truthful conclusions be 
drawn in the end. 
 
As we are conducting a qualitative research in order to get a deeper understanding of the topic 
we have never intended to make generalisations. Our conclusions are therefore drawn only in 
the view of the participating respondents. In terms of the selected companies we decided to 
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interview people from different kinds of companies in different businesses since we wanted to 
create a broader picture and different viewpoints of the investigated area. To get a broad 
picture of the USBE view we included people in the group discussions that work within 
different areas of the Business School. The selected respondents for this thesis have created a 
broad picture which fulfils the truth criteria regarding validity. 
 
We do believe that our knowledge regarding the companies general HRM could be more 
extensive. We though asked the interviewees to shortly describe the company’s HRM to get 
an over bridging picture, and we do believe that our background information concerning the 
companies’ HRM has been enough to create a fair interpretation and thus understanding of the 
research problem.  
 
Our impression is that the respondents, both at the companies and at USBE, gave honest 
answers. However, there is always a risk that the respondent gives the answer that he/she 
believes that the interviewer wants. Regarding the USBE respondents, there is also a risk that 
the participants in the group discussions avoided bringing up points that cen be regarded as 
criticism to co-workers. This can be a drawback when performing group interviews, but at the 
same time the group interviews may open up for discussions that would not be reflected upon 
in individual interviews. When it came to the company respondents we realised that they 
sometimes had difficulties in naming the most sought after Business School and why some 
students may be more attractive than others. Of course, the interviewees were aware of that 
the three of us were USBE students which may have affected the given answers. In this sense, 
the respondents knew that some questions were not neutral from our perspective, although we 
made sure to ask them in a neutral way. To ensure as honest answers as possible we offered 
the interviewees, both before and after the interview, that they and their companies could be 
held anonymous. Since we were given very straight-forward and nearly, to our regard, 
unprincipled answers at times we believe that the respondents felt comfortable and gave 
honest answers to our questions. The USBE respondents who participated in group 
discussions were also offered to be anonymous and due to this reason we also consider these 
sources valid from that perspective. 
  
As mentioned previously in this chapter, telephone interviews can have its’ drawbacks. What 
one misses are for instance the body language, which can be very important, and sometimes 
also the vocal pitch. We were at least two, and sometimes three, present at the interviews so 
the listener(s) could also pay attention to how the interviewee expressed him/herself. During 
the group discussions at USBE there were also two or three of us present. We believe that this 
has increased the validity of our primary sources.   
 
Intersubjectivity 
That a study is intersubjective means that it is accepted by the respondents and other people 
that are well acquainted in the area. (Johansson-Lindfors, 1993) 
 
In order to minimise the risk of misunderstandings and erroneous translations we emailed a 
summary of the interviews and the group discussions to the participants so that they could 
give us feedback and make corrections. All company respondents returned comments 
regarding the summary. In most cases they wanted to add more information to the statements. 
Given that we sent out discussion summaries also to the USBE employees that participated in 
group discussions and none of them brought forth any objections we also consider these 
sources intersubjective. 
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When summarising the interviews in our empiricism we have strived to avoid interpretations 
to the greatest possible extent so that the reader can analyse the context him/herself. Our 
personal interpretations are instead enlightened in the analysis chapter. This is yet an example 
of how we have strived for intersubjectivity. 
Practical Usefulness  
Practical usefulness refers to the study as a whole, and it means that the result can be applied 
in other practical situations. (Johansson-Lindfors, 1993) 
 
Considering the flourishing economy that has occurred in, for instance, Sweden the last few 
years, many companies have employed new co-workers. (www.scb.se) In addition, a great 
part of the population are about to leave the labour market, and  the low birth rates in the 
1990s contribute to a smaller amount of young people available on the job market. 
(http://www.sweden.gov.se) This has contributed to increased competition for talent, and 
considering these aspects we believe that many modern-day companies will increase their 
focus on talent management in the future. Business Schools that want to stay/become 
attractive must, on the other hand, ensure that their students are well prepared and meet the 
requirements set by companies on newly graduates.  Due to these factors we consider this 
study of interest for companies, Business Schools and, of, course, students who want to 
increase their employability. The two different perspectives provided gives the reader a 
broader understanding of the topic and its complexity, and hopefully those that are affected by 
the hunt for talent will consider at least some of the viewpoints that we bring up. 
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5. THE COMPANY PERSPECTIVE  
The empirical study presents two different perspectives on student employability. 
Firstly the company perspective which is presented in this chapter, and secondly the 
USBE perspective which will be presented in the chapter that follows. In this part 
interviews with people working at head offices at HRCompetence, Sony Ericsson, 
Volvo Group, Öhrlings PricewaterhouseCoopers “Consultancy AB”, Nobia, Nordea 
and ”CapitalBank”  are presented. In order to facilitate the apprehension of the 
empiricism we initially present some abbreviations utilised in the text. Thereafter a 
brief introduction of the companies and interviewees will be made, and we will also 
introduce the reader to the different themes that this part of the empiricism is based 
upon. After that the empirical data for each company will be presented one at the 
time.  
 

 
5.1 BUSINESS SCHOOL ABBREVIATIONS 
 
Our interviewees repeatedly bring up a number of seats of learning for higher educations. The 
abbreviations for the most commonly mentioned Business Schools are presented below in 
order to facilitate for the reader. 
 
HGU  Gothenburg School of Business, Economics and Law 
HHS  Stockholm School of Economics 
KTH The Royal Institute of Technology 
USBE  Umeå School of Business 

 
5.2 INTRODUCING THE COMPANIES AND INTERVIEWEES 
 
5.2.1 HRCompetence 
The HRCompetence is among the largest company within recruitment, consulting, and 
staffing. The interviewee requested both herself and the company to be anonymous, which is 
why we have used made-up names for both. The company will be referred to as 
HRCompetence, and the interviewee will be named Maria. Maria works at the Finance and 
Legal recruitment department at the head office in Stockholm.  
 
5.2.2 Sony Ericsson 
Sony Ericsson is a global company active in the mobile handset industry, and it is a joint 
venture between the Sony Corporation and LM Ericsson. The company has 7 500 employees 

COMPANY 
PERSPECTIVE 
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companies and 
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-HRM 
-Talent Management 
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-EQUIS & 
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in 40 countries. (www.sonyericsson.com) Johan Bolmér was interviewed for the purpose of 
this thesis, and he works with recruitment at Sony Ericsson in Kista, Stockholm, where Sony 
Ericsson has one of its offices. Recruiters at Sony Ericsson work in teams, and Johan is also 
part of a team in Lund since the company is expanding heavily in that area. Johan has a total 
of 11-12 years of experience from recruiting. 
 
5.2.3 Volvo Group 
Volvo Group, also referred to as Volvo in this thesis, offers transport solutions and has 
production facilities in 19 countries. Their products and services are available in more than 
180 countries worldwide and the group employs about 100 000 people. 
(www.volvo.com/group/global/en-gb/) An interview was held with Ann Carlsson, who works 
with career development and internal mobility of economists at Volvo Group. Ann has been 
working with HRM at Volvo’s head office for approximately six years and she also has 
experience from issues related to diversity management, matters of equality, student relations, 
trainee programs, and the development of recruitment processes in Sweden.  
 
5.2.4 Öhrlings PricewaterhouseCoopers 
Öhrlings PricewaterhouseCoopers, henceforward termed Öhrlings PWC, is one of the largest 
international accounting firms. On a global level the company employs approximately 
146 000 people in 150 countries. In Sweden Öhrlings PWC has 3 100 employees and 125 
offices. (www.pwc.com) Tobias Brandt, who works with recruitment at the company, has 
been interviewed for this thesis. Tobias has worked with recruitment for one and a half year 
and at the moment he is the only person at Öhrlings PWC that solely works with recruitment. 
He is responsible for the Stockholm region with focus on newly graduates but he also works 
closely with HR responsible colleagues. At the moment, he is mostly recruiting accountant 
assistants and people to the business service operations.  
 
5.2.5 Consultancy AB 
A large international consultancy firm participated in this study. As requested will both the 
company and the interviewee be held anonymous, which is why we henceforward will name 
the company Consultancy AB and the interviewee will be referred to as Monica. Monica has 
been working for the company for many years, and she has been Recruitment Manager for the 
past three years.   
 
5.2.6 Nobia 
Nobia is Europe’s leading kitchen company and has a total of 8 500 employees in 
approximately ten countries. About four to five per cent of the operations take place in 
Sweden. The company sells complete kitchen solutions via selected local and international 
brands with good repute. (www.nobia.com) We have interviewed Thomas Myringer who 
works in Stockholm and is the HR Director of Nobia. Thomas has worked with personnel 
issues for 15 years, and he has worked a great deal within the Skanska group with both 
leadership and personnel, as well as with international HR responsibilities. He has worked at 
Nobia for the last four years and works mainly with strategic issues and the recruitment of 
managers to subsidiaries. 
 
5.2.7 Nordea 
Nordea is among the leading banks in the Nordic countries. It focuses on banking, asset 
management and insurance, and has around 10 million customers. Nordea has approximately 
1 300 branch offices and 32 000 employees in total. (www.nordea.se) For this thesis we 
interviewed Christina Bangshöj. Christina has been working at Nordea since 2006, starting off 
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with an administrative HR role. In September 2007 she became a HR partner for the northern 
region Stockholm with focus on the bank offices. The answers and reflections that Christina 
brings forth in the interview concerns Nordea’s bank offices only and may thus not be 
representative for the whole Nordea organisation.  
 
5.2.8 CapitalBank 
CapitalBank is a large bank that strives to be the leading in northern Europe. It offers services 
within banking and insurance. The interviewee at CapitalBank requested both herself and the 
bank to be anonymous, which is why we have utilised fictitious names for the interviewee and 
the bank. We have moreover been asked not to make use of any citations. The respondent, 
who we name Natalie, works as a HR specialist in the area called Staffing. She is responsible 
for the recruitment, outplacement and termination of employees. She has quite a long 
experience of recruiting as she has been working with HR at CapitalBank since 1993.  

 
5.3 THEMES INVESTIGATED 
 
The themes that are being used to present the empirical data from the companies can be 
summarised in the following chart.  
 

TOPIC: 
 

HIGHLIGHTS THE FOLLOWING POINTS: 

HRM  
 

• HRM at the company, including recruitment 
processes 

Talent Management  
 

• Talent Management at the company 
• Definition of a talent 

Employment 
 

• Valuable characteristics 
• How employability can be increased 

Business Schools Nationwide • Attractiveness of Business Schools (brands) 
• Communication with Business Schools 

USBE  
 

• How USBE is perceived by the company 
• How to strengthen the brand of USBE 

EQUIS & Civilekonomexamen 
 

• Awareness of EQUIS and 
Civilekonomexamen and how it is valued 

Table 9: Themes for Empirical Study 

 
5.4 HRCOMPETENCE  
 
5.4.1 HRM  
HRM has a central role at HRCompetence, since this is part of their core business. 
HRCompetence strives to offer a broad range of HR services to support their clients, such as 
staffing, recruitment and Human Capital solutions.  
 
The recruitment channel used at HRCompetence consists of an extensive CV database and 
they announce available positions on their web page and on web sites such as Monster, 
Stepstone and AMS (the Swedish employment service). However, when searching for 
candidates for their trainee programmes, Maria believes that they search more actively at 
universities and Business Schools. When going through the first selection in the recruitment 
process, HRCompetence looks at the CV of the applicants. However, when they call in 
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individuals for interviews there are other aspects that matter such as the personality and the 
capacity of the individuals.  
 
5.4.2 Talent Management 
The part of talent management that deals with the search for and recruitment of talents are 
central activities at HRCompetence. However, when looking for an individual for a specific 
position they do not search for super talents, rather it is a matter of finding the suitable person 
for the position and the company. On the other hand, Maria states that talent management is 
more evident when clients look for trainees, since they then search for super talents that do 
not have very much experience but yet have potential to become top managers in the future. 
HRCompetence also offers three trainee positions, and the talents that are accepted for an 
interview have good educational background and a good track record, but the Business School 
itself does not matter so much. 
 
HRCompetence is affected by the war of talent, as it for instance can be lack of candidates to 
some positions since many companies search for talented individuals with the right 
competency. Maria’s position includes very much search for accountants, and within this field 
there is evident shortage of candidates which increases the competition between companies 
and make salaries increase.  
 
5.4.3 Employment 
When hiring a recently graduated economist HRCompetence look at the future potential of the 
candidate, and they also make a plan of how the candidate can continue to develop. Many 
companies prefer a person that has work experience, apart from companies that recruit for 
trainee programs that typically prefer to “shape” the person. Education is a requirement for 
some positions, and so is relevant experience. However, apart from education and experience 
HRCompetence looks at activities that the applicant has engaged in besides the studies, if the 
person has had other assignments or jobs. To be able to show good grades in combination 
with engagement in other activities in parallel to the studies, such as being successful in sport 
or being involved in a society, is valued. According to Maria do grades alone not say much 
about a person’s capacity to learn new things and whether the person is go-ahead and has a 
suitable personal profile. Sometimes English language skills are tested as well as the capacity 
to solve problems. In these cases it is what the person produces there and then that matters, 
not from what university or Business School the person is.  
 
Which specialisation the applicant has from the Business School (such as marketing, 
accounting, management etc) is important in the sense that the individual is capable to 
motivate his or her choices. The specialisation in itself can be important for some jobs, and if 
an applicant does not have the right specialisation they might wonder if the person is 
committed and interested for real.  
 
5.4.4 Business Schools Nationwide 
Maria believes that when HRCompetence searches for potential trainees they primarily search 
at the “prestige universities”. When asked to define “prestige universities” Maria says that she 
is not sure, but it could be for instance Umeå, Gothenburg, Stockholm, Uppsala and Lund. 
However, in general Maria states that HRCompetence do not lay much emphasis at which 
university the applicant has the degree from. Maria cannot give an answer when asked 
whether students from different Business Schools possess different knowledge and 
competences. If HRCompetence receives many applications for the same position they 
usually do not differentiate between applicants from different schools. However, HHS 
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(Stockholm School of Economics) is somewhat more attractive, while the University of 
Stockholm is not regarded as very attractive. Apart from that they do not believe that there are 
any major differences. The reason why HHS is considered an attractive Business School is, 
according to Maria, likely due the long-time reputation that the Business School has. In 
addition, she argues that it attracts very ambitious and skilled high school students. The fact 
that HHS integrates closely with the business world and strive to produce so called budding 
talents. She continues: 
 
“That is for sure that no one studies there to become an accounting clerk. You would assume 
that those students have high ambitions and a high level of motivation, individuals that are 
achievers with energy and driving force, I guess that is what you think of these students.”  
 
When asked whether HRCompetence is satisfied with the knowledge that recently graduated 
business students possess, Maria hesitates at first but in the end her answer is no. As a matter 
of fact, in the position that Maria has she does not recruit many graduates. However, her 
belief is that there is somewhat lack of knowledge among recently graduates, which is a result 
of the lack of practical experience. Maria is not sure whether HRCompetence communicates 
these requisites to Business Schools, but she believes they do not. 
 
5.4.5 USBE 
When asked how USBE (Umeå School of Business) is apprehended, Maria says that she did 
not know it existed until this very moment. Hence, she perceives Umeå, Gothenburg and 
Lund and the other large universities as equivalent and means that these universities in 
general have a good repute. In order to strengthen the brand of USBE and its students, Maria 
believes that USBE should be more visible, through for instance marketing. Maria also says it 
could be valuable to attract applicants nationwide, so as to get a mixture of individuals. 
Furthermore, it is crucial to become involved and well known in the business world, by for 
instance letting someone from the business life be part of the advisory board of the Business 
School and advertise in business papers. However, whether this is already being done at 
USBE is Maria not aware of.  
 
The culture in the northern part of Sweden is perceived positively. Maria says: 
 
“People from the north seem very calm, loyal, serious, and not exactly any “brats”.  But this 
is my personal opinion. Sometimes it can be suitable to recruit a calm and relaxed 
Norrlander.”  
 
5.4.6 EQUIS and  Civilekonomexamen 
Maria does not know about EQUIS and Civilekonomexamen, but states it is probable that her 
colleagues might know about it. She is however of the opinion that if recruiters would be 
aware of this they might regard it as something valuable. HRCompetence always develops a 
profile of the person they are searching for, and they do this together with the client (the 
company). Consequently, if the client would know about EQUIS and Civilekonomexamen 
and regard it as valuable it would undoubtedly make a difference. However this is only if the 
request comes from the client, since she states that it is unlikely that HRCompetence would 
consider this aspect.  
 
Maria has not thought about the new standards for Civilekonomexamen, as a matter of fact 
she thought every Business School had the right to provide Civilekonomexamen. However, 
HRCompetence focuses very much on personality and personal capacities, and therefore she 
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does not consider these aspects crucial when making the selection among applicants. It may 
be different in the future, especially when it comes to recruitment for trainee programs, but for 
a regular accountant they just want the right person at the right place. In some cases they may 
even accept a person without a degree certificate as long as the candidate has the experience, 
although a degree certificate may have been a prerequisite in the beginning.  
 

TOPIC 
 

HRCOMPETENCE 

HRM  
 

• HRM is core business  
• Recruitment via web & some active search at universities 

Talent Management 
(TM) 
 

• TM= Recruitment of suitable people, not necessarily super talents 
• Affected by the war for talent  
• Talent= potential to become top manager in the future 

Employment 
 

• Valued: Education, experience, activities in parallel to studies, 
good grades, go-ahead, future potential 

Business Schools 
Nationwide 

• There are so called “prestige universities” 
• Mentions Umeå, Gothenburg, Stockholm, Uppsala & Lund. HHS 

more attractive, the University of Stockholm less attractive  
• Not sure about communication with BS 

USBE  
 

• Did not know of USBE, but considers it equivalent to other large 
universities  

• Strengthen the USBE brand by becoming more visible (marketing), 
attract applicants nationwide, integrate with business world 

EQUIS & 
Civilekonomexamen 
 

• Not aware of these two  
• Only important if client requires it  
• Maybe important in the future 

Table 10: Summary of Interview with HRCompetence 

 
5.5 SONY ERICSSON 
 
5.5.1 HRM 
There are a number of persons at Sony Ericsson that work with different areas of HR. Some 
positions are of supportive natures that strive to develop the organisation. There is also a HR 
centre organisation caring for expertise competence in different HR areas and where one can 
get support for any type of question related to HR. 
  
When recruiting, Sony Ericsson advertises most of its positions at the web page, and they also 
advertise on job sites such as Monster and Stepstone. The company works actively to attract 
people to the web page both through profile creating advertisement, which means that they 
communicate the attractiveness of the brand (employer branding), and through more specific 
work advertisements that describes the job more in detail. Different media are used for 
different purposes. Among other things Sony Ericsson makes use of the blue tooth technique, 
which means that people who pass a certain place will receive a text message on their cell 
phone. When reading the message a recruitment movie is shown which tells about the 
company and the great possibilities they can offer. Sony Ericsson has received attention for 
this modern tool of advertising job opportunities. 
 
5.5.2 Talent Management 
When asked to explain a talent, Johan says:  
 
“Talent is something one can possess. But you have to make use of it and develop your talent, 
and also have the prerequisites to do so. One thing is to have the capacity and the 
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competence, but you also have to have the ambitions. And the space… to be able to take 
initiatives and to be willing to do it. These factors together make up the corner stones of 
Talent Management.” 
 
According to Johan there is an obvious war for talent, especially in some areas where it can be 
rather difficult to find people with the right competence and attract them to the company. 
However, that it is called a “war” is just seen as an expression, and for companies with a 
strong brand, like Sony Ericsson, the so called war does not become as apparent as for others.  
 
5.5.3 Employment 
Sony Ericsson recruits many graduates from Lund Faculty of Engineering and KTH, and 
thereafter Linköping. They recruit business graduates as well, but not to the same extent as 
engineers. In regard of economists, Johan believes that the most common field of 
specialisation is accounting, and some marketing and management.  
 
Usually there are between 20 and 150 candidates that apply for open job positions at 
SonyEricsson. As a first step the recruiters ensure that the applicants have made a complete 
application and that the person has permission to work in the country. Thereafter they take a 
closer look at the CV to check whether the applicant has the right competences for the 
position. A higher education is often a prerequisite, and previous work experience is also 
valued. When recruiting new co-workers, Sony Ericsson values different personality traits 
depending on the position. According to Johan, an individual must possess the knowledge 
required, have the right ambitions and be willing to make an effort. The company also has 
three highly valued concepts that they work with in the organisation. These three concepts are 
innovative thinking, responsiveness to customers, and being passionate about the job. When 
interviewing candidates they consider these aspects as they give a sign of the company 
culture. 
 
To become employable, Johan states that students should have good grades, participate in 
activities beside the studies, and look for jobs. However, the school matters as well, although 
it depends on the competence that is required. International experience, such as an exchange 
year abroad, is also highly valued at Sony Ericsson. 
 
5.5.4 Business Schools Nationwide 
Sony Ericsson values diversity among its employees as it broadens the perspectives. 
However, most co-workers have studied in Lund, which is due to the fact that the company is 
located there and consequently has greater connections to those students. The same goes for 
Linköping, since students from Linköping often are willing to work in Stockholm or Lund. In 
addition do their IT-programmes and engineering programmes have very good renommées at 
the company, just as KTH has in Stockholm. Johan can though not mention a specific 
Business School that is mostly represented at Sony Ericsson, and he does not know whether 
some Business Schools are regarded more attractive than others.  
 
Sony Ericsson recruits relatively few newly graduated individuals. But as far as Johan is 
concerned, the company is satisfied with the knowledge that recently graduated people 
possess. The communication between Sony Ericsson and Business Schools is according to 
Johan not very clear, but they do take part in career fairs in order to communicate to students. 
This year they were especially interested in meeting engineering students, which is why they 
chose to go to Luleå instead of Umeå.  
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5.5.5 USBE 
Johan does not have a general apprehension of USBE and its students. When asked about his 
opinion of HHS, Johan says that they do not recruit that many from there, and his belief is that 
a majority of the HHS students look for jobs within finance, banking or consultancy. He 
believes that USBE may be comparable to HGU. In order for USBE to become more 
recognised in the business world, Johan says that we should do what we are doing right now: 
tell people about it, and maybe also send some information to people who work specifically 
towards universities and Business Schools.  
 
5.5.6 EQUIS and  Civilekonomexamen 
Johan has not heard of the EQUIS accreditation and he believes that it probably is not very 
important when Sony Ericsson evaluates candidates from different Business Schools, since he 
has not heard of it. Civilekonomexamen on the other hand matters according to Johan since 
some positions require a Civilekonomexamen. The same goes for graduate engineers. Hence, 
they try to support the organisations to communicate their needs, for instance whether they 
require a Civilekonom or if a lower level is enough.  
 
 

TOPIC 
 

SONY ERICSSON 

HRM  
 

• Different HR functions, some supportive and some with focus on 
expertise compentence 

• Recruitment via web and also some innovative recruitment 
channels 

Talent Management  
 

• TM= Brings up the characteristics and competences of a talent as 
cornerstones to TM 

• Affected by the war for talent: Yes 
• Talent= Something one has to make use of and develop. Having 

not only the capacity and competence but also ambitions, space, 
and be willing to take initiatives 

Employment 
 

• Valued: right knowledge, ambitions, willing to make an effort, 
innovative thinking, responsiveness to customers, passion about 
the job. To become more employable one should have good 
grades, be active in parallel to studies and have international 
experience. The school also matters but other aspects are more 
important 

Business Schools 
Nationwide 

• Cannot mention a specific BS with higher renommé 
• Communication with BS not very clear, but partake in some career 

fairs 
USBE  
 

• No general apprehension of USBE, but believes it is comparable to 
HGU 

• Strengthen the USBE brand by communicating and sending 
information to people working towards BS 

EQUIS & 
Civilekonomexamen 
 

• Does not recognise EQUIS and is told about Civilekonomexamen 
• EQUIS not important when evaluating candidates 
• A high degree is sometimes required. Refers to Civilekonom as a 

level required at times  
Table 11: Summary of Interview with Sony Ericsson 
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5.6 VOLVO GROUP 
 
5.6.1 HRM 
The HRM at Volvo changes constantly as it adapts to the ever-changing business landscape. It 
is, according to Ann, a prerequisite that a large group such as Volvo is open towards these 
types of changes. HRM has consequently obtained an increasingly strategical role than before, 
much more business oriented and with a belief that one has to create strategies and goals from 
a HR perspective. HR is commonly involved from the very beginning of large projects, 
acquisitions et cetera.  
 
Volvo primarily recruits internally but it depends on how many applicants they receive so 
they may also search externally for candidates. Ann believes that it at times can be very 
valuable to recruit externally so as to facilitate for new ideas and gain from experiences from 
other organisations. Volvo has a policy that all positions are announced on the intranet at first, 
and thereafter external announcements are being made on Volvo’s web page. All applications 
are filled out electronically. 
 
5.6.2 Talent Management 
Ann is well acquainted with the concept talent management. Her associations to the concept 
are primarily to work structured so as to ensure the sustainability of talent within a company. 
Volvo works actively with talent management, especially internally, but also when searching 
for suitable candidates externally. It is, according to Ann, of utmost importance to pay 
attention to talented workers at all parts of the organisation. Among other things, Volvo has a 
management development process that they revise on a yearly basis in order to reflect upon 
potentials, high potentials and areas of responsibilities. During this process they go through all 
organisational levels, and all CEO’s within the Volvo group are involved including Leif 
Johansson who is the Group CEO. As mentioned previously, Ann does not work very much 
with recruitment at her current position. Nevertheless, by talking to recruiters she is well 
aware of the war for talent as talented individuals in different organisations, both at Volvo and 
outside Volvo, are attractive to other companies as well.  
 
“Talent is an individual who possesses the characteristics and capabilities searched for, who 
can demonstrate excellent previous achievements and have the potential to do well also in the 
future”. 
 
5.6.3 Employment 
When Volvo receives applications they firstly compare them to a profile that has been set up 
for the position where they identify characteristics and competences that are of importance for 
the specific position. The candidates that match these profiles will be put forward in the 
recruitment process that follows. In the following steps they take a closer look at the different 
characteristics that are required for the positions. If the position consists of a lot of customer 
relations then one for instance has to be communicative and outgoing, while these skills may 
not be required for other positions where for example mathematical and analytical skills may 
be more valued. Valuable characteristics for an accountant are to have attention to details, 
structured, analytical, and good with numbers. If they on the other hand search for a CFO 
there are other requisites and more experience is valued and thereby different skills. The 
competency is the most important, but in some positions being communicative is necessary, 
while other positions require specialists. Looking at economists in general, Ann states that 
individuals with a finance or accountancy background typically have analytical skills. The 
area of specialisation that the candidate has chosen is moreover an indication of motivation 
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and it shows what a person interested in. However, one of the main advantages with a large 
company such as Volvo is that there are great opportunities for individuals to develop and 
change work assignments. Therefore it is possible that a person has one area of specialisation 
and changes to another area of specialisation at Volvo. 
 
When asked to reflect upon what a student could do to strengthen it’s personal brand and thus 
become more attractive in comparison to other candidates Ann states that it is crucial to do 
something one is interested in. This will in turn make it easier to market oneself and 
consequently make oneself stand out from the crowd in a positive way. However, at Volvo 
they do not specifically consider a candidate’s personal branding, but without doubt it can 
make a difference when the first selection is being made especially if there are many 
applicants. Instead of considering the personal brands of candidates, recruiters at Volvo rather 
look at background and education.  When employing recent graduates who do not have that 
much work experience they instead consider what the student has chosen to specialise in, and 
what he or she has done besides studying. 
 
5.6.4 Business Schools Nationwide 
Volvo recruits from all universities and they have no general belief that one university should 
be better than others, as it rather depends on the type of education and specialisation the 
applicant has. Volvo cooperates with for instance the HGU where they have agreements in 
regard of both research and education. They also have agreements with other schools 
nationwide, and especially in geographical areas where Volvo has part of their operations 
located.   
 
When searching for new co-workers Volvo looks for candidates at all universities. At the 
trainee programs there are graduates from a variety of universities represented, although there 
are many people from schools in Gothenburg and the surrounding areas. An explanation to 
this is that Volvo receives many applicants from these schools since many are interested in 
staying and finding a job in the region. Ann’s general apprehension is though that educations 
at different Business Schools are similar in terms of courses included, but that they differ in 
the sense that some are more practical with internship and case studies while other educations 
are more theoretical. Ann believes that it is valuable to have a diverse work force and that 
people from different business educations are represented. If recruiting from one single 
Business School or university everyone will know each other, will have studied the very same 
courses et cetera. As a consequence it is valuable to recruit from different schools so as to 
bring in individuals with different experiences into the organisation.  
 
When asked to list the top three business educations in Sweden, Ann says that HHS and HGU 
without doubt are among the top. It is according to Ann difficult to say something about the 
courses offered at the different schools, but she means that the lowest grade accepted indicates 
whether the students are highly ambitious or not, however this is not the only aspect to be 
considered. Volvo would never recruit a person only because he or she is a graduate from 
HHS or HGU, and she once again emphasises that it is the personal profile that is important 
and that the right person is recruited for the right position. It is also very important to recruit 
individuals that like the company culture and have the potential to develop further. Ann 
argues that there are numerous things but the brand of the Business School that they look at in 
recruitment processes.  
 
“We do everything to find out who a person is and how analytical and communicative he or 
she is. There are a great number of parameters you have to look into in order to find the right 
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person for the right position. It is a complex process to recruit someone, and it is not only the 
brand or the reputation of the university that counts, the person also has to prove that he or 
she is the right person who possesses the right knowledge and competences. The university is 
however not inessential but it is not just about the name. You have to prove that it is a good 
university and that the education is better than elsewhere.” 
 
Recruiters at Volvo are satisfied with the knowledge of recently graduates, and the 
communication with Business Schools is frequent as Volvo cooperates with different schools 
when creating and developing different educations at different geographical locations, not 
only in Gothenburg. There is an interest from both the schools and the Volvo group to 
cooperate since Volvo is such a big employer. 
 
5.6.5 USBE 
When asked what apprehension Ann has of USBE, she once again mentions that at Volvo 
they do not favour any Business School before another. She is convinced that graduates from 
USBE fulfil the requirements set up by Volvo, and she has not heard any contradictory 
opinions from other recruiters. Employing people from different geographical areas and 
different Business Schools is to Ann’s opinion likely to enrich an organisation as it brings in 
diverse experiences. In addition, it enhances the atmosphere at the company, facilitates the 
dynamics in the organisation and makes ideas prosper. 
 
When discussing the USBE brand, Ann states that cooperations with the corporate and 
community is a central point when striving to strengthen the brand. To cooperate actively 
should be of interest from both sides. Ann is not sure how the cooperations between USBE 
and the corporate world is at the moment, but says that if it is not already being done USBE 
should contact companies and create a forum for discussions so as to ensure that the 
marketing of the Business School and its’ students are done properly and that the right courses 
and programs are being offered. 
 
5.6.6 EQUIS and  Civilekonomexamen 
Ann has heard of the EQUIS accreditation but wants to be reminded about the meaning of it. 
She says that the EQUIS accreditation really shows that USBE is among the top Business 
Schools, but as mentioned before this is not what counts at Volvo but still it may not be 
completely inessential.  
 
“What counts is that the personal profile matches the requirements, that the candidate has the 
right competence, the right background and the right area of specialisation. Good grades are 
not unnecessary but at the same time just part of the entirety. An accreditation is also just a 
part of this, and if it is a high quality education, then of course this may add value to the 
company. But schools that do not have this accreditation can also offer high quality 
educations. A crucial step is to find an individual that have the potential to develop in the 
organisation.” 
 
To have a degree is necessary, but whether it is called Civilekonomexamen or not is not of 
importance as it may be equivalent to another degree. One should rather look at the content of 
the education, since a candidate from another Business School may be as qualified as a person 
with Civilekonomexamen. Hence, Civilekonomexamen is according to Ann a sign of quality, 
just like the EQUIS accreditaion. Nevertheless, Ann argues that it is of great importance that 
there is a constant dialogue between Business Schools and the corporate to ensure that the 
level of educations is satisfactory and that future outlooks and requisites are considered.  
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To sum up, Ann says that  
 
“These issues that have been brought up are of utmost importance and I just wish to 
emphasise that in order to ensure that a high quality education is being offered interaction is 
required. The universities have to take their responsibilities towards corporate and 
community, and the corporate world must do the same. That way universities can obtain a 
better reputation as well as better education, and students become more attractive when it 
comes to recruitment.” 
 

TOPIC 
 

VOLVO GROUP 

HRM  
 

• HRM constantly adapting to the changing business landscape. 
HRM has a strategic role  

• Primarily internal recruitment but also external 
• Recruitment via web 

Talent Management  
 

• TM= To work structured to ensure sustainability of talent within a 
company 

• Affected by the war for talent: Yes 
• Talent= A person with the characteristics and capabilities searched 

for, who can demonstrate excellent previous achievements and 
have the potential to do so also in the future 

Employment 
 

• Valued: Different positions require different skills. Sometimes 
being communicative and outgoing is valued, other times 
mathematical and analytical skills, or being structured with 
attention to details. Competency is the most important, and they 
look at background and education 

Business Schools 
Nationwide 

• Do not believe that some BS are better than others 
• Cooperates with HGU and has agreements regarding education 

and research 
• HHS and HGU regarded as top BS 
• Satisfied with knowledge of students and communication is 

frequent 
USBE  
 

• Convinced that USBE fulfils requirements  
• Strengthen the USBE brand by cooperation with the business 

world. Also create a forum for discussions to ensure that marketing 
is done well and the right courses and programs are being offered 

EQUIS & 
Civilekonomexamen 
 

• Recognises EQUIS and Civilekonomexamen  
• EQUIS not what counts, but not completely unessential 
• Civilekonomexamen not important when recruiting 
• EQUIS and Civilekonomexamen are however signs of quality 

Table 12: Summary of Interview with Volvo Group 

 
5.7 ÖHRLINGS PWC 
 
5.7.1 HRM 
HR functions as a support to the management of the organisation within the human capital at 
Öhrlings PWC. However, HR is now moving away from being a supporting function with 
active reaction to the needs of the management as it is regarded important to be reactive and 
work in more strategic manners. Tobias mentions that it among other things is important to 
work strategically with questions regarding for instance health and medical attendance. 
Therefore the HR department is now being reorganised into different fields of specialisation 
such as competence development and healthcare.   
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Öhrlings PWC is at the moment recruiting about 500 people a year. They mostly recruit 
externally but they also have a recruitment process which allows the positions to be advertised 
internally. They work with e-recruitment which means that they do not accept applications by 
mail but handles everything via their web page where applications are searchable for anyone 
in the organisation with a login. Öhrlings PWC has also developed a completely new process 
called the recruitment days. So far these days have only been implemented for accounting 
assistants in the Stockholm region. The advertisement for recruitment days is open for three 
weeks, and then the CV and personal letters are reviewed. The candidates will then receive 
tests, both numerical and verbal, as well as a personality test, before going through a 
telephone interview with HR. Finally, the candidates are, during the recruitment days, invited 
to the head office for group exercises, practice of individual presentation technique and 
interviews and mingling with future co-workers. This was performed in Stockholm for the 
first time in 2007 and showed to be a great success. In the rest of the country, regular 
interviews and personality tests are performed.  
 
5.7.2 Talent Management 
“Talent Management equals a great deal with recruitment, partly concerning the 
identification of talents, but also to handle and follow up the talents in order for them to 
develop, and use them the best way we can in the company. Since you already have a lot of 
knowledge about the persons, it is easier to follow up and identify their possibilities of 
development.” 
 
Öhrlings PWC is working very actively with talent management, especially concerning the 
new recruitment process in Stockholm called the recruitment days. This method has been 
developed due to the competition of talented students within business and economics, and 
because a process that goes on for months also implies the risk of loosing the best people. 
Before it started, 15 people sat down and together and developed a profile for the individuals 
they were looking for based on five key competences that they are looking for throughout the 
recruitment process.  
 
5.7.3 Employment 
Öhrlings PWC always makes a profile for their vacant job positions which is based on the 
demands of the line manager. Subsequently, a judgement based on the entirety of the person is 
made, looking at qualifications and if the person has worked parallel with the studies for 
instance. Looking at it in a very general way, according to Tobias, they are looking for people 
that possess courage, engagement, willpower and driving force. Looking at accounting 
assistants it a necessity that they meet the requirements set up by the accountancy board, 
which in the old credit system means a minimum of 160 credits at university level. It depends 
a great deal on the other applicants for the job, since if only one person has studied at the 
university that person will be more qualified for the job. Even though a judgement is based on 
the entirety of the person, it is always valued if a person has been active while studying, for 
example by taking a part time job or engaging in the student association. It is important to 
show engagement, will, drive and motivation. To become more employable business students 
should besides these things also try to get an A in some courses.  
 
5.7.4 Business Schools Nationwide 
Öhrlings PWC does not have any particular Business Schools that they favour. If a person has 
obtained a degree the person has the knowledge needed to be able to do the work required 
since when you start working you will be able to learn and develop within the organisation. 
However, looking at HHS, which has a 20,0 in entry qualifications it, is obvious that those 
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students have a high study motivation and are high performing. Generally, those people also 
have stronger CVs and stronger applications compared to others according to Tobias. 
Nonetheless, looking statistically Öhrlings PWC does not hire more people from HHS than 
from other Business Schools. Tobias however honestly states that they do not make 
differences between schools since they look at so many other things. He does not weed out 
persons depending on the school they studied at and he cannot rank schools based on what 
their quality. He can though see, according to statistics, that the company recruits many 
students from the University of Stockholm.  
 
Tobias does not think that there is a dialog between employers and Business Schools. A thing 
that he would like to see is more information, for instance, regarding the Bologna Process and 
how it will affect him as a recruiter.  
 
5.7.5 USBE 
Öhrlings PWC recruits from USBE and according to Tobias USBE students possess a 
satisfying level of knowledge. Since Tobias does not have enough knowledge of USBE he 
believes it is difficult to say how it can strengthen its brand. He though says that the 
preconceptions of people from the north being calm and secure may not be sure, however 
those are characteristics that can contribute to teams.  
 
5.7.6 EQUIS and  Civilekonomexamen 
Tobias has heard of EQUIS and Civilekonomexamen, but he does not know much about it. He 
though imagines that a quality mark such as EQUIS could be important in the long term but 
then companies have to be aware of that it exists, and the same goes for Civilekonomexamen.  
 
 

TOPIC 
 

ÖHRLINGS PWC 

HRM  
 

• HRM becoming an increasingly strategic issue 
• Mainly external recruitment via web, but also internal recruitment 

Talent Management  
 

• TM= Recruitment has a lot to do with TM, and it involves the 
identification, development and follow-up of talents and to make 
use of talents in the company 

• Affected by the war for talent: Yes 
• Talent= Individuals with possibilities of development 

Employment 
 

• Valued: Qualifications, work in parallel to studies, courage, 
engagement, willpower, driving force, motivation. To become more 
employable one should also try to get an A in some courses 

Business Schools 
Nationwide 

• “No difference between schools” 
• HHS attracts students with high grades 
• Recruits many from the University of Stockholm 

USBE  
 

• Satisfied with USBE students 
• Little knowledge of USBE and can therefore not make 

recommendations on how to strengthen the brand  
EQUIS & 
Civilekonomexamen 
 

• Has heard of EQUIS and Civilekonomexamen 
• EQUIS and Civilekonomexamen can be important in the future if 

companies are aware of it 
Table 13: Summary of Interview with Öhrlings PWC 
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5.8 CONSULTANCY AB 
 
5.8.1 HRM 
One of Consultancy AB’s missions is to attract, retain, develop, and excite exceptional 
people. According to Monica, Consultancy AB puts great effort and seriousness into 
developing people and providing students with value propositions.  
 
Consultancy AB performs the most part of the recruitment themselves, and the people they 
employ usually start directly after their higher educational studies. Due to the air of the 
competitive situation the latest years, they see great importance in being visible at universities 
and Business Schools, to meet and get to know students on an early stage. If they are not 
visible and do not focus on building relations, someone else will attract the students. When 
Consultancy AB arranges or participates at activities at the schools, they always make sure to 
have a great number of consultants there in order to be available for all students that are 
interested in the company.  
 
5.8.2 Talent Management 
Monica explains that Consultancy AB is working a great deal with inspiring and emphasise 
people in the organisation, no matter how long they have been working. They put a lot of 
effort in performing evaluations on all employees in the organisation twice a year. The 
consultants working in Consultancy AB’s teams also achieve feedback by senior team 
members continuously as well as in the end of a project. People might believe that 
Consultancy AB has a very competitive mentality with sharp elbows. However, according to 
Monica it has the opposite climate. Among other things, the employees are evaluated on how 
they help others succeed. Furthermore, if Consultancy AB happens to have ten good 
applications during the recruitment process they will let all ten applicants show up for an 
interview. Hence, there is not one position per person but rather place for everyone if they are 
capable enough to do the work.  
 
Monica says that since 2006 there has been a remarkable competition for talents. If 
Consultancy AB finds a prominent applicant, this person generally has received offers from 
one or two other companies as well. They especially notice the competitive trend at schools. 
Monica mentions HHS and the fact that companies almost fight to be able to hold 
presentations for its students.  
 
5.8.3 Employment 
Consultancy AB primarily recruits engineers but also a great deal of economists. They also 
employ individuals who have studied medicine, law and bioengineering. Educational 
background is not of great importance at Consultancy AB according to Monica. However, 
having studied many quantitative courses will most definitely be an advantage since it is a 
very analytical job to work as a consultant and it will therefore increase the chances of 
becoming successful at Consultancy AB.  
 
When recruiting new employees, Consultancy AB primarily focuses on four dimensions; 
problem solving, leadership skills, driving force and ambition, and personal impact. When it 
comes to problem solving, they first and foremost look at the grades with especial focus on 
quantitative subjects. Since the job is very analytical, and since it requires strong problem 
solving skills to be successful within the company, they require very strong grades and also 
look at former jobs where the student got the possibility to test his or her analytical skills. 
Another important dimension is leadership skills. Since most people joining Consultancy AB 
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are newly graduates they might not have a great deal of experience of being leaders. However, 
Consultancy AB wishes to see interest and preferably some experience which might give 
indications on prospective leaders. Employees at Consultancy AB are at an early stage given 
responsibility in terms of client contact and client management. The third dimension, driving 
force and ambition, which is tested during interviews, becomes visible if a person seems 
committed and energetic and has the ability to set up challenging goals for themselves. 
 
Consultancy AB is satisfied with the knowledge of newly graduates. When talking out of 
Consultancy AB’s perspective, the most important thing for a student is to have decent 
grades, to be active in parallel to the studies and to have a variety of skills. They have actually 
turned straight A students down, simply because they had not done anything else besides 
studying. Consultancy AB always looks to the entirety of the individual, and Monica believes 
that a student definitely can have a balance between good grades and extracurricular 
activities, as long as it is not too extreme in one way or another.  
 
“We need people that have more than just theoretical knowledge. For us, as well as for other 
companies, it is very important to be active alongside the studies”.  
 
It is always positive to have been studying abroad, be active in the student union, attain 
leadership experience, or to work during summers or parallel with the studies. When it comes 
to work, Monica mentions that it is seen as very positive if a person has worked within an 
industry, on a shop floor or equivalent. When working at Consultancy AB it is normal to work 
within an operational project, and then it is natural to go out on shop floors and talk to the 
people working there. Hence, it does not have to be paperwork job experience.  
 
5.8.4 Business Schools Nationwide 
Monica states that Business Schools differ when it comes to the knowledge of the students. 
She believes that students from HHS are unquestionably are most dedicated and conscious, 
for instance on how to create a CV. Moreover, these students are very strategic, sometimes 
even too much according to Monica, since they can loose their desire and passion and simply 
focus too much on building a good CV. She also claims that according to Consultancy AB’s 
experience, students from smaller universities usually do not make it through the whole 
interview process.  
 
At the moment, Consultancy AB is present at six universities around Sweden, HHS, 
Linköping, Lund, Chalmers, KTH (The Royal Institute of Technology) and Karolinska 
Institutet. Monica also mentions that they also have employees from Uppsala and Umeå 
which they see as very positive, even though they are not present at those universities. The 
reason why they only are present at some places partly has to do with limited resources but 
also with geographic locations. She also mentions that the places mentioned where they are 
present have a great deal of talented students and a critical mass that Consultancy AB can 
recruit from.  
 
5.8.5 USBE 
Monica mentions that USBE’s geographical location can be a problem: 
 
“ In Umeå and Luleå we have some troubles, on the other hand Lund as well, but now we have 
chosen to be in Lund. It is a geographical problem, as I am sure that you are aware of. We 
have to struggle with it, especially with our ambitions to have as many consultants present as 
possible. So that is somewhat to your disadvantage I must say”.  
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When it comes to Monica’s knowledge about USBE, she states that she does not know much 
about it. Consultancy AB does not receive that many applications from Umeå, and the reason 
for that she believes has to do simply with the fact that they are not present at the school. 
They do have two empoloyees from Umeå which are educated engineers. Due to her limited 
knowledge about the school, she cannot give examples of what the USBE can do to 
strengthen its brand.  When asking Monica if the culture of northern Sweden can have an 
affect on students she answers that it can be positive. Consultancy AB employs individuals 
with many different backgrounds and personalities and is moreover a very international 
company which represents diverse cultures.  
 
5.8.6 EQUIS and  Civilekonomexamen 
Monica is not acquainted with the EQUIS accreditation and when asking if it would have 
implications if she knew it when recruiting the answer is no. She believes that Consultancy 
AB would base the judgement on the students themselves and how they will manage in the 
company rather than on the school where they have studied. Individual level is more 
important than the level of the school. When bringing up Civilekonomexamen, Monica says 
that at Consultancy AB a Master of Science is the lowest academical level and 
Civilekonomexamen does not have an implication when hiring newly graduates.  
 

TOPIC 
 

CONSULTANCY AB 

HRM  
 

• HRM mission to attract, retain, develop, and excite exceptional 
people 

• Being visible and building relations to students important 
recruitment factor 

Talent Management  
 

• TM= Performing evaluations, inspiring people in the organisation 
• Affected by the war for talent: Yes 
• Talent= E.g. prominent applicants that often has one or two other 

job offers 
Employment 
 

• Valued: Quantitative courses, problem solving, leadership skills, 
driving force, ambition, personal characteristics, grades, former 
jobs, commitment, energy, studies abroad 

Business Schools 
Nationwide 

• Knowledge of students depends on BS 
• HHS has the most dedicated and conscious students 
• Present at six universities: HHS, Linköping, Lund, Chalmers, KTH 

and Karolinska Institutet. 
USBE  
 

• Does not know much about USBE  
• Geographical location can be a problem 
• Due to limited knowledge of USBE she cannot give examples of 

how to strengthen the brand  
EQUIS & 
Civilekonomexamen 
 

• Does not recognise EQUIS and is told about Civilekonomexamen 
• EQUIS not important: Individual level more important than level of 

BS 
• Civilekonomexamen not important 

Table 14: Summary of Interview with Consultancy AB 
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5.9 NOBIA 
 
5.9.1 HRM 
Nobia is a young company that only has existed for 11 years. Therefore, when Thomas started 
working at Nobia, he had to commence by building up the HR function that exists today. 
There are still many processes that should be implemented that usually exist within a 
company of this size, however, within Nobia focus is now on management issues, leadership 
development, management sustentation, and issues of compensation et cetera.  
 
5.9.2 Talent Management 
Thomas, who is well aware of the expression talent management, believes it is one of the 
most important steps within the management sustentation chain.  
 
“It is vital to have a flow all the way from young and skilful talents up to having a few people 
who are ready to take on the role as Group CEO.”  
 
It is therefore important to work with talent management for instance when recruiting an in 
order to develop the existing employees. Nobia works a great deal with performance 
management where they make evaluations and set up yearly goals, and work with succession 
planning on a general level. Talent management is also about handling young, talented 
people, because they are needed within Nobia as well as in other companies to a greater extent 
than before. Therefore they have to ensure that Nobia is an attractive employer and they also 
need to make sure that they are able to recruit these talented people and that they can provide 
the challenges and possibilities that the employees want.  
 
Thomas says it is difficult to describe the meaning of the word talent. Hypothetically, he says, 
it can be someone who is able to develop quickly in the organisation, someone who is not 
afraid to take on challenges and can reach managerial position relatively rapidly. Nobia is 
working actively in the search for talents, but since the greatest part of the company is situated 
abroad it is most important in countries such as Great Britain and France. Nevertheless, in 
Sweden Nobia is for instance discussing the implementation of a global trainee program.  
 
5.9.3 Employment 
Nobia primarily recruits people who are business economists or engineers, and some of the 
recruits are found directly at the universities. These are people in whom they see a future as 
managers. When recruiting newly graduates, Nobia makes use of recruitment agencies that 
put adverts on the Internet and on their web site and take care of the initial interviews. Nobia 
thereafter gets a few candidates based on the profile that they are looking for.  
 
When recruiting people to the company, the most important thing is the personality. In order 
to be successful within the organisation it is important to have drive and motivation, and to be 
able to independently handle different issues and projects. Nobia operates in entrepreneurial 
manners and therefore it is important to be hands-on, pragmatic and prestige less. When it 
comes to newly graduates, they especially look for people with logistics or supply chain 
experience, or business economists.  
 
“It is also important to be able to function within an international environment, both when it 
comes to languages, but also to have respect and humbleness towards the challenge of 
working with people from different cultures and countries, and to be perceptive about it”.  
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When asking Thomas how he thinks that business students could increase their employability 
he says that it is a difficult question to answer. It is very much up to the individual although 
the school has a certain responsibility when it comes to establishing contact with the business 
world and the general working life. What they can do is to find ways to cooperate with 
companies and employers in order for them to get to know each other on an early basis. 
However at the end of the day he argues that everything is up to the individual, but the tricky 
part is to find out how to open employers’ eyes for a group of individuals.  
 
5.9.4 Business Schools Nationwide 
Nobia makes no difference between which schools an individual has graduated from; the 
personality and the encompassment of different characteristics are without doubt the most 
important aspects. He says that he is not sure if the knowledge of students from different 
Business Schools differs. He though mentions HHS as a school that has been able to attract 
people with very high grades in a greater extent than other universities managed to do. Hence 
he does not believe that the school has a direct affect on the future success of these 
individuals. Thomas agrees with to a certain extent that people studying at HHS has the 
opportunity to build up networks, which is said to be very important in order to reach certain 
positions in the working life. He also states that if someone would do some kind of ability 
test, the students at HHS might attract more talents from that perspective, even though it does 
not say anything about them becoming more successful than others. Nobia is though 
sponsoring HHS and the reason for that is the CEO of the company and his network.  
 
Nobia does not recruit from any certain schools due to the size of the company in Sweden and 
the fact that they do not perform any large-scale recruitment. They have for instance 
employed people from Gothenburg, Lund and Vaxjö, but he would not state that one city or 
school is more common than anyone else. Thomas finds it hard to rank the top three Business 
Schools in the country. He brings up HHS, HGU (the Business School in Gothenburg) and 
Lund. At the same time, he once again mentions that it is not of great importance, but these 
are well established universities, and well known, and that is why he mentions them without 
much of a reason.  
 
5.9.5 USBE 
When asking Thomas about how he perceives USBE, he says that the schools he is most in 
contact with are Växjö, Karlstad, Linköping, and he has not met any students from USBE. He 
continues to say that, just like other small universities like Karlstad and Växjö, it is not many 
that market themselves a great deal towards employers. HHS is though an exception, he says, 
since it for instance provides MBA education, arranges seminars, and has a greater focus on 
the business world in general.  
 
Thomas’s experience of people from the north is nothing else than positive. He says that they 
have employees from the north at Nobia, and that they are very analytical, calm and so on and 
that they fit in well in the organisation since they have that certain kind of culture at Nobia.  
 
5.9.6 EQUIS and Civilekonomexamen 
Thomas recognises EQUIS and Civilekonomexamen. He believes that EQUIS can come to 
matter in the future, although it is hard to say now. The reason is due to the increased 
internationalisation of universities and global networks between schools. The accreditation 
may therefore lead to an increased level or status. When asking Thomas which of the schools 
that have Civilekonomexamen, he guesses HHS, HGU, the University of Stockholm and 
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Lund. When telling him that USBE he continues by saying that it can be of importance, and 
that it is more important in an international perspective as well as for the brand of the school.  
 

TOPIC 
 

NOBIA 

HRM  
 

• Young company and not so developed HRM  

Talent Management  
 

• TM= Recruitment of new people and development of existing 
employees 

• Affected by the war for talent: not clear 
• Talent= Develops quickly in the organisation, is willing to take on 

challenges and can reach managerial positions quickly 
Employment 
 

• Valued: Driving-force, motivation, independency, hands-on, 
pragmatic, prestige less, knowledge of languages, understanding 
of international differences 

Business Schools 
Nationwide 

• “No difference between schools” 
• HHS attracts students with high grades 
• HHS, HGU and Lund in top, but not of great importance 

USBE  
 

• USBE just like other “small universities” like Karlstad and Växjö 
• Strengthen the USBE brand by marketing towards employers and 

more focus on the business world in general 
EQUIS & 
Civilekonomexamen 
 

• Recognises EQUIS and Civilekonomexamen 
• May lead to increased level on education and status 
• EQUIS can be of importance in the future, especially due to 

increased internationalisation 
Table 15: Summary of Interview with Nobia 

 
5.10 NORDEA 
 
5.10.1 HRM 
Nordea has three different sections in the HR department. One of which focuses on 
competence development, another focuses on administrative issues and the third one has a 
strategic focus. HRM and its parts are very important and support the day-to-day organisation.  
 
Nordea starts recruitment processes by posting the available positions internally. If they do 
not find people there they move on to external sources. The tendency nowadays is that the 
company needs to look more and more externally, not because the competence is lower, but 
since they have a great need of recruitment. The most commonly used channel for recruitment 
is the Internet, and Nordea puts all their ads on their web page and recruitment sites such as 
Monster and Stepstone. Nordea is also participates at career fairs and other activities at 
schools around Sweden.  
 
5.10.2 Talent Management 
For Christina, talent management implies that when using their recruitment channels, they 
strive to find talents.  
 
“A talent is a person with the prerequisites to move forward. Someone who has the right 
knowledge, personality and beyond everything is committed”.  
 
If these people are 20 or 40 years old does not matter. If a person has the right prerequisites, 
then Nordea will help this person to develop. Christina says that while some talents make a 
career that is straight as a die, others want to succeed sideways or in loops, and that is exactly 
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what leadership is about, to enable the steps that the employees are stimulated by. She also 
confesses that there is great competition for talents on the market right now. Everyone is 
looking for the most engaged and best personalities, and this is one of the reasons why Nordea 
sometimes turns directly to universities when recruiting. At the universities they can directly 
sense if they meet talents or not. Another recruitment method is speed recruitment where 
about 20 candidates come in and introduce themselves during the same day, similar to an 
audition. In that way, they meet more people and have the possibility to discover more talents.  
 
5.10.3 Employment 
Nordea strives to recruit people with diverse educations. Academic education is not a must, it 
can also be meriting if a person has a lot of experience within sales for instance. If a person 
has an academic education he or she often has a background within economics. What Nordea 
primarily looks at when recruiting varies depending on the job, however a profile is always 
done beforehand to get the best applicants for the position. Generally they find it important 
that the person has work experience in some form. As a student, it can be work at McDonalds 
or as a waitress, it simply matters that the person has been working and can show some kind 
of drive and ambition. Nordea has a motto that says: “hire for attitude and train for skill”. 
Personal characteristics are very important since the employees are going to meet new 
customers every day. Christina says that if a person comes in for an interview it starts already 
in the door when they say hello to each other, since she could have been a customer.  Nordea 
values people that are able to interact with customers in a professional as well as a humble 
way. Although the CV may indicate whether a person is interesting and suitable for a position 
it is though difficult to make a fair judgement only by looking at the CV. Therefore Nordea 
prefers to meet a larger number of candidates face-to-face in order to find out who is suitable 
for the position.  
 
We asked Christina how students could increase their employability, and once again she 
explains that the most important thing for Nordea is the personality and that you are able to 
market yourself, as they say, hire for attitude. That a person is nice, humble, inspiring, with a 
drive and a commitment is included in the personal brand according to Christina. When it 
comes to training for skill, it is essential that the person has a good educational background 
and that they know that the university or college place great demands on their students, which 
shows that they have good learning skills. It is important for students to put demands on the 
school and vice versa, since this will help secure the quality of the studies. When it comes to 
grades, Christina says that if a person does not have the highest grades it might depend on that 
he or she has worked in parallel with the studies, and since work experience is valued by 
Nordea they can accept that people have somewhat lower grades if he or she can demonstrate 
work experience.  
 
5.10.4 Business Schools Nationwide 
Nordea does not distinguish between schools and they try to visit all career fairs nationwide, 
primarily the largest universities and Business Schools. Christina does not think that the 
Business Schools differ in terms of the students’ backgrounds and knowledge. There are 
certain people that decides to focus more on their studies, and others who mostly focuses on 
working and getting experience, and this has nothing to do with which school the students 
have attended. For Nordea it is essential that the student has done both, and those are the 
students they want to attract.  
 
When asked about business students’ knowledge, Christina says that the most important thing 
is to look at the students learning ability, and that is one of the best things they learn at the 
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university. Christina is very pleased with this knowledge. Another aspect she finds important 
is that students are able to master a financial language to the extent that he or she can 
communicate with colleagues in a sound way and adapt to the job faster. Though it does not 
mean that one should have a very complex vocabulary and use lots of fancy words during an 
interview. Regarding improvements that could be made Christina believes that there should be 
a more frequent dialogue between the universities and the employers in order to be able to 
influence the education.  
 
5.10.5 USBE 
Christina is aware of USBE but does not have an opinion about the school due to her lack of 
knowledge about it. However, about the northern culture Christina says that she has recently 
recruited people from the north, and her opinion is that these people have been very calm and 
humble. But she also states that it does not necessarily have to do with the fact that these 
people are from the north. She regards it important that people can meet her in a calm way 
and be able to reason and being humble towards trying new things.  
 
Christina talks about how USBE can strengthen its brand, and she says that at Nordea the 
most important marketers are their employees, although they have a lot of marketing on TV 
and in newspapers.  
 
“That is something a school should try to do as well, to realize that the best marketers are the 
students. Teachers therefore have to ensure that they are inspiring the students while they are 
at the school so that they continue to spread the word when they leave it.”  
 
Chistina also believes that the brand is affected by the location of the school, and to be 
situated closer to larger city would be advantageous. However, with the present location, 
Christina once again mentions the value of marketing performed by students. 
 
5.10.6 EQUIS and  Civilekonomexamen 
Christina does not know about the EQUIS accreditation and Civilekonomexamen. The 
EQUIS accreditation will not, according to Christina, have a great affect when recruiting 
recently graduates. When looking at a persons CV, she is not very interested of where the 
person has been studying, it is rather about what kind of education the person has. 
Civilekonomexamen is also brought up, and when getting the information about it Christina 
says it becomes interesting. However, at the moment she does not believe that this affects 
recruitment although it may be different in the future.  
 

TOPIC 
 

NORDEA 

HRM  
 

• HRM a central issue 
• Internal recruitment, recruitment via web, and active search at 

career fairs 
Talent Management  
 

• TM= Looking for talents at universities. TM also implies leadership 
that enables talents to develop 

• Affected by the war for talent: Yes 
• Talent= A person with the prerequisites to move forward and has 

the right knowledge, personality and is committed 
Employment 
 

• Valued: Academic education and/or experience within e.g. sales, 
good communication skills, good educational background, highest 
grades not so important if a person can show valuable work 
experience 
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Business Schools 
Nationwide 

• Does not distinguish between Business Schools 
• Visits career fairs nationwide 
• Satisfied with the knowledge of students 

USBE  
 

• Recognises USBE but has little knowledge about it 
• Geographical location a disadvantage 
• Strengthen the USBE brand by marketing by students 

EQUIS & 
Civilekonomexamen 
 

• Does not recognise EQUIS and Civilekonomexamen 
• EQUIS and Civilekonomexamen have no impact when recruiting. 

Does not matter where one has studied since Nordea focuses on 
other qualities 

Table 16: Summary of Interview with Nordea 

 
5.11 CAPITALBANK 
 
5.11.1 HRM 
HR has a central role within CapitalBank, and performance management is one of their key 
words. They strive to attract, recruit, develop and keep employees. A couple of years ago 
CapitalBank went through a HR transformation and the HR function became an important 
strategical issue. The HR organisation consists of different divisions and they have so called 
HR advisers. These people handle strategical HR issues, ensuring that these questions are 
being apprehended out in the different businesses in the long term. It is the managers at the 
different departments that are responsible for keeping continuative dialogues with co-workers 
to plan their future career. 
 
When recruiting, CapitalBank announces all available positions on the web page but they also 
make use of regular adverts in media.  They prefer applicants to visit the web page so that 
applicants obtain an overall picture of the CapitalBank culture and values. CapitalBank also 
consults external recruiting businesses and uses advertisement on well-established job sites 
when seeking candidates. They moreover visit career fairs at universities to inform about their 
offerings to potential future employees.   
 
5.11.2 Talent Management 
CapitalBank mainly focuses on the part of talent management that deals with development of 
present co-workers. They put a lot of effort into development of management and taking care 
of their top candidates and those that will supersede these people.  
 
Natalie describes a talent as a person with potential to develop, and this is of very high value 
for CapitalBank. If they recruit for a position they do not want that person to be fastened, as a 
talent one has to have the potential to make progress. According to Natalie, CapitalBank is 
affected by the war of talent, and there is a struggle to attract talents because of competition 
from other similar businesses. Lately CapitalBank has been searching for many candidates 
with IT skills and they have experienced a huge lack of candidates within this area. For this 
reason it has become more common to consult co-workers and others about their 
recommendations of suitable candidates. Natalie believes that recommendations from others 
will be increasingly common when recruiting. However, regarding economists the tendency 
of lacking candidates is not as obvious. CapitalBank calls in headhunt businesses when 
recruiting key figures, otherwise the recruiting channels mentioned above are utilised when 
looking for talent.   
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5.11.3 Employment 
CapitalBank mainly recruits economists. However, since it is a large organisation 
CapitalBank is in need of many different competences, and today candidates with IT skills are 
especially desirable. When doing the first selection they look at what kind of formal education 
the applicant has and its background. Having a financial background is a plus, but it is not 
always that CapitalBank requires a higher education degree. Since banking offices are rather 
similar to sales organisations today, experience from selling is also valuable. Hence the 
personal characteristics are as valuable as the formal education of the individuals. 
CapitalBank wants the right persons with the right values and attitudes. They look for go-
ahead persons and appreciate innovative entrepreneurs. Employees at CapitalBank must 
create their own presumptions for a future career. They must show their abilities, and in that 
way opportunities to develop will breed. This demands people with a strong driving force and 
a fair social competence. According to Natalie it is very important that a student can prove 
that he or she has been active besides the studies, and some areas in CapitalBank also value 
international experience a great deal. High grades are not crucial, but Natalie states that it 
should of course not be low grades. However, as she mentioned previously there are other 
aspects that are more highly valued such as that a person does not expect to get everything 
“served on a plate” but rather takes many initiatives.   
 
5.11.4 Business Schools Nationwide 
Natalie states that it does not matter to CapitalBank which Business School the graduate has 
studied at. CapitalBank visits a variety of Business Schools nationwide for different activities. 
There are two reasons why CapitalBank works actively to create strong relationships to 
students. Firstly to attract new employees and secondly to attract students to the bank as 
clients. In order to attract new employees CapitalBank focuses on ten schools that they know 
their business is interested in. HHS is among the schools that CapitalBank regard as especially 
recognised. Different departments at the bank are interested in attracting those students, since 
the school maintain a high quality. This is nothing that they decide on but according to Natalie 
it is a fact that some schools are considered more attractive than others, and they also have 
more acknowledged names in terms of professors et cetera. 
 
Despite the fact that Natalie says that it does not matter which Business School applicants 
have graduated from, she mentions HHS and HGU as especially attractive Business Schools. 
When asked why these schools are regarded as attractive, Natalie says that HHS speaks for 
itself. Also, the bank has always had activities there even when they have not had activities at 
other schools, so it has its’ own history. She says that it is not a secret that thay have a 
connection to HHS and that they sponsor that Business School rather heavily. But once again 
Natalie emphasise that the Business School does not really matter as they look for suitable 
individuals. However, since they have limited resources they have to choose what Business 
Schools to focus on. It is though not necessarily Stockholm and Gothenburg that are mostly 
represented at CapitalBank, as there are no statistics that shows what Business School is the 
most represented. However, there are according to Natalie some departments in the bank that 
only recruits from one single Business School, with some exceptions only. Natalie believes 
that this has its roots in the fact that one knows that there are good students there. Business 
Schools have different reputations, that is a fact. Moreover, the highest possible grades are 
required to become enrolled at HHS.  
 
When asked if students’ knowledge differ depending on school, Natalie once again brings up 
that it is not really the school that counts. It depends much more on the individual, and if the 
individual actively contacts CapitalBank. Competencies should be the same at the different 
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schools and that some departments only recruit from HHS is because they know that these 
people are very ambitious. It is though only a small amount of the total recruitments that this 
concerns. 
 
5.11.5 USBE 
Natalie is asked to give her opinions on USBE, and then she says that she did not know that it 
is called a Business School. She acknowledges one person that CapitalBank has recruited 
from USBE who took part in their Global Trainee Program. Natalie states that he is a typical 
example that CapitalBank does not only recruit from Stockholm and Gothenburg. She 
however regards the schools in the Stockholm region, HHS, KTH and the University of 
Stockholm as the most acknowledged schools. In order to strengthen the brand of the less 
acknowledged Business Schools one should, according to Natalie, try to attract well known 
professors and other important persons since they contribute to the marketing of the school for 
instance if writing books. Natalie keeps discussing what makes a Business School attractive, 
and she comes to the conclusion that the Business Schools have to work to become 
prominent, and that is when employers become interested. It is not the other way round that 
employers become interested and then the school becomes attractive. One often talks about 
corporate and community relations, and that can according to Natalie be problematic for 
Umeå. CapitalBank for instance, they do not have many activities in Umeå and the northern 
part of Sweden and then it can be difficult to create a sound relationship.  
 
Natalie is aware of that not only people from northern Sweden study at USBE, and that is also 
one of the reasons why CapitalBank participates during career fairs in Umeå as they wish to 
cover the whole country and not only Stockholm. Natalie has personally participated during 
the yearly career fair in Umeå. When she was there two or three years ago it was mainly IT 
students that came visiting their showcase, so at first she thought that there were no business 
students in Umeå as she did not even recognise them. She even began to reflect upon whether 
she was at the right school. But this year it was all of a sudden a lot of business students that 
came up to them and showed their interests. It felt like a complete new school with many 
interesting people that they urged to apply to CapitalBank.  
 
CapitalBank is satisfied with the knowledge of recently graduated students and Natalie means 
that a competed education shows that the person has the basic knowledge. However, when 
starting to work you have to learn about the job itself. Natalie does not know whether 
CapitalBank gives input to schools about their education but she believes that they do not. 
 
5.11.6 EQUIS and  Civilekonomexamen 
Natalie does not know about the EQUIS accreditation. When told about it she says that it 
generally could strengthen the brand of a Business School. But once again she states that it is 
the individual and not the school that counts. We have told her previously during the 
interview that in another research a company representative said that HHS is “wow” and 
Umeå “yawn”. Natalie once again mentions that some Business Schools are more 
acknowledged than others, and although it may be a commonality to say that HHS is wow and 
Umeå is yawn, she does not think it is that bad. But according to Natalie there are always 
rumours, and all Business Schools have their rumours.  
 
Natalie is told about the Civilekonomexamen, and in regard of that Natalie believes that it 
may become of value in the future. Hence she does not really understand why these standards 
are being implemented, as they are very academic and does not reach out to the corporate 
world.  
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TOPIC 
 

CAPITALBANK 

HRM  
 

• HRM has a central role, and performance management is one of 
its key words 

• Recruitment mainly via web, but some regular advertisements in 
media 

Talent Management  
 

• TM= Focuses on TM that deals with the development of present 
employees 

• Affected by the war for talent: Yes 
• Talent= A person with potential to develop 

Employment 
 

• Valued: education (financial background a benefit), experience 
from sales, right values and attitudes, go-ahead, strong driving 
force, innovativeness, social competence, activities besides 
studies, international experience, willing to take initiatives. Highest 
grades not crucial if one possesses other valuable competences 

Business Schools 
Nationwide 

• “No difference between schools” but schools in Stockholm region 
more acknowledged 

• HHS more attractive than other BS. Sponsors HHS and have most 
activities there. Some departments only recruit from HHS 

• HGU also mentioned as an attractive BS 
USBE  
 

• Did not know it was called a BS until now 
• Strengthen the USBE brand by attracting well-known professors 

and other important people since they help marketing the school. 
Corporation with the business world also important, but the 
geographical location of USBE makes it difficult to create sound 
relationships 

• Not sure about communication with BS 
EQUIS & 
Civilekonomexamen 
 

• Does not recognise EQUIS and is told about Civilekonomexamen 
• EQUIS could strengthen the brand. Civilekonomexamen could be 

of importance in the future. These standards are regarded very 
academic and does not reach out to the business world 

Table 17: Summary of Interview with CapitalBank 

 
5.12 SUMMARISING THE COMPANY EMPIRICISM 
 

TOPIC 
 

SUMMARY OF THE COMPANY PERSPECTIVE 

HRM  
 

• 7 of the 8 companies state that HRM has a central role in the 
company 

• All companies make use of web recruitment 
Talent Management  
 

• Talent management is described differently by the companies. 
Some of the companies work strategically with talent management 
while other are less aware of the concept 

• Affected by the war for talent: 7 of the 8 respondents state that 
their company is affected by the war for talent 

• When describing the word talent, the most frequenltly brought up 
characteristics are: driving force, future potential, and the right 
chracteristics and capabilities 

Employment 
 

• The most valued aspects that companies value are: driving force 
(the most valued aspect), education, work experience, activities in 
parallel to studies, international experience and good grades 

Business Schools 
Nationwide 

• 6 of the 8 respondents say that they cannot rank the Business 
Schools nationwide. Nonetheless, 6 of the 8 respondents also 
mention at least one Business School that is regarded as either 
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more acknowledged, more prestigious, better and/or with a 
stronger brand 

• 2 of the respondents say that the communication with Business 
Schools is not so good 

USBE  
 

• 2 respondents are not aware of USBE, and 4 mention that they 
have little knowledge of USBE 

• 5 respondents state that USBE could strengthen the brand by 
increased marketing. Integration with the business world is also 
mentioned frequently 

EQUIS & 
Civilekonomexamen 
 

• 5 of the respondents are not aware of either EQUIS or 
Civilekonomexamen while 3 respondents have heard of them.  

• 4 of the company respondents state that EQUIS and 
Civilekonomexamen is not very important when they recruit 

• 4 respondents say that EQUIS and Civilekonomexamen may 
become of importance in the future 

 
Table 18: Summarising the Companies Viewpoints 
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6. THE USBE PERSPECTIVE  
In this part the empiricism of the Business School perspective, in this case Umeå 
School of Business (USBE) will be presented. This perspective has been obtained via 
discussions with employees at USBE. 
 
 

 
6.1 ABBREVIATIONS 
 
USBE   Umeå School of Business 
EQUIS  The European Quality Improvement System 
Civilekonomexamen Graduate in Business Administration and Economics. A title that 

only six Swedish seats of learning has the right to provide 
(www.civilekonomen.se) 

IAB  International Advisory Board 
BAB  Business Advisory Board 
SIFE  Students in Free Enterprise 

 
6.2 INTRODUCING USBE AND INTERVIEWEES 
 
In order to achieve a picture of USBEs perspective, we performed interviews both in groups 
and separately with a few USBE employees. The participants of this thesis are: 

• Sofia Isberg, Assistant Professor, Lecturer in Marketing 
• Lars Lindbergh, Dean 
• Helena Renström, Assistant Professor, Head of Corporate & Community Relations 
• Anders Söderholm, Professor 
• Susanne Schmidt, Marketing Manager 
• Louise Tetting, Lecturer, PhD Student, Internship Coordinator 

The answers from the interviews are put together and presented in themes which are 
elucidated below.  

 
6.3 THEMES INVESTIGATED 
 
The themes that are being used to present the empirical data from the USBE interviewees can 
be summarised in the following chart.  
 

USBE 
PERSPECTIVE 

 
-Abbreviations 
-Introducing USBE 
and Interviewees 
-USBE 
-USBE Students 
-Talent 
Management 
-Business Schools 
Nationwide 
-Branding & 
Marketing 
-Communication 
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TOPIC: 
 

HIGHLIGHTS THE FOLLOWING POINTS: 

USBE  
 

• Examples of how USBE works to differentiate 
itself 

USBE Students 
 

• The nature of the students at USBE 

Talent Management  
 

• The meaning of Talent Management within 
USBE 

 
Business Schools Nationwide • Attractiveness of Business Schools 

 
Branding & Marketing 
 

• The value of the USBE brand 
• How marketing towards students and 

companies can increase the awareness of the 
school 

Communication 
 

• Manners of communication between USBE 
and the business world 

Table 19: Themes for Empirical Study 

6.3.1 USBE 
In 1994, USBE started to provide internships for its students and last year a new local 
internship program was introduced. The contacted companies for this program have been very 
optimistic about it since it not only gives them access to a student for 10 weeks time but also 
invites to longer co operations. Students might get a foot in at the company already during the 
second year of their studies, and then they may stay for summer jobs and even get hired after 
they graduate. This also makes the learning process at the job shorter which also means that 
the students will advance faster when their careers start.   
 
USBE has a register for its former students, alumni, but have not had the resources to work on 
it as much as wanted and is in need of voluntary work or other sources of funding for it to 
work better. It is also very much up to the alumnus themselves to update their contact 
information. One of the best things about alumni students is that they can help to show 
existing students what they can become after their studies. Moreover, they are a great source 
of finding internships for existing students. At the moment, one former student is present in 
the Business Advisory Board but USBE is working on getting more to join. The board 
benefits from that by talking about quality, research financing and establishment of contact 
with various companies. There has also been a mentorship program for students at USBE 
where a mentor was provided the last semester of the education. It has though been put on 
hold which has to do with the fact that someone has to work more on the career center. The 
question has arisen, but is not yet coordinated.  
 
USBE has about 70 cooperation agreements with higher education institutions around the 
world which means that students have great possibilities to go abroad for exchange semester, 
as well as for foreign students to come and study in Umeå. This provides a great source of 
exchange of experiences for all parties. 
 
Something relatively new is that USBE is working on getting more certifications into the 
education.  For instance should the finance students be able to take the Certified Financial 
Analysist, the accounting students should come a step further in being Certified Public 
Accountants and students should be able to take a Certificate in Project Management. These 
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are meant to be something for the students to book in their CVs to show that they are able to 
do more than simply memorizing knowledge. The implementation will though be continuous 
in order to constantly assure high quality.  
 
There is evidently a great deal of offerings to the students at USBE, however, the problem is 
that it is up to the students what they want to take on. USBE might have to be more active and 
make it clearer and easier for the students to choose what activities to admit, activities that 
might add value to their CV. 

6.3.2 USBE Students 
Important for USBE to consider is what kind of students they want to produce. What kind of 
characteristics should they possess and what kind of education should USBE offer? “USBE is 
not interested in producing the stereotypical business student which is only striving to make 
profit”.  USBE want to have students who think, are critical, and views business and 
economics differently. These people might not be found at top positions at once, but will 
benefit in the long run. Since USBE has not existed for more than 20 years, many students 
have not even reached more powerful positions yet.  
 
Many students choose to apply to USBE due to the specific programs it is offering, such as 
the Service Management program. There is also the Retail and Supply Chain Management 
program and the International Business Program which both attracts students from all over 
Sweden. When looking at the students who chose to study the Business Administration and 
Economics program, it is harder to say why they have chosen it since there are about 36 
places in Sweden where you can choose to study it. Then it is often other things that affect the 
decision, such as friends or location. USBE differs in that way since some students come 
solely because they like skiing or exercising, which shows that many students have a different 
approach to live. The ones who do not know exactly what they want to study have a lot to 
choose from within Umeå University where the supply of programs and courses is high. 
 
In a recent research, USBE was compared to other schools and it showed that there was a 
greater part of students from Umeå that worked on the countryside. It also showed that a 
larger part of the students also got employed in Stockholm and Gothenburg, compared with 
other universities. USBE also have a greater part that works within auditing compared with 
other schools, as well as a greater part of female students. However, this also showed that the 
wage level was lower for students from Umeå. This still do not show that these students are 
less driven than others.  
 
Students’ motivation can relate to cultural differences. Students in bigger cities such as 
Stockholm and Gothenburg are for instance usually more career focused than the ones in the 
north. Those students have also been in environments that are more study-friendly and that 
make the transition from high school to the university much easier. After four years of 
studying at USBE however, that eventual difference will be gone. The actual experience of 
the education might be stronger for the ones who have not been as motivated to study before. 
It is though quite obvious that the ”career thinking” might be a little lower at USBE than in 
other places. It is about having a culture that expresses a “we” feeling and makes the students 
realize that they are highflyers. Being proud of your school helps that feeling to come out.  
 
Students can increase their employability by being engaged during the studies, going away on 
exchange periods abroad and making sure they get internship experience. All this will make 
the student different from the standard student. Even though it is up to the students themselves 
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to make sure this happens, USBE also have a responsibility, for instance by providing places 
for internships. Having a lot of internship possibilities also increases the contact with 
companies and making them more involved in the education. The companies will thereby 
increase their possibilities of having guest lectures or being a part of strategy courses in order 
to get to know the students early on and see what they are capable of. Here, the students’ 
responsibilities regard talking about their education while they are in contact with the 
companies since that is harder for the school to affect. Another thing USBE could do is to 
create more specific courses within the programs since students want specialization and 
broadness at the same time.  

6.3.3 Talent Management 
Since USBE depends on the grading system and the national entry conditions, it is hard for 
the school to work with attracting talents in that sense. However, USBE is for instance 
working a lot with making creating talents among high school students by making them 
interested in entrepreneurship and the building up of own businesses.  
 
Career planning and personal development is something connected to talent management, and 
at USBE they are working with it to some extent. However, the money that USBE is getting 
from the estate to finance the education goes directly to develop the courses in the interest of 
the students. Some money comes in via the research institution and some from the business 
world and society which sometimes gives donations. Due to these circumstances, it is not that 
obvious that money is spent on for instance career planning.  
 
For the students, it needs to become more obvious what they should do at the university in 
order to increase their possibilities in their working life. USBE is at the moment working with 
arranging seminars and guest lectures connected to career development. Students can for 
instance participate in a workshop where they look over their CVs and discuss future plans 
and goals and what to do to reach them. Then they have the possibility to do an internship and 
participate in seminars to work on their applications. Moreover, students can start taking 
courses parallel at the university as early as in the last year of high school. A greater 
connection to high schools will increase the possibilities of making them want to start 
studying at the university when they graduate.  
 
Another area connected to talent management is entrepreneurship. USBE is most likely over 
average when it comes to how entrepreneurial the school is; however, it depends on who you 
are comparing with and how entrepreneurship is measured. Since USBE in some ways can be 
seen as both a university and a Business School with a relatively small market in the region, 
the pressure on innovativeness is greater than on similar Business Schools. USBE is therefore 
constantly moving forward and changing its courses and programs. However, the risk of for 
instance creating a new program is higher in Umeå since it is difficult to guarantee that 
students apply for it. The University of Stockholm only has courses for example, and it is 
obvious that the universities with lower per cents of applicants are more innovative and 
experimental, partly because they are forced to. One of the things that USBE recently has 
done is to offer students more internships. Since the discussions started the process of its 
implementation has been quite fast. Moreover, USBE was the first school to offer master 
programs completely in English, which they have done since 2003. The programs have 
changed somewhat during the year and are constantly developed which is hard to compare 
with other schools.  
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6.3.4 Business Schools Nationwide 
Several answers came up when asking if the employees at USBE could rank schools in 
Sweden, starting by looking at how students apply to the schools. Stockholm School of 
Economics usually comes first, then the old universities in Gothenburg, Uppsala, Lund, 
Linköping and Stockholm. The others are ranked differently, starting with Växjö, Jönköping 
and all the way down to Skövde and Gotland in the bottom. HGS in Gothenburg can be put at 
the top since it has a very strong position in the west of Sweden and can attract many large 
companies. When it comes to Lund, they stay a bit on their edge while Uppsala is a very 
traditional university and not very innovative. It depends on how they are valued. Stockholm 
School of Economics is in a different range talking about the brands of the schools. USBE is 
playing in the same league as the Business Schools in Gothenburg and Linköping, but looking 
at the amount of applicants USBE probably is on sixth place.  
 
Another answer regarding comparisons with other schools was that you need to look at the 
schools from different aspects. Regarding entrepreneurship for instance, USBE is one of the 
most notable since it has existed as a subject at the school for a very long time. The fact that a 
lot of successful people earlier did research at USBE is a good sign of credibility. When it 
comes to internationalization, it is more difficult to rank schools, but according to different 
aspects, USBE seem to have a good position even there. USBE is for instance part of the 
Global Business School Network together with only one other school in Sweden, Stockholm 
School of Economics. EQUIS is another quality proof and an indicator of high 
internationalisation, as well as project running in Africa at the moment which is a different 
path compared to other schools.   
 
USBE is competing with different schools concerning different fields of study and other 
aspects such as the ones mentioned above. Even though Stockholm School of Economics is 
often used as a referent to USBE, it is not actually a competitor. USBE would rather be 
measured against the 108 EQUIS accredited schools around the world. Moreover, what is 
different between the Business Schools is that the larger ones, such as those in Stockholm and 
Gothenburg have completely different economic prerequisites compared to USBE. Therefore 
it is hard and maybe not even beneficial to compete with those since they are competing in 
another league.  

6.3.5 Branding & Marketing 
The USBE brand has during the latest years grown stronger, but still it is hard to compare 
USBE with schools with strong brands such as Stockholm School of Economics and big 
universities that provide economic education experienced as somewhat better than other. A 
positive aspect is that USBE can be seen as a brand within the brand since it is a part of Umeå 
University which is one of the largest in Sweden. Having both a university and a Business 
School also makes the school more known in the media.  
 
It is difficult to change something that has not existed for so long since the building of a brand 
takes time. USBE is though working in different ways to strengthen it, most importantly with 
the education and the quality of the school. Achieving the EQUIS accreditation and having a 
great deal of students and a variation of courses and programs is other things that help 
strengthening the USBE brand. In certain fields of studies, such as in accounting, USBE is 
more known for businesses. However, the name USBE often does not say much to companies 
since it is rather new. In Sweden, many people do not even know that there is a Business 
School in Umeå, but they know that there is one in Stockholm and in Gothenburg. 
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The students also have a responsibility when it comes to increasing the value of the USBE 
brand. It is important that they start saying that they have studied by Umeå School of Business 
and not only at Umeå University. In order to make students more willing to help market the 
school, it is important to build up an internal feeling about the brand and make everyone 
proud of it.  
 
This year, USBE will have a national marketing campaign with advertisements in the 
newspaper DN and in the guide for higher education (Högskoleguiden). Adverts will also be 
seen in student union magazines, and campaigns will be run at MSN and at the internet 
community Apberget. USBE and Umeå University can also be seen at fairs in different 
Swedish cities. At the fairs, students can have questions answered and sign up to become 
student for a day in Umeå. This year for instance, 15 high school students were flown up from 
Stockholm over a day. The pressure of potential students has visibly risen.  
 
USBE is also performing marketing towards high schools through different projects, such as 
SIFE projects, run by students at the Business School. The most successful projects have been 
directed towards high school students that are about to start their own companies, UF-
companies) and then they can learn a lot from students at the Business School. USBE also had 
a competition called the Economy price which was directed towards high school students. 
Moreover, USBE also market itself more towards parents in, for example, DN. In those 
adverts, Civilekonomexamen will be presented. This, however, will probably take some time 
until it becomes interesting for companies to take into consideration when recruiting. Both 
Civilekonomexamen and EQUIS can be used as quality marks since only six schools in 
Sweden got the right to give out Civilekonomexamen and four that got the EQUIS 
accreditation.  
 
When it comes to the marketing of EQUIS, the school is primarily turning to potential 
students by advertisements in newspapers, catalogues and on web pages. Civilekonomexamen 
is marketed in the same way but is often confusing both for prospective students and their 
parents. USBE has though started to include Civilekonom in the name of the program which 
makes it more comprehensible.  
 
The marketing towards companies could and should increase in order for them to be more 
aware of USBE. This contact can be developed by for instance letting companies be part of 
casework within courses or arranging internships at the companies. The problem is that the 
person you are in contact with for internships not always is someone working at the HR 
department with recruitment, an important place which needs to gain more knowledge about 
USBE.  
 
One way to enhance USBEs visibility among businesses is to increase the contact with 
personnel sections at companies. In the Business Advisory Board (BAB), one chief of staff is 
actually present, but the connection to a bigger group of personnel managers could increase. 
This can for instance be done through internships by having more connection to the HR 
departments. However, it depends on what kind of company it is and how the marketing 
towards them can be performed. At the moment, USBE is working more indirect with 
marketing, for instance via the leadership academy and the executive education. 
 
It is very important that students that have been studying at USBE make a good job when they 
start their careers since it will enhance the reputation of the school. In addition, it is important 
to work more systematically with recruiters and give them more information about USBE. 
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Another thing that USBE is doing to a greater extent now is to provide students with 
internships at regional companies which can be very rewarding when the time comes for 
employment.  

6.3.6 Communication 
Many of the employees at USBE are working parallel or have been working within the 
business world. Former or existing experience is therefore a great source for that kind of 
communication between USBE and the business world. Moreover, questionnaires that are 
often sent out to former USBE students where they get to answer questions regarding the 
relevance of their education, what is missing and so on, which functions as a great input to 
USBE when it comes to knowing what needs to be changed or enhanced. The new local 
internship program is actually a result of studies, and it is about to grow to a greater scale. The 
International Advisory Board, IAB, is yet another great source of information from the 
business world. The people in the board come from different international companies and they 
meet to discuss recent world trends within both academics and the business world. The other 
board called Business Advisory Board, BAB, consists of locally attached people as well as 
someone from abroad. These meetings are held regularly every year, IAB meets once a year 
for several days and BAB meets three times a year.    
 
It would definitely be beneficial to have even more contact with companies, but it is hard to 
find the right sources of communication. IAB and BAB are both well functioning boards but 
through them it is not possible to reach a bigger mass. Hence, additional meetings which 
assemblies more people would be very valuable for USBE. SIFE is mentioned once again as a 
good way of making companies active around the entrepreneurship educations, by for 
instance inviting them to meet students.  A problem here is once again the location of the 
Business School. Since it is a smaller city the companies need to focus more on what they are 
doing and do not have as much time to think as strategically of the Business School as they 
might do at head offices which are often located in the south of Sweden. That dialogue should 
therefore be developed.  
 
 

TOPIC: 
 

THE USBE VIEW 

USBE  
 

• Provides local internships for its students 
• One alumni present in the Business Advisory 

Board 
• Has about 70 cooperation agreements around 

the world 
• Working on getting more certifications 

USBE Students 
 

• USBE wants to create students that think, are 
critical and view business and economics 
differently 

• Specific programs attracts students from all 
over Sweden 

• “Career thinking” might be lower at USBE 
•  The student is responsible for his/her own 

employability 
Talent Management  
 

• Good connection to high school students to 
attract future talent 

• Career planning and personal development to 
some extent due to scarce resources 

• Entrepreneurial activities over average  
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Business Schools Nationwide • Business School ranking depends on what 
features one looks at 

• HHS not seen as a competitor 
• USBE rather measured against EQUIS 

accredited schools around the world 
• HHS and HGU in another league due to 

different prerequisites 
Branding & Marketing 
 

• USBE brand has grown stronger, but still not 
comparable to other Business Schools with 
strong brands 

• Education and quality of the school most 
importantly to strenghten the brand 

• Students also have responsibility to increase 
the value of the USBE brand 

• Marketing primarily towards prospective 
students 

• Marketing towards companies could and 
should increase 

Communication 
 

• Communication between USBE and the 
business world via employees’ former or 
existing experiences, questionnaires sent to 
alumni, local internship program, IAB and 
BAB.   

• Beneficial to increase contact with business 
world, geographical location though a 
disadvantage 

Table 20: Summary of the USBE View 
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7. ANALYSIS 
To make the line of argumentation in this chapter easy to follow this analysis will have 
the same structure as the presentation of the empirical data. Relevant theories will 
be connected to our empirical findings and thenceforth reflected upon. We will 
highlight and evaluate students’ employability considering the companies’ 
recruitment strategies in the view of the war for talent. The USBE view will be analyzed 
tantamount, and to sum up this chapter we will unite the company perspective to 
the USBE perspective in order to understand whether the Business School responds to 
the requirements of the recruiters.  

 
 

7.1 ANALYSING THE COMPANY PERSPECTIVE 

7.1.1 HRM 
As brought up in current theories HRM is becoming an increasingly strategical issue for many 
companies, which means that it has a central role when companies set up their strategies. 
(Söderlund & Bredin, 2005. Analoui, 2007. Price, 2007) In accordance to the theories, the 
majority group of the respondents bring up that HRM has become a more strategical role in 
their companies. At Volvo strategies and goals are for instance set from a HR perspective 
from the very beginning, and at HRCompetence HRM is the actual core business since the 
services they offer their clients are all HR related. In the case for HRCompetence, this 
indicates that it unquestionably must be handled well if the company wants to keep 
expanding.  
 
Consultancy AB and CapitalBank mention that part of the HRM mission is to attract, retain, 
develop, and keep talented employees. This is very much in line with definitions used on 
talent management (Michaels et al. 2001), so it seems that the companies have a very up-to-
date perspective on HRM. As a matter of fact many of the companies gave us very “educated” 
descriptions of their HRM using several key words that are associated with modern-day 
HRM. Given the short background we have obtained about the companies’ HRM, we though 
consider it impossible to make any deep analysis on their HRM, but at least we have 
developed an understanding of the growing importance of HRM. 
 
The soft sides of HRM, which deals with the employees’ motivation, development et cetera 
(Storey, 2007) are brought up by most of the interviewees although they mention different 
things. Performance management, competence development and long-term focus are soft 
sides of HRM that some of the companies emphasise. These aspects indicate that there is a 
focus on the employees, which is brought up as an important point by Söderlund & Bredin 
(2005).   
 
 

ANALYSIS 
 
-Analysing the 
Company 
Perspective 
-Analysing the 
USBE Perspective 
-Uniting the Two 
Perspectives 
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Recruitment Strategies 
Price (2007) mentions the three main approaches to recruitment strategies: suitability, 
mallaeability, and flexibility. Suitability means that companies search the right person for the 
right job. Malleability emphasises the cultural fit, while flexibility looks for employees for 
tomorrow. (Price, 2007) During the interviews some respondents brought up all three 
strategies while others only mention one or two of them. When searching for talent it however 
seems obvious that the companies request not only the suitability and malleability, but also 
flexibility in term of for instance future potential.  
 
Maria at HRCompetence explains that they search for individuals for specific positions, and 
that these individuals do not have to be super talents but have to fit into the company. This is 
in line with the recruitment strategy brought up previously which focuses on suitability – the 
right person for the right job (Price, 2007). That the individual fits into the company can be 
compared to the recruitment strategy that Price (2007) refers to as malleability. Many of the 
other companies emphasise the future potential of the candidates which is very typical for 
talent management. However, to our regard we consider it quite natural that HRCompetence, 
as staffing company, focuses on finding the right person for the right position and company. It 
is thereafter up to HRCompetence’s client, the recruiting company, to evaluate the person in 
the company context. However, as Maria says that they search more evidently for super 
talents when looking for candidates to trainee programs.  
 
Recruitment Channels 
Recruitment channels can be of both internal and external nature (Russo et al., 1995, Analoui, 
2007). All companies in this study make use of external recruitment channels, but at for 
instance Volvo internal recruitment is prioritised. Ann at Volvo however highlights the 
importance of not only recruiting internally, as external recruitment facilitate for new ideas et 
cetera. Her argument can be supported by Analoui’s (2007) who brings up that internal 
recruitment may miss out on innovativeness and new ideas.  
 
When recruiting, some of the companies post available positions internally at first, but 
thereafter they also post it externally. The respondents at both at Öhrlings PWC and Nordea 
mention that the great need for recruitment implies that internal recruitment does not cover 
the great demand so they have to look more and more externally. External recruitment is 
though said to be more time-consuming than internal recruitment (Analoui, 2007) but 
nevertheless it is used by all companies in this research. The most commonly used external 
recruitment channel among the companies is the web, both their own web pages but also 
Monster and Stepstone. Though the interviewees at Consultancy AB and Nobia do not 
mention web recruitment at the interviews, but from looking at the companies’ web pages we 
found that they also make use of Internet recruitment. Using the Internet as a recruitment 
channel is an external tool that has proven relatively efficient as it is faster to process (Price, 
2007).  
 
It has been proven important that today’s companies have smooth and efficient recruitment 
processes. (Analoui, 2007) To our regard this becomes of even greater importance 
considering the competition for talent. Companies have to act quickly if a candidate shows 
interest in the company, otherwise another company will attract that candidate as well. This is 
brought up by Consultancy AB and we can confirm, at least by looking at ourselves, that 
companies have to act quickly since there are often a number of interesting companies that 
students see as potential workplaces. Öhrlings PWC seems to have understood the importance 
of efficient recruitment processes, since they have started to implement the so called 
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recruitment days. Other companies bring up that they nowadays search more actively for 
students at Business Schools and universities by participating in career fairs and holding guest 
lectures. This has to do with the creation of long-term relationships to students which are a 
central part in employer branding. 
 
Companies must consider their recruitment channels to reach the talented candidates, and as 
Kaliprasad (2006) enlightens companies should make use of a variety of both formal and 
informal channels. Innovative recruitment tools, like the Bluetooth technique that Sony 
Ericsson utilise, may also attract certain talent since it “sticks out from the crowd”.  

7.1.2 Talent Management 
There is no common definition of the word talent, but we would like to remind the reader of 
the definition that we have decided to utilise in this thesis which is:  
 
“A highly skilled and competent individual with a strong driving force and high potential to 
develop even in the future. A talent performs better than others and has the ability to adapt to 
different situations, which is why talents are the core competences of companies. Talents have 
better ideas and they execute those ideas better, and they also develop other people better.” 
(Berger & Berger, 2004; Michaels et al. 2001; Morton & Ashton, 2005)  
 
However, as we agree that talent is context dependent (Morton & Ashton, 2005; Pfeffer, 
2001) we also believe that there is no right or wrong description of the word. Rather, it is a 
matter for the companies to decide on what a talent implies for their company. The following 
table summarises what the interviewees at the companies said about talent: 
 
 

Talent According to the Companies: 
 
 
Something one has to make use of and develop. Having not only the capacity and the 
competence but also ambitions, space, and be willing to take initiatives. 
 
A person with the characteristics and capabilities searched for, who can demonstrate 
excellent previous achievements and has the potential to do so also in the future. 
 
Someone who develops quickly in the organisation is willing to take on challenges and can 
reach managerial positions quickly. 
 
A person with the prerequisites to move forward and has the right knowledge, personality, 
and is committed. 
 
A person with the potential to become top manager in the future. 
 
Two respondents said: “Individuals with possibilities of development. 
 
For instance prominent applicants that often has one or two other job offers. 
 

Table 20: Talent According to Company Respondents 
 
Taking these descriptions of a talent into consideration, we notice that talent seems to imply 
so much more than a skilled person. Seven of the eight companies mentioned the possibilities 
to develop as a key characteristic, and it is also evident that the companies see future potential 
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in talents. We can therefore guess that talent is not a static condition but rather something an 
individual has to work on by showing constant driving force and commitment.  
 
Before presenting the interviewees associations to talent management we wish to remind the 
reader of the different facets of talent management. The concept is related to various different 
meanings, such as leadership development (Iles & Preece, 2006), identification and 
recruitment of graduated talents (Storey, 2007), and of course the definition by the McKinsey 
consultants which means that it deals with attracting, developing and retaining talented 
individuals in the organisation. (Michaels et al. 2001). The latter is also the definition that has 
been used for this thesis, as we consider it covers most aspects of talent management. In the 
table below we present some of the interviewees’ associations to the conception talent 
management: 
 
 

Talent Management According to the Companies: 
 
 
Recruitment has a lot to do with talent management, and it involves the identification, 
development and follow-up of talents and to make use of talents in the company 
  
Recruitment of suitable people, not necessarily super talents. 
 
To work structured to ensure sustainability of talent within a company. 
 
Performing evaluations and inspiring people in the organisation. 
 
Recruitment of new people and development of existing employees. 
 
Looking for talents at universities. Talent management also implies leadership that enables 
talents to develop. 
 

Table 21: Talent Management According to the Companies 

 
The first description, which was stated by Tobias at Öhrlings PWC is very much in line with 
the definition of talent management that we presented in the theoretical framework. “To work 
structured to ensure sustainability of talent within a company” is also a very over bridging 
description of the concept, and this was brought up both by Ann at Volvo, but also Thomas at 
Nobia mentioned the necessity to have a talent flow in the whole organisation. This can be 
connected to the theories by Michaels et al. (2001) which bring up the importance of 
sustainability and that companies should not only care for today’s talent supply but also 
ensure that there is a pipeline of younger talent in the company. (Michaels et al. 2001) 
“Recruitment of new people and development of existing employees” was another 
interviewees’ definition, and this is also a relatively wide description of talent management 
although the sustaining of talent is not mentioned.  
 
Ann at Volvo explains that talent management clearly has a central role at the company. The 
fact that people at all levels are involved in the talent management, and not only the HR-
department, is to our regard likely to create a general understanding of the importance of 
talent management in the whole organisation. This seems to be something that also 
Consultancy AB is good at, since they involve all employees in the talent management 
process by for instance performing evaluations. We are aware of that more companies 
perform yearly evaluations on their employees and thus work with talent management this 
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way. However, since we did not ask any direct questions regarding this in the interviews we 
cannot analyse it further. Hence that for the purpose of our study the development of talent 
within the company is not a central issue, though it can create an understanding on how 
extensively companies work with talent management. There are other indications showing 
that Consultancy AB in many aspects has a developed talent management approach, and one 
important factor is that they say that there is not one position per person but rather place for 
everyone if they have the competence and capabilities. Younger and Smallwood (2007) bring 
up exactly this aspect when providing recommendations of how companies can win the war 
for talent. According to these researchers, companies have to create positions for talents, 
although there are no vacancies.  
 
Seven of the eight interviewees stated that their company was affected by the war for talent. 
Only Thomas at Nobia did not give a clear answer to this, which may be due to the reason that 
Nobia so far has had a majority of its recruitment in other countries. Johan at Sony Ericsson 
believes that a company like themselves, which has a strong and acknowledged brand, is not 
as affected by the war for talent as other companies. Yet again, we see that talent management 
and employer branding often goes hand in hand since companies with strong brands are more 
likely to attract talent (Brewster et al. 2005). 
 
Several companies mention that they have started to look more actively for talents. For 
instance, Thomas at Nobia states that they have been thinking of implementing a global 
trainee program to attract talent. Since trainee programs often have a focus on training for 
future leadership it does not come as a surprise to us that this formal channel (Russo et al. 
1995) is used to attract go-ahead talent. Natalie at CapitalBank explains that they have started 
to consult co-workers and others to recommend suitable candidates. This can be considered an 
informal way of finding talent (Russo et al. 1995) as it is not advertised to the public. Many of 
the other companies mention Business Schools’ career fairs as one way to reach more 
attractive students, and this can also be seen as a rather informal way of meeting potential 
candidates. At least from the student perspective we regard these events informal, as students 
can meet companies during more relaxed circumstances. From the company perspective on 
the other hand, it could be regarded as a formal recruitment channel as it may be part of the 
general and well planned recruitment strategies. Christina at Nordea mentions that in order to 
find talent they sometimes turn directly to universities when recruiting, not only during career 
fairs. She states that when they meet the students they can sense right away when they meet 
talents. This can also be regarded as an informal way of recruiting and it often grant 
candidates with higher quality (Russo et al. 1995).   
 
However, considering the fact that many of the companies had Business Schools that they 
apprehended as more recognised than others, we believe there might be a risk that employers 
only choose to go to these (as they regard them) most acknowledged Business Schools. This 
consequently means that there is a risk that the less recognised Business Schools get 
discriminated. (Russo et al. 1995) Another tool that Nordea has started to use to find talent is 
through speed recruitment, where several students get the chance to come to Nordea and for a 
limited time prove for Nordea why they should be employed. Öhrlings PWC presents yet 
another way of handling the talent situations. The company has viz through the 
implementation of the recruitment days to our regard taken a fair action to outlast the battle 
for talent. As Analoui (2007) states recruitment processes must be very thoroughly planned 
and efficient, and Öhrlings PWC’s recruitment days seem to be a serious investment to 
improve recruitment processes which also may enable more talents to be identified and 
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recruited.  The way of finding talent also welcomes all applicants regardless of Business 
School. 
 
Younger and Smallwood (2007) brings up that the branded talent developers often deals with 
recruitment of talent by for instance firstly identifying Business Schools that can function as 
so called talent pools. (Younger & Smallwood, 2007) During many of the interviews we 
experienced that Stockholm School of Ecnonomics (HHS) indubitably is regarded as a talent 
pool. Monica at Consultancy AB states that the war for talent has resulted in more 
competitive trends at Business Schools, and that companies almost fight to be able to hold 
presentations at HHS. Although we consider it grand in some aspects to identify talent pools 
in order to attract talent, we do believe that companies should avoid getting too narrow 
minded in this regard. We certainly believe that companies that want to win the war for talent 
should avoid recruiting from the same talent pools, and thus the same Business Schools, as 
they lose out on the benefits of diversity (Analoui, 2007; Michaels et al. 2001). Some 
companies, and especially two of the companies participating in this study, time and again 
bring up the superiority of HHS in the interviews. Interestingly enough these two companies 
are among the ones that after the interviews requested both the company and themselves to be 
held anonymously. We will in our analysis come back to discussions regarding HHS in 
relation to other Business Schools. This discussion will also be further developed when 
analysing part 7.1.4 which deals with Business Schools Nationwide.   

7.1.3 Employment 
When hiring newly graduates the employers find different aspects more or less important. 
HRCompetence for instance firstly looks at the future potential of the candidate and how the 
person can develop during a longer period of time. For Öhrlings PWC and Consultancy AB it 
is the entirety of the person is the most important. Nobia and Nordea on the other hand state 
that the personality is what they firstly look at when recruiting. Consequently, it is vital for 
the job seeker to study the company and try to deduce what the company sees as the most 
important aspects.  
 
Essential aspects for all companies are education as well as activities or work parallel to the 
studies, which is in line with McQuaid & Lindsay’s (2005) examples of imperative individual 
factors possessed. However, the companies value this differently. Both the Volvo Group and 
Nordea, for instance, are saying that education is not a prerequisite since the person instead 
could have a great deal of relevant work experience. However, if the person is educated, it is 
advantageous if the university places demand on the student which shows good learning 
skills. For Consultancy AB, it is important that the job experience has brought about certain 
skills, for instance leadership skills or an ability to handle customer contact and client 
management. Christina Bangshöj at Nordea on the other hand says that the work experience 
can come from waitressing or work at McDonalds, as long as it shows drive and motivation. 
CapitalBank is a company that finds experience from selling important, and if a person has a 
financial background it is a plus. Out of these statements it is evident that the companies value 
different things depending on what kind of business they are in. However, a common 
denominator is though that studying only is not enough in order to be seen as employable. If 
students graduate with high grades but no experience of work or student activities, it might 
show that the person is unsocial and not particularly driven to take on different kinds of 
projects at the same time.  
 
Students should nowadays not only be educated and have activities going on on the side; they 
should also be able to present good grades. For instance, Örhlings PWC put value in a few 
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high grades under the studies in order to become employable. If a person is to get hired by 
Consultancy AB on the other hand, it is vital to have excellent grades in order to be 
successful. For CapitalBank, high grades are not crucial but it should not be low grades. 
Nordea mentions that somewhat lower grades can be accepted if only the person has done 
something besides studying. Sony Ericsson is another company that values good grades, but 
also international experience which is also mentioned by several of the other companies. As 
Thomas Myringer at Nobia states; 
 
“It is also important to be able to function within an international environment, both when it 
comes to languages, but also to have respect and humbleness towards the challenge of 
working with people from different cultures and countries, and to be perceptive about it”. 
 
According to this statement one can distinguish the increased pressure on students to not only 
function in their own nation but also on the global arena. That is also why language skills 
have become such a valued competence among employers, even though they are positioned in 
Sweden.  
 
When it comes to personal characteristics, several of the companies value the right ambitions, 
values and attitudes as well as the willingness to make an effort. The companies are looking 
for entrepreneurial souls who are driven and motivated to do a good job. There are though 
some differences in the way that important characteristics are expressed by the companies. 
For instance, the most important characteristics for Nordea is to be nice, humble and inspiring 
while Consultancy AB put focus on skills such as problem solving, leadership skills, driving 
force and ambition. They also look for people who are energetic, committed and have an 
ability to set up goals. The reason why some of the companies are valuing slightly different 
aspects we believe mirrors what the company is like. To our apprehension, the consultancy 
industry is quite competitive and you have to be able to put a lot of time on your job in order 
to succeed within that particular business.  
 
As deduced, almost all companies mention the same sought after characteristics. These are 
also mentioned in the theory chapter by AGR (1995), Dench (1997) and McQuaid & Lindsay 
(2005). Even though these writers have published their work within a ten year period, one can 
see that characteristics remain the same; they are simply put in different ways. From being 
quite broadly explained by Dench (1997), they are now split up into smaller, more detailed 
sections by McQuaid & Lindsay (2005).  
 
Moreover, the Volvo Group for instance says that in some positions, mathematical and 
analytical skills might be more valued. If one is to work as an accountant it is important to 
have attention to details, be structured, analytical and good with numbers. Capital bank 
especially mentions IT-skills as advantageous these days. AGR explains this knowledge as 
being a generalist, broad knowledge that business students should possess (AGR, 1995), 
while McQuaid & Lindsay (2005) and Dench (1997) describes it as basic knowledge and 
technical skills. The words are rather similar but put in different ways. Our society is greatly 
affected by IT, and a person who does not have computer skills will have a hard time finding 
a job in the first place.  
 
Some of the companies mention the importance of doing what you are interested in since it 
will make it easier to market oneself and become more attractive and unique. According to the 
Volvo Group, personal branding can make a difference in recruitment situations, especially if 
there are many applicants. Nordea is on the same track, they find it important that a person is 
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able to market him or herself which is corresponding to the Laird et al. (2005). They describe 
it as self-packaging, a way to manage your skills in order to become more employable.  
 
The war for talent is evidently greatly affecting the students by pushing them to be more 
knowledgeable and experienced within several areas, as well as to package and show off the 
knowledge and skills in the right manners. In addition, to be confident and believe in oneself 
will make it easier to stand out on the labor market and compete with the other applicants.  

7.1.4 Business Schools Nationwide 
When it comes to which schools the companies visit and are communicating with, the answers 
are dissimilar. Nordea and CapitalBank for instance try to visit schools nationwide while 
HRCompetence search at prestige universities. Sony Ericsson and the Volvo group are 
focusing on the areas closest to the companies, that is, Lund and Gothenburg respectively. 
The location often means closer cooperation with the school, and that they know that the 
students have gotten good quality education. Another reason why they might have gotten 
close cooperation is surely due to the students staying at the location where they study, which 
they most probably will if they have interesting, large companies in their surroundings.  
 
Many of the companies had a hard time ranking the schools, and most of them did not want to 
do it. Nonetheless, almost all companies at one time or another bring up HHS as an example 
of a school with high quality education. According to Nobia, HHS also has great possibilities 
to network with companies, which is very important for the working life. Many of them also 
mention the benefits with high entry qualifications, since it shows that the school has very 
talented and ambitious students.  As said by several companies, HHS students also have 
strong CVs and backgrounds which show driving force, motivation and energy. Other schools 
that are talked about are HGU and Lund, which are both well recognised and well established 
schools. However, HHS is apparently the most well renowned Business School in Sweden. 
Even though, many of the companies say that they hire most students from other places. Does 
then HHS have something to “teach” other schools wanting to become better known? Does 
HHS have a concept that others should follow? As the Volvo Group states, universities have 
to prove that they can provide good quality education, as well as the individual of course 
needs to prove that he or she is capable and has the right knowledge and competences.  
 
According to most of the companies however, it does not matter from which school a 
graduate comes from. Four of them for instance state that personality and characteristics is 
what counts when hiring a person and that the students’ abilities do not have anything to do 
with which school they graduated from. According to Consultancy AB, students from smaller 
schools do not usually make it through their whole recruitment process. Hence, the ability of 
the students must in some ways depend on the school that they have studied at.  
 
Branding of companies has become increasingly important according to several authors 
(Marin and Hetrick, 2006; Lair et al., 2005; Aaker, 1991), and this is also applicable to 
Business Schools and universities (Hayes, 2007). It is used to strengthen the profiles and has 
therefore become to function as a differentiator for the Business Schools and universities. As 
deduced when having listened to the companies, it surely has worked for HHS and some of 
the other larger universities and Business Schools.  
 
When it comes to satisfaction of the communication between companies and schools, most of 
them are contented. Nordea although believes that they should have a more fluent dialogue to 
be able to influence the education, which is in line with what HRCompetence and Öhrlings 
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PWC states since they are not completely satisfied with the knowledge of business graduates. 
The solution seems, both according to some of the companies and to Nabi & Bagley (1998), 
to be that early contact with companies should be established. They simply need to understand 
how it can benefit companies, students and the school (Stewart & Knowles, 2001).  

7.1.5 USBE 
To summarise the companies’ apprehension about USBE it is evident that the majority has 
none or very little knowledge about Umeå School of Business. HRCompetence and 
CapitalBank were not aware of the Business School´s existence or that it was called a 
Business School. On the whole the results are quite remarkable since all interviewees 
represent large companies´HR-departments and most of them are very much involved in 
recruitment of economists. Öhrlings PWC is the only company that mentions that they 
recurrently recruit USBE graduates and they are very satisfied with their knowledge.  
 
However, it is vital to take a closer look upon eventual raisons behind the vague 
comprehension of USBE. USBE is situated in the north of Sweden and seem to be perceived 
as geographically and psychologically distant. Several does mention the geographical location 
as an disadvantage,  Consultancy AB have chosen not to be present at USBE on for example 
career fairs due to the far distance, which consequently conclude a small number of applicants 
from Umeå. The distance can also make it difficult to create a sound relationship with the 
business world in other central parts of the country, as CapitalBank comment. We cannot 
change the fact that most of the large companies´head offices are located in the south, 
although one can question whether a 55 minutes flight from Stockholm is distant or not.  
 
Apparantly the management of USBE and somewhat Umeå University has failed to put USBE 
on the map. Nobia equalises Umeå Univeristy and its 29 000 students a small university 
similar to Karlstad University (10 000 students) and Växjö University (15 000 students), a 
statement that is quite speaking for the lack of knowledge.  Although, the companies highlight 
several proposals on how USBE could act to strenghten their reputation. Marketing and 
communication nationwide is crucial to become more visible for both students and the 
business world.   A well developed integration and cooperation with the business world would 
increase the USBE brand. But as Natalie from CapitalBank said, a Business School has to 
work hard to become prominent, and thereafter the employers become interested. We state 
that if USBE could obtain a stronger image and if recruiters from large companies became 
more aware about the Business School, the attractiveness and employability of USBE 
graduates could be improved.  
 
Several companies have emphasised the importance of diversity within the organisation, they 
look for different cultures, backgrounds and personalities when recruiting since it enriches the 
organisation and make ideas prosper. Regarding the culture of northern Sweden they think it 
can have a positive affect on students. Their general apprenhension is that Norrlanders are 
calm, humble and analytical, characteristics valuable when it comes to recruitment.   

7.1.6 EQUIS & Civilekonomexamen 
Regarding the knowledge of EQUIS and Civilekomexamen it is only three out of eight 
companies that are aware of the two, although their cognition was quite modest. The 
dominant apprehension among the company respondents is that these are not crucial factors 
when it comes to recruitment since personal capacities are prioritised. It is considered as more 
important to find a person with a profile that matches the requirements. However, several 
respondents believe EQUIS and Civilekonomexamen might be regarded as something 
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valuable in the future, given that the companies become aware of them. Ann at Volvo says 
that the EQUIS accreditation and Civilekonomexamen are signs of quality and they show that 
USBE is among the top Business Schools, but it is not important whether it is called 
Civilekonomexamen or not since it may be equalient to another degree. An accreditation such 
as EQUIS might strenghten the brand of USBE, as CapitalBank says. But, we believe these 
standards will continue to be regarded as something very academic if not their meaning 
reaches out to the business world. EQUIS and Civilekonomexamen can definitly be seen as 
quality signs for USBE, but as long as the companies not are aware of them they are useless to 
help increase the perceived status of Umeå School of Business, and thereby the perceived 
status of its students. Therefore, it is highly relevant that USBE communicate and market 
these standards towards the corporate world before putting to much faith in their importance.  

 
7.2 ANALYSING THE USBE PERSPECTIVE 

7.2.1 USBE 
Business Schools and other Higher Education Institutions (HEIs) have an important meaning 
for students as they help preparing students for the upcoming working life. All the same, the 
education itself cannot be seen as an absolute preparation for the students’ future career, it is 
rather a matter of having an outstanding education and combine this with key personal skills. 
(Nabi & Bagley, 1998) What USBE therefore should do, according to our belief, is to do 
whatever they can to support its students, and encourage them to take own initiatives that may 
be valuable not only for the students but also for the Business School. We will in this analysis 
of the USBE perspective draw connections to business students’ employability, and discuss 
possible means for USBE to support the USBE students to become more employable. This 
will prepare the reader for the concluding chapter and the recommendations that will be 
provided there. 
 
In 2007 USBE introduced a new local internship program for its students, which enables 
students to get access to companies and also invites to long-term cooperations between USBE 
and the company. Assuming that skills can be a matter of training, we consider that by doing 
internships, students are able to develop some of the skills that employers value, such as 
teamwork, problem solving, negotiation and communication (Dench, 1997). The individual 
factors, like those brought up by McQuaid & Lindsay (2005), are also likely to be improved if 
a student take on an internship, we think that many of these skills are developed through work 
experience.  In capacity of students we believe that it is important that students get the 
opportunity to do internships not only locally, but also in other regions since many USBE 
students for instance are heading towards Stockholm after completed studies. USBE may not 
have the resources to arrange internships elsewhere, however as long as students organise the 
internship themselves there should be no limitations to the local area. As one of the 
respondents at USBE states, internships will result in a shorter learning process when the 
student gets employed, and the career development will consequently be faster.   
 
Early contact with companies during higher education can be very beneficial for students as 
well as for the employer. (Nabi & Bagley, 1998; Metachalfe, 2006) Internship, which we 
already have discussed, is one mean to increase the contact with the business world. Another 
mean is to involve alumni to a greater extent. (Penrose, 2002) At the moment USBE does not 
have the resources to focus on involving more alumni and the school is therefore dependent 
on voluntary work if this is to be improved. Therefore, it is very much up to the alumnus 
themselves to serve on their contact information, and this does not seem to work properly. 
USBE is aware of that alumni can be a great source of finding internships. They have also 
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involved one alumni in the Business Advisory Board and they are striving to involve more. 
Penrose (2002) recommends Business Schools to appoint an alumni advisory board since 
alumni can contribute with valuable external information at low effort and low costs (Penrose, 
2002). USBE’s efforts to involve alumni in the Business Advisory Board is in line with the 
thoughts that Penrose (2002) brings up, although we consider that these efforts have to be 
more vigorous to conduce an increased contact with the business world. 
 
Michaels et al. (2001) argue that not all organisations have understood the value of providing 
mentorship to weave development into the organisation. (Michaels et al., 2001) 
Unfortunately, we must say, USBE is one of them. There used to be a mentorship program for 
students at USBE where a mentor was provided during the last semester of the studies. It has 
however been put on hold due to the fact that there are not enough resources for the career 
center and no one has the time to focus on this at the moment.  
 
The fact that USBE has about 70 cooperation agreements with higher education institutions 
around the world means that students have great possibilities to get international experience. 
The number of cooperation agreements at the Business School is definitely satisfying as 
everyone who wants to go on exchange has the opportunity. What USBE can do is to inspire 
more students to go abroad to study, however, it is as mentioned previously very much up to 
the student him/herself to take initiatives to develop skills and collect experiences that future 
employers value (Nabi & Bagley, 1998).  
 
USBE has recently started to work on getting more certifications into the education.  
Regarding this aspect we believe that it becomes of interest to investigate whether this is 
valued by students and its future employers. We consider this as something very important to 
bear in mind, since if not the certifications are being significant to the companies they neither 
add value to the students´attractiveness.  

7.2.2 USBE Students 
One of the participants in a discussion group states that USBE is not interested in producing 
the stereotypical business student. This approach is likely to have advantages, at least if 
considering the encouragement of diversity that Bohara (2007) and Michaels et al. (2001) 
brings up. Recruiting companies that handle talent management in an efficient way should 
also emphasise diversity in the organisation for instance by recruiting from different Business 
Schools (Michaels et al. 2001). With this in mind we consider it may be an advantage if 
USBE and its students enlighten what makes them unique compared to others. According to 
one of the USBE respondents, some students choose to study in Umeå because they simply 
like skiing or exercising, which also shows that many students have a different approach to 
life.  
 
The personal brand of a student may affect his/her employability, and it is the student 
him/herself who has the responsibility to build up a strong brand. (Lair et al., 2005; Montoya, 
2002) What USBE, according to one of the respondents, should do is to consider what kind of 
education the Business School should offer. To our belief the educations offered will not only 
affect the attractiveness of USBE among current and prospective students but also its current 
students’ employability on the job market. In 7.2.6 we will further discuss how USBE can 
develop attractive courses and programs.  
 
USBE wants to develop students who think, are critical, and view business and economics 
differently. However, since USBE is a rather young Business School it will take some years 
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before its students reach managerial positions. We regard the situation for USBE completely 
different to HHS, which has existed for very long and their former students have already 
reached top positions in companies.  At the same time, as HHS has such extensive corporate 
and community relations and contact with many powerful people they might be more 
employable. We consider that this does not only deal with the personal branding of the 
students, but also the Business School’s brand. Hayes (2007) highlights that branding has 
become a very important marketing tool for HEIs, as it for instance distinguish one Business 
School from another (Hayes, 2007). To our regard there is a close connection between the 
personal brand and the organisational brand to which one belongs, and by that we mean that a 
student’s employability consequently may be affected by the brand of the Business School.  
 
An interviewee states that USBE students may not be as career focused as students in bigger 
cities such as Stockholm and Gothenburg. The respondent says that one of the reasons why 
the ”career thinking” might be a little lower at USBE than in other places could be the lack of 
a “we” feeling, as being proud of one’s school help that feeling to come out or vice versa. 
However, USBE though seems aware of what employer value when they recruit recently 
graduated, since many of the aspects that are brought up can be connected to the theories by 
McQuaid & Lindsay (2005), such as engagement during studies, international experience, 
internship, and corporate relations in terms of for instance guest lectures. Nevertheless, USBE 
respondents mean that it is the responsibility of the individuals to do the best he or she can to 
become employable, which once again can be connected to the theories brought up by 
Montaya (2002).We certainly agree with Montaya (2002), however we consider USBE should 
support its students by giving them the right tools and information to facilitate for them when 
making decisions. As a student, it can sometimes be difficult to navigate and choose which 
direction to take, and there may also be an uncertainty of what will be valued by future 
employers. 

7.2.3 Talent Management 
One of the recommendations that Michaels et al. (2001) bring up regarding talent 
management is to weave development into the organisation. This can be actualized by for 
instance focusing on entrepreneurship, which also is highly valued by EQUIS and AACSB 
(Association to Advance Collegiate Schools of Business) (Michaels et al., 2001). USBE 
works actively with entrepreneurship, as they for example work a lot with high school 
students to make them more entrepreneurial and interested in business activities at an early 
stage. The aim is also to make these high school students interested in studying at university 
level. We believe that these activities also increase the chances of gaining more talented 
applicants, which also has to do with ensuring sustainability of younger talent into the 
organisation (Business School) which is yet another important aspect according to Michaels et 
al. (2001).  
 
Hazeldine & Miles (2007) highlight aspects that Business Schools should consider in terms of 
entrepreneurial activities: a) actuality of entrepreneurial activities, b) how the Business School 
performs in relation to other Business Schools, and c) how well the Business School goes out 
for a more entrepreneurial approach. (Hazeldine & Miles, 2007) The actuality of the 
entrepreneurial activities at USBE seems rather good as it keep on changing the courses and 
programs. USBE was also the first Business School to offer master programs completely in 
English, which we see as a proof of USBE’s innovativeness and strive to be “one step ahead”. 
One of the USBE respondents stated that USBE probably is more entrepreneurial than other 
Business Schools in average, but that the pressure on innovativeness on USBE also is higher 
since it is located in a region where the market is relatively small.  
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For Business Schools to remain competitive they must ensure that the right courses and 
programs are offered as this will not only attract more students but also be appreciated by the 
community. (Hazeldine & Miles, 2007) USBE respondents are aware of that many of its 
students apply to USBE due to the fact that the Business School offers some specialised 
educations that cannot be found elsewhere, such as the Service Management Program, 
International Business Program, and Retail and Supply Chain Program. As some of these 
programs are developed by cooperations with the business world we also consider it should 
satisfy some companies and make them interested in employing USBE students in the future. 
 
Personal development and career planning is closely related to organisations’ talent 
management. (Michaels et al. 2001) USBE is working with these issues to some extent as they 
among other things arrange guest lectures connected to career development, and students can 
participate in CV workshops. Career development in terms of internship and possibility to 
take courses at other faculties are also offered. Nevertheless, USBE could have been working 
even more with these talent management issues if only the resources were not that scarce.  

7.2.4 Business Schools Nationwide 
This section of the analysis will focus on enlightening USBE’s perspective on different 
Business Schools’ reputation et cetera. Connections to theories are only brought up a few 
times, but this part will however be of use when taking the discussions further in 7.3 where a 
comparison between the company perspective and the USBE perspective will be conducted. 
 
According to the USBE view, Business School ranking depends on what features one looks 
at. If one only consider the number of applicants, then HHS usually comes first, followed by 
the old universities in Gothenburg, Uppsala, Lund, Linköping and Stockholm. Hazeldine & 
Miles (2007) state that one way to increase the number of applicants to a Business School is 
to ensure that the right courses and programs are offered. (Hazeldine & Miles, 2007) USBE 
seem well aware of this, and this is one of the reasons why some programs offer 
specialisations within different fields. However, it can be questioned whether the number of 
applicants affect the student employability at a Business School, but as we see it the more 
applicants the more talent. Some people may argue that the lowest grade accepted to get 
enrolled at a Business School reflects the quality of the school, something that consequently 
affects the reputation. We are well aware of that the lowest grade accepted at USBE is far 
lower than at some other Business Schools. However, we do not believe that this has to do 
with the quality of the school, since people may choose where to study based on many other 
prerequisites, such as closeness to family and friends. To summarise this discussion, we mean 
that the geographical location may be one of the reasons why the lowest grade accepted at 
USBE is lower than elsewhere.  
 
In terms of the strongest brand HHS “plays in its own league”, according to a USBE 
respondent. HHS seems to have managed to distinguish themselves which is something Hayes 
(2007) considers as crucial in the tough competition that prevail among business educations. 
USBE is in this sense considered equivalent to the Business School in Gothenburg and 
Linköping. Taking into account the different business educations nationwide, Gothenburg is 
cognised as having a very strong position in the west of Sweden, and it manages to attract 
many large companies. Lund is apprehended as staying on their own edge, while Uppsala is 
looked upon as very traditional and not so innovative. Although USBE often is compared to 
prestigious HHS, the USBE respondents say that they rather compare themselves with other 
schools that have the EQUIS accreditation. USBE can actually not compare itself to either 
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HHS or the Business School in Gothenburg, since those schools have different prerequisites 
in terms of for instance more resources. However, what is important to bear in mind is that 
even though the schools might not be competing, the students still are. This is something that 
the schools must be able to separate and view from two perspectives. 
 
As mentioned in the previous part of the analysis, that handling talent management, USBE 
regards itself as being one of the most entrepreneurial Business Schools, something that both 
EQUIS and AACSB (the Association to Advance Collegiate Schools of Business) consider 
when giving out their accreditations. (Hazeldine & Miles, 2007, www.efmd.org) When it 
comes to research USBE has had some successful researchers that have added to the 
credibility. 
 
Internationalisation has become an important aspect for Business Schools, since for instance 
EQUIS (www.efmd.org) consider this. USBE is also together with HHS the only school in 
Sweden that is part of the Global Business School Network. Apart from this, the project in 
Africa and the large number of partner universities add to the high level of internationalisation 
of USBE. Students at USBE therefore gets the chance to go abroad for one(or more) 
semester(s), something we believe that modern-day companies value highly due to the 
increased globalisation of businesses. (Melewar & Akel, 2005) 

7.2.5 Branding & Marketing 
Hayes (2007) argues that one of today’s most important marketing tools for HEIs is branding. 
Higher business educations have to distinguish themselves from each other (Hayes, 2007), 
which to our regard is not surprisingly bearing in mind that the number of business educations 
nationwide seems to have exploded. Moreover, we believe that the Business School’s brand 
and reputation may affect students’ choices when they decide on where to study, and also 
companies’ decisions when employing students. 
 
Since USBE is part of Umeå University one can regard USBE as a brand within the brand. As 
mentioned by one of the respondents this can be of benefit since it gives the school more 
attention in media. We though believe that there also might be some disadvantages, for 
instance in the view of Knox & Bickerton (2003) who bring up that there are challenges 
associated with the managing and aligning of multiple identities and images to different 
stakeholders. (Knox & Bickerton, 2003)  There might therefore be a risk either that the USBE 
brand disappears into the university’s brand, and also that the “wrong” image is 
communicated externally. At one of the group discussions a respondent brought up that the 
USBE brand has grown stronger during the previous years, but that it nonetheless is difficult 
to compare the brand to a brand like HHS since USBE is a much younger Business School. 
This is a view that has been presented before, and we believe that USBE altogether should 
stop comparing itself to for example HHS, as the geographical location, the resources; the 
organisational culture et cetera probably never will be comparable. Focusing on 
distinguishing itself from the other HEIs (Hayes, 2007), by sending out a message of the 
uniqueness of USBE should instead be emphasised as it may create market values and 
increase its competitive advantage. (Martin & Hetrick, 2006; Aaker, 1991) Luleå University 
of Technology (www.ltu.se) is at least by looking at the geographical “remote” location 
comparable to USBE. Luleå University has to our view managed more than well to 
differentiate itself, which for instance is communicated directly only by looking at the web 
page. However, we would like to notify that we do not know what the results of Luleå’s 
efforts have been. (Note also that the description “remote” location can be debated bearing in 
mind the efficient means of communication) 
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To increase the awareness of USBE one has to ensure that the stakeholders are satisfied with 
the outcomes. The likelihood that a brand results in satisfied stakeholders is also the way to 
measure the value of a brand, which is named brand equity. (Keller, 2003) Among 
accountancy firms USBE has become more acknowledged than in the other business areas. 
Aaker’s (1991) aspects of brand equity (brand loyalty, brand awareness, brand associations 
and perception of quality) can be linked to this discussion as we believe that USBE has 
become increasingly associated with for example the accountancy business, and the 
accountancy firms has become both more loyal and aware of USBE after having employed 
graduates from USBE. The employed graduates have also, hopefully, proven that the quality 
of its educations is high. In addition, the EQUIS accreditation and Civilekonomexamen may 
also affect the perception of quality at USBE, provided that companies are acquainted with 
those. (Aaker, 1991) 
 
USBE respondents are aware that many people in Sweden do not even know that there is a 
Business School in Umeå. In order to increase the awareness of USBE the brand will be 
communicated via several marketing channels that were brought up in the group discussions. 
There will for instance be a national marketing campaign to attract more students. Attracting 
more students is likely to strengthen the brand, as it enables more USBE graduates (and 
USBE talent) heading towards the job market. Something that in turn is likely to create a 
greater awareness of the school, and consequently make USBE students more employable in 
the long run. USBE is also working more indirect with marketing, for instance via the 
leadership academy and the executive education, but USBE respondents nonetheless believe 
that marketing towards companies should be increased. Cooperations in terms of casework 
and internships are exemplified as possible marketing channels. One of the USBE respondents 
mentions that the Business School should ensure that people working at HR-departments at 
companies become more acquainted with USBE. We though believe that any connection to 
the companies would be useful as it will result in increased knowledge of USBE anyhow.  
 
As discussed by Knox & Bickerton (2003) a brand can consist of different identities and 
images, as for instance USBE is a brand within the brand of Umeå University. There are 
however other brands that can be positively associated to USBE, one of which is SIFE 
(Students in Free Enterprise). SIFE is not only acknowledged internationally (www.sife.se), 
the SIFE projects have also been valuable on the local arena since the organisation together 
with USBE has performed projects (and thus marketing) towards high schools. We believe 
that this marketing tool is likely to be efficient both in the short and the long term. When 
looking at other brands that can be associated to USBE, respondents refer to EQUIS and 
Civilekonomexamen. Marketing of EQUIS and Civilekonomexamen are at the moment 
primarily used towards potential students. Considering the employability of USBE graduates, 
we however believe that USBE also should market these quality marks to companies to 
ensure that employers are familiar with both EQUIS and Civilekonomexamen.  
 
To recapitulate this section we though would like to remind the reader that when considering 
students’ employability, it is very much up to the individual him/herself as the student cannot 
rely solely on the brand of the Business School. However, in accordance to what one of the 
USBE respondents said, we believe that students also have a responsibility when it comes to 
strengthening of the USBE brand. As Aaker (1991), one of the most prominent researchers 
within the field, highlights: brand associations means a great deal, and we are convinced that 
the USBE brand is very closely associated to its students. Yet the respondent means that it is 
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crucial to build up an internal proud feeling about the brand among students in order to make 
it grow stronger.  

7.2.6 Communication 
Stewart & Knowles (2001) reckon that HEIs play a central role when it comes to uniting 
students and companies, and HEIs should both create new contacts and develop existing ones. 
(Stewart & Knowles, 2001) The schools must also ensure that they provide the students with 
knowledge that is demanded among businesses. (Nabi & Bagley, 1998) 
 
In order to find out what businesses demand from students USBE has performed surveys 
among former USBE students to find out how they perceive the relevance of their education. 
The Business School has also developed courses and programs in cooperation with companies 
and the community. Through student activities such as SIFE projects USBE also get to 
communicate with companies that are interested in entrepreneurship. These types of 
cooperations is not only an advantage for USBE and its students, it can also be an advantage 
for the companies since they get to market their brands towards the students and consequently 
get the chance to attract more talents. (Nabi & Bagley, 1998; Metachalfe, 2006) From the 
student perspective, contact with companies at an early stage gives them an insight in what 
skills the employers search for. (Nabi & Bagley, 1998; Metachalfe, 2006) However, one of 
the USBE respondents mentioned that the business climate in the north does not allow 
companies to think as strategically about communications with the higher educations since 
they have to focus more on what they are doing. We would though like to question this 
statement, since integrations between educations and the corporate world can be done in many 
different ways and at different degrees such as providing topics for thesis work, case studies 
et cetera. Communication and cooperation between a Business School, its students, and the 
corporate world will indubitably be beneficial for all parties. (Stewart & Knowles, 2001)  
 
Penrose (2002) recommends HEIs to appoint an alumni advisory board to enhance its external 
communications, since alumni can provide valuable information at low effort and low costs. 
(Penrose, 2002). USBE does not have an alumni advisory board, as a matter of fact the alumni 
activities are very lacking. However, the surveys sent out to alumni also allowed for valuable 
external information, but an advisory board would be a more continuous process. On the other 
hand USBE has a BAB (Business Advisory Board) with whom they can reflect upon current 
issues. Though, USBE respondents are aware that they would gain from increasing their 
communications with the corporate world. Undoubtedly, so would the students who strive to 
become more employable on the job market.  
 
7.3 UNITING THE TWO PERSPECTIVES 
 
In order to understand how a business student could become more employable and how a 
Business School responds to the requirements of the companies in the view of the war for 
talent, we will elucidate the company perspective together with the USBE perspective. By 
doing this we anticipate to reach the main purpose of this study, which is to obtain a 
comprehension of how newly graduates from USBE can become increasingly attractive 
among large organisations within the business world.  
 
Firstly we will do a summarising chart where we compare the company perspective and the 
USBE perspective regarding some of the most important aspects. Where we consider that 
USBE act in accordance to the company requirements there will be a (+) after the statement. 
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Weaknesses will be marked with (-). These marks will thereafter be commented in the 
discussion that follows. 
 
TOPIC COMPANY PERSPECTIVE USBE PERSPECTIVE 
Business Schools 
Nationwide 

• 6 companies mention specific 
Business Schools with higher 
renommée than others. Most 
frequently mentioned is HHS  

• USBE does not want to 
compare itself to HHS but 
rather to other Business 
Schools that has the EQUIS 
accreditation (+/-) 

USBE • Company respondents are in 
general not well aware of the 
USBE brand 

• Respondents recommend 
USBE to strengthen its brand 
through marketing and more 
integration with the business 
world 

• Aware of the building a brand 
takes long and are going to 
focus on communicating the 
quality (+) 

• Marketing: there has for 
instance been a national 
marketing campaign (+), but 
USBE lack resources to do all 
marketing that may be 
required (-) 

• Integration with the business 
world: implementation of 
internships (+), guest lectures 
(+), Business Advisory Board 
(+/-), little alumni activities (-), 
no mentorship program (-), 
aware of that integration with 
the business world can 
increase (+) 

Employment • Activities besides studies and 
other experiences are highly 
valued by all company 
respondents 

• USBE has numerous 
cooperation agreements 
internationally which enables 
USBE students to get 
international experience (+) 

• A new internship program has 
recently been implemented 
(+) 

• USBE encourages 
entrepreneurship, and USBE 
students manage several 
projects (+) 

EQUIS and 
Civilekonomexamen 

• EQUIS and 
Civilekonomexamen is not 
highly valued by the company 
respondents 

• May be of value in the future 

• Believes that EQUIS and 
Civilekonomexamen is of 
great value (+/-) 

 

Table 22: Comparing the Company and the USBE Perspective 

7.3.1 Business Schools Nationwide 
An interesting point is that almost all companies brought up Stockholm School of Economics 
(HHS) as the most or one of the most prestigious schools. Among the reasons is that HHS 
have the highest entry qualifications, which evidently shows that the school is full of the most 
ambitious and driven students. Should then USBE, which in many ways is similar to HHS in 
terms of education quality, research and so on, also change its acceptance grades in order to 
receive a higher status? In our opinion, it depends on what kind of students USBE wants to 
produce, an issue that the personnel at USBE also brought up. Are driven and competitive 
students a part of USBEs brand image and how the school wants to be perceived? The fact 
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that companies still state that they do not mind which school the student is from complicates 
the discussion further and it becomes very contradictious. We however believe that the deep 
integration that HHS has with the business world is one of the main reasons why it is has 
become so acknowledged. Although USBE respondents state that they do not want to be 
compared to HHS, we believe that USBE must increase its corporate and community relations 
in order to become more recognised employers as well as talented students. Being located in 
the north of Sweden, USBE faces a challenge greater than the Business Schools in for 
instance Stockholm and Gothenburg since these schools are surrounded by far more 
companies than there are in Umeå. Taking this into consideration, USBE should ensure that 
although there is lack of resources, the resouces should not be taken from the Career Centre 
but rather added, and savings must be done elsewhere. 

7.3.2 USBE 
The companies in this study agreed on that there is a war for talent. This has led to that they 
search more actively for candidates since they want to attract the talent before someone else 
does. However, as a number of the companies apprehended that some Business Schools are 
more acknowledged and has more ambitious students. The general awareness of USBE lacks 
among most of the companies. In addition, USBE is not considered as well reputed as for 
instance HHS, both according to a number of companies and also according to the USBE 
view. We believe that companies are likely to decide on mainly using their resources to do 
active search for talents at the better reputed Business Schools. Active search may be both in 
regard of recruitment directly at the Business Schools, but also building long-term 
relationships to a school and its students. As mentioned previously these corporate and 
community relations are something we believe have a great influence on students’ 
employability since it enables the students to get connected to and create an awareness of the 
business world at an early stage in the education. To ensure that companies search for talent 
also at USBE we therefore believe that both USBE students and staff should take actions to 
make it a more evident talent pool for companies so that they employ a greater number of 
USBE students. 
 
When it comes to marketing, USBE focuses most of its marketing on potential students, and 
we believe that this will pay off in the long term. In addition, the SIFE projects that exist at 
USBE is an excellent opportunity to market the Business School towards potential students, 
but also an opportunity for business students who are involved in the projects to get some 
valuable experience. However one of the USBE respondents argues that the marketing 
towards companies could and should increase. We certainly agree to this respondent, bearing 
in mind that the awareness of USBE lack among some of the company respondents that were 
interviewed for this study. It is rather unfortunate that recruiters at some of the largest 
companies in Sweden are not aware of USBE, and agree with those at USBE who say that it is 
not only the responsibility of the Business School to market itself, also the students have to 
make a contribution. Costly marketing tools become a problem due to limited resources at 
USBE.  We therefore think that the Business School should consider implementing alternative 
marketing strategies. Recommendations will be provided in chapter 8. 
 
The companies in this study highlighted the importance of a Business School’s corporate and 
community relations. Certainly, this gives the students valuable perspectives and knowledge 
which is priceless for a future career. USBE has understood that these outer relations should 
be emphasized, and has therefore appointed Helena Renström who will be especially 
responsible for corporate and community relations. The implementation of a new internship 
program and the offerings of guest lectures are very important in this sense as it increases the 
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connections between USBE, its students and the corporate world. The reason why the 
Business Advisory Board is marked with (+/-) in the table above is that we believe that 
alumni should be included in the board to a greater extent. We believe that the connections 
that the alumni already have to USBE are very valuable and that the alumni could offer USBE 
students opportunities such as mentorship, internships, summer jobs, or employment if only 
USBE ensure to integrate alumni to a greater extent. Undoubtedly we believe that this would 
increase the employability of USBE students. 
 
To summarise this part we would like to emphasise that USBE has to find means to focus 
even more on creating connections between its students and companies, since the companies 
in our study were not always well-acquainted with USBE.  

7.3.3 Employment 
The company respondents in this study stated that it is not only the studies that count as they 
value activities besides studies and other experiences very highly. In this regard we believe 
that USBE students have many possibilities to make themselves attractive to the job market. 
The numerous cooperation agreements worldwide and the internship program are examples of 
this. It is, as several respondents mention, up to the student to make him/herself employable, 
and we believe that although UBSE lack a mentorship program and an active alumni network, 
there are still opportunities at USBE that its students should take. Not to forget the successful 
SIFE team in Umeå that consists of several entrepreneurial and driven students. The SIFE 
organisation enables students to engage in projects and to obtain valuable experience and also 
develop a network consisting of many large companies. We believe that USBE students 
should keep engaging in these projects, and the role of the management of USBE is to inform 
and encourage students to engage in projects. Talent management deals a lot with being 
entrepreneurial and different (Hazeldine & Miles, 2007). Therefore we believe that USBE 
should ensuree to stay on its path and stand up for the policies and traditions of the school, 
especially if it wants to produce a special kind of students who are unlike others and able to 
stand out on the labour market. If USBE on the other hand would raise the entry 
qualifications, it might lose out on students that are very talented but might be deterred from a 
competitive atmosphere.  

7.3.4 EQUIS and Civilekonomexamen 
When comparing the companies’ and USBEs’ perceptions of EQUIS and Civilekonomexamen 
there are quite obvius differences in how they value the two. In the interviews with the 
companies it became evident that there is a huge lack of knowledge of the meaning of EQUIS 
and Civilekonomexamen, and in addition they are neither valued when it comes to 
recruitment. USBE on the other hand is very proud of these accreditations, and with all rights 
since they are considered as good signs of quality and there are many requirements and 
standards to fulfil before the accreditations are awarded.  Although, we have the apprehension 
that USBE brings a somewhat uncritical confidence into the importance of EQUIS and 
Civilekonomexamen. Today the marketing of these is primarly turned towards prospective 
students, and consequently the companies do not become aware of their existence nor their 
significance. An improved communication and marketing towards the companies is crucial to 
convey the importance of them. One may argue that is is the responsibility of EFMD (who 
performs the EQUIS accreditation) and the Swedish National Agency for Higher Education 
(who decides on the Civilekonomexamen) to communicate the meanings of these standards. 
However, we consider that it should be of interest to USBE to ensure that these standards gain 
legitimacy among corporate and community instead of being regarded as something 
completely academic. Several of the companies thought EQUIS and Civilekonomexamen 
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might be regarded as valuable in the future, given that they become aware of them. So 
although companies that recruit students at the moment seem to prioritise many other aspects 
of the graduates when recruiting, these accreditations do not seem totally unimportant. An 
increased communication would thereby in the long term probably increase the attractiveness 
and the employability of USBEs newly graduates.  

 
USBE is at the moment working on getting more certifications into the education.  For 
instance should students be able to become Certified Financial Analyst or obtain a Certificate 
in Project Management. The idea is to communicate to the corporate world that these students 
are able to do more than simply “memorizing knowledge for exams”. However, as this is not 
anything the companies brought up as a valuable aspect when they recruit, we believe that 
USBE should evaluate how much these certificates would be valued by the companies. Since 
respondents at USBE mentioned a number of times that they do not have enough resources to 
do everything they want to do, we think it is of importance that USBE considers how to 
allocate its resources efficiently and in a way that is coherent with the world outside the 
academic walls. Without doubt, certificates could add value to the students, but are there other 
things that could add even more value to the students’ educations? Maybe the business world 
considers these certificates too academic? We do not have the answers to this, but we regard it 
essential to reflect upon these issues since resources are scarce, at least in comparison to HHS 
as stated by USBE respondents. 
 
To summarize this analysis we would like to once again emphasize that it is the student who 
is responsible for his/her own employability. This is something that both respondents at the 
companies and USBE enlighten. Nevertheless, a Business School can undoubtedly provide its 
students with some of the requisites that would make the graduates more employable, as long 
as the student is willing to endeavor as well.
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8. CONCLUSION AND RECOMMENDATIONS  
In this chapter conclusions to the problem statement will be enlightened and we will 
also provide a number of recommendations to how students can become more 
employable, and how a Business School can support its students in this respect. We 
will also discuss how the purpose of the study has been fulfilled. To sum up this 
chapter some recommendations for future research will be provided. 
 

 
 
The main purpose of this study is to obtain a comprehension of how newly graduates from 
Umeå School of Business can become increasingly attractive among large organisations 
within the business world.  
 
To fulfil the purpose of this study we have scrutinized the subject from two perspectives: the 
company perspective and the Business School perspective. The company perspective has 
developed a deeper understanding of organisations’ talent management, primarily the aspects 
concerning recruitment. We have also illuminated the companies hunt for talent to further our 
knowledge of how and where they search for talent. This in turn, has created an insight of 
different aspects that affect business students´ employability. A majority of the companies 
agreed on that there is a war for talent, and this has to some extent led to the development of 
new recruitment strategies. For instance, some companies have started to search more actively 
for talent at the Business Schools, and some of them focus on building up long-term 
relationships to Business Schools and its students. When asked whether it matters which 
Business School a candidate has graduated from, the companies seemed to agree on that it is 
the individual that counts. Nevertheless some Business Schools were mentioned more 
frequently when discussing for example the reputation of the school and the level of ambition 
of its students. Stockholm School of Economics was undoubtedly regarded as the most 
prestigious business education in Sweden, and the hunt for talent there seem unmistakable. 
However, wherever the talent is found there are certain characteristics and competences that 
will affect a student’s employability. The most commonly mentioned aspects that companies 
value are: driving force (the most valued aspect), education, work experience, activities in 
parallel to studies, international experience and good grades. 
 
Since we believe that USBE can support its students to become more employable, we have 
looked into the USBE perspective in order to develop an insight in whether USBE is focusing 
on facets that are valued by the organisations, and whether the organisations consider that 
the reputation of USBE has an affect on its students’ attractiveness and thus employability. 
Despite the fact that USBE seems well aware what aspects the business world values, it 
however became evident that many companies lack knowledge of USBE. Nevertheless, as 
mentioned previously most companies said that it does not matter which Business School a 
candidate has graduated from. All the same, some Business Schools were regarded as more 
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acknowledged and especially students at Stockholm School of Economics were by some 
companies regarded as the most ambitious and driven. The reputation of USBE may therefore 
to some extent affect a student’s attractiveness on the job market. The company respondents 
thought that the reputation (brand) of USBE could be enhanced by increased integrations with 
the business world and by added marketing efforts.  
 
How could a business student become more employable and how does a Business School 
respond to the requirements of the companies in the view of the war for talent? We will 
answer the problem statement in two parts; firstly we will (a) give suggestions to how 
business students could become more employable, and thereafter we will (b) discuss how a 
Business School, in this case USBE, responds to the requirements of the companies in the 
view of the war for talent. Besides, suggestions to improvements of the Business School’s 
activities will be provided. 
 
(a) How a business student can become more employable 
Employability is very much the responsibility of the student. USBE should however support 
and encourage students to take on tasks that the students gain from. If the USBE students 
become more attractive on the job market and thus strengthen their personal brands, we 
consider that the USBE brand will be strengthened accordingly. Taken together, this is 
something that in the long run is probable to make the USBE students more employable. 
Although USBE can guide its students in the direction of the stars, it is up to the individual to 
secure his/her employability. As mentioned above there are certain aspects that the companies 
in this study value especially when recruiting, and we will hereby give some more 
recommendations to how students can fulfil these criteria:  
 

• Driving force: make sure to show an ability to take on several assignments at the same 
time. It can for instance regard working or engaging in other activities parallel to the 
studies, as well as getting a few good grades or studying abroad.  

• Education and good grades: students should make sure to choose an education based 
on something of great interest, and thereby hopefully gain good grades.  

• Work experience: some choose to work before they start their studies, while some 
work parallel to them or during summer holidays. It does not necessarily have to be 
something connected to the field of study since companies value diverse backgrounds 
and competences.  

• Activities in parallel to studies: engage in something of interest such as in student 
associations or different projects. Starting up a new project shows of driving force and 
can provide the student with for instance leadership ability and teamwork skills.  

• International experience: students should make sure to utilize the connections of the 
school to study abroad. It will be a simple and enjoyable way of, among many other 
things, improve language skills, gain cultural knowledge, and to meet people from all 
over the world.  

 
(b) How a Business School responds to the requirements 
USBE is as mentioned an entrepreneurial school which has already responded a great deal to 
the wishes of the business world. USBE for instace has a new local internship program, 70 co 
operation agreements worldwide, an EQUIS accreditation and the right to provide 
Civilekonomexamen. USBE is moreover encouraging entrepreneurship, is developing courses 
and programs in co operation with businesses and has appointed a head of corporate and 
community relations. USBE is also considering implementation of cerifications for certain 
professions.   
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In order to live up to all the needs of the business world and to support its students, we believe 
that USBE should increase its corporate and community relations and increase marketing in 
order to strengthen the USBE brand. Concrete recommendations to USBE include: 
 

• Provide internship programs on national/international level for all business students. 
Thereby students will gain access to companies in an early stage, as well as valuable 
experience.  

• Develop the alumni network. Contact with more of the former students will provide 
the existing students with access to more companies, possibilities of mentorships and 
simply as a source of inspiration. All this can also make existing students more career 
focused and knowledgable.  

• Find alternative channels to increase the corporate and community relations and 
marketing. Since the resources according to USBE respondents are limited, we would 
recommend USBE to for instance promote student initiatives, both through the student 
organisation and through project work in courses and programs. This is a win-win 
situation since the student at the same time gets valuable practical experience which 
may increase his/her employability.  

• Strive to achieve a “we” feeling at the school by internal marketing starting early on in 
the education. The common uniqueness can thenceforth be communicated externally.  

 
8.1 FUTURE RESEARCH 
 
In the introductory part of the thesis we pronounced our fondness to increase the awareness of 
USBE on both national and international levels. While composing the thesis further, ideas 
around the subject have occurred to us which we consider of interest to develop in future 
research. 
 
One of the ideas is to conduct a similar study like this but by looking at it from an 
international perspective. Now we have created an understanding of the aspects that increase 
the attractiveness of the students and how a Business School could respond to certain 
requirements of large national companies. However, are the requirements the same on an 
international level? Since we are living in a globalised world we know that many of the USBE 
students intend to strive for an international career. Therefore it might be fruitful to 
investigate whether the prerequisites are the same abroad, and also how they consider a 
Business School from northern Sweden should act to become more visible. 
 
Another suggestion is to make a survey among the students at USBE to achieve a general 
understanding of how they apprehend the Business School and how committed they are to 
contribute to improvements. Do the USBE students feel responsibility to increase the 
awareness of their Business School and do they feel that it is possible to influence the 
management of USBE?  
 
Furthermore, it would be of great interest to conduct a quantitative study with a larger number 
of national companies within the business sector to get an overall picture of the awareness of 
USBE among these. By analysing the results it might be easier to provide USBE with 
recommendations to where the Business School should direct its marketing
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Appendix 1: INTERVJUMANUAL TILL FÖRETAG 
 
Human Resource Management/Rekrytering/Personligt varumärke: 
Rollen av HRM i ert företag, användning av olika rekryteringskanaler samt vad 
som är av betydelse vid en arbetsansökan kommer att tas upp. Vi kommer 
även att beröra urvalsstrategier/intervjutekniker samt betydelsen av att ha ett 
personligt varumärke som arbetssökande.  
 
Talent Management: 
Under denna punkt efterfrågar vi dina reflektioner kring begreppen talang 
och talent management. Vi önskar även få en uppfattning om hur talent 
management används i ert företag samt varifrån ert företag främst rekryterar 
talanger. 
 
Kommunikation: 
Här kommer vi att diskutera arbetsgivares behov kontra nyutexaminerade 
studenters kunskaper/kommpetenser. Vidare kommer vi att diskutera om/hur 
detta kommuniceras till Handelshögskolor och Universitet, samt om 
kommunikationen dem emellan kan förbättras.  
 
Handelshögskolornas varumärken: 
I detta avsnitt önskar vi diskutera olika rekryterares uppfattning/värdering av 
olika handelshögskolor eller universitet. Vi vill få en bild över hur en mindre 
känd handelshögskola kan stärka sitt varumärke/anseende så att dess 
studenter blir mer attraktiva för ert företag.  
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Appendix 2: INTERVIEW GUIDE FOR COMPANIES 
 
Human Resource Management/Recruitment/Personal brand: 
The role of HRM at the company, the usage of different recruitment channels 
and aspects that are valued in job applications are among the topics that will 
be brought up. Selection strategies/interview techniques and the value of the 
candidates’ personal brand will also be reflected upon. 
 
Talent Management: 
We will ask for your reflections on the concepts talent and talent 
management. We also wish to get an apprehension on how talent 
management is considered at the company and from where the company 
mainly recruits talent. 
 
Communication: 
In this section we will discuss the requirements from the employer versus the 
knowledge/competences of newly graduates. Furthermore we would like to 
gain an insight on if/how this is communicated to Business Schools and 
universities, and whether this communication can be enhanced. 
 
The Brand of Business Schools: 
In this part we would like to enlighten different recruiters’ 
apprehension/valuation of different Business Schools or universities. We would 
like to create an understanding of how a Business School can strengthen its 
brand/reputation so that its students become more attractive for your 
company.  
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Appendix 3: INTERVJUGUIDE, VÅR VERSION 
 
Bakgrund: 
• Företag 
• Position  samt antal års erfarenhet inom rekrytering  
• Vad rekryterar ni främst från för utbildningar/till för områden?  
 
HRM/Rekrytering/Personal Branding: 
• Beskriv kortfattat vad HRM har för roll i ert företag. (Vad förknippar ni med 

HRM? Hur betydelsefullt är det, ex strategiskt) 
• Vilka rekryteringskanaler använder ni er främst av? (intern vs. extern, 

informell vs. Formell, e-rektrytering) 
• Vad är av störst betydelse i en ansökan? (Utbildning, ideellt engagemang, 

arbetslivserfarenhet, betyg, ledaregenskaper, teamwork etc.) 
• Vilka kriterier har ni vid det första urvalssteget/gallring? Vilka faktorer blir så 

småningom avgörande? 
• Har utbildningens inriktning betydelse (ex. acc/fin, marketing och 

management) när olika kravspecifikationer efterlyses.  
• Vilka personliga egenskaper och färdigheter söker ni hos de anställda?  
• Hur kan en student strategiskt bygga upp ett attraktivt personligt 

varumärke? 
 
Talent Management: 
• Har du hört talas om begreppet talent management? Vad innebär det för 

dig? 
• Hur skulle du beskriva en talang?  
• Anser du att studenter från olika handelshögskolor skiljer sig åt? Exempelvis 

vad gäller  
o kunskap 
o arbetslivserfarenhet 
o sätt att tänka, problemlösning  
o sätt att kommunicera 

• Info: I vår uppsats kommer vi främst undersöka talent management 
rörande hur företag resonerar och prioriterar vid rekrytering av ekonomer. 

• Är talent management något som ni arbetar aktivt med i företaget (alltså 
då främst vid rekrytering)?  

• Upplever du att det är stor konkurrens om talanger mellan företag? 
• Var söker ditt företag främst efter talanger? 

o Vilken handelshögskola är mest representerad på ert företag? 
o I urvalsprocessen, prioriteras särskilda handelshögskolor? 
o Söker ni efter talanger på mindre traditionella handelshögskolor? 

 
Mångfald/Diversity Management: 
• Sätter ert företag värde i att anställa studenter från olika 

handelshögskolor? I sådana fall hur?  
• Ser du några möjligheter eller risker med att anställa studenter från mindre 

erkända handelshögskolor? 
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Kommunikation: 
• Är ni helt nöjda med nyutexaminerade studenters kunskaper? 
• Kommunicerar ni ert behov till handelshögskolor? (kompetens, kunskap 

etc.) 
• Är er kontakt och kommunikation med handelshögskolor tillräcklig? Hur 

skulle det kunna förbättras? 
 
Handelshögskolor/Branding: 
• Hur värderar ni olika handelshögskolor/universitet?  
• Vilka anställer ni flest studenter från. Till exempel topp tre?  

o Scenario: Ni har två sökanden till ett jobb. Den ena studenten har en 
examen från Handelshögskolan i Stockholm, och den andra från 
Handelshögskolan vid Umeå Universitet. För övrigt har dessa två 
personer likvärdiga kompetenser. Vem väljer du att anställa? 
Motivera! 

• Vilken är din uppfattning om handelshögskolan i Umeå? 
• Har läget betydelse? Har den Norrländska kulturen har betydelse?   
• Vad ska handelshögskolan i Umeå göra för att stärka sitt varumärke bland 

andra handelshögskolor? 
• Hur anser du att studenter från mindre erkända handelshögskolor kan öka 

sin anställningsbarhet?  
 
EQUIS och Civilekonomexamen: 
• Känner ditt företag till EQUIS?  

(Detta visar att USBE möter höga internationella kvalitetskrav som ställs på 
utbildning, forskning, samverkan med näringsliv och offentliga 
organisationer samt internationalisering. USBE är en av tio handelshögskolor 
i Norden, varav fyra i Sverige, som innehar denna utnämning.) 

• Vet du vilka av landets handelshögskolor som har EQUIS ackreditering? 
(Lund, Sthlm, Göteborg, Umeå) 

• Spelar EQUIS någon roll när ni rekryterar? 
• Känner ditt företag till vilka av landets handelshögskolor/ universitet som 

kan ge ut Civilekonomexamen?  
(Göteborg, Linköping, Lund, Stockholm, Umeå, Växjö) 

• Spelar Civilekonomexamen någon roll?  
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Appendix 4: INTERVIEW GUIDE, OUR VERSION 
 
Background: 
• Company 
• Position and years of experience within recruitment 
• What fields of study do you mainly recruit from, and to what areas?  
 
HRM/Recruitment/Personal Branding: 
• Shortly explain what role HRM has in your company. (What do you 

associate with HRM? How important is it, e.g. strategically?) 
• What recruitment channels do you mainly make use of? (internal vs. 

external,  informal vs. formal, e-recruitment) 
• What is the most important in an application? (Education, non-profit work, 

work experience, grades, leadership skills, team work etc.)  
• What criteria do you have in the first selection? What factors are crucial? 
• Does the field of specialisation matter? (e.g. accounting, marketing, 

management)  
• What personal characteristics do you look for at applicants? 
• How can a student strategically build up a strong personal brand? 
 
Talent Management: 
• Are you familiar with the concept talent management? What does it 

mean to you? 
• How would you describe a talent? 
• Do you consider that students from different Business Schools differ? For 

example in terms of:  
o knowledge 
o work experience 
o way to think, problem solving  
o communication skills 

• Info: In our thesis we will primarily focus on the talent managment 
concerning how companies argue and prioritise when recrutiting 
economists. 

• Is talent management something your company actively works with 
(especially when recruiting)?   

• Do you consider that there is a war for talent among companies? 
• Where does your company primarily search for talent? 

o What Business School is most represented at your company? 
o Are certain Business Schools prioritised in the selection process? 
o Do you search for talent at less traditional Business Schools? 

 
Diversity/Diversity Management: 
• Does your company value employing students from different Business 

Schools? If so: how?  
• Do you see any opportunities or threats by recruiting students from less 

recognised Business Schools? 
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Communication: 
• Are you satisfied with the knowledge of recently graduated? 
• Do you communicate your requirements to Business Schools? 

(competence, knowledge etc.)  
• Is the company’s contact with Business Schools satisfactory? Could it be 

improved? If so: how? 
 
Business Schools/Branding: 
• How do you evaluate different Business Schools/universities?  
• From where do you recruit the most students? For example top three?  

o Scenario: There are two applicants for a job. One of the students has 
graduated from HHS, and the other one from USBE. The two 
candidates have similar competence. Who would you chose to 
employ? Motivate your answer. 

• What is your apprehension of USBE?  
• Does the geographical location of USBE matter? Does the culture in 

northern Sweden matter?   
• What could USBE do to strengthen its brand in relation to other Business 

Schools? 
• How do you consider that students from less recognised Business Schools 

can increase their employability?  
 
EQUIS and Civilekonomexamen: 
• Are you aquainted with EQUIS?  

(This is a proof that USBE fulfil high international quality criteria set up on 
education, research, corporate and community, and internationalisation. 
USBE is one of ten Business Schools in the Nordic countries that have this 
accreditation. There are only four in Sweden. (Lund, Sthlm, Göteborg, 
Umeå) 

• Does EQUIS matter from a recruitment perspective?  
• Is your company aware of what Business Schools/universities in Sweden 

that has the rigth to provide Civilekonomexamen? (Göteborg, Linköping, 
Lund, Stockholm, Umeå, Växjö) 

• Does Civilekonomexamen matter?  
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Appendix 5: INTERVJUGUIDE FOKUSGRUPP 
 

 
Denna intervjuguide användes endast av oss själva. I mail till medverkande i 
fokusgrupperna förklarade vi: ”Vi vill beröra frågor som rör USBEs anseende, 
konkurrenskraft, status etc. Detta för att få en bild över hur vi tillsammans 
(studenter och anställda) kan arbeta för att stärka USBE´s varumärke och bli 
mer attraktiva bland företagen.” 
 
Brand: 
 
Hur står sig USBE:s varumärke i förhållande till andra handelshögskolor? 
 
Bör varumärket stärkas? Hur? (anseende, image, identitet) 
 
Hur entreprenöriella/nytänkande upplever ni USBE jämfört med andra 
handelshögskolor? 
 
Talent Management: 
 
Arbetar USBE för att locka talanger till Handelshögskolan? Hur? 
 
Har ni hört talas om ”the war for talent”? Påverkas USBE av denna konkurrens 
om talanger, och i så fall hur? 
 
Att väva in utveckling som en naturlig del av organisationen är en av 
huvudpunkterna i talent management. Därför undrar vi hur ni anser att USBE 
ser på mentorskap för studenter, entreprenörskap, praktik etc. 
 
Drar USBE nytta av alumner? Hur?  
 
Med tanke på ovanstående diskussion, är talent management något ni tror 
att USBE kommer arbeta mer aktivt med i framtiden? 
 
Kommunikation: 

Kommunikation mellan USBE och arbetsgivare; existerar det? Hur fungerar det 
praktiskt?  

Ställer Handelshögskolan krav på näringslivet och vice versa? Utvecklar ni 
kurser och program som är i linje med det som arbetsgivare kräver?  

Vilken betydelse har kontakten mellan studenter, företag och USBE?  
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Appendix 6: INTERVIEW GUIDE DISCUSSION GROUPS 
(This interview guide was only used by us) 

 
Brand: 
 
How strong do you consider the USBE brand is in comparison to other Business 
Schools? 
 
Should the brand be strengthened? If so; how? (reputation, image, identity) 
 
How entrepreneurial/innovative do you consider USBE is in comparison to 
other Business Schools? 
 
Talent Management: 
 
Does USBE work actively to attract talents to the Business School? If so; how? 
 
Have you heard of ”the war for talent”? If so; is USBE affected by this 
competition for talents? How? 
 
To weave development into the organisation is one of the main points in 
talent management. Therefore we wonder how USBE looks at mentorship for 
students, entrepreneurship, internship etc.? 
 
Does USBE make use of its alumni? How?  
 
Considering this previous discussion, is talent management something that 
USBE will work more actively with in the future? 
 
Communication: 

Communication between USBE and employers; does it exist? How does it 
work in practice?  

Does the Business School set requirement on the business world and vice 
versa? Does USBE develop courses and programs that are in line with the 
requirements of recruiters?  

What meaning does the contact between students, companies and USBE 
have?  
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Appendix 7: E-MAIL TILL MEDVERKANDE I FOKUSGRUPPER 
(skickades till medverkande innan mötet) 

 
 
Hej,  
 
Just nu skriver vi vår magisteruppsats inom management här på USBE. Vad är då mer 
passande än att belysa talent management samt undersöka USBE studenternas 
anställningsbarhet ute på arbetsmarknaden? Detta för att få en bild över hur vi tillsammans 
(studenter och anställda) kan arbeta för att stärka USBE’s varumärke och bli mer attraktiva 
bland företagen. Som ett steg i detta led har vi bokat upp intervjuer med ett tiotal rekryterare 
och HR-chefer som arbetar på huvudkontoren på några av Sveriges mest attraktiva företag. 
 
För att komplettera rekryterarnas perspektiv önskar vi sätta samman en diskussionsgrupp 
bestående av ett antal anställda vid USBE. Tillsammans med er vill vi bland annat diskutera 
USBE’s anseende, nytänkande samt på vilka punkter vi kan bli mer konkurrenskraftiga.  
 
Vi önskar samla er, Sofia Isberg, Lars Lindbergh, Helena Renström, Susanne Schmidt, Anders 
Söderholm och Louise Tetting. Med er goda insyn i verksamheten tror vi att ni starkt kan bidra 
till vår undersökning. 
 
Vi har förståelse för att detta kan vara svårt att samordna, men vi hoppas att så många som 
möjligt av er kan delta. Vi önskar träffa er onsdag 27/2 på förmiddagen eller torsdag 28/2 på 
eftermiddagen. Mötet beräknas ta mellan 30-60 minuter.  
 
Om du har möjlighet att delta någon av dessa dagar, hör av dig om vilken tid som passar 
bäst så samordnar vi ett möte. 
 
Vi ser fram emot er medverkan! 
 
Med vänliga hälsningar 
 
Johanna Hellqvist, Lina Karlsson, Sara Uddén 
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Appendix 8: E-MAIL TO DISCUSSION GROUP PARTICIPANTS 
(Sent to participants before the meeting) 

 
 
 

Hello,  
 
We are now writing our master thesis within management here at USBE. What would then be 
more suitable than enlightening talent management and investigate the employability of 
USBE students on the the job market? By doing this we strive to get a picture of how we 
together (students and staff) can improve the USBE brand and become more attractive 
among companies. For this thesis, we have booked interviews with around ten recruiters and 
HR managers who work at head offices at some of Sweden’s most attractive companies.  
 
As a complement to the recruiters’ perspectives we would like to arrange a group discussion 
consisting of a number of USBE staff. In the discussion groups we would like to bring up USBE’s 
reputation, level of innovativeness, and in what areas that could be improved.  
 
We would like to gather you, Sofia Isberg, Lars Lindbergh, Helena Renström, Susanne Schmidt, 
Anders Söderholm and Louise Tetting. With your extensive insight in USBE we believe that you 
can contribute a great deal to our research.  
 
We understand that there can be difficulties to arrange a time that suit everyone, but we 
hope that as many of you as possible can participate. We would like to meet with you either 
on Wednesday 27/2 in the morning or on Thursday 28/2 in the afternoon. The meeting will 
take approximately 30-60 minutes.  
 
If you are able to participate any of these days, please let us know so that we can arrange a 
meeting.  
 
We look forward to your participation! 
 
Kind regards, 
 
Johanna Hellqvist, Lina Karlsson, Sara Uddén 
 


