
 

Who are we?  

A quantitative study on the employer brand of Lycksele 
municipality 

Authors: Denise Ampuero  
 Helena Storsten 

Supervisor: Galina Biedenbach 
 

 

Student 
Umeå School of Business and Economics 
Spring semester 2013 
Bachelor thesis, 15 hp 



ii    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iii    

 

 

“ Lycksele - staden i Lappland, kommunen 

   med guldkant 

          ” 
“Lycksele – the town in Lapland, the municipality with a silver lining” 

(Lycksele kommun, 2013) 

 

 



iv    

 

 



v    

 

 

ABSTRACT 

The main purpose of this thesis is to investigate the impact of the factors of attractiveness, 

organization and reputation on corporate brand identity of Lycksele municipality from the 

viewpoint of current employees. To achieve this, a conceptual framework and hypotheses 

were constructed that would allow us to test positive significant effects between factors. In 

our model, we have examined predicted factors consisting of attractiveness, organization and 

reputation. We believed that these would have an impact on the employees’ perception of the 

corporate brand identity, which in turn would influence the predicted outcomes, pride and 

affective commitment. We discovered knowledge gaps within the field of employer branding, 

which formed our conceptual model. The reason why we chose to include the stated factors 

and outcomes in our conceptual framework is because we believed the predicted factors 

reflect the employees’ personal opinion on their own situation as employees of Lycksele 

municipality. The outcomes, pride and affective commitment, were chosen because they 

portray the employees’ personal judgment of the entire workplace. The conceptual model and 

the hypotheses aided us in answering the research question, which goes as follows: 

 

- What kind of effects do the factors of attractiveness, organization and reputation have on 

the perception of the corporate brand identity within the teaching profession? 

This thesis was written on commission for Lycksele municipality and used a quantitative 

approach to conduct a probability sample from the employees in the teaching sector. From the 

statistical software SPSS, we have performed Cronbach’s alpha test, Pearson Correlation and 

three regressions that facilitated the testing of our conceptual model. The findings 

demonstrated that the model was partially supported. Social values of attractiveness, 

organizational culture and perceived corporate reputation were the factors with direct impact 

on corporate brand identity. Furthermore, corporate brand identity had a positive significant 

effect on pride and affective commitment. These results provided empirical evidence that our 

conceptual framework was valid, as each of the constructs showing significant effects were 

derived from the three different categories of affecting factors. Besides our theoretical 

contribution in the research of employer branding, we have detected areas that are in need for 

improvement and matters that are relevant for Lycksele municipality to modify in order to 

attract the best candidates.  
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1. INTRODUCTION 

This chapter introduces and discusses the problem background that sets the ground for this 

thesis. Further, we present the research gap and explain how this study will contribute to 

existing knowledge. Finally, the research question and the purpose are stated and clarified. 

1.1 CHOICE OF SUBJECT 

The authors of this thesis, Denise Ampuero and Helena Storsten, are currently in their third 

year of the  nternational  usiness Program at  me   chool of  usiness and  conomics at 

Umeå University. We have both an interest for marketing, advertising and branding. While 

we often discuss how different organizations portray themselves towards media and their 

target customers, this thesis increased our understanding of how employees think of their 

organization and employer. Our academic years have consisted of a wide array of business 

courses and we wanted to write this thesis about a current practical problem from the business 

community. Therefore, we searched within the Västerbotten region to find a suitable company 

to write on commission for. 

We came in contact with Lycksele municipality that was searching for students writing 

examination projects with a focus on marketing. As will be further discussed, this region 

prospects difficulty when attracting new employees within the teacher sector and 

simultaneously has deep economic problems. Together with our contact person at Lycksele 

municipality, we decided to focus on the teaching sector in our thesis. This sector has 

currently been a hot topic both in the regional and national media. Since we believe that this 

sector is among one of the most important sectors for the development of our society, we saw 

this field as exciting. We aim to find areas of improvements based on their current employees’ 

thoughts and feelings in order to be able to overcome future problems when attracting the best 

candidates.    

1.2 PROBLEM BACKGROUND 

The profession of teachers is one of the most important factors of a functioning society, with 

the mission to nurture children and youth into competent adults. The quality of the knowledge 

they pass on to their pupils is an investment for the future. In recent days, the decreasing 

quality of Swedish education has become a national problem, and can be directly associated 

with the salaries paid to teachers throughout the country (Lärarförbundet, 2011). The Swedish 

Teachers’  nion, Lärarförbundet, has released a series of reports in which they state the 

reasons as to why the teaching profession in Sweden is becoming less and less attractive. 

Compared to an equally well-trained civil engineer, a primary school teacher earns around 

10.000 SEK less every month (Lärarförbundet, 2011). Consequently, teachers receive a much 

lower pension. After 15 years in the profession, Swedish primary school teachers earn less 

than their colleagues in many other countries (Lärarförbundet, 2011). When the OECD ranked 

32 countries, teachers’ salaries in Sweden were placed in an unflattering 23rd place 

(Lärarförbundet, 2011). About 80 000 teachers, four out of ten, are considering leaving the 

profession and the main reason is the salary (Lärarförbundet, 2011). If the reduction in 

number of applicants to the teacher programmes continues, as it has for the past 25 years, the 
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last competent applicants for admission to the teacher education will be in 2028 

(Lärarförbundet, 2011). 

 

The northern Swedish municipality of Lycksele is one that has recently been suffering from 

economic problems. Lycksele municipality made a poor economic performance in 2012, 

making a loss of 26 million SEK (SVT, 2013). One of the causes of the economic downturn 

is, paradoxically, due to the municipality hiring new staff of 60 people, without having any 

control of the number of recruitments and of the money spent on the expansion (SVT, 2013). 

Lycksele municipality’s economist claimed that within preschools and schools, the classes are 

reduced in number, while the number of employees’ increases. The municipality has had to 

take an emergency loan of 25 million SEK to meet their current expenses (SVT, 2013). 

Approximately half of the population works for the public sector in Lycksele, making it the 

largest employer in the entire municipality (S. Johansson, personal communication, 10th of 

April, 2013). Another reason behind Lycksele municipality’s decreasing economy is partly 

due to more people moving out of the municipality than people moving in. In 2011, 510 

people left the municipality, and 451 people moved in (Lycksele kommunfakta, 2012). 

 

One group of employees within Lycksele municipality that has been affected the most by the 

weakening situation is the teachers. The human resource department has established that the 

municipality as an employer has a hard time attracting new employees and maintaining the 

existing ones satisfied and motivated (S. Johansson, personal communication, 10th of April, 

2013). They have come to the decision that their employer brand needs to be defined and 

improved in order to enhance the situation for the teachers working for the numerous schools 

around the municipality. In many cases, the problem is that many actively opt out on jobs of 

the municipal kind, which includes the teaching profession, because people believe they know 

that the conditions are worse and the tasks are less challenging than in the private sector 

(Dyhre, 2013, p. 23). 

1.3 THEORETICAL BACKGROUND AND RESEARCH GAP 

The concept employer branding was first mentioned in the 1990’s in an academic article by 

Ambler and Barlow (1996), and is vital to understand in order to attract the best candidates to 

an organization, and to maintain the current ones. The definition chosen to explain employer 

branding is presented by Backhaus and Tikoo (2004) as a perception of the organization as a 

desirable place to work within the external labor market. A well-developed employer brand 

will increase the quality and quantity of applicants, as described by Collins and Han (2004). 

Before dwelling into employer branding, we first focus on the importance of corporate 

branding. Faust and Eilertson (1994) propose that corporate brand identity is concerned with 

the defining characteristics that illustrate the organization, and assists organizations in 

identifying how they can utilize corporate brand identity to regulate employee actions. 

Corporate branding is a more general term than employer branding, and, as can be read by the 

name, applies mostly to corporations. We believe that corporate branding can be used in the 

case of a non-profit governmental body, as Lycksele municipality, since its functions and 

departments are very similar to that of a company.                                                     

 

Our contribution will be illustrated in a conceptual model. In this model, we have chosen to 

include constructs of organizational culture and several values of attractiveness, since these 

will help us to explain the internal dimensions of corporate brand identity. This concept 
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is defined by Mosley (2007) as the match between the promise that an organization wishes to 

communicate to external stakeholders, and the employee’s expectations of the organization. 

According to Beyer et al. (2000), organizational culture has a strong impact on the employees' 

commitment and satisfaction and Berthon et al.  (2005) discuss values of attractiveness that 

need to be fulfilled to make the employees' perceive their organization as attractive.  

Furthermore, pride and perceived corporate reputation provide an external view of their 

corporate brand identity, which are information that spreads out from the organization 

through the employees' (Helm, 2011). We argue that both internal and external viewpoints are 

important to take into account when discussing Lycksele municipality’s employer brand.  

 

As relevant outcomes of corporate brand identity, we have considered pride and affective 

commitment. Pride is described as the result of employees’ perception and experiences about 

their organizations (Arnett et al., 2002). Affective commitment emphasizes the employees’ 

sentimental connection to the organization (Rhoades et al., 2006). The outcomes are 

important to consider in regard to the employer brand because they are factors that the 

employees express to the external environment when portraying the employer brand. 

 

Our model tests the effects of the predictors on corporate brand identity and then the impact 

of corporate brand identity on the predicted outcomes. By structuring our study like this, we 

make a contribution to existing knowledge. Using the constructs that we have chosen and 

combining them to investigate if they affect the perception of the corporate brand identity has 

not been done before. Moreover, we have not come across any previous study that has 

examined the effect of corporate brand identity on our chosen predicted outcomes: pride and 

affective commitment. This two-step study lets us evaluate how the selected factors affect 

corporate brand identity and indirectly influence the outcomes. 

 

Our study has been performed on a public sector entity, which works in a non-profit manner. 

Previous research is performed on either companies, measuring the perceptions of the existing 

employees (Wheeler et al., 2006), or on university students to measure their attitudes as 

potential employees (Berthon et al., 2005). Throughout our literature review we have not 

come across any study measuring employer branding or corporate brand identity of 

governmental or municipal organizations. Moreover, no previous study has researched the 

teaching sector’s perception of their current employer brand. As for our conceptual 

framework, it is unique in that we have carefully selected our factors and outcomes in order to 

make it suitable for a communal entity, such as Lycksele municipality. More specifically, if 

the study would focus on a specific firm, one might have measured factors concerning with 

profit, performance and efficiency. The factors chosen in our model are appropriate for the 

non-profit organization in focus and unique for research on employer branding. 

1.4 RESEARCH QUESTION 

“What kind of effects do the factors of attractiveness, organization and reputation have on the 

perception of the corporate brand identity within the teaching profession?” 
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1.5 PURPOSE 

The purpose of this thesis is to investigate the impact of the factors of attractiveness, 

organization and reputation on corporate brand identity of Lycksele municipality from the 

viewpoint of current employees. Furthermore, we will examine the teachers’ perception of the 

factors affecting the employer brand of their workplace, meaning the respective schools 

within the municipality of Lycksele, and of their employer, the municipality itself. Most 

importantly, we specifically develop a conceptual model that is used to measure the effects of 

the factors on our predicted outcomes, such as affective commitment and pride, through 

corporate brand identity. 

 

Since we are writing on commission, we will provide Lycksele municipality with 

recommendations on how to improve their corporate brand identity. Based on what our 

research shows, we will be able to provide Lycksele municipality with suggestions on how to 

work with their employer brand. We aim to find strengths and weaknesses regarding Lycksele 

municipality as a workplace so that they can use this knowledge in order to improve their 

situation. We explain the implications of the research, limitations and provide 

recommendations for future research. 

1.6 SCOPE OF THE STUDY 

This thesis will focus on the corporate brand identity of the teacher sector within Lycksele 

municipality. One reason why this was decided on was due to us being told that this sector 

has been suffering the most from Lycksele municipality’s worsening situation. Given more 

time, the study could have been performed on the entire workforce within the municipality. 

However, an obstacle to this is that only the communal workers working full-time have an  

e-mail address. Since 34% of all working women within Lycksele municipality, and 24% of 

all men work part-time (Lycksele kommunfakta, 2012), we would miss out on a large number 

of important respondents in a potential survey measuring all employees. 

 

As for the theoretical scope of this study, the academic articles that have been most relevant 

for us are those focusing on employer branding and corporate brand identity. Also, we have 

limited our literature review to articles and books focusing on our affecting factors of 

attractiveness, organization and reputation as well as the outcomes such as affective 

commitment and pride. Focusing our literature review on these topics we have been able to 

evaluate the articles and theories and select the ones we perceive to be the most appropriate 

for this thesis. The articles chosen have not only helped us to understand employer branding, 

the factors and outcomes better, but also helped us to select the most reliable scales for our 

questionnaire. 
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2. SCIENTIFIC METHOD 

This chapter explains our research philosophy, research approach that laid ground for this 

study. At the end of this chapter we explain the choice of theories used in this thesis, and 

also provide criticism on these sources. 

2.1 ONTOLOGY 

To clarify our philosophies of science, we begin by presenting our ontological orientation. 

The ontological field of philosophy examines the essence of reality or being (Saunders et al., 

2012, 130). Our ontological position in this thesis is objectivistic, since this suggests that 

social bodies are considered to be objective entities that have an “external reality to social 

actors” (Bryman & Bell, 2011 p. 21). In other words, social phenomena have an existence 

that is independent of social actors. This external reality is, according to this viewpoint, 

outside our grasp or impact (Bryman & Bell, 2011, p. 20). An organization, in this case 

Lycksele municipality, signifies a social order since it applies pressure on employees to 

follow the constraints of the organization.  

The opposing ontological stance, constructionism, implies that social entities are considered 

to be “social constructions built up from the perceptions and actions of social actors” 

(Bryman & Bell, 2011, p. 21). This view discards the objectivist notion that a category, such 

as an organization, is prearranged and opposes the idea of social actors as external realities 

that they cannot control. Instructions and norms in organizations are therefore, according to 

this perspective, not pre-existing, but rather worked at. Social actors might set various 

understandings on the situations that they find themselves in (Saunders et al., 2012, p. 131). 

These assorted understandings are prone to influence the actions of the employees and the 

way they socially interact with others. The employees are then not only interacting with their 

environment, but are also seeking to fully understand it through their analysis of events 

(Saunders et al., 2012, p. 132). We are aware that the study on employer branding can provide 

fruitful results if it would be conducted by following the position of constructionism and 

exploring social constructions by different actors. Nevertheless, significant theoretical 

contribution can be also made based on objectivism. We will follow the latter position in our 

study and aim to objectively examine our chosen research phenomena. 

2.2 EPISTEMOLOGY 

Epistemology is concerned with how knowledge is obtained and how it should be examined 

and validated (Bryman & Bell, 2011, p. 15). In other words, this philosophical position 

concentrates on what makes up acceptable knowledge in a branch of learning (Saunders et al., 

2012, p. 132). While writing a thesis within the field of Business Administration, it is 

important to grasp what can be passed as acceptable knowledge. According to Bryman and 

Bell (2011, p. 15). There are three main approaches when considering epistemology; 

positivism, interpretivism and realism. The three doctrines are preoccupied with whether or 

not the methods of the natural sciences can be applied to the social world. 
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The approach we embrace is the positivist aspect of epistemology, due to the purpose of this 

study. The doctrine of positivism supports the use of the methods of the natural sciences to 

study social phenomena. Positivism establishes clear differences between theory and research 

(Bryman & Bell, 2011 p. 15). In this approach, the function of research is to test theories and 

to deliver substance for the development of laws. Saunders et al. (2012, p. 134) support this 

idea, and state that once the researcher has gathered data about a detectable reality, he or she 

will seek symmetries and contributing relationships in the data in order to produce law-like 

generalizations. This link between theory and research implies the insinuation that it is 

possible to gather observations in a way that is not affected by established theories. As 

positivists, our standpoint is that only observable phenomena can provide us with credible 

data (Saunders et al., 2012, p. 134). This is why we use existing theories to create our own 

conceptual framework, presented in the next chapter, further test it and examine our collected 

data about the perception of the employer brand. 

Interpretivism is the second epistemological approach, often connected with qualitative 

studies. Interpretivism represents another course of action to the positivist belief that has been 

around for years (Bryman & Bell, 2011 p. 16). It embraces the fact that an approach is 

required that acknowledges the distinctions between people and of the natural sciences and 

therefore demands the social scientist to comprehend the particular meaning of social action 

(Saunders et al., 2012, p. 137).  Scientists that take on this tactic are frequently disapproving 

of the use of the scientific model to the social world. The study of social phenomena demands 

a distinct reasoning of research procedure that mirrors the uniqueness of humans as against 

the natural order (Bryman & Bell, 2011 p. 16). Interpretivism is a more appropriate position 

when conducting qualitative research, since it is concerned with the researcher having to 

embrace an empathetic attitude towards social actors, or humans, where he or she has to enter 

the social world of these, and understand the world from their perspective (Saunders et al., 

2012, p. 137). In our study, we are not aiming to explore meaning by rather to examine 

generalizations regarding employer branding. Therefore, our beliefs follow positivism, and 

defer from interpretivism. 

The final epistemological position, realism, is the idea that the natural and social sciences 

ought to employ the same types of approaches to the gathering and explanation of data and to 

the explanation (Bryman & Bell, 2011 p. 17). The realist stance also emphasizes the 

commitment to the opinion that there is an “external reality to which scientists direct their 

attention” ( ryman &  ell, 2011 p. 17).  n other words, the authors explain that there is a 

reality that is independent of our descriptions of it. This epistemological position differs from 

our views on how knowledge should be developed and examined. 

2.3 RESEARCH METHOD 

In this thesis, we review previous literature, propose conceptual model and state hypotheses in 

order to analyze significance among factors and outcomes that affect the perception of 

employer branding. Therefore, we will follow the deductive approach. The deductive 

approach also corresponds to our ontological orientation of objectivism and the 

epistemological position of positivism.  

 

Deduction can at first glance appear very linear. The concept implies a process where a theory 

is broken down to hypotheses that are tested against the data collection (Bryman & Bell, 
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2011, p. 11). The hypothesis needs to be translated into optional terms to match the data 

collection. The findings from this activity enable the researcher to reject or confirm the 

hypothesis. The final step is to revise the theory. The nature of the relationship between 

theory and research is typically described by this deductive theory (Saunders et al., 2012, p. 

48). This stepwise description of deduction is in reality far more complex until the researcher 

is finished with his or her study. Reasons for this might be that the collected data cannot be 

matched with the stated hypothesis or new published findings that have an impact on the 

findings (Bryman & Bell, 2011, p. 12). The alternative to deduction is induction, which, in 

short terms, is data driven process that builds new theories based on the findings of the 

observations in order to find patterns (Saunders et al., 2012, p. 48). The inductive approach is 

frequently used in qualitative studies (Bryman & Bell, 2011, p. 13). 

2.4 RESEARCH APPROACH 

“Quantitative and qualitative researchers are typically interested in both what people do and 

what they think, but go about the investigation of these in different ways” ( ryman &  ell, 

2011, p. 260). The authors mention the differences between quantitative and qualitative 

research in terms of research strategies, is in their research approach, epistemological position 

and ontological position. Prior to choosing one method to use when collecting data, it is 

suggested that both research approaches be deliberated and assessed in order to find the most 

suitable strategy, which corresponds the problem background and purpose of the thesis 

(Saunders et al., 2009, p 362). When meeting our contact person in Lycksele, we found that 

what they were searching for was a general view of how the employees at the municipality 

viewed the brand of Lycksele municipality. As a result of this meeting, we suggested the use 

of a quantitative study, where one of the preoccupations is generalization. This preoccupation 

is, according to Bryman and Bell (2011, p. 163) concerned with how the findings from 

research can be generalized and act as representative as possible. Also, while writing a study 

on commission, it is possible for researchers to choose appropriate methods and in agreement 

with an organization to alter their initial research goal. Nevertheless, a quantitative study 

matched our positivistic view and deductive approach. Therefore, we would pursue an initial 

suggestion by Lycksele municipality to develop a study, which can lead to general findings. 

Apart from the quantitative study we considered performing a qualitative study along with the 

quantitative one. We wanted to study the brand perception of future employees as well, and 

believed in-depth interviews with Umeå University students at the teaching programme would 

give us more knowledge. This idea was however eliminated due to time limitations. 

The quantitative approach is the most suitable strategy for our thesis due to our desire to 

collect numerical data and explore the relationship between our constructs, and to test these 

against the theories presented in the previous chapter. What mostly distinguishes quantitative 

from qualitative research is the creation of hypotheses, which is deduced from theory and 

verified (Bryman & Bell, 2011, p. 151). Hypothesis testing is, however, not entirely limited to 

quantitative research. Another characteristic of quantitative studies is the use of self-

completion questionnaires. In this thesis, we utilized the web-based questionnaire. In 

quantitative research, the use of questionnaires allows gathered information to be transformed 

into data (Bryman & Bell, 2011, p. 152). In our study we encoded and transferred the data to 

an appropriate computer system, which allows it to be analyzed using regression to test the 

effects to discover whether or not, the hypotheses can be supported or rejected. 
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2.5 PRE-UNDERSTANDINGS 

Bryman and Bell (2011, p. 414), indicate that the researcher is most likely to be influenced by 

previous knowledge and experience during the working process. Neither of us has a personal 

relation to Lycksele municipality, nor worked within the teaching sector. Additionally, our 

knowledge of employer branding before the thesis was not extensive. We believe that the fact 

that we are quite unfamiliar with Lycksele municipality is positive for this research. We will 

be objective during this research process in the sense that we do not live or know anyone 

working as a teacher for the municipality. 

According to employer branding theories, we have gained experience from previous 

employers and similarities from consumer marketing courses. Even though our limited 

theoretical knowledge in employer branding can create obstacles for the research because of 

insufficient advanced knowledge in the subject, we have tried to accommodate this by reading 

many academic articles to acquire a deeper understanding about this research area. 

Furthermore, one of us is currently working for a bank that was awarded Employer Branding 

Personality of the year (2010) and Employer Branding Company of the year (2012) and both 

of us have an interest in the field of marketing. 

During our time at Umeå University, we have had the chance to gather relevant knowledge in 

research methodology, critical thinking and have developed our English skills. Our choices of 

approaches, designs and tools in this thesis are to some level based on our strengths as 

researchers. Our aspiration to write on commission suits our outgoing personalities and desire 

to support an organization with an ongoing problem. Our opinion is that we should focus on 

decreasing negative aspects of pre-understandings, since there are always positive and 

negative influences when discussing it. 

2.6 CHOICE OF THEORIES 

The purpose of conducting a literature review is to show how our study enhances the work 

that has already been accomplished on employer branding (Saunders et al., 2012 p. 603). 

Since we have developed a conceptual model that will be tested, we have theories that 

originate from previous research. To show the depth in our subject, we have used relevant and 

general theories in branding and human resources management, since the two doctrines 

combined contribute to the relatively new concept of employer branding. 

We start more general with introducing corporate brand identity, which is defined as the 

associations that an organization has that make it memorable and relatable (Melewar, 2003 p. 

197). We considered it was important to clearly define this concept in the beginning of the 

theory chapter since it is, as mentioned above, one of the foundations of employer branding. 

Within the presentation on theories on corporate brand identity, we chose to discuss the social 

identity theory. This theory is important because it helps to explain how humans identify 

themselves as individuals and as members of a group. Social identity theory is an appropriate 

theory that aids us in creating a bridge between corporate brand identity and employer 

branding. From there, we then continue with the core of this thesis - employer branding. 

When selecting theories concerning employer branding, we chose to only use theories that 

come from academic articles that are ten years old or newer, with the exception of Ambler 

and  arrow’s article from 1996.  ince the authors were the first ones to mention employer 
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branding, we deemed their article highly central to bring up in the theoretical framework. The 

theories and definitions provided in this part aid us in understanding what factors might affect 

the perceptions of the employer brand within our chosen organization. Before moving on to 

these relevant factors, we first introduce the concept of ‘internal employer branding’, and 

explain why this direction is more relevant for our thesis than the opposing direction, 

‘external employer branding’. The main difference between these two is that the former 

concerns current employees, while the latter focuses on potential employees (Backhaus & 

Tikoo, 2004). Since the data collection will include teachers that are currently employed at 

Lycksele municipality, the internal approach is the most important in our literature review. 

Moving on, we present the three groups of factors we believe affect the perception of the 

employer brand: organizational culture, perceived corporate reputation and employer 

attractiveness. The theories chosen to explain organizational culture come from various 

academic articles, though Wheeler’s et al., (2006) study provided us with the most relevant 

views on this subject. Within the subject of culture, we chose to mention employee retention, 

and provide suggestions written by previous research that aids employers in keeping their 

employees. 

Perceived corporate reputation is the second factor affecting the perceived corporate 

reputation that will be measured. The literature review for this concept focused on articles 

examining the effect of reputation on corporate brands. Helm’s (2011) article was helpful in 

describing the importance of reputation within organizations. Explaining and providing 

previous information on reputation is important for this thesis as reputation plays a vital part 

in building not only a successful employer brand, but also an external brand aimed at 

customers. In our case the customers are the residents of Lycksele municipality, for instance 

families with children attending the schools of Lycksele. While reading about corporate 

reputation, we came across previous research by Helm (2011) that discussed the awareness of 

the impact on corporate reputation. Many researchers have studied this phenomenon 

previously. Hence, we believed it was an interesting area to study ourselves to be able to 

explain the how much the employees were willing to contribute to their employer’s 

reputation.  

The third and final factor in the conceptual framework is employee attractiveness. Berthon et 

al., (2005) provide a deep discussion on this topic in their academic article. The concept is 

often defined as the employees’ envisaged advantages in working for a certain organization 

(Berthon et al., 2005). 

Our first outcome in conceptual model is pride, because we expect that by measuring the 

effect of the employees’ perception of the corporate brand identity, we can measure if there is 

a connection between this and pride. According to previous research, White and Locke (1981) 

discovered that pride boosted employee productivity. Pride is also described as a trigger to 

work enthusiasm, approaches, and performance (Arnett et al., 2002; Bouckaert, 2001). 

The final outcome, affective commitment, is derived from various articles, as this concept has 

also been studied extensively previously. Affective commitment embraces the employees’ 

attachment to their organization, in other words, how much they care about it (Meyer & 

Allen, 1991). 
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2.7 CRITICISM OF SOURCES 

This thesis is built on primary and secondary sources. Our primary sources are reports from 

Lycksele municipality and the participants that responded to our survey. Since the participants 

are employed by Lycksele municipality, they will give us invaluable information about their 

perceptions towards the employer brand. We have, with feedback from our contact person at 

Lycksele municipality, tried to make the questions in the survey as understandable for our 

participants as possible. 

When conducting this research, we required a critical view of the literature used. To get a 

broad spectrum of knowledge in the field of employer branding, we have used many different 

types of secondary sources. Academic journals are primarily the base of our theoretical 

framework, although books related to the topics have aided in explaining certain concepts 

deeper. The scientific articles are collected from EBSCO (Business Source Premier), 

EMERALD Group Publishing (www.emeraldinsight.com) and Google Scholar 

(www.scholar.google.com). First, we started reading about corporate brand identity and 

employer branding by going through referred academic articles in the field of marketing. 

According to Saunders et al., (2012, p. 84), these articles are the most suitable to use because 

they are written and evaluated before publishing by experts in the research area. Thereafter, 

we continued with some professional journals to acquire a broader understanding of earlier 

experiments in the field. Before we cited or supported our theoretical framework with certain 

articles, we discussed their vested interest, expertise and reputation, and checked if they were 

up to date and had been cited in other articles. Furthermore, we gained additional information 

by reading articles that was referenced by the referred academic articles. These articles were 

collected from the search engines already mentioned and we judged their trustworthiness in 

the same manner. By collecting information from the original sources and using wide variety 

of sources, we aimed to decrease the risk of misinterpretation, bias or invalid information. 

This ensured us that we did not refer to unreliable sources and did not pass on information 

that we had wrongly interpreted. 

Our scientific and practical methods described in chapter two and chapter four, respectively, 

are mainly based on the books written by Bryman & Bell (2011), Saunders et al., (2009; 

2012) and Shiu et al. (2009). Since these books are based on several sources and written for 

research in Business Administration, we argue that they are credible to use in this thesis. 

In order to find relevant articles in the databases to develop our conceptual model, we have 

used the following keywords; Employer brand, employer branding, employer + satisfaction, 

employer brand attractiveness, employer brand perceptions, corporate brand identity, 

organizational culture, employer brand + organization, internal employer brand, external 

employer brand, affective commitment, employer pride and social identity theory.  

We evaluated primary and secondary sources, and concluded that they were appropriate for 

this research purpose. 

 

 

 

 

http://www.emeraldinsight.com/
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3. THEORETICAL FRAMEWORK 

This chapter presents previous literature on employer branding and explains main theories 

related to the subject. We start by presenting some definitions of corporate brand identity 

and how it affects an organization. Furthermore, we present our conceptual framework 

which starts by introducing the three factors which affect the perception of the employer 

brand; attractiveness, reputation and organizational culture. We then describe how these 

factors affect the level of employees’ affective commitment and pride. 

3.1 CORPORATE BRAND IDENTITY 

Corporate branding is an appropriate term to start defining in the theoretical framework since 

its focus lies in the internal factors of a company that can be applied to a governmental body, 

such as the municipal entity of Lycksele municipality.   

The concept is defined by various authors as “the set of meanings by which a company allows 

itself to be known and through which it allows people to describe, remember and relate to it” 

(Melewar, 2003 p. 197) and, "Brand identity is much more than a logo; it is the name, 

personality, and defining attributes that represent the company and its products” (Faust & 

Eilertson, 1994, p. 86). 

 

From these definitions, we can agree that it is of importance that the organization informs its 

employees of the corporate brand values, in terms of identity, values and culture of the 

organization (Wheeler et. al, 2006). What the organization wants to promise to their final 

customers needs to have been confirmed and corresponded to the employee’s rational and 

emotional expectations (Mosley, 2007; Olins, 2004; Wheeler et. al, 2006). If they manage to 

convey these terms, the employee’s commitment of delivering the brand promise will increase 

due to the appreciation for their roles (Heskett, 1987). In contrast, if the organization fails in 

conveying their corporate brand values to new employees, these newly recruited will validate 

their employment decision. Previous studies have presented that this type of failure has 

negative effects, such as increased employer turnover (Schein, 1985; Backhaus and Tikoo, 

2004; Wheeler et. al, 2006). 

 

During the recruitment process, the applicants set their personalities, needs and values in 

comparison to the organizations (Foster et al, 2010), described as value-goal congruence 

(Wheeler et. al, 2006).  The clearer the described value-goal congruence during this process, 

then the higher possibility that selected potential employees become more committed, better 

performing and more satisfied within the organization. This notion is similar to internal 

marketing, which stresses that employee satisfaction and motivation is vital for employees to 

remain in the organization (Ahmed & Rafiq, 2003).   

 

The level of managers’ understanding of corporate brand identity can influence employees’ 

post-hire actions (Wheeler et. al, 2006). A deep understanding of this concept contributes to 

employees’ decisions to stay within the organization. With employee retention, the 

organization will contribute to higher quality when satisfying their customers’ needs. 

 

The studies on corporate brand identity are often based on the social identity theory, which is 
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described as “the perception of oneness with or belongingness to some human aggregate” 

(Ashforth & Mael, 1989, p. 21). This theory is used in order to examine the relationship 

between employee perceptions of corporate brand identity, and their intent to remain with the 

organization with personality influences from the employee. Social identity theory contains 

both personal identity view and social identity view, and provides significant implications for 

the role of organizational culture in leveraging the firm's corporate brand identity to decrease 

employee turnover (Wheeler et al., 2006). Furthermore, social identification can lead to 

certain individuals internalizing the values, beliefs and attitudes of the group in which the 

individual belongs (Ashford & Mael, 1989; Ellmers et al., 2002; Yang & Allenby, 2003). 

Finally, the prestige of a group appears to increase the motive to belong to that group, so it 

seems appropriate to examine what type of personality characteristics engenders employees to 

belonging to an attractive group (Wheeler et. al, 2006). 

                            

3.2 EMPLOYER BRANDING 

Foster et al. (2010) describe the close relationship between corporate and employer branding. 

When potential employees consider working for a specific organization, they look at the 

corporate brand of that organization, and create a perception of it as a workplace (Foster et 

al., 2010). This perception of a workplace is what marketers have named employer branding. 

An appropriate definition is provided by Moroko and Uncles (2008), and Foster et al. (2010), 

who explain employer branding as a contract held between the employer and employee. In 

contrast, corporate branding is concerned with the contract between the organization and the 

customers (Olins, 2004). 

The classical definition of employer branding was initially proposed by Ambler and Barrow 

(1996, p 187) who described it as "the package of functional, economic and psychological 

benefits provided by employment and identified with the employing company". Extensive 

research has been conducted in this subject and a revised definition from Mosely (2007, p. 

130) states that employer branding has "to provide a coherent framework for management to 

simplify and focus priorities, increase productivity and improve recruitment, retention and 

commitment". 

 

Overall, there are several advantages with having a strong employer brand. One of them is 

that organizations can decrease the recruitment costs. Further, employee relations and 

retention are improved with a strong employer brand (Ritson, 2002, p 24). Mosley (2007, p. 

126) mentions, “engaged and satisfied employees are more likely to deliver a consistently 

positive service experience”. This means that employees are convinced that the association 

with the brand of their employer is positive are more likely to do a better job and increase the 

quality of the product or service provided by the organization. Another important advantage 

of effective employer branding is that it leads to competitive advantage. Berthon et al. (2005, 

p 152) claim that “intellectual and human capital is the foundation of competitive advantage 

in the modern economy”, meaning that effective employees are what give organizations the 

opportunity to outperform competitors.  

 

Mosley (2007) argues that the weakness of employer branding is that the focus is only on the 

communication, and the delivery of brand promise and values to potential workers. Despite 

Backhaus & Tikoos (2004) statement that employer branding concerns both internal and 

external activities, Mosley (2007) confirms that employer branding is, in practice, 
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limited largely to communication in recruitment, with the purpose to "match" the 

organization's values with new recruits. This view is shared by Foster et al. (2010) who also 

claim that employer branding in general has an external focus. Mosley (2007) further states 

that the function of employer branding should not only be a promise fulfilled at employment, 

but that the contract applies to both sides. Unless the job seeker is informed and aware of 

what is expected of him or her, he or she cannot fully reach the expectations of the 

organization, and the brand promise in turn cannot be achieved to customers and other 

stakeholders (Mosley, 2007). Mosley (2007) also confirms that employer branding should be 

more focused on the employee's perception of the organization as an employer in its entirety, 

and that employer branding should focus both internally and externally. 

3.3 INTERNAL EMPLOYER BRANDING 

Internal employer branding means that employers advertise themselves to existing employees 

by developing and motivating them, with the purpose of avoiding high employee turnover, 

and staying at the organization (Foster et al., 2010). The goal is to allow employees to 

perceive their organization as an attractive workplace. As stated above, employer branding 

has largely focused on providing an attractive image to external stakeholders, in other words, 

potential employees. 

 

Previous studies refer to external employer branding as the other side of the coin that is 

addressed to the outside labor market. External employer branding are the activities and 

marketing designed to attract potential employees to the organization. 

 

This thesis will focus on those employees that are already within the organization. Therefore, 

it is important to consider a term similar to internal employer branding which is internal 

branding. This concept is concerned with how the values and behavior of employees can be 

associated with a brand’s desired values (Harris & de Chernatony, 2001). This means that the 

values and beliefs of the employer are reflected in the minds of the employees. This can be 

linked to internal employer branding in the sense that the employees behavior can contribute 

with creditability of the organizations advertised brand values (Berthon et al., 2005). Harris 

and de Chernatony (2001), stress the importance of understanding how to connect the parties’ 

values and behavior, in order to keep the creditability. 
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FIGURE 1. EMPLOYEE BRAND EXPERIENCE FRAMEWORK, (MOSLEY, 2007, P. 131) 

 

In order to explain a well functioning employer brand, we will discuss the concept of cyclic 

activities (Mosley, 2007) and apply a linear perspective (King & Grace, 2008). We consider 

these views to be central for us, to determine factors that can potentially affect the outcome of 

the employer brand in relation between the brand, employees and prospective employees.  

 

Figure 1 illustrates that the employer brand experience from an external viewpoint during the 

recruitment process can be divided into “everyday experience” and several common “process 

touch-points” (Mosely, 2007). The mid-circle represents the internal working system, when 

commitment from management is attached to the brand values, while the touch-points 

correspond to the contact an organization has with the staff. The contact refers to internal 

communication, training, evaluation and systems for reward and recognition. All processes in 

the outer circle are worth analyzing when understanding the perceptions of the brand from the 

perspective of the employee and to decrease the employee turnover. This integrated approach 

is mainly focused on communication, which Mosley (2007) claims to be frequently seen as 

superficial. Meyer and Schwager (2007) declare the importance that firms map the corridor of 

touch points to avoid loopholes of customer expectations. Therefore, it is vital that the 

managers identify the touch points, which have caused most harm to the customers (Meyer & 

Schwager, 2007). 

 

To summarize this model, internal branding can be argued to be a broader activity focusing on 

the organization's overall goals and visions (Mosley, 2007). 
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FIGURE 2. EMPLOYEE BRAND COMMITMENT PYRAMID (KING AND GRACE, 2008, P. 370) 

In contrast to Mosley (2007), King & Grace (2008) illustrate a linear “employee brand 

commitment”. The pyramid explains information related to the organization and 

communicated to its employees which increases entirety employees’ engagement to the brand 

(King & Grace, 2008). This is explained by the fact that when the employees feel a high sense 

of belonging, they are more keen on and contributing to the development of the firm and 

achieving the objectives and goals (King & Grace, 2008).  

 

Figure 2 identifies three main activities and channels where the employees obtain information 

related to the brand. Technical information, commitment to the job and brand related 

information are the three components that increase employee commitment towards the firm. 

The minimum requirement at the bottom, technical information, is essential to be provided to 

the staff to allow them to comprehend what is required from them, and to let them undertake 

the tasks associated with their occupations (King & Grace, 2008). When you posses enough 

technical information, it is, according to King and Grace (2008) very likely that the 

employees are committed to their tasks. In order to go further along the pyramid, the 

employees have to develop strong brand commitment. To achieve this, the employees need to 

be informed with brand related information. 

 

Employees who feel that they have received suitable training concerning their technical skills 

and information about the organization's current market position, customers or organizational 

changes were more committed towards the brand (King & Grace, 2008). These channels and 

activities therefore contributed to keeping employees ‘together’ through a common 

organizational culture. As the employees' skills, knowledge and experiences enhance 

productivity, they would be treated as capital that is too valuable to be lost for the firm. In our 

study, we focus on corporate brand identity. We conceptualize it by using definitions stating 

that organizational culture, reputation and attractiveness are the key variables that will affect 

corporate brand identity. Our conceptual framework is presented in the end of this chapter. 
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3.4 ORGANIZATION 

Webster (1992) explains that the human system in an organization - that is, the employees - is 

in need of 'glue' to make behavior to coalesce. Without this 'glue', the employees will not have 

thematic consistency, which leads to difficulties in understanding when or how to direct their 

energies. Thematic consistency is provided by organizational culture (Webster, 1992), which 

is the first factor that we believe contributes to the perception of the employer brand.  

The importance of organizational culture can be explained by the fact that employees of the 

organization strongly hang on to the values, expectations and norms rooted in the 

organizational culture (Wheeler et al., 2006). Strong organizational culture leads to higher 

employee retention, and also increases the commitment and satisfaction of the employees 

(Beyer et al., 2000). This proposition means that when employees share the values, beliefs 

and attitudes of the organization, a stronger organizational culture is achieved, and the 

employees become more willing to express the culture to others (Wheeler et al., 2006). This 

approach highlights the power of word-of-mouth among employees. An organization with a 

strong organizational culture has the advantage of being able to use the employees to 

propagate the brand of the organization through word-of-mouth (Wheeler et al., 2006). In 

addition, Chatman (1991) showed that when an organization has a strong organizational 

culture, the employees are less likely to leave their job.  

 

The traditional wisdom is that people become dissatisfied with their jobs, search for 

alternatives, compare those options with their current jobs using an expected-value-like 

decision process, and leave if any of the alternatives are judged to be better than their current 

situation (Mobley, 1977). Prior research demonstrates that the variation in employee retention 

across organizations may be related to organizational culture values (Kerr & Slocum, 1987; 

Kopelman et al., 1990). Kerr and Slocum (1987) and Kopelman et al., (1990) claim that the 

organization’s cultural values affect the strategies of human resource departments. These 

strategies include “selection and placement policies, promotion and development procedures, 

and reward systems”. The strategies then affect the minds of the employees and help them 

decide whether to be loyal and committed or not toward the organization. Kerr and Slocum 

(1987) provide good suggestions that employers should take into account if they want 

employees to remain within an organization. In order to achieve this, the authors state that 

organizational cultures should: 

 

 Emphasize values of teamwork 

 Emphasize values of security 

 Respect individual members 

 

By following these suggestions, the authors claim that employees will show more loyalty 

toward the organization and stay committed in the long run.  

3.5 REPUTATION 

In order to understand the perception of employer branding, it is vital to grasp corporate 

reputation. Svendsen (1998) stated that a good reputation aids both in attracting and keeping 

current employees. Additionally, Fombrun et al. (2000) clarified that the highest reputation 

influence is achieved through employees. Reputation can in various ways, 
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directly/indirectly or voluntarily/involuntarily, spread the employees perception of the firm 

(Helm, 2011).  

 

Helm (2011) explains that corporate reputation is a collective construct. The public 

perceptions affect the employees’ opinion of the firm, however at the same time, employees 

actively shape other stakeholders' perceptions of the firm. An important factor affecting the 

employees' decision to join and stay with an employer is the employees’ interpretation of how 

others perceive their employer. Helm (2011) further explains that the employees’ assessment 

of their workplace is a result of how the public views the employer. Corporate reputation can 

be linked to internal branding, which was mentioned above. According to Helm (2011) 

employees can impact the reputation of an organization because the way they regard the 

employer will determine how other stakeholders, such as future employees, see it. Corporate 

reputation will be used in our study to evaluate of teachers perceptions and opinions of the 

reputation of their employer. 

 

 mployees’ self-esteem is increased when they feel that they belong to an organization with a 

respectable reputation (Cable and Turban, 2003; Elsbach and Glynn, 1996; Riordan et al., 

1997). This establishes a desire for potential employers to enter the organization, and also for 

current employees to remain loyal and protect the good reputation of their employer (Helm, 

2011). “Being part of a well-regarded organization or winning team stimulates human 

behavior” (Carmeli & Tishler, 2004, p. 316), which is likely to increase employees’ self-

esteem. This connection between reputation and self-regard should then affect the employees’ 

pride in membership (Helm, 2011). 

 

This phenomenon can be explained by utilizing social identity theory, which was mentioned 

regarding the corporate branding. We repeat the notion here and link it to reputation. Using 

their social identity to enhance self-esteem (e.g., Tajfel and Turner, 1986), employees act in 

line with the social identity theory and feel a sense of affiliation to their organization. This 

affiliation is described by Haslam (2004) as one of the most important factors in group 

membership. Subsequently, this affiliation plays a big role in influencing the employees’ 

social identity (Ashforth & Mael, 1989; Cable & Turban, 2003; Dutton et al., 1994). 

3.6 ATTRACTIVENESS 

The employer attractiveness can be defined as "the envisioned benefits that a potential 

employee sees in working for a specific organization" (Berthon et al., 2005, p. 151). In order 

for an organization to have strong employer brand equity, the employer has to be perceived as 

attractive by potential employees (Berthon et al., 2005). We apply this idea to current 

employees, since the perception of attractiveness of an organization by current employees is 

equally important. 

 

Berthon et al. (2005) point out five dimensions of employer attractiveness, which are ‘interest 

value’, ‘social value’, ‘economic value’, ‘development value’ and ‘application value’. The 

study contains that employee attractiveness is to be best represented by these dimensions, and 

validated a scale measuring employment attractiveness. The study by Berthon et al. (2005) 

was an expansion to Ambler and  arrow’s (1996) study, considering psychological, 

functional, and economic dimensions. The prior research by Berthon et al. (2005) 

encompassed interest values and social values, which were meant to summarize 
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‘psychological benefits’ assessed by Ambler and  arrow (1996). Further, from Ambler and 

 arrow’s (1996) functional dimension,  erthon et al. (2005) created development value, 

application value and economic value. ‘ nterest value’ is the first of the five dimensions of 

attractiveness, originally tested by Berthon et al., (2005), which evaluates the degree to which 

an employee is attracted to an employer that offers an “exciting work environment” (Berthon 

et al., 2005, p. 159), new work habits and that utilizes its employee’s inventiveness to 

improve its products and services. ‘ ocial values’ measure how much the employees are 

attracted to an employer that has a fun working-environment that is fun, where collegial 

relationships are good. ‘ conomic values’, evaluates the degree to which the employees value 

salary and promotional opportunities. ‘Development values’, are concerned with how much 

an employee is attracted to an employer that encourages its employees and enhances their 

self-confidence through recognition and appraisal. The last dimension, ‘Application values’, 

considers the degree to which employees are drawn to an employer that gives a chance for the 

employee to apply what they have learned in previous education (Berthon et al., 2005). 

 

3.7 PREDICTED OUTCOMES 

Considering the three factors affecting the corporate brand identity and employer brand - 

organizational culture, reputation and attractiveness - we assume that these factors in turn will 

lead to an understanding of the degree of affective commitment and pride towards the 

employer brand. Previous literature has connected affective commitment and pride to the 

factors mentioned above, but has treated them separately, and not considered corporate brand 

identity. In our study, we combine the selected factors, and the outcomes affected by these 

factors to support Lycksele municipality in estimating the perceptions of their employees of 

the employer brand. 

3.7.1 EMPLOYEE PRIDE 

In this study, we will consider employee pride as one of our predicted outcomes when testing 

the perception of the employer brand and corporate brand identity. Helm (2011) links 

reputation with employee pride, and states that if an employee is proud to be within the 

organization, he or she will be more satisfied with his or her job due to the contentment of 

working for an organization that one can be proud of. Further, the author states that 

“employees are associated with the brilliant, as well as the blemished, reputation of their 

employer” (Helm, 2011, p. 661), and this is why pride and reputation are important aspects in 

employer branding. All employees' are representing their employer as brand ambassadors and 

Gotsi and Wilson (2001) argue that when the reputation status is weak, the employees' 

perceive their role as brand ambassadors differently. 

 

Employee pride develops from certain perception about the organization, and also from the 

experiences that the employee has with their organization (Arnett et al., 2002). Furthermore, 

(Arnett et al., 2002) claim that pride also rises from the feelings that one’s activities affect the 

achievements of the organization. Pride is enhanced both by one’s own beliefs about the 

organization, but also by the perception of how other people observe it (Arnett et al., 2002). 

Employees who are proud of their organization consider it to be “important, meaningful, 

effective, and as a worthwhile part of the community” (Arnett et al., 2002, p. 90).  
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3.7.2 AFFECTIVE COMMITMENT 

Affective commitment is defined by Rhoades et al. (2006, p. 825) as the “employees’ 

emotional bond to their organization.” Meyer and Allen (1990) also denote the importance of 

the concept, as it is associated with positive psychological attachments to an organization, 

based on enjoying the workplace and self-recognition. Previous research has shown that 

employees who possess affective commitment are thought of as having a sense of belonging 

that encourages their participation in the activities of the organization (Meyer & Allen, 1991; 

Mowday et al., 1982). When employees’ values are linked with the organization’s, their 

aspiration to continue in the organization, and loyalty towards the brand will be enhanced 

(Kowalczyk & Pawlish, 2002). 

 

McEwan & Buckingham (2001) mention that employee behavior is the outstanding factor 

towards customer satisfaction and brand loyalty. This proposition is supported by previous 

research showing that: if the employees were in unanimity with the brand of the organization, 

they would support the brand when external persons try to perceive the brand (Aurand et al., 

2005). The organization is therefore highly dependent on their staffs’ perceptions of the 

brand. Further, prior study demonstrates that external views of the brand are affected by 

factors such as internal service quality, employer satisfaction and employee retention when 

making perceptions of the brand (Aurand et al., 2005). By creating internal systems focusing 

on the mentioned factors, the employees will be more engaged in the organization’s mission 

and plans when being the representation of the brand (Aurand et al., 2005). 

3.8 CONCEPTUAL MODEL 

In order to contribute to existing knowledge, we have developed a model that examines the 

factors affecting the perception of the corporate brand identity, and thus the employer brand, 

and the outcomes of this perception. The factors chosen are attractiveness, reputation and 

organizational culture, while the predicted outcomes are affective commitment and pride. The 

reason why we chose to include all these in our conceptual framework is because we believe 

the predicted factors reflect the employees’ personal opinion on their own situation as 

employees of Lycksele municipality. The outcomes, pride and affective commitment, were 

chosen because they portray the employees’ personal judgment of the entire workplace. We 

will perform three regressions in order to test our conceptual model. The first regression will 

treat attractiveness, organization, and reputation as independent variables and corporate brand 

identity as a dependent variable. We will be looking at the significance levels to see if the 

independent variables have a positive significant effect on the dependent variable. This 

regression will allow us to test the following hypotheses: 

 

H1: Organization factors such as a) employee intention to remain and b) organizational 

culture have positive effects on corporate brand identity 

H2: Reputation factors such as a) perceived corporate reputation and b) awareness of impact 

on corporate reputation have positive effects on corporate brand identity 

H3: Attractiveness factors such as a) interest value, b) social value, c) economic value, d) 

development, e) application have positive effects on corporate brand identity 
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In the second and third regressions, will treat corporate brand identity as the independent 

variable and affective commitment and pride as dependent, respectively. We assume that if 

the predicted outcomes have an effect on corporate brand identity, they will have an indirect 

effect on pride and affective commitment. The second and third regressions will enable us to 

test the following hypotheses: 

H4: Corporate brand identity has a positive effect on affective commitment 

H5: Corporate brand identity has a positive effect on pride 

With conceptual model we are able to see if there is any support for findings from previous 

research. When we have attained our findings, we will revise the conceptual model where we 

will show whether our selected factors had any direct or indirect effects on corporate brand 

identity and predicted outcomes. With this study we will provide further explanation on how 

to improve the employer branding of Lycksele municipality considering the outlined factors 

and outcomes. 

 

 
FIGURE 3. FACTORS AFFECTING THE PERCEIVED EMPLOYER BRAND (OWN MODEL) 
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4. PRACTICAL METHOD 

This chapter explains how we have collected the data, why we chose specific practical 

method and how it influences our research. 

4.1 RESEARCH DESIGN 

A research design offers a basis for the gathering and scrutiny of data (Bryman & Bell, 2011 

p. 40). The research design is an overall plan of how the researcher answers the research 

question (Saunders et al., 2012, p. 159). One ought to use one or more research strategies 

within the research design in order to guarantee consistency throughout the thesis (Saunders 

et al., 2012, p. 159). According to Saunders et al. (2012, p. 160) there are three types of 

research designs: exploratory, descriptive and explanatory. With an exploratory research 

design, the researcher aims to gain a deeper understanding of a subject by examining open 

questions  (Saunders et al., 2012, p. 171). As the name indicates, descriptive designs are 

useful when describing certain situations such as persons or events (Saunders et al., 2012, p. 

171). The nature of our research design is explanatory, which emphasizes the practice of 

determining causal relationships between constructs (Saunders et al., 2012, p. 172). Using a 

survey allows the researcher to collect quantitative data, which can be studied quantitatively 

by means of descriptive statistics (Saunders et al., 2012, p. 172). Therefore, this approach is 

appropriate for this study since its purpose is to test the effects between constructs.  

4.2 DATA COLLECTION METHOD 

The most common data collection methods are primary and secondary data. We have 

collected new data to fulfill the purpose of this thesis, which is referred to as primary data 

(Saunders et al., 2012, p. 304). Issues concerning primary data when comparing it to other 

research is that the level of responses will differ between our and the compared research 

(Bryman & Bell, 2011, p. 312). Moreover, we needed to collect primary data to be able to 

examine the proposed conceptual model and to test the hypothesized effects. 

If we had used secondary data, we would be using other researchers’ previous data collection 

(Bryman & Bell, 2011, p. 313). Consequently, we would had analyzed the same data, but with 

a different purpose. Advantages of using secondary data is that it is time saving due to manual 

collection not being needed, and the data can be of high quality (Bryman & Bell, 2011, p. 

313). However, the disadvantage is that it is often costly to acquire usable and updated 

secondary data that can be applied to another study if the secondary data is too specific 

(Saunders et al., 2012, p. 319). Also, the trustworthiness is lower than in primary data, 

because the researcher has not taken part of the data collection process when using secondary 

data (Bryman & Bell, 2011, p. 321). When deliberating between these two possible 

alternatives for data collection method, we concluded that a primary data collection was the 

most appropriate for our study. 
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4.3 DESIGN OF QUESTIONNAIRE 

When we composed the survey, we followed  aunders’ et al. (2012, p. 423) suggestion to 

bear in mind the research purpose when developing the questions. Because we only have one 

opportunity to send out the questionnaire to the respondents, we carefully considered suitable 

theories to answer our research question. All items were measured using the Likert scale 

ranging from one to five, where one always represents “strongly disagree”, “very dissatisfied” 

or “very low level”, and five represents “strongly agree”, “very satisfied” and “very high 

level”. We have adjusted the scale in the items from five to seven, which was used in previous 

studies, to make the survey more coherent (appendix 1). 

As previously mentioned, we used the scales from previous research, since the reliability of 

our research increases by using measured questions from previous studies (Saunders et al., 

2009, p. 374; Bryman & Bell, 2011, p. 263). With support from Bryman and Bell (2011, p. 

263), the questions that we created ourselves (appendix 1, question 38 to 41) will merely be 

analyzed in the descriptive statistics, while the scales based on previous research will be used 

in the analysis of the effects. 

We used mandatory closed questions throughout the survey, with an exception to question 3.2 

that was opened and directed to people who were not raised in Lycksele municipality and 

question 6 provided an “other” alternative if the respondents had any other education than 

teaching degree. The reason to why question 3.2 was open was because we did not manage to 

do filter questions in the programme used to create the survey, esMaker. There are several 

advantages using closed questions, both for the respondents and the researchers. The 

respondents can easier process and complete the questionnaire because they do not need to 

write extensively and when answers are given, it leads to less misunderstanding of the 

question ( ryman &  ell, 2011, p. 249). From the researchers’ point of view, closed 

questions enable us to compare the answers to each other and analyze relationships, and 

reduce incorrect interpretations from the researchers (Bryman & Bell, 2011, p. 250). The 

downsides of closed questions are the absence of spontaneity from the respondents, different 

interpretations among the respondents and alternatives overlapping (Bryman & Bell, 2011, p. 

251). Bryman and Bell (2011, p. 251) claim that when using too many closed questions, the 

research can be affected negatively because there is no conversation between the respondents 

and the researchers. We have taken these aspects into consideration when conducting the 

survey and decided to exclude open question because we deemed it to be very difficult to 

administer and analyze quantitatively in our thesis (Bryman & Bell, 2011, p. 249). They were 

also considered as having less importance for fulfilling the purpose, therefore we decided to 

only use closed questions. 

 

 y using existing questions, we can compare the results to other researchers’, and reliability 

can be assessed (Bryman & Bell, 2011, p. 263; Saunders et al., 2012, p. 431). In this section, 

we explain how the scales from previous research have been utilized in our survey. 

To measure employer attractiveness, we used 15 out of the 25 items in the questionnaire by 

Berthon et al. (2005) (appendix 1, question 9 to 23). Berthon et al. (2005) used a seven point 

Likert scale, which we modified into five. To study organizational culture (appendix 1, 
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question 24 to 29), we used six of Tannenbaum’s (2003) ten items measuring the employees 

assessment of their workplace, which was tested in the study of Wheeler et. al. (2006). 

Further, the three items (appendix 1, question 30 to 32) used to measure employee intention to 

remain within the organization are based on Hom’s et al. (1984) scale. To assess the 

perception of the corporate brand identity among the participants in our study, we used 

Wheeler’s et al. (2006) items, which were based on the items created by Turban et al. (1998) 

(appendix 1, question 42 to 45). These items were adjusted from a seven-point Likert scale to 

five. To measure the awareness of the impact on corporate reputation the scales, we used the 

scales developed by Helm (2011) (appendix 1, question 46 to 49). The five-point scale used to 

measure employees’ perception of their employers corporate reputation is derived from 

Fortune’s (2010) scale to measure America’s most admired companies. The scale has been 

used by many researchers previously, among them Helm (2011). 

The factors that affect the perceived corporate brand identity and employer branding, 

mentioned above, will be analyzed for testing the effects on the outcomes: pride and affective 

commitment. We used three items (appendix 1, question 55 to 57) to measure employer pride. 

These items measured employees pride in membership of an organization and were 

constructed by Cable and Turban (2003). Finally, we used six out of the eight of the items 

(appendix 1, question 58 to 63) of Meyer and Allen’s Affective Commitment  cale. 

Additionally, we included items regarding job satisfaction in the survey, which we believe to 

be beneficial for Lycksele municipality to know about. We will not include these items in the 

regression analysis, but it will be discussed further in the empirical findings. These items 

come from Weiss’ et al. (1967) survey named Minnesota satisfaction questionnaire that 

contains 100 questions. The survey was later developed into one shorter version with 20 of 

the original 100 questions. The questions are designed into a five-point Likert scale (appendix 

1, 33 to 37). The questions measured have been further developed into extrinsic and intrinsic 

factors (Hancer & George, 2003). The Minnesota satisfaction questionnaire questions used in 

our thesis is according to Schriesheim et al. (1993); “The chance to do different things from 

time to time” is an example of an intrinsic item and “My pay and the amount of work I do” is 

an extrinsic item.  

4.4 SAMPLING APPROACH 

Bryman and Bell (2011, p. 189) deliberate the differences between heterogeneity and 

homogeneity of the sample in the population. Since our survey aims at analyzing the 

education sector, our sample is homogenous which will be less varied than a heterogeneous 

sample. The survey was sent to all employees of the Administration of Culture and Education, 

Kultur- och utbildningsförvaltningen, which not only includes teachers at all levels, 

supervisors and administrators, but also school nurses, caretakers and canteen personnel. We 

were unable to exclude these from our mailing list, despite the fact that they were not our 

targeted respondents. According to Bryman and Bell (2011, p. 189), our sample does not need 

to be as large as a heterogeneous sample, though our goal is to acquire as many participants as 

possible. In order to increase the response rate, we called all principals working for Lycksele 

municipality to inform them about the survey, in order to encourage the teachers to answer the 

questionnaire. Furthermore, the description of the survey has been published on the education 

sector’s intranet site. Three days after the survey was first published, an automatic reminder 

was sent to the people that had not completed the survey. 
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4.5 DATA COLLECTION 

Once it was decided that we were to use a self-administered survey as our data collection 

method, we reviewed previous literature and started creating the survey. The survey was 

pretested on six people in total, and then published on 04:00 on Tuesday the 7
th

 of May 2013 

and ran until 14:00 on the 15
th

 of May. Online self-completion surveys are beneficial because 

they are inexpensive to distribute and enable the respondents to answer when they have time 

(Bryman & Bell, 2011, p. 232). However, the drawbacks are that we cannot assist the 

respondents if they have any questions concerning the questions. Additionally, it is 

problematic to collect additional data and there is a higher chance that the respondents do not 

finish the survey compared to semi-structured interviewing (Bryman & Bell, 2011, p. 233). 

Our belief is that it is the right people that responded to our questionnaire due to the personal 

passwords that were sent to their work e-mails. Postal questionnaires are another type of self-

completion survey, though Saunders et al. (2009, p. 364) verify it would be more time 

consuming to type in the respondents answers and means high distribution costs of the 

surveys. 

When working on our thesis, Saunders et al. (2012, p. 209) declare the importance of 

analyzing strategies to gain access. As opposed to traditional access, which concerns 

conducting interviews, focus groups, etc., internet-mediated access, comprises the use of 

processing technologies (Saunders et al., 2012, p. 210). Because the mailing list available 

included all people at the Culture and Education department employed by Lycksele 

municipality, the survey also reached respondents that did not work with teaching. The 

Information Technology Department, IT- och serviceenheten, at Lycksele municipality could 

not provide the e-mails restricted to teachers only. Due to time limitation we could not ask all 

principals about the employees' mail.  

Lycksele municipality gave us access to the web software they use when conducting surveys 

within the municipality, esMaker, provided by Swedish company called Entergate AB, 

founded in 2001 (Entergate, 2013). esMaker is a web-based survey and analysis tool, where 

one can create and customize web surveys and quickly analyze the results (Entergate, 2013). 

esMaker is accessed by logging on to a web page. The software allows researchers to create a 

web survey which they can then publish on a website, an intranet, or sent in an e-mail to the 

respondents directly from esMaker. We used this software to design our self-completion 

questionnaire that was sent to the respondents work e-mail. 
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FIGURE 4. DAILY RESPONSES  

Saunders et al. (2012, p. 267) and Bryman and Bell (2011, p. 188) highlight the importance of 

reaching a high response rate to confirm that the data collected is representative and to 

decrease response rate biases in the analysis. Our contact person in Lycksele municipality 

informed us that they currently have approximately 350 teachers working in the municipality, 

which also is confirmed by Lycksele municipality’s latest fact sheet from 2012 (provided by 

SCB), where it is stated that they had in 2010; 157 high school teachers (pupils in the age of 

16-18), 118 primary school teachers (pupils in the age of 7-15) and 85 preschool teachers 

(pupils in the age of 1-6), a total 360 teaching employees. We have received several e-mails 

from people that informed us that their occupation was not included in question 4 “What is 

your current position?” and they therefore chose to cancel the survey. 

 

In total we received complete answers from 168 out of 773 respondents. To decrease the non-

response rate, we clearly stated that in the information description that the respondents were 

totally anonymous. The respondents received a personal code that was changed to a number 

in esMaker, which makes it impossible for us to track their e-mail address. 

 
FIGURE 4. SURVEY STATISTICS  
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The total response rate was calculated by the complete responses divided by the total e-mail 

list excluding those who were ineligible to respond, given that: 168/(773-50) ≈ 23,2%. As 

provided by esMaker, 492 persons never opened the e-mail with the link to our survey. These 

persons can according to Saunders et al. (2012, p. 268) be considered unreachable, even 

though we sent two reminder e-mails. Therefore, our active response rate is the total amount 

of answers divided by the total number in sample and excluding ineligible and unreachable, 

gives: 168/(773-(20+492)) ≈ 64,4%. 

4.6 DATA ANALYSIS 

A common problem stressed by Bryman and Bell (2011, p. 334) is the importance of 

reflecting on how to analyze the survey data before the data collection is finished. To avoid 

that issue, this section describes how we will be able to measure and analyze the collected 

data to recognize positive effects between factors affecting the outcomes of perceived 

employer brand. Our collected data will be analyzed in the statistical analysis program SPSS. 

Since the survey was digitalized, we managed to eliminate human errors (Saunders et al., 

2009, p. 425) as esMaker automatically transmitted the data to SPSS. 

The construct measuring intention to remain within the organization has been reversed to 

correspond to the answers in the questionnaire (Saunders et al., 2012, p. 482). For instance, 

before re-coding this construct, means close to 1 implied that the employees were keen on 

staying within their organization, indicating low intention to remain.  f the item “  will 

probably leave my position within the next 12 months” is replied with 1.  trongly disagree, 

then one could easily confuse this with the employee wanting to leave, though what the 

response is really telling us is that the employee will definitely not leave within the next 

twelve months. By reversing the codes, the construct measuring intention to remain became 

accurate and we were able to avoid misinterpretation while analyzing our data. 

 

4.6.1 CRON ACH’  ALPHA 

Since the items in our survey are mainly based on scale questions, Saunders et al. (2012) state 

that it is sufficient to test internal reliability by using Cronbach’s alpha. As described in our 

conceptual model, the items were combined into the several constructs; the factors and the 

outcomes. For example, social values of attractiveness were measured by five different items 

based the study of Helm (2011), which we have combined into one construct and then divided 

by five the represented the amount of questions of social values of attractiveness. When all 

the items were combined and divided into each construct, we performed the test of 

Cronbach’s alpha. The constructs will be statistically measured to analyze the consistency of 

responses and by measuring the constructs against each other will be able to determine if they 

measure the same thing (Saunders et al., 2012, p. 430). The scale of Cronbach’s alpha varies 

between 0 and 1 (Bryman & Bell, 2011, p. 159) and if the items are reliable, our items need to 

have an alpha coefficient of at least 0.7 (Saunders et al., 2012, p. 430). 
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4.6.2 DESCRIPTIVE STATISTICS 

Descriptive statistics are helpful when acquiring numerical information about our respondents 

that can be described and compared (Saunders et al., 2009, p. 502). For example, we have 

four items regarding corporate brand identity (appendix 1, questions 42-45), which will 

summarize and describe our collected data and enable us to measure central tendencies and 

dispersion (Shiu et al., 2009, p. 513) combined with our background questions. Central 

tendencies provide us with a general impression that can be interpreted (Saunders et al., 2012, 

p. 503) and can be analyzed by measuring the mean, which is according to Bryman and Bell 

(2011, p. 712); “the total of a distribution of values divided by the number of values”. 

Furthermore, through SPSS we can obtain a frequency distribution that summarizes how 

many respondents appear in each data set (Shiu et al., 2009, p. 514). Dispersion can only 

analyze numerical data, which is sufficient for this thesis, and stipulates a picture of how the 

data values are dispersed across the central tendency (Saunders et al., 2012, p. 506). We will 

obtain dispersion through standard deviation and Pearson correlation. Standard deviation 

describes the variance around the mean and denotes an indication if the responses of the items 

are widely spread or similar (Shiu et al., 2009, p. 515). Pearson correlation coefficient is 

beneficial for our thesis in order to analyze how the constructs are related to each other 

(Bryman & Bell, 2011, p. 347). The outcome of Pearson correlation shows either a negative 

correlation with a minimum of -1, or a positive relationship to a maximum of 1 (Saunders et 

al., 2012, p 521). If the result is close to 0, our variables display no relationship between each 

other (Shiu et al., 2009, p. 554). The findings from the descriptive statistics will graphically 

be presented in charts, which is according to Shiu et al., (2009, p. 524) an effective way to 

illustrate the results. 

Since the questionnaire had a high amount of mandatory questions, we believe that all 

answers from the respondents are usable to be analyzed. The response rate for this survey is 

calculated through the amount of usable questionnaires divided by the total sample excluded 

unsuitable or unreachable members of the sample (Bryman & Bell, 2011, p. 189). Our total 

response rate was 23,2%. The survey was sent out to everyone at the Administration 

of  Culture and Education, Kultur- och utbildningsförvaltningen, that includes all teachers and 

principals to kitchen staff and technical support for all schools in Lycksele municipality. 

Unfortunately, the introduction letter consisting of information about us and the questionnaire 

was not visible until the respondents had clicked on the enclosed link in the e-mail, meaning 

the respondents did not know who sent out the questionnaire and what it was about. We 

believe that this lead to some respondents thinking it was spam or deleted it due to the lack of 

information. We argue that the reached respondents would have been more accurate if it were 

possible to receive the staff list from each principal. Nevertheless, the principals of some 

schools informed the staff about the survey by e-mail or at the staff meeting. 

4.6.3 BIVARIATE AND MULTIPLE REGRESSION ANALYSIS 

The fundamentals of bivariate regression analysis are described by Shiu et al., (2009, p. 564) 

as “a statistical technique that analyzes the predictive, linear relationship between two 

variables by estimating coefficients for a straight line equations”. Y= a+bX+e is the general 

formula for a regression equation and describes a straight line (Shiu et al., 2009, p. 564). In 



28    

 

 

this equation, Y represents the dependent variable, a shows where the line intercept with y-

axis, b indicates the slope, X is the independent variable and e signifies prediction errors 

(Shiu et al., 2009, p. 565). Therefore, we can analyze how much the dependent variable is 

correlated to the changes in the independent variable (Saunders et al., 2012, p. 524). 

Regressions will be used in our thesis to measure and predict the variables in our conceptual 

model. Corporate brand identity will in our regression be the predictor variable X in the 

equation, and the predicted outcomes will be the criterion or dependent variable, referring 

above to Y. Besides bivariate regression, we will go further and make multiple regression 

analysis in order to analyze differences when including more constructs as independent 

variables. The multiple regression is beneficial in the first regression we will perform, since 

we include nine constructs as independent variables. We will analyze all regression 

coefficients separately from each independent variable (Shui et al., 2009, p. 583). 

4.7 ETHICAL CONSIDERATIONS 

Ethical concerns and practices have during the past decade received more thoughts and scope 

than ever before (Saunders et al., 2009, p. 168). Therefore, we have throughout our research 

process deliberated ethical issues to minimize unethical conduct and tried to create it in an 

ethical manner (Bryman & Bell, 2011, p. 122). 

During the conduct of the questionnaire, Shiu et al., (2009, p. 234) alerted that leading 

questions could cause errors in the survey. This is because these questions beforehand provide 

the respondent with the suggested answer, which makes the participants unable to answer for 

themselves. We believe that this was not a major issue for us, since we were aware of the 

potential problem and mainly used Likert scale statements based on academic articles. Likert 

scales give the opportunity to the participant to either agree or disagree to each statement and 

will therefore not suggest an appropriate answer (Shiu et al., 2009, p. 234). 

Bryman and Bell (2011, p. 128) describe four major ethical considerations produced by 

Diener and Crandal (1978, p. 7) to bear in mind; deception, lack of informed consent, 

invasion of privacy and harm to participants. Foremost, the research must never deceive the 

participants by declaring that the study aims to focus anything other than what it really is 

(Bryman & Bell, 2011, p. 136). We informed the participants in the information letter what 

our purpose was and what it will be used for before they started to answer. This brings us 

further to the ethical issue ‘lack of informed consent’, which refers to delivering the right and 

correct information about the study so that the participants can base their decision on whether 

to participate or not (Diener & Crandal, 1978, p. 34; Bryman & Bell, 2011, p. 134). Our 

information letter was excluded from the mail and seen after following the link, which raised 

questions among participants that found the link in their inbox. We have attempted to have an 

open and honest communication to all participants that had any concerns regarding the 

survey. We are aware that our trustworthiness was reduced due to the absence of the 

information letter in the e-mail. Nevertheless, after following the link the respondent could 

read the information letter before completing the survey. To show our credibility and inform 

the value of participating in the study, we contacted principals at the schools and our 

information letter was published in the intranet. 
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As previously mentioned, we have declared that all participants are anonymous and the 

software esMaker assists to remove the connection between the respondents’ answers and 

their personal e-mail to avoid invasion of privacy. Furthermore, all answers will be presented 

in groups and not individually in order to not divulge their feelings or behavior in sensitive 

questions (Bryman & Bell, 2011, p. 136). Saunders et al. (2009, p. 187) argues that sending a 

questionnaire to an e-mail to persons without any previous relation may harm the lack of 

informed consent. However, the willingness to participate was on relying on the choice of 

each respondent. Due to time constraints and use of sensitive questions, we believe that a 

survey through esMaker was the most ethical way to conduct our data. 

4.8 WRITING ON COMMISSION 

As mentioned previously, our wish was to write on commission for an organization, even 

though we were aware that it could be complicated to balance the academic agenda with the 

organization’s requirements.  ecause Lycksele municipality gave us the freedom to decide 

how we wanted to set the research purpose for our thesis, we believe that it was possible to 

support both the theoretical and practical interests equally. Throughout our thesis process, we 

have had an open dialogue with our contact person at Lycksele municipality, Shara Johansson 

and our supervisor Dr Galina Biedenbach. While Shara Johansson has provided us all types of 

information about Lycksele municipality, giving us further contacts within the organization 

and commented on our survey, Dr Biedenbach has supervised us during the writing process 

and given us constructive feedback. We have during ten weeks tried to solve a current 

problem theoretically and develop practical recommendations for Lycksele municipality. 

Ultimately, we want to say that it has been challenging, educating and exciting to write on 

commission.  
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5. EMPIRICAL FINDINGS 

This chapter provides information about Lycksele municipality, demographics, the results 

from the data collected and the presentation of our findings. Our findings underlie the 

argumentation in the analysis and discussion in the following chapter. 

5.1 LYCKSELE MUNICIPALITY 

Lycksele is a municipality located in the north of Sweden, with a population of around 12 348 

people (2013-03-31, SCB.se). After a population peak in the 1970s, the city's population 

declined, but recently slowed due to a booming mining industry (Jönsson, 2006). The 

municipality is still suffering from depopulation, though perhaps to a lesser extent than 

comparable cities in Norrland. In 2004, 12 785 people lived in Lycksele, decreasing to 12 348 

people eight years later (lycksele.se). 

In the beginning of the 17th century, Lycksele was the main marketplace for commerce in the 

southern parts of Lappland (Lycksele municipality, 2013). In 1607, King Karl IX permitted 

the establishment of the first church (Lyksälie, 2006). Until the 1600s, there were no major 

communities in southern Lapland. The area was used as grazing land by the Sami people, but 

had no permanent population (Lyksälie, 2006). As the Swedish government wanted to 

strengthen its position the need arose for permanent venues, where churches and market 

places were built (Lyksälie, 2006). Here, the Sami, traders and settlers would meet. In 

addition, taxes were collected in here (Jönsson, 2006). After the railway's arrival in 1924, 

Lycksele developed into a typical small town with small industries and key public institutions 

like hospitals, schools and a district court (Lyksälie, 2006). Lycksele was granted city status 

in 1946, Lycksele city, as the first city in the northern Swedish province Lapland (Jönsson, 

2006). The region is called "Lapp Stockholm" and markets itself as the "city in Lapland", 

referring to the fact that the region was partly Lapland's first city but also that it early became 

an important meeting place (Lycksele municipality, 2013). 

 

 

FIGURE 5. LYCKSELE MUNICIPALITY ON THE MAP OF SWEDEN, 

(LYCKSELE MUNICIPALITY, 2013) 
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Lycksele municipality is a politically driven organization, with committees, nämnder, and 

administrations, förvaltningar (Lycksele municipality, 2013). The administrations consist of 

officials, whose task is to implement the decisions that the politicians in the committees have 

taken. The guiding principle of the administration is to provide service to the residents of the 

municipality (Lycksele municipality, 2013). Within the municipality there are ten primary 

schools, special schools, language classes and one high school (Lycksele municipality, 2013). 

The schools are characterized by a holistic approach to children, and young peoples’ 

development and learning. Lycksele municipality strives towards every school having a large 

decentralized responsibility and considerable freedom to structure their activities after their 

own local conditions (Lycksele municipality, 2013). 

5.2 DEMOGRAPHICS 

In the survey, we included a number of questions about the respondents’ backgrounds. These 

questions focused on their position, gender, age, their education and other relevant 

background questions (appendix 1).  

 

FIGURE 6. PARTICIPANTS’ OCCUPATION 
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Figure 7 shows the participants’ occupations. The majority of respondents held positions of 

high school teachers.  

 

 

FIGURE 7. GENDER 

Table 8 shows that 65% of our respondents were women and 35% were men. Our data 

collection and the present situation in Lycksele regarding the amount of teachers show that we 

will not analyze a skewed distribution. As mentioned before, Lycksele municipality has about 

360 teachers employed, which consist of 68% women and 32% men (Lycksele kommunfakta, 

2012). The participants from our data collection were 65% women respectively 35% men, 

which matches the distribution of men and women proportionally. Furthermore, the highest 

response rate was received from high school teachers, which is the largest teacher group in 

Lycksele municipality (Lycksele kommunfakta, 2012). 

 

FIGURE 8. AGE SPREAD 
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As Figure 9 shows, the age distribution follows a normal pattern. The majority of the teachers 

at Lycksele municipality are between the ages of 40 and 49. The percentage of young 

teachers, ages 18-29, is the lowest, at nearly 10%. We assume that the employees that belong 

to the last age group will retire in the near future. This number is slightly larger than the 

youngest group of teachers. 

 

FIGURE 9. PARTICIPANTS’ ORIGIN 

This pie chart demonstrates where the participants spent the majority of their childhood 

between the ages of 0 to 18. More than 50% grew up in Lycksele and 27% grew up in other 

municipalities within Västerbotten county. Only 1 out of 5 grew up in other parts of the 

world.  

 

FIGURE 10. NUMBER OF YEARS EMPLOYED 
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Figure 11 displays both how many years our respondents have been working within the 

teacher sector and how many years they have been employed at Lycksele municipality. We 

can conclude from the descriptive statistics that the participants have a long relationship to the  

 

employer and the municipality, since the majority of the respondents grew up in the 

municipality and almost one out of three have been employed at Lycksele municipality for 

more than 20 years.  

5.3 ADDITIONAL FINDINGS 

Getting more information concerning the employees’ perceptions will be beneficial for 

Lycksele municipality, since it would provide the municipality with new up-to-date 

information about their employees’ opinions and commitment towards the employer brand. 

This aids in understanding where improvements are needed. Additionally, without knowing 

their employees’ perceptions towards their organization and employer, Lycksele municipality 

might not know what they value as important when attracting new workers. When Lycksele 

municipality is aware of what the employees believe is important when evaluating their 

employer brand, the employer will gain the knowledge to close this gap, which is critical in 

order to create job satisfaction. 

 

FIGURE 11. OVERALL JOB SATISFACTION RESPONSES MEASURING MEANS  

We included items regarding job satisfaction because we believe it to be useful for Lycksele 

municipality to know the current level of satisfaction among their employees. Figure 12 

shows the means of the items that measured the teachers’ perceptions on job satisfaction, with 

a minimum of 1 and maximum of 5. The item with the lowest mean shows that pay is what 

the participants were least satisfied with. 

3,66 

2,11 

3,49 

2,89 

3,34 

The chance to do varied tasks

My pay & the amount of work I do

The way my co-workers get along with each
other

The praise I get for doing a good job

The way my boss handles his/her workers
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FIGURE 12. OVERALL FIRST ENCOUNTER RESPONSES MEASURING MEANS  

Figure 13 illustrates items that do not originate from previous studies, but were constructed by 

ourselves since we were curious about how well Lycksele municipality portrayed themselves 

when the current employees got in touch with their organization. From this table we can 

conclude that the current employees were neutral to their first contact with Lycksele 

municipality and in general less satisfied regarding the information about the job and the 

meeting with the recruiter.   

 

5.4 CRONBACH’  ALPHA 

We apply the Cronbach’s alpha test in order to measure the reliability of each construct 

(Bryman & Bell, 2011, p. 159). The results of this test initially showed that seven constructs 

out of nine had values above 0,7, confirming their reliability. Economic and application 

values of attractiveness had values below 0,7 and are according to Saunders et al. (2012, p. 

439) not reliable constructs. Therefore, we selected each construct, which enabled us to use 

them in the regression analysis. The constructs with an alpha above 0,7 will be reliable to use 

when creating the regression analysis (Saunders et al., 2012, p. 439). The development value 

of attractiveness was initially based on one item; hence we could not perform a Cronbach’s 

alpha test.  
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Construct Cronbach’s Alpha 

Organizational Culture 0,79 

Intention to Remain within the Organization 0,78 

Perceived Corporate Reputation 0,89 

Awareness of Impact on Corporate Reputation 0,86 

Attractiveness Social 0,73 

Attractiveness Interest 0,74 

Attractiveness Economic One item 

Attractiveness Application One item 

Attractiveness Development One item 

Corporate Brand Identity 0,90 

Affective Commitment 0,87 

Pride ,96 

TABLE 1. CRONBACH’S ALPHA  

5.5 DESCRIPTIVE STATISTICS 

Descriptive statistics gives us information concerning the distribution of the means, standard 

deviation and Pearson correlation.  

Regarding the means, they were mainly around 3, the lowest mean was the construct of 

perceived corporate reputation (1,95) and the highest was construct of attractiveness social 

(2,75). The means explain the average of all values and we can therefore conclude that there 

is room for improvement. Also, standard deviation is an important indicator to analyze the 

spread around the means (Shiu et al., 2009, p. 533). The spread among all standard deviations 

varies between 0,64 (attractiveness social) to 1,17 (intention to remain within an 

organization). We can determine that the answers were rather close because our constructs 

had low amounts in the standard deviation. The mean values and standard deviations are 

presented in Table 2.  

Based on the respondents' opinions and thoughts, we detected which areas Lycksele 

municipality should improve to satisfy their employees. In order to recognize these areas, we 

compare the means of the categorized constructs. The lowest mean was the construct based on 

items regarding perceived corporate reputation. The respondents strongly disagreed 

concerning the quality of the top management at Lycksele municipality, the ability to attract, 

develop and retain talented employees and use the corporate assets wisely. We mention this 

later on in this chapter. 
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The current economic crisis within Lycksele municipality may be visible in our findings, 

since the construct economic value of attractiveness showed a mean of 2,18. This implies that 

the employees have a slightly negative view on their employer’s ability to provide financial 

benefits.  

TABLE 2. DESCRIPTIVE STATISTICS 

The respondents agreed that they did not find Lycksele municipality to be good at promoting 

opportunities within their workplace, providing salaries above average or give attractive 

bonuses.   

       

Since corporate brand identity displayed a mean of 2,43, we believe that this needs to be 

improved over the years and the low satisfaction among the teachers is not only caused by 

Lycksele municipality. For example, both their public image and the attractiveness to work 

for Lycksele municipality was most likely was affected by the economic crisis that affects all 

departments in Lycksele municipality and the national debate regarding the salary of teachers.  

 

All employees' represent Lycksele municipality as corporate ambassadors and the majority of 

the participants agreed that each employee has the ability to contribute to Lycksele 

municipality 's reputation. Since the status of Lycksele municipality's reputation is low among 

the employees', Gotsi and Wilson (2001) argue that the employees' perceive their role as 

ambassadors differently. This is an area that can be improved by managers by derive methods 

for improving pride in order to make the teachers to convey a more positive reputation. 

 

Descriptive Statistics 

  Mean Std. Deviation 

Attractiveness Application 3,57 0,96 

Attractiveness Development 3,33 1,09 

Attractiveness Economic 2,18 1,16 

Attractiveness Interest 3,48 0,80 

Attractiveness Social 3,75 0,64 

Organizational Culture 2,61 0,77 

Organization Intention to Remain (reversed) 3,58 1,17 

Perceived Corporate Reputation 1,95 0,80 

Awareness of Impact on Corporate Reputation 3,18 0,90 

Corporate Brand Identity 2,43 0,82 

Affective Commitment 3,41 0,83 

Pride 2,76 1,01 
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TABLE 3. PEARSON CORRELATION 

The Pearson correlation table can also determine which factors have the highest and lowest 

influence on the constructs by computing the average for each construct, and these were in 

our case pride (0,45) respectively attractiveness economic (0,29).  

The result from the Pearson correlation chart shows a significance level at p > 0.01 for almost 

all correlations, except for four constructs with a correlation of p < 0.05 or less. Furthermore, 

all constructs were positively related to each other. The overall relationship between the 

constructs was according to Saunders et al. (2012, p. 521) moderate positive. The lowest 

correlation was between awareness of impact on corporate reputation and organization       

Pearson Correlation 

  1 2 3 4 5 6 7 8 9 10 11 12 

Attractiveness 

Application (1) 

1            

Attractiveness 

Development (2) 

,51
**

 1           

Attractiveness 

Economic (3) 

,31
**

 ,30
**

 1          

Attractiveness Interest 

(4) 

,57
**

 ,44
**

 ,24
**

 1         

Attractiveness Social 

(5) 

,53
**

 ,57
**

 ,28
**

 ,69
**

 1        

Organizational Culture 

(6) 

,45
**

 ,48
**

 ,38
**

 ,47
**

 ,47
**

 1       

Organization intention 

to Remain (7) 

,41
**

 ,36
**

 ,18
*
 ,48

**
 ,51

**
 ,43

**
 1      

Perceived Corpororate 

Reputation (8) 

,31
**

 ,14 ,32
**

 ,29
**

 ,29
**

 ,51
**

 ,29
**

 1     

Awareness of Impact 

on Corporate 

Reputation (9) 

,28
**

 ,15 ,27
**

 ,18
*
 ,19

*
 ,17

*
 ,10 ,37

**
 1    

Corporate Brand 

identity (10) 

,34
**

 ,24
**

 ,31
**

 ,42
**

 ,41
**

 ,58
**

 ,27
**

 ,70
**

 ,32
*

*
 

1   

Affective Commitment 

(11) 

,32
**

 ,29
**

 ,28
**

 ,38
**

 ,40
**

 ,34
**

 ,35
**

 ,36
**

 ,57
*

*
 

,41
**

 1  

Pride (12) ,39
**

 ,30
**

 ,29
**

 ,38
**

 ,40
**

 ,48
**

 ,26
**

 ,58
**

 ,55
*

*
 

,67
**

 ,62
**

 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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intention to remain within the organization (0,10), the highest correlation was met corporate 

brand identity and pride (0,67). 
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6. ANALYSIS 

Our analysis is constructed so that the purpose of this thesis is accomplished, using the 

empirical findings. We use the theoretical framework to strengthen the analysis. We will 

thoroughly revise each regression that we have preformed as these lay the foundation for 

the discussion.   

6.1 REGRESSION 1: INFLUENCING FACTORS AND CORPORATE BRAND 

IDENTITY  

In order to measure the relationship between our organization, attractiveness and reputation 

predictors and corporate brand identity, we conducted a multiple regression analysis. The 

regression was created using the “enter” method. Overall, the regression was significant (F = 

23,76; p < 0,01). 

The sample size and sum of independent variables is explained in the adjusted R-square (Shiu 

et al., 2009, p. 569). For this regression the adjusted R-square was 0,551, which means that in 

the independent variables were responsible for 55,1% of the variance in corporate brand 

identity. By analyzing the adjusted R-square, we take into account the number of independent 

variables included in the regression and the measures are adjusted respectively (Saunders et 

al., 2012, p. 523).  

The findings show that three predictors had significant positive effects on corporate brand 

identity. These independent variables were perceived corporate reputation (β = 0,55, p < 

0,01), organizational culture (β = 0,21, p < 0,01) and social values of attractiveness (β = 

0,179, p < 0,1). These have a significance value of less than our minimum criteria of 0,1. The 

significance level can be explained as ‘truth criteria’, and low values indicate that the 

constructs are unlikely to have occurred by chance alone (Saunders et al., 2012, p. 523). The 

estimated regression coefficient, beta or β, permits our independent constructs to be compared 

with their relative the dependent variable and to what degree the dependent variable influence 

the independent variables (Shiu et al., 2009, p. 584). 

Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,758
a
 ,575 ,551 ,54997 

a. Predictors: (Constant), Awareness_of_Impact_on_Corporate_Reputation, 

Organization_Intention_to_Remain_REVERSED, Attractiveness_Economic, 

Attractiveness_Development, Perceived_Corpororate_Reputation, Attractiveness_Interest, 

Attractiveness_Application, Organizational_Culture, Attractiveness_Social 

TABLE 4. SUMMARY, CORPORATE BRAND IDENTITY AND PREDICTED FACTORS 
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ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 64,673 9 7,186 23,758 ,000
b
 

Residual 47,790 158 ,302     

Total 112,463 167       

a. Dependent Variable: Corporate_Brand_Identity 

b. Predictors: (Constant), Awareness_of_Impact_on_Corporate_Reputation, 

Organization_Intention_to_Remain_REVERSED, Attractiveness_Economic, 

Attractiveness_Development, Perceived_Corpororate_Reputation, Attractiveness_Interest, 

Attractiveness_Application, Organizational_Culture, Attractiveness_Social 

TABLE 5. ANOVA, CORPORATE BRAND IDENTITY AND PREDICTED FACTORS 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) -,111 ,276   -,402 ,688 

Attractiveness_Application -,022 ,060 -,025 -,356 ,722 

Attractiveness_Development -,028 ,053 -,037 -,535 ,593 

Attractiveness_Economic ,010 ,042 ,015 ,252 ,802 

Attractiveness_Interest ,128 ,080 ,124 1,601 ,111 

Attractiveness_Social ,179 ,103 ,141 1,744 ,083 

Organizational_Culture ,211 ,077 ,199 2,730 ,007 

Organization_Intention_to_Remain_RE

VERSED 

-,058 ,045 -,082 -1,295 ,197 

Perceived_Corpororate_Reputation ,548 ,068 ,534 8,068 ,000 

Awareness_of_Impact_on_Corporate_

Reputation 

,050 ,053 ,055 ,951 ,343 

a. Dependent Variable: Corporate_Brand_Identity 

TABLE 6. COEFFICIENTS, CORPORATE BRAND IDENTITY AND PREDICTED FACTORS 
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6.2 REGRESSION 2: CORPORATE BRAND IDENTITY AND AFFECTIVE 

COMMITMENT 

This regression aims to measure the relationship between corporate brand identity and the 

predicted outcome affective commitment. The regression was significant (F = 32,69; p < 

0,01). Considering the independent variables in this regression, the adjusted R-square 

measured 0,159 or 15,9% of the variance in the dependent variable. The findings show that 

corporate brand identity has a significant positive effect on affective commitment (β = 0,41; p 

< 0,01). 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,406
a
 ,165 ,159 ,76481 

TABLE 7. SUMMARY, CORPORATE BRAND IDENTITY AND AFFECTIVE COMMITMENT 

 

 

 

 

 

 

 

 
TABLE 8. ANOVA, CORPORATE BRAND IDENTITY AND AFFECTIVE COMMITMENT  

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) 2,410 ,185   13,026 ,000 

Corporate_Brand_Identity ,412 ,072 ,406 5,717 ,000 

a. Dependent Variable: Affective_Commitment 

TABLE 9. COEFFICIENTS, CORPORATE BRAND IDENTITY AND AFFECTIVE COMMITMENT 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 19,120 1 19,120 32,687 ,000
b
 

Residual 97,100 166 ,585     

Total 116,220 167       

a. Dependent Variable: Affective_Commitment 

b. Predictors: (Constant), Corporate_Brand_Identity  

a. Predictors: (Constant), Corporate_Brand_Identity 
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6.3 REGRESSION 3: CORPORATE BRAND IDENTITY AND PRIDE 

The last regression measured the relationship between corporate brand identity and the 

predicted outcome pride. The relation between the independent variable corporate brand 

identity and the dependent variable pride had a low probability of occurring by chance 

(Saunders et al., 2012, p. 523) due to the significance value of less than 0,001. The coefficient 

of multiple determination, adjusted R-square, was 0,446 or 44,6% of the variance in the 

dependent variable. The regression was significant (F = 135,21, p < 0,01), and the findings 

show that corporate brand identity has a significant positive effect on pride (β = 0,83, p < 

0,01). 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,670
a
 ,449 ,446 ,75612 

a. Predictors: (Constant), Corporate_Brand_Identity 

TABLE 10. SUMMARY, CORPORATE BRAND IDENTITY AND PRIDE  

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 77,301 1 77,301 135,210 ,000
b
 

Residual 94,904 166 ,572     

Total 172,206 167       

a. Dependent Variable: Pride 

b. Predictors: (Constant), Corporate_Brand_Identity 

TABLE 11. ANOVA, CORPORATE BRAND IDENTITY AND PRIDE  

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) ,744 ,183   4,067 ,000 

Corporate_Brand_Identity ,829 ,071 ,670 11,628 ,000 

a. Dependent Variable: Pride  

TABLE 12. COEFFICIENTS, CORPORATE BRAND IDENTITY AND PRIDE  
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7. DISCUSSION 

This chapter will discuss our findings in detail. We will go through each regression and 

explain the significant effects that we found. This section will further explain which 

hypotheses were supported, and we will also revise our conceptual framework and present 

the modified version. Based on the discussion in this chapter, we will be able to draw 

conclusions and provide practical implication for the organization in focus in this thesis. 

7.1 REGRESSION 1 

The first multiple regression included the nine predicted factors as independent variables and 

corporate brand identity as the dependent variable. We assumed that these factors could have 

positive effects on corporate brand identity. For this regression, the independent variables 

were responsible for 55,1% of the variance in corporate brand identity. The results showed 

that the strongest model was when we used the constructs with significant positive effects; 

social values of attractiveness, organizational culture and perceived corporate reputation. The 

predictors that did not show significant effects included application, economic, development 

and interest values of attractiveness, organization intention to remain within the organization, 

and awareness of impact on corporate reputation. 

 

As can be seen, the factors with significant effects come from all three categories of 

predictors. Since every category was presented by at least one construct with a significant 

effect, this result strengthens our conceptual framework. Several of the constructs with 

insignificant effects might have had an effect on corporate brand identity when measured one 

by one against corporate brand identity, but since we found a relationship from each category 

we decided to consider those and exclude the ones with significance levels larger than p > 

0,10. Respectively, attractiveness social, organizational culture and perceived corporate 

reputation provided significance levels of p = 0,083; p = 0,007; and p = 0,01. Based on this, 

we can see that the relationship between perceived corporate reputation, with a significance 

level of 0,01, and corporate brand identity. This result signifies that the effect of perceived 

brand reputation and corporate brand identity is not by chance alone (Saunders et al., 2012, p. 

512).  

 

In relation to previous research, the study on attractiveness was carried out by Berthon et al. 

(2005) focusing on last year business students in Australia and cannot be compared to the 

findings of our study. However, the predictors from this category were relevant when 

explaining the current employees’ perceptions and would be efficient if repeating the study 

longitudinally to explain how Lycksele municipality performs over different years. When 

Berthon et al. (2005) measured this construct, they defined social values of attractiveness as, 

“the extent to which an individual is attracted to an employer that provides a working 

environment that is fun, happy, provides good collegial relationships and a team 

atmosphere” (Berthon et al., 2005, p. 159). Out of the five values in attractiveness proposed 

by Berthon et al. (2005), the social values are those that turned out having the largest impact 

on corporate brand identity in our study. From this result, we assume that healthy and positive 

social and collegial relationships are what matter the most to the employees at Lycksele 

municipality, regarding attractiveness. The relationship between social values of 

attractiveness and corporate brand identity also show us that social relationships are what 
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constitute an attractive employer brand. 

 

The second construct that had a significant positive effect on corporate brand identity was 

organizational culture. This result indicates that a strong organizational culture implies a 

strong employer brand and corporate brand identity. This thesis supports the study performed 

by Wheeler et al. (2006) that also showed positive relationship between organizational culture 

and corporate brand identity. We have to be cautious when comparing the results of this study 

to our findings, since Wheeler et al. (2006) tested their hypothesis on members of the 

professional supply chain management society in United States. The high significance impact 

shows that when the employer has formed a good organization, the employees' will mediate 

these good impressions through the corporate brand identity (Wheeler et al., 2006).  

     

The relationship between perceived corporate reputation and corporate brand identity was the 

strongest out of all three constructs having significant impacts. This finding implies that the 

employees of Lycksele municipality regard this construct as the most important factor 

affecting the corporate brand identity. Keeping in mind Helm’s (2005, 2007) explanation of 

the perceived corporate brand as a person's observation of how other people view the 

organization, this relationship between the dependent and independent variable indicates that 

the employees regard the reputation of the firm as important when assessing the corporate 

brand. As will be further described in this chapter, our study indirectly supported the research 

of Helm (2011), whose research showed that there was a relationship between perceived 

corporate reputation and pride. 

 

Regression 1 provided empirical evidence regarding our predicted hypotheses 

H1: Organization factors such as a) employee intention to remain and b) organizational 

culture have positive effects on corporate brand identity 

The regression analysis showed that hypothesis H1a is not supported and hypothesis H1b is 

supported. 

 

H2: Reputation factors such as a) perceived corporate reputation and b) awareness of impact 

on corporate reputation have positive effects on corporate brand identity 

The findings indicate that hypothesis H2a was supported and hypothesis H2b was not 

supported. 

 

H3: Attractiveness factors such as a) application value, b) development value, c) economic 

value d) interest value and e) social value have positive effects on corporate brand identity 

The hypothesis H3e regarding was supported. The other hypotheses H3a-d were not 

supported. 

7.2 REGRESSION 2 

Regression 2 measured the impact of corporate brand identity (independent) on affective 

commitment (dependent). In order to examine our conceptual framework, we had to perform 

a simple linear regression analysis after performing the multiple regression. As Meyer and 

Allen (1990) confirmed, an employee is affective committed when he or she both likes and 

displays an optimistic connection to their employer, and also engages in pursuits that uphold 

the goals of the organization. Since the regression measuring the impact of corporate brand 

identity on affective commitment was significant, we can conclude that if the employees 
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at Lycksele municipality have a positive perception of the corporate brand identity and 

employer branding, then they will be more caring of their employer and more satisfied with 

their employment in general, and vice versa.  Intrinsically, being employed at a well-

considered organization provides a sturdier basis for attachment than working for an 

organization with a poor reputation (Cable and Turban, 2003; Fombrun, 1996; Helm, 2007). 

Therefore, since we have provided evidence that perceived corporate reputation affects 

corporate brand image, we can ascertain that perceived corporate reputation has an indirect 

effect on affective commitment. The same principle applies to social values of attractiveness 

and organizational culture, meaning their direct effect on corporate brand identity imposes an 

indirect effect on affective commitment.  

 

The results of this regression analysis provide empirical evidence that hypothesis H4 is 

supported. 

H4: Corporate brand identity has a positive effect on affective commitment 

 

7.3 REGRESSION 3 

The result from this regression showed a positive effect of corporate brand identity on pride. 

The outcome pride is important in motivating social behavior (Tracy & Robins, 2007) that 

simulates the employees' to become more involved in activities that increase the reputation of 

the firm (Helm, 2011). Corporate brand identity, will in line with Helm (2011), trigger 

employee productivity, which in turn affects the level of pride.  Since there is a positive 

relationship between corporate brand identity and pride, we can claim that there is an indirect 

connection between social values of attractiveness, organizational culture, perceived 

corporate reputation and pride.  

 

As previously mentioned, Helm (2011) clarified that her study showed a strong relationship 

between perceived corporate reputation and pride, which shows that proud employees' are 

more satisfied with their job due to the contentment of working for an organization that one 

can be proud of. The respondents from the teacher sector declared that they are currently 

dissatisfied with the perceived corporate reputation. This dissatisfaction is consequently 

affects their level of pride. 

 

Based on our findings, we can conclude that hypothesis H5 is supported. 

H5: Corporate brand identity has a positive effect on pride 

7.4 REVISED CONCEPTUAL MODEL 

Our analysis and discussion leads to evaluating and re-defining our proposed conceptual 

model, which was established in order to examine the predicted factors - attractiveness, 

organization and reputation - affecting corporate brand identity that has an impact on affective 

commitment and pride. The first regression illustrates the direct effect between the factors and 

corporate brand identity. Notably, we did not test the factors directly against affective 

commitment and pride because we argue that we would forfeit the value of our conceptual 

model if corporate brand identity were ignored. Figure 14 displays the revised conceptual 

model, where the red arrows represents significant relationships, and constructs which have 
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insignificant effects are marked with *. 

 

 

FIGURE 13. THE FINAL CONCEPTUAL MODEL (OWN MODEL) 

Based on our findings, we can conclude that the certain factors of social values of 

attractiveness, organizational culture and perceived corporate reputation that we have 

examined had a significant impact on corporate brand identity, and therefore also indirectly 

on affective commitment and pride. Hence, Lycksele municipality, which we are writing on 

commission for, needs to focus on the social values of attractiveness, organizational culture 

and their perceived corporate reputation. These are the constructs that are highly valued by 

their employees, and will allow them to increase the perception of the corporate brand 

identity, which in turn increases the affective commitment and pride. Since perceived 

corporate reputation had the strongest effect, we argue that these findings confirmed the need 

for Lycksele municipality to consider what they should do with their current reputation.  

 

The fact that the multiple regression measuring social values of attractiveness, organizational 

culture and perceived corporate reputation showed that each category of constructs had one 

significant construct indicates that that all three categories of constructs were relevant for 

studying the perception of the corporate brand identity. The regression shows that 

Attractiveness, Organization and Reputation are in fact appropriate measures that together 

contribute to explaining Lycksele municipality’s situation.  f our results would show that only 

two of the categories of construct were useable, then the third one would have been studied in 

vain, and the conceptual model might not have been accurate and trustworthy.  

 

We looked at the means of each construct, and saw that out of all nine affecting factors, the 

ones with the highest (3,75) and lowest (1,95) means were social values of attractiveness and 

perceived corporate reputation, respectively. Interestingly, as described in the regressions, 

these two constructs had significant effects on corporate brand identity. From this result, we 
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can conclude that the employees value their social contacts and relationships as Lycksele 

municipality’s most successful area concerning Lycksele’s teacher sector attractiveness, 

according to our study. Similarly, we conclude that since perceived corporate reputation 

provided the lowest out of all means, this is the factor that the employees are least satisfied 

with.  
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8. CONCLUSIONS AND RECOMMENDATIONS 

In this chapter we will draw conclusions on and assess our study based on four criteria of 

truth. We will make practical recommendations to Lycksele municipality on how they can 

use our findings in the future to improve their employer branding, and also provide 

suggestions for future research.  

8.1 GENERAL CONCLUSIONS 

The intention with this thesis has been to make a theoretical contribution to existing 

knowledge by developing theory through our proposed conceptual framework. By making use 

of statistical data analysis, we examined the perception of the corporate brand identity, the 

factors affecting it, and the effects of the corporate brand identity on affective commitment 

and pride. The setting we performed this study in was the teaching sector of Lycksele 

municipality, the organization we are writing on commission for. By conducting this research, 

we are able to answer our research question, attend to the purpose and to test the five 

hypotheses that have directed this thesis.  

 

Our research question was stated as follows: 

What kind of effects do the of factors attractiveness, organization and reputation have 

on the perception of the corporate brand identity within the teaching profession? 
 

The results of our study show that three constructs originating from all three categories of 

constructs influenced corporate brand identity. More specifically, social values of 

attractiveness, organizational culture and perceived corporate reputation have significant 

positive effect on corporate brand identity. Furthermore, our findings regarding corporate 

brand identity as the independent variable and the affective commitment and pride as 

dependent variables provided empirical evidence that there is a significant positive impact of 

corporate brand identity of these outcomes. Therefore, we determine that social values of 

attractiveness, organizational culture and perceived corporate reputation explain the teachers' 

perceptions of the corporate brand identity. We aimed to measure their opinions by providing 

scales regarding both their workplace, i.e. the respective schools, and their employer, 

Lycksele municipality. We saw that overall the responses were more positive toward their 

workplace rather than their employer. We therefore conclude that the employees are more 

loyal to the former than the latter.  

 

Our research question and hypotheses have been answered, since we found that constructs 

within each category affect the corporate brand identity. Once we found constructs that 

directly and indirectly have effects, we were able to detect Lycksele municipality’s strengths 

and weaknesses. Based on these strengths and weaknesses, we were consequently able to 

provide them with practical suggestions, meaning we have also fulfilled our practical aim. 

Our contribution to existing knowledge is confirmed by the fact that we have measured 

previously researched factors against corporate brand identity, using this as a funnel by 

treating it as both an independent and dependent variable in the regression. This link shows 

how the corporate brand identity shapes pride and affective commitment among the 
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employees toward Lycksele municipality. 

 

We have found significant relationships between different variables in our conceptual model. 

The model was developed by combining constructs from three studies with a topic relating to 

employer branding. We have shown that social values of attractiveness originally from 

Berthon et al. (2005), organizational culture collected from Wheeler et al. (2006) and 

perceived corporate reputation based on (Helm, 2011) influence the perception of corporate 

brand identity (Wheeler et al., 2006) which in turn shows positive impact on the constructs on 

affective commitment and pride (Helm, 2011). Furthermore, we have confirmed relationships 

concerning perceived corporate reputation and pride, initially studied by Helm (2011), and the 

link between organizational culture and corporate brand identity from Wheeler et al. (2006). 

Additionally, we did not find any indirect relationship between awareness of impact on 

corporate reputation and affective commitment, which showed to be strong in the study of 

Helm (2011). The formation and empirical testing of our conceptual model contributes to 

existing knowledge within the field of employer and corporate branding, in the sense that we 

test internal and external variables from different studies together and use a funnel-like 

approach when treating corporate brand identity as both dependent and independent. 

8.2 PRACTICAL IMPLICATIONS 

Besides making theoretical contributions, our ambition was also to provide Lycksele 

municipality with an explanation of teachers’ perceptions of the corporate brand identity of 

their workplace and of the employer. They can use our findings to change the message and 

associations that their employer brand mediates to potential employees, and also to improve 

the current employees attitudes toward their employer. Since our findings show that social 

values of attractiveness, organizational culture and perceived corporate reputation showed the 

highest significance levels, we believe these are the areas Lycksele municipality should focus 

on. The first two constructs can be applied to their external employer brand. By this we 

suggest that Lycksele municipality, when assessing their brand, attempt to bring up these two 

factors. By portraying themselves as a municipality or workplace that values social 

relationships and that has employees that have positive attitudes toward their workplaces, they 

can use the current employees perceptions in order to better attract new ones in the future.   

8.3 TRUTH CRITERIA 

We believe in the importance of determining and evaluating the quality of the research we 

have performed. We therefore present the criteria of truth, such as reliability, generalizability, 

validity and replication, and show that our thesis meets these criteria. 

 

Reliability indicates the steadiness of a measure of a concept (Bryman & Bell, 2011, p. 169). 

In order to assess whether or not the items used in our questionnaire were reliable, we 

computed Cronbach’s Alpha for each construct.  y doing this, we were able to ensure that all 

constructs were internally reliable. We used 0,7 of the Cronbach's alpha as a rule of thumb in 

our study (Saunders et al., 2012, p. 430) and dealt with the constructs that did not meet this 

requirement. All constructs are in this analysis had the reliability coefficients exceeding 0,7 or 

were measured by using one item.   
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Generalizability implies that the researcher can apply the study to other respondents than the 

ones that participated in this study, in order to be able to predict what people will do in certain 

situations (Bryman & Bell, 2011, p. 164). We used probability sampling, since we included 

all employees from the administration of Culture and Education department. According to 

Bryman and Bell (2011, p. 165), generalization is possible, but should be taken with caution. 

Furthermore, biases are likely to occur when the researcher select the sample (Saunders et al., 

2012, p. 291). It might be difficult to generalize the findings to the whole population within 

the teacher sector, even though we have been able to collect information from a wide range of 

participants within the teacher sector in Lycksele municipality. Other aspects that reduce the 

generalizability of this study might be that we do not know how accurate the list of 

respondents was, since it was sent to all employees at the administration of Culture and 

Education department. If a participant that does not work within the teaching sector received 

our survey and completed it, it might harm our study. However, the possibility that it has 

happened is low, because we clarified in our introduction letter who the survey was intended 

for.  

 

According to Bryman and Bell (2011, p. 163), causality is concerned with researchers 

wanting to explain why things are the way they are, rather than describing how things are. In 

our thesis, we will not describe the employer image of Lycksele municipality, but rather 

explain what causes its perception. The findings from our study show a causal relationship 

between the affecting factors and their effect on our predicted outcomes, explained by 

Saunders et al., (2012, p. 193) as internal validity. We have shown in our study that social 

values of attractiveness, organizational culture and perceived corporate reputation affect the 

corporate brand identity as the dependent variable, and that when this factor is used as the 

independent variable it affects our predicted outcomes, affective commitment and pride.  

 

A final important aspect of truth criteria in our study is replication. The concept of 

replicability is important in quantitative studies, according to Bryman and Bell (2011, p. 165), 

because it allows researchers’ values and bias to diminished. The scales used in our 

questionnaire were taken from various previous studies. Since Lycksele municipality is 

considered to be a small municipality in Sweden, we believe that this study is appropriate to 

replicate in other small Swedish municipalities. The reason for this is because teachers in 

larger municipalities, such as Stockholm or Gothenburg, might not feel as affiliated to their 

municipality, since the possibility is much larger in those municipalities that they feel they 

cannot contribute to or change the reputation of their municipality. Our study showed that the 

teachers were, in general, more positive towards their workplace than the municipality. We 

therefore predict that performing this study on teachers in larger municipalities would show 

an even larger difference between the perception on the corporate brand of the workplace and 

the employer.  

8.4 LIMITATIONS AND FUTURE RESEARCH 

One limitation of this study is that it was performed in Lycksele municipality. This choice 

made it possible for us to focus on teachers' perception of their specific employer brand. 

Nevertheless, as it was previously suggested, future studies can be performed in other 

Swedish municipalities with populations of between 10 000 and 15 000 citizens or less. 

Another limitation related to the context of our study is that is focused our specific sector  
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within Lycksele municipality, that is the education sector. Considering a practical need, there 

are possibilities for Lycksele municipality to apply this research to other departments to 

examine the perception of their brand by several groups. Finally, we have conducted a cross-

sectional study. This limitation had to be accepted in this research, because we have certain 

time constraints for completing this thesis. 

  

Future research could focus on conducting this study on the teachers at Lycksele municipality 

longitudinally. This would allow the municipality to detect changes over time on the 

perception of the employer brand of the employees. Another suggestion is to examine the 

perception of the employer brand within all departments at Lycksele municipality. This could 

be done by making the questionnaire more general with fewer scales, and focusing on their 

perception of the employer brand of their employer, rather than their respective workplaces.  
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APPENDIX 1, SURVEY 

 

English translation of the survey Orginalutskick 

Hello! 

We are two students from Umeå School of 

Business and Econimics at Umeå University. We 

write our thesis for Lycksele municipality, with 

the purpose of investigating which factors 

influence the perception of Lycksele municipality 

‘s employers in the teaching sector. The result of 

the survey is the basis for explaining how to make 

the teaching sector a more attractive workplace. 

We would therefore appreciate if you could to 

take a maximum 10 minutes to complete the 

survey. In addition to background questions, the 

questionnaire consists of two categories; your 

perception of your workplace and your perception 

of Lycksele municipality. The questionnaire is 

sent to all teachers within Lycksele municipality 

and we want to emphasize that you are completely 

anonymous. 

If you have any questions regarding the survey, 

please do not hesitate to contact us through the 

below contact information. The survey is open 

until Wednesday 5/15 at 14:00pm. 

Thanks in advance! 

Sincerely,  

Denise Ampuero and Helena Storsten 

076-2799465 / 073-5460406 

dena0004@student.umu.se,  

hest0037@student.umu.se 

Hej! 

Vi är två studenter från Handelshögskolan vid 

Umeå Universitet. Vi skriver vår uppsats för 

Lycksele kommun, med mål att undersöka vilka 

faktorer som påverkar uppfattningen om Lycksele 

kommuns arbetsgivare inom lärarsektorn. Resultatet 

från undersökningen ligger till grund för hur man 

kan göra lärarsektorn till en attraktivare arbetsplats. 

Vi skulle därför uppskatta om Du vill ta dig max 10 

minuter att genomföra undersökningen. Utöver 

bakgrundsfrågor är enkäten uppbyggd i två 

kategorier; din uppfattning om din arbetsplats och 

din uppfattning om Lycksele kommun. Enkäten har 

skickats ut till alla lärare inom Lycksele kommun 

och vi vill understryka att du är helt anonym. 

Har du några frågor angående enkäten, tveka inte 

att höra av dig till oss via nedanstående 

kontaktuppgifter. Undersökningen är öppen t.o.m 

onsdagen 15/5 kl 14:00.  

Tack på förhand! 

Med vänliga hälsningar,  

Denise Ampuero och Helena Storsten 

076-2799465 / 073-5460406 

dena0004@student.umu.se, 

hest0037@student.umu.se 
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Background Questions 

1. Gender? 

 

1.Female 

2.Male 

 

2. Age? 

1. 18-29 

2. 30-39 

3. 40-49 

4. 50-59 

5. 60 or older 

 

3. 3.1 Are you grown up in Lycksele 

municipality?  
* Weather you spent most of your childhood 

(0-18years) in the municipality 

1.Yes 

2.No 

3.2 Only if you answered No to 3.1: 

Are you grown up in Västerbotten 

county? 

* Weather you spent most of your childhood 

(0-18years) in the county 

1.Yes 

2.No 

4. What is your current position? 

1. Recreation instructor 

2. Preschool teacher 

3. Primary school (1-6) 

4. Primary school (7-9) 

5. High school 

6. High school vocational oriented 

subjects 

7. Administration 

8. Special pedagogue 

9. Principal 

Bakgrundsfrågor 

1. Kön? 

 

1.Kvinna 

2.Man 

 

2.  Ålder? 

1. 18-29 

2. 30-39 

3. 40-49 

4. 50-59 

5. 60 eller äldre 

 

3. 3.1 Är du uppvuxen* i Lycksele 

kommun? 
*Med uppvuxen menar vi att du 

spenderade majoriteten av din barndom 

(0-18år) i kommunen 

 

1. Ja 

2. Nej 

 

3.2 Endast för dig som svarade Nej på 

3.1: Är du uppvuxen i Västerbottens län? 

 

*Med uppvuxen menar vi att du spenderade 

majoriteten av din barndom (0-18år) i länet 

1. Ja 

2. Nej 

 

4. Vad är din nuvarande befattning? 

1. Fritidspedagoger 

2. Förskolärare 

3. Grundskola tidigare år (årskurs 1-6) 

4. Grunskola senare år (årskurs 7-9) 

5. Gymnasiet allmänna ämnen 

6. Gymnasiet yrkesinriktade ämnen 

7. Admin 

8. Specialpedagog/speciallärare 

9. Rektor 
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5. How many years have your worked 

within the teacher sector? 

  1. >1 – 4 

  2. 5 - 9 

  3. 10 - 15 

  4. 16 - 19 

  5. 20< 

 

6. Do you have a teaching degree? 

1.Yes 

2.No 

7. How many years have you worked 

within the teacher sector? 

  1. >1 – 4 

  2. 5 - 9 

  3. 10 - 15 

  4. 16 - 19 

  5. 20< 

 

8. Have you had the same position 

throughout since you started?* 

 

* With the position we mean the same 

title, may have worked in several 

schools. 

1.Yes 

2.No 

 

 

 

 

 

 

5. Hur många år har du jobbat inom 

lärarsektorn? 

  1. >1 – 4 

  2. 5 - 9 

  3. 10 - 15 

  4. 16 - 19 

 5. 20< 

 

 
 

  

6. Har du lärarexamen? 

 

1. Ja 

2. Nej 

 

 

7. Hur många år har du arbetat på 

Lycksele kommun? 

 
1. >1 – 4 

  2. 5 - 9 

  3. 10 - 15 

  4. 16 - 19 

  5. 20< 

 

8. Har du haft samma befattning hela 

den perioden?* 

 

*Med befattning menar vi samma 

befattning, kan ha verkat på flera skolo 

1. Ja 

2. Nej 
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Scale items  

FROM THE ORGANIZATION’S PERSPECTIVE 

Attractiveness 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

 9. I feel of recognition / appreciation from 

management 

10. I have a fun work environment 

11. I have a good relationship with my superiors 

12. I have a good relationship with my 

colleagues 

13. I have supportive and encouraging 

colleagues 

14. I work in an exciting environment 

15. My workplace uses the new working 

16. The workplace both value and use my 

creativity 

17. It's good for promotion within my workplace 

18. Ability to apply what I have learned from 

previous courses 

19. I feel acceptance and belonging 

20. I feel the job within the organization 

21. I have a harmonious working 

22. Salary is above average 

23. Attractive benefits (bonus, pension) 

 

9. Jag känner erkännande/ uppskattning från 

ledningen 

10. Jag har en rolig arbetsmiljö 

11.Jag har en god relation med mina 

överordnade 

12. Jag har en god relation med mina 

kollegor 

13. Jag har stödjande och uppmuntrande 

kollegor 

14. Jag arbetar i en spännande miljö 

15. Min arbetsplats använder nya 

arbetsmetoder 

16. Arbetsplatsen både värderar och 

använder min kreativitet 

17. Det finns bra befordringsmöjligheter 

inom min arbetsplats 

18. Möjlighet att tillämpa det jag lärt mig 

från tidigare utbildningar 

19. Jag känner acceptans och tillhörighet 

20. Jag känner anställningstrygghet inom 

organisationen 

21.Jag har en harmonisk arbetsmiljö 

22. Grundlönen är ovan genomsnittet 

23. Attraktiva förmåner (bonus, pension) 
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Organizational Culture 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

24. My employer provides employees with the 

opportunity to learn new skills 

25. My employer encourages employees to try 

different approaches to solve problems 

26. Employees are rewarded for using on their 

job, what they have learned in training 

27. Employees in this organization are open to 

new ideas and suggestions 

28. My employer has no problems recruiting 

people with skills that are need 

29. If people working in this organization had 

equal job offers, more than half would leave 

right away 

24. Min arbetsgivare ger anställda möjlighet 

att lära sig nya färdigheter 

25. Min arbetsgivare uppmuntrar 

medarbetarna att prova olika metoder för att 

lösa problem 

26. Medarbetarna belönas för att använda 

vad de lärt sig i utbildningen på sitt job 

27. Anställda i denna organisation är öppna 

för nya idéer och förslag 

28. Min arbetsgivare har inga problem att 

rekrytera folk med den kompetens som 

behövs 

29. Om personer som arbetar för min 

arbetsgivare hade ett likvärdigt 

jobberbjudande inom branschen, skulle mer 

än hälften lämna direkt 

 

Employee Intention to remain 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

30. I will probably leave my position 

during the next 12 months 

31. I plan to search for a new job during 

the next 12 months 

32. I often think of quitting my job  

30. Jag kommer troligtvis lämna min befattning 

under de närmaste 12 månaderna 

31. Jag planerar att söka efter ett nytt jobb under 

de närmaste 12 månaderna 

32. Jag tänker ofta på att sluta mitt jobb 

Job Satisfaction 

5-point Scale; 1 – Very Dissatisfied, 5 – Very Satisfied 

33. The chance to do varied tasks  

34. My pay and the amount of work I do 

35. The way my co-workers get along with 

each other 

36. The praise I get for doing a good job 

37. The way my boss handles his/her 

workers 

33. Möjligheten till varierande arbetssysslor 

34. Min lön i relation till hur mycket arbete jag 

gör 

35. Hur medarbetare umgås med varandr 

36. Berömmet jag får för att göra ett bra jobb 

37. Sättet min chef behandlar människor 
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FROM THE EMPLOYER’S PERSPECTIVE 

First Encounter 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

   38. It was easy to find information about 

my current position 

39. I was attracted to the position I have 

now due to the information in the job 

advertisement 

40. I was attracted to the position I have 

now due to the meeting with the recruiter 

41. I was attracted to the position I have 

now due to the wish to work for Lycksele 

municipality 

38. Det var enkelt att hitta information om min 

nuvarande anställning  

39. Jag attraherades av min nuvarande 

befattning från informationen i  

40.Jag attraherades av min nuvarande befattning 

från mötet med rekryteraren 

41. Jag attraherades av min nuvarande 

befattning tack vare önskan att arbeta för 

Lycksele kommun ansökan 

Corporate Brand Identity 

5-point Scale; 1 – Very Low Level, 5 – Very High Level 

42. Has a good public image 

43. Has a good reputation 

44. Is an attractive organization to work 

for 

45. Attracts high quality employees 

42. Har en bra offentlig bild 

43. Har ett gott rykte 

44. Är en attraktiv kommun att arbeta för 

45. Lockar duktiga medarbetare 

Perceived Corporate Reputation 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

46. Quality of top management at 

Lycksele municipality 

47. Ability to attract, develop, and retain 

talented employees 

48. Wise use of corporate assets 

49. Responsibility for the community and 

the environment 

46. Hög kvalitet på högsta ledningen vid 

Lycksele kommun  

47. God förmåga att attrahera, utveckla och 

behålla duktiga medarbetare 

48. Klok användning av kommunens tillgångar 

49. Stort ansvar för samhälle och miljö 
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Awareness of impact on corporate reputation & Pride 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

50. Every employee of Lycksele 

municipality can contribute to its 

reputation. 

51.   know how   can influence Lycksele 

municipality’s reputation. 

52. What I personally do is important for 

the reputation of Lycksele municipality. 

53. I personally feel like an ambassador of 

Lycksele municipality. 

54. I personally feel responsible for 

Lycksele municipality’s reputation. 

55. I am proud to be part of Lycksele 

municipality. 

56. I am proud when others associate me 

with Lycksele municipality. 

57. I am proud to tell others that I work for 

Lycksele municipality. 

50. Varje anställd i kommunen kan bidra till sitt 

rykte. 

51. Jag vet hur jag kan påverka min kommuns 

rykte. 

52. Vad jag personligen gör är viktigt för 

Lycksele kommuns rykte 

53. Personligen anser jag mig vara en 

ambassadör för Lycksele kommun. 

54. Jag känner mig personligen ansvarig för 

kommunens rykte. 

55. Jag är stolt över att vara en del av Lycksele 

kommun. 

56. Jag är stolt över när andra förknippar mig 

med Lycksele kommun. 

57. Jag är stolt att berätta för andra att jag jobbar 

för Lycksele kommun. 

Affective Commitment 

5-point Scale; 1 – Strongly Disagree, 5 – Strongly Agree 

58. I really care about Lycksele 

municipality’s fate 

59. Working toward Lycksele municipality's 

success is important to me 

60. I would be very happy to spend the rest 

of my career with Lycksele municipality 

61. I feel a strong sense of belonging to 

Lycksele municipality 

62. Lycksele municipality has a great deal of 

personal meaning to me 

63. I am willing to put extra effort beyond 

what is expected to make Lycksele 

municipality successful 

58. Jag bryr mig om Lycksele kommuns öde 

59. Att arbeta mot kommunens framgång är 

viktigt för mig 

60. Jag skulle bli mycket glad att tillbringa 

resten av min karriär på Lycksele kommun 

61. Jag känner en stark samhörighet med 

Lycksele kommun 

62. Lycksele kommun har en stor personlig 

betydelse för mig 

63. Jag är beredd att lägga extra ansträngning 

utöver vad som förväntas för att göra Lycksele 

kommun framgångsrikt 
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