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Abstract 
The main purpose of this degree project has been to examine the effects of employer brand 

attributes and activities on social media to the employer attractiveness of the Swedish Armed 

Forces. We aimed to make theoretical contributions to the fields of employer branding and 

social media marketing, and test a unique conceptual model for the government authority. 

The conceptual model focuses on employer brand attributes that have previously been 

connected to employer attractiveness in this type of context, as well as social media 

constructs which were not applied to this research area before. We found several research 

gaps in the previous theories within the two main areas of research. Within the area of 

employer branding, there was limited research made on government authorities. There were 

only few studies which considered the effects of social media on employer attractiveness and 

assessed gender differences across relevant concepts applied in this research field. This lead 

to the research question: 

  

“What kind of employer brand attributes will increase employer attractiveness of 

SwAF when using social media for communicating with potential applicants of 

different genders?” 

  

This degree project was written on commission for the Swedish Armed Forces that conduct 

recruitment activities primarily for the basic military training (GMU). In this study, we used 

a quantitative data collection method and distributed a survey to high school students in the 

ages of 17 to 20 at three different schools in the city of Umeå. The data including 202 

responses was analyzed by various tests including Cronbach’s alpha, regression analyses and 

independent samples t-tests with SPSS, a statistical analysis program. The findings of our 

study have partly supported the hypothesized effects including the impact of instrumental 

and symbolic attributes on employer attractiveness. The first part of the conceptual model 

was therefore partly supported as the instrumental attribute Educational opportunities and the 

symbolic, Cheerfulness, was proven to have significant effects. One social media construct, 

Word of mouth, also had a significant effect on employer attractiveness for our full sample. 

A part of our sample had seen the Swedish Armed Forces on one or more of social network 

sites, which founded the base for a sub sample where further social media constructs were 

analyzed. Here, Attitude towards site, Disposition to trust and Site reputation were found to 

have positive effects on employer attractiveness. Lastly, we compared the means across all 

constructs and 30 social media activities for gender differences. We found that Social/team 

activities, Pay and benefits, Sincerity and Employer attractiveness had a significance 

difference between genders. Of the 30 activities, 12 showed gender differences. In addition 

to making a theoretical contribution, we provided valuable practical recommendations for 

both government authorities and the Swedish Armed Forces. Our suggestions regarded what 

to communicate on their social network sites and how to raise their employer attractiveness 

for the different genders with their marketing efforts. The attributes associated with a strong 

employer attractiveness were suggested to be emphasized in external communication, 

however the messages must stay truthful to what the organization does. Also, the 

understanding of how the target segment acts on social network sites should be used in 

marketing strategies, to enhance word of mouth communication and to strengthen marketing 

efforts focusing on social media. 
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1. Introduction 
The first chapter introduces the problem background that sets the foundation for this degree 

project. The background leads to a research gap that is based on previous studies conducted 

on our chosen topic. Finally, the chapter introduces the research question and purpose of 

our thesis. 

1.1 Choice of Subject 
In our previous studies, we have both had marketing as the main topic of the International 

Business Program that we have attended at Umeå University. Both of us have an interest for 

branding and social media theories, and are active users of social media. In order to find a 

good topic to write about, we turned to LinkedStudent.umu.se, an online platform created by 

Umeå University’s External Relations Office. Here, we found a request by The Swedish 

Armed Forces (SwAF) to collaborate with students writing degree projects and a suggestion 

for different topics. Several questions about social media caught our attention and after 

investigating the area of social media and the army, we contacted them with the intention to 

write our degree project in collaboration with them. At this point, we were introduced to our 

external supervisor at the SwAF and a subject matter expert. 

 

When looking for background information on the topic social media, we came across theories 

of word-of-mouth (WOM), advertising and branding. However, most theories seemed to 

regard profit-based private companies which would not fully be applicable to a government 

authority. Since the goal for SwAF’s marketing efforts is to recruit new employees, we 

started to research recruiting and social media. This led us to the topic about employer 

branding and employer attractiveness which will be the main focus of this thesis. We 

considered these matters to be of high importance for the SwAF, but also to have a high 

potential of contributing to previous theories. 

1.2 Problem background 
From 1901 to 2010 the Swedish Armed Forces (SwAF) had a national conscription for all 

Swedish men (SwAF, 2014). This meant that every Swedish man was obliged to do 

conscription and learn how to defend the country. In 1980, women could join the armed 

forces if they wanted to. As of 2010, this system is resting in peacetime and instead everyone, 

man or woman, can join the basic military education (GMU) voluntarily. This also means 

that they join the army and therefore are obliged to step in and do military service if needed 

(SwAF, 2014). In this degree project, we will address a group of stakeholders called potential 

recruits. According to the SwAF, the primary recruiting pool consists of men and women 

between 17 and 25 years old (SwAF, 2012a, p. 10). This is the group that is targeted in their 

recruitment communication through advertising campaigns and during work fairs. Since the 

organization needs to hire about 5000 new recruits every year, they are the largest employer 

of young people in Sweden (SwAF, 2012a, p. 10).  

 

Being attractive on the market place for potential recruits is one of the biggest challenges 

since the new recruitment reform of 2010 (SwAF, 2013a, p. 28). It is necessary that the SwAF 

is both seen as an attractive employer and place to work in order to continue to achieve 

recruitment targets and retain employees. The SwAF attracts mainly young men, even though 

increasing the proportion of women has been a long-term goal (SwAF, 2013a, p. 29). A 
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special focus has been put on the recruiting base that consists of suitable, but currently less 

interested, women is necessary to achieve the aim of increasing the proportion of women in 

the SwAF. The proportion of women that complete the basic military training (GMU) has 

increased in relation to the previous levels under national conscription, but is still kept in 

focus (SwAF, 2013a, p. 28). Organizations have understood that a gender balanced 

workplace enhance performance (Kochan et al., 2003, p. 17) and therefore the imbalance in 

gender of employees could be seen as a practical problem for the SwAF. Further, the 

discussion about gender equality is an important topic even on a societal level, where the 

subject has been given a lot of attention the past years. 

 

According to the internal employer brand platform, the SwAF’s is aiming to have an image 

that is as genuine and truthful as possible of how it is to work within the army (SwAF, 2012a, 

p. 1). Unfortunately, the perception of the SwAF’s work and employer brand is often faulty, 

even though most people seem to have heard something about them. One of the aims of this 

thesis is thereby to help the SwAF assess the perception that the potential recruits have of the 

organization and measure the factors relevant for increasing its attractiveness. Further, 

freedom cannot be taken for granted and therefore the SwAF exist to protect Sweden and the 

Swedish values (SwAF, 2012a, p. 2). The SwAF is also the country’s representative when 

Sweden is acting abroad to support people and countries where democracy, liberty and 

human rights must be defended (SwAF, 2012a, p. 2). Currently the employer brand of the 

SwAF is focused on the benefits of working within the organization in order to increase the 

employer attractiveness (SwAF, 2012a, p. 3). The SwAF is working on changing its image 

from an employer that is seen as a stiff organization to an attractive organization that takes 

responsibility and where employees together solve tasks that can be the difference between 

life and death (SwAF, 2012a, p. 3). The SwAF offer stability, structure and simplicity in their 

employment which for many can be seen as relieving (SwAF, 2012a, p. 3), and can be 

compared to the job security and structure measures the conceptual model in this paper. 

Further, career advancement and leadership is also something the organization wants to 

communicate to the potential recruits (SwAF, 2012a, p. 3).  

 

Teamwork is also an attribute that is emphasized in the internal guidelines for the SwAF’s 

employer brand and is one of the most important aspects when working within the army 

(SwAF, 2012a, p. 4). The SwAF believe that teamwork, as well as the special type of 

community that the army is, is something that both builds merit rating and increase the 

attraction as an employer (SwAF, 2012a, p. 4). Other aspects brought up is leadership as well 

as mental and physical capacities (SwAF, 2012a, p. 4). The importance of the individual and 

its personality, is also emphasized in the internal discussions of employer branding (SwAF, 

2012a, pp. 4-5). The employer promise includes attracting and recruiting potential 

employees, introduce, engage and develop current ones and later sustain previous employees 

(SwAF, 2012a, p. 7). The promise is: Someone to trust when you need them. The employer 

brand identity that the SwAF want to communicate is to be human, unselfish and energetic. 

The personality that they want to communicate is equal to the SwAF’s core values of being 

open, result oriented and responsible (SwAF, 2012a, p. 6). 

 

Social media has become an important channel for SwAF’s communication with the public. 

Its main social media tool is Facebook where its page reached 50 000 followers in the end of 

2013. Except for the SwAF’s Facebook page, the organization also has a page for GMU, as 
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well as other pages for different formations and units of the SwAF (SwAF, 2013b). Other 

platforms of use are Youtube, Wikipedia, SwAF’s blog, Twitter, Google+, Instagram and 

more (SwAF, 2013c). Social media is a useful tool for brands if used properly, because it 

allows the organization’s image to reach a big audience and create awareness. It helps the 

viewers assess and engage in the brands (Yan, 2011, p. 695-696) which can give valuable 

ideas and input on how to communicate better (Yan, 2011, p. 695; Kaplan & Haenlein, 2010, 

p. 66). The SwAF is using social media in an ambitious way and believe it stands for the 

freedom of speech, knowledge and debate as forms of communication which are central parts 

of the democracy they work to preserve (SwAF, 2013c, p.3). However, the organization 

realizes a need to measure the impact of their marketing efforts through social media on their 

potential applicants in order to reach them more efficiently. 

1.3 Theoretical background 
The Belgian army as well as the American navy has previously been target for recruitment 

related research (Lievens et al., 2007; Lievens & Highhouse, 2003; Hanssens & Henry, 

1983). As many armies today have moved from mandatory military service, effective 

recruitment has become an issue for these types of organizations that now have to compete 

for the attention of potential employees (Hanssens, 1983, p.1167). This has led to a shift for 

these organizations that now have to put in major efforts in communication and marketing 

compared to before. Applying the theories of employer branding that is defined as ”the 

package of functional, economic and psychological benefits provided by employment, and 

identified with the employing company” (Ambler & Barrow, 1996, p. 8), prior research has 

investigated how to improve the employer brand in order to attract well fitted applicants. A 

well fitted applicant can be seen as someone that want to stay long in the organization, 

meaning that employee turnover and cost of hiring will be lowered in the long-run (Robinson 

& Rousseau, 1994, p. 255). 

 

Corporate branding captures what is to be expected of an organization (Balmer, 1998, p. 

989), and in a similar manner, employer branding is what the employee can expect from the 

employer (Backhaus & Tikoo, 2004, p. 510). On corporate level, the brand primarily turns 

to stakeholders external of the organization, where employer branding has a dual focus of 

both internal and external stakeholders as the goal of communication efforts (Backhaus & 

Tikoo, 2004, p. 503). Employer branding however, is based on the principles of corporate 

branding, and also focuses on communicating certain attributes that create a preferred view 

of the organization. Attributes are defined as "those descriptive features that characterize a 

product or service" (Keller, 1993, p. 4), therefore, taking control over the employer brand 

means knowing what attributes both external and internal stakeholders associate with the 

organization’s employer brand. 

 

The preferred attributes connected to the employer brand are divided into instrumental and 

symbolic associations (Highhouse et al., 2004, p. 86). Instrumental attributes regard product 

or non-product related features, in employer branding they describe the job or organization 

in terms of the objective, concrete and factual attributes that a particular job or organization 

might or might not have (Lievens & Highhouse, 2003, p. 77). In the context of working for 

an army type organization, instrumental characteristics might refer to pay and benefits, 

opportunities to travel abroad or engage in physical activities (Lievens et al., 2007, p. 53). 

The symbolic attributes are instead the same as non-product-related attributes and relate to 
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the need for social approval, expressing personality or self-esteem (Keller, 1993, p. 4). These 

attributes are therefore abstract, intangible, and stem from how people perceive an 

organization and make interpretations about it (Lievens et al., 2007, p. 53). Applied to a 

recruitment perspective, an organization might be sophisticated or masculine which might be 

what the applicant is attracted to. 

 

There has been extensive discussions in employer branding research of the importance of the 

symbolic attributes in addition to the instrumental ones. Since the symbolic attributes are 

subjective, they say a lot about the personality of the applicant and also the organization 

(Aaker, 1997, p. 353). Discussions regard the brand personality which is defined as "the set 

of human characteristics associated with a brand" (Aaker, 1997, p. 347). This discussion was 

proved relevant for an army type organization (Lievens et al., 2007, p. 58). Together, the 

instrumental and symbolic attributes create an employer attraction that hopefully reaches 

well-fitted applicants, however familiarity to a brand has proved to play a major role in the 

level of attraction observed as well (Turban, 2001; Rynes & Barber, 1990; Lievens et al., 

2005; Gatewood et al., 1993). 

 

When discussing the external communication of the employer brand, awareness has often 

been addressed in earlier research which later has been referred to as familiarity (Turban, 

2001, p. 296). Therefor recruiting practices such as marketing towards future potential 

applicants is seen as a way to raise familiarity. Without first being familiar with an 

organization, potential applicants may not pay attention to direct forms of recruitment 

advertising (Collins et al., 2002, p. 1131). Research that has focused on students as targets 

argue that different ways for students to become familiar with an organization can be 

knowing someone that works or has worked at the organization, see an employee of the 

organization on campus, study the organization in class or finally the students might use the 

firm’s products or services (Turban, 2001, p. 307). In later years however, social media has 

been argued to be a useful way of creating awareness. 

 

Social media is a fairly new communication tool which is believed to have been initiated 

around 20 years ago with a website called “open diary”. This website started by putting 

together online diaries from different writers in an online community (Kaplan & Haenlein, 

2010, p. 60). This diary was later called a weblog which in the end became “we blog”. From 

the introduction of high speed internet a couple of years later the interest for online 

communities increased further. This was the reason for the creation of upcoming major social 

media sites, like Myspace and Facebook, and around this time that the term social media was 

presented. Social media is becoming an increasingly significant issue for marketers all over 

the world (Kaplan & Haenlein, 2010, p. 60). In 2014, even news media refer to trends and 

discussions on different social media platforms, mentioning these networks as the reference. 

This is for us an evidence that social media is growing in importance for all stakeholders. 

This means that people with help of offline and online word of mouth can spread their 

opinions about brands, which has a viral marketing effect (Uncles, 2008, p. 3). Since the 

emergence of social media based on the creation of the Web.2.0, people are using social 

media more frequently in their daily lives (Prensky, 2001, p. 2). With the emergence of Web 

2.0, users have become significantly empowered in their relationships with companies. A 

definition of social media can be “a group of Internet based applications that build on the 

ideological and technological foundations of Web 2.0, and that allow the creation and 
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exchange of User Generated Content” (Kaplan & Haenlein 2010, p. 61). Today, it is 

important in our opinion for all companies and organizations (private and public) to use social 

media in order to have a better relationship with its stakeholders (Land & Lawson 2013). We 

argue that the reason for this is because today people have more power and influence on 

companies’ reputation and thereby their branding (Steyn, 2009, p. 29; Constantinides & 

Fountain, 2008, p. 232; Lee et al., 2006, p. 290). Two-way communication, where 

stakeholders get involved with the aid of direct communication with organizations through a 

more dynamic and interactive mean, is what differs Web 2.0 from the first application of the 

World Wide Web (Javalgi et al., 2005, p. 665). That is why we think it is important to 

collaborate with employees and applicants to understand their needs in a better way with a 

two-way communication, rather than traditional one-way marketing messages. With 

traditional marketing, organizations do not get the same response from the market as through 

social media, where the audience can comment on messages posted. Organizations can use 

these comments as feedback and thereby use it to their advantage (Yan, 2011, p. 695; Kaplan 

& Haenlein, 2010, p. 66). It is no longer a question of having marketing towards people, but 

rather with them (Vargo and Lusch, 2004). These concepts of using social media 

communication can be used efficiently to recruit new talented employees (Carlsson, 2009, p. 

63). Businesses and organizations can with the help of social media inform people in a more 

extensive way of what their work is about and thereby reach the applicants which are truly 

interested. This results in better suited applicants and employees as a final outcome. As 

mentioned before, job seeking applicants might rely on word of mouth in their decision 

making (Collins et al., 2002, p. 1131). This can be accomplished by informing on social 

media and encouraging users to spread the posts in an effective way (Kaplan & Haenlein, 

2010, p. 66). This is especially the case when it comes to a younger target group, the “digital 

natives”, which has grown up with the Internet and social media (Prensky, 2001, p. 2; Friedl 

et al, 2010, p. 85). 

 

Encouraging the spread of social media content is highly related to word of mouth marketing. 

Word of mouth (WOM) marketing is a concept that has existed for over 50 years and 

therefore long before the launch of the Internet (Kaplan and Haenlein, 2011, p. 254). It can 

be defined as the sharing of a product or promotion between a consumer and a friend or 

acquaintance. Today WOM have reached new grounds were information and promotions are 

spread, not just face-to-face, but virally through the internet and social media, hence, can also 

be referred to as viral marketing (Kaplan and Haenlein, 2011, p. 254). Kaplan and Haenlein 

(2011, p. 255) explain viral marketing as electronic WOM, a marketing message about a 

company, brand or product which is often spread through social media applications in an 

"exponentially growing way". The main difference between viral marketing and WOM is 

that the message is spread through purely digital channels (Camarero & José, 2011, p. 2293). 

What differs viral marketing from traditional WOM is that the growth in the reproduction is 

much greater for viral marketing (Kaplan and Haenlein, 2011, p. 255). Another difference is 

that the viral marketing is spread with the use of social media applications instead of face-to-

face WOM.  

 

Viral marketing is a form of WOM marketing where a marketing message related to a 

business is communicated electronically (Camarero & José, 2011, p. 2293), often through 

the use of social media in a rapidly growing way (Kaplan and Haenlein, 2011, p. 255). For 

government agencies and nonprofit organizations to be able to reach viral marketing through 
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WOM, they need to escalate the reproduction, (i.e. Viewers will re-post the news that the 

organization have in their social media). They can do this by using more emotional appeals 

e.g. with posts that are more suspense, humorous, storytelling, and surprising instead of only 

using rational arguments (Land & Lawson, 2013, p. 391). They can also encourage the 

viewers to re-post to activate the WOM effect and reach a greater audience (Land & Lawson, 

2013, p. 386). 

 

In order to effectively communicate with new recruits, an organization must understand how 

the job-seekers gain information about the organization. The literature argues for different 

channels, explicit information from the organization (Moroko & Uncles, 2008, p. 166; 

Barrow & Mosley, 2005, p. 60) and several informal sources like word-of-mouth, press and 

popular media such as social media (Moroko & Uncles, 2008, p. 166; Collins et al., 2002, p. 

1131; Kaplan & Haenlein, 2010, p. 66). The audience empowerment caused by social media 

can help develop the employer brand strategies, where feedback is provided in real-time andt 

can affect the organization behind the scenes while giving the brand greater relevance and 

appeal (Yan, 2011, pp. 695-696). It is important to remember these informal sources of 

information, since if they are neglected, the actual view of the organization can deviate from 

what it is trying to communicate. Utilizing these sources of information properly can generate 

a stronger employer brand with better associations and coherent messages. 

1.4 Research gap 
The area of employer branding in relation to a military organization has been researched 

previously by Lievens et al. (2007). The research concerned the Belgian army and compared 

potential applicants’, actual applicants’ and current employees’ views on the attributes 

connected to the attractiveness of the organization (Lievens et al., 2007, p. 51). With a basis 

in marketing literature, the employer brand was viewed as a package of instrumental 

functions and symbolic benefits which was confirmed as a conceptualization of employer 

brands. The study showed that actual applicants had a more favorable view of the army as an 

employer than the current employees, which may partially explain the level of attrition 

among enlisted recruits (Lievens et al., 2007, p. 63). In our research, we will use the model 

proposed by Lievens et al. (2007) as a basis for investigating what attributes the potential 

applicants connect and prioritize to the employer attractiveness of the SwAF. As the army is 

a very distinct type of employer that is hard to generalize to other types of organizations, it 

is important that we anchor our theoretical background on already tested theories in the 

similar context. 

 

Similar to many other European countries the transition from compulsory to voluntary 

military service has meant that the SwAF are now competing for recruits with other 

employers in both the public and private sector. This means that our findings can be useful 

for other countries’ armed forces as well as other government authorities. Employer branding 

is a marketing concept where Human Resource management (HRM) meets marketing in 

order to recruit appropriate employees to build a stronger employer brand image, and a 

stronger brand image will lead to better applicants for the organization (Ambler and Barrow, 

1996).  In order to acquire and retain the recruits, the SwAF have to build brand awareness 

and attractiveness in order to be competitive as an employer.  
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As within the area of employer branding, positive WOM, publicity and advertising can be 

considered to be important to build a strong brand attractiveness. Social media is used within 

organizations for all of the previous mentioned aspects of recruitment marketing. Lately the 

traditional WOM marketing has reached new grounds when it has been implemented for the 

use of social media and can therefore be spread with a more escalating compounding effect 

in form of viral marketing. (Kaplan & Haenlein, 2010; Lang and Lawson, 2013; Yan, 2011) 

This is however a relatively new phenomenon, and therefore extended knowledge on how to 

recruit better through social media would make a theoretical contribution and give 

organizations helpful insights on how to successfully use social media as a recruitment tool.  

 

Social media differs from other employer branding channels because social media is used 

differently by individuals compared to organizations, meaning socializing (Clark & Roberts, 

2010, p. 519). It is for this reason important for employers to be “unprofessional” when using 

social media as a marketing tool (Kaplan & Haenlein, 2010, p. 66-67). The reason for this is 

because the organization and the public are then on equal ground for their purposes. For these 

reasons, social media in employer branding possibly has a different effect on job seekers. 

Even though the SwAF has a good presence on social media and are spreading information 

about their work (SwAF, 2013b), many other organizations are using a large variety of social 

media sites for recruiting. Nevertheless, not much research has been done on how it affects 

potential applicants and how and organization can use it in the most effective way for 

successful employer branding (Davison et al., 2011, p. 153). It is valuable to know how the 

image of organizations are affected by the use of social media and how they can communicate 

with potential recruits successfully in the short and long run (Caers et al., 2013, p. 995). We 

therefore think this creates a practical problem for SwAF and other organizations where we 

can investigate with this thesis what types of attributes applicants prefer when looking for 

employers in social media. 

 

There is very little previous research found on how to use social media to recruit high quality 

applicants (Caers et al., 2013, p. 995). Using social media to increase high quality 

applications is about increasing general awareness as well as the value of the employer brand. 

It is also about informing the audience in a better way than with traditional advertising 

(Kaplan & Haenlein, 2011, p. 255). As mentioned previously, news are referring to social 

media more frequently than before because of its instantaneousness. It could also be because 

social media is getting more accepted as a valid information source (Bickart & Schindler, 

2001, p. 36). The perception and validity of the information retained from social media has 

been scarcely research and will therefore also be tested in this study.  

 

To our knowledge, there is no previous research made of the gender differences in what 

employer brand attributes applicants find attractive in social media. This is interesting for the 

SwAF and other organizations who are striving for a more gender balanced recruitment. 

Organizations have put more effort into attracting and retaining competent women and 

minorities, especially with advanced degrees and specialized training (Kochan et al., 2003, 

p. 18) they have also understood that gender differences within the organization, if well 

managed, improves performance (Kochan et al., 2003, p. 17). We think this is an important 

research gap to explore as it will give extended knowledge when it comes to recruiting 

through social media in the government authority sector. 
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The practical problem here is that the SwAF have around 27 623 employees and only 13.2% 

of them are women (as of 2012-12-31). Since the percentage of women employed is 

constantly increasing and the change from obligatory to voluntary choice of joining SwAF 

seems to have had a positive effect for more women joining (SwAF, 2013d, p. 17), the SwAF 

believes that the job of the organization becomes more effective with a better gender balance 

and broader recruitment. Harassment and other discrimination is rare in environments with a 

broad composition of the staff. Therefore, it is an important part of achieving a more 

heterogeneous composition of the staff and even some of the SwAF’s equality work. Gender 

and equality efforts are important areas of the organization’s work to defend democratic 

values and human rights, both domestically and internationally (SwAF, 2012b, p. 2). 

 

Finally, the field of organizational attractiveness based on instrumental and symbolic beliefs 

in the Armed Forces was researched by Lievens et al. (2007). However, their research tested 

no gender differences or considered the impact of social media on those attributes, and 

therefore this degree project advances knowledge within the field of employer branding and 

attractiveness.  

1.5 Research question 
Considering the research gap mentioned above, our research question and the focus of this 

degree project will be: 

 

“What kind of employer brand attributes will increase employer attractiveness of 

SwAF when using social media for communicating with potential applicants of 

different genders?” 

1.6 Thesis purpose 
The main purpose of this thesis is to examine the effects of employer brand attributes and 

activities on social media to the employer attractiveness of SwAF. 

 

We aim to make theoretical contributions to the area of employer branding research with a 

focus on government authorities and the SwAF. Focus is put on the instrumental/symbolic 

division of employer brand attributes and familiarity. Further contributions will be made to 

the area of social media marketing in a recruiting context. By answering our research 

question, we will extend the knowledge of the two areas of research for the SwAF and other 

organizations in the government authority sector. This knowledge extends to gender 

differences in activities and perception related to social media and employer brands. Finally, 

by answering the research question, we will aim to make practical recommendations for the 

SwAF on how to improve their employer brand. 

1.7 Delimitations 
We have chosen to write this thesis on commission for the SwAF which will limit our 

empirical testing to potential recruits of the SwAF and a government authority context. But 

we argue that all organizations which work in a similar way of a government authority, can 

benefit from the results of this study.  Since our study is based on branding research it also 

enables the results to be practically implemented in most organizations that are trying to 

improve their employer brand. 
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We have chosen to look at employer branding of the organization from the potential 

applicants’ perspective to capture the employer brand image. We have however not intended 

to look on how the organization can seek out and find the best recruits by using social media. 

We agree with Clark and Roberts (2010, p. 519) that it is better for society that employers do 

not do background checks on SNS’s as consumers and organizations use social media for 

different purposes. 

 

Another delimitation for this research is that the employment requirement within the SwAF 

is very specific and therefore quite different from other employer brands. As mentioned 

before, the characteristics of working for the SwAF also requires stability, structure, mental 

and physical strength, as well as teamwork, leadership and trustworthiness among other 

personal characteristics (SwAF, 2012a, pp. 3-7). Many businesses require some of these 

characteristics, but not many require mental and physical strength, for example, and thereby 

this research is delimited to these constraints.  

1.8 Definitions 
Employer branding: ”The package of functional, economic and psychological benefits 

provided by employment, and identified with the employing company” (Ambler & Barrow, 

1996, p. 8) 

 

Employer attractiveness: “The envisioned benefits that a potential employee sees in 

working for a specific organization.” (Berthon et al., 2005, p. 156). 

 

Social media: “A group of Internet-based applications that build on the ideological and 

Technological foundations of Web 2.0, and that allow the creation and exchange of user-

generated content” (Kaplan & Haenlein, 2010, p. 61). 

 

Social Networking Sites (SNS): “Allow individuals to present themselves, articulate their 

social networks, and establish or maintain connections with others” (Ellison et al., 2007, p. 

1143). 

 

WEB 2.0: Second generation of the World Wide Web that “has evolved from simple 

information retrieval to interactivity, interoperability and collaboration” (Campbell et al., 

2011, p. 87). 

 

WOM: “Is a message about an organization’s products or services or about the organization 

itself” (Charlett et al., 1995, p. 42).  

 

Instrumental brand attributes: The instrumental benefits correspond to product related 

attributes, described as objective, physical or tangible (Lievens et al., 2007, p. 52). 

 

Symbolic brand attributes: Symbolic attributes are self-expressive attributes that are non-

product related and describes a product in terms of subjective, intangible attributes that 

accrue from how someone perceives the organization (Lievens & Highhouse, 2003, p. 78). 

Symbolic benefits are the same as non-product-related attributes and relate to the need for 

social approval, expressing personality or self-esteem (Keller, 1993, p.4). 
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2. Scientific Method   
The second chapter explains our position concerning the methodological considerations that 

have influenced and made way for the procedures of this thesis. Firstly, predispositions are 

introduced to describe why the subject was of interest to us and how it potentially could 

influence opinions raised and how this is avoided. Next, our belief and position concerning 

the acceptable knowledge, view of social entities and an explanation of the thesis design is 

presented. The methodology is concluded with choices of theories, literature review and 

ethical considerations. 

2.1 Theoretical pre-understandings 
In our years of academic studies, we have studied a variety of fields with the specialization 

of international business. In the later part of our degrees, the focus has primarily been on 

marketing and to some extent management. As we studied the International Business 

Program at Umeå University we have both had the opportunity to study, and intern in the 

field of marketing abroad in the United States, France and Brazil. Therefore, we consider 

ourselves to have a strong academic foundation in the many areas of marketing needed to 

conduct this type of research. One of us has taken a marketing communication course where 

she did a viral marketing project using social media. This gives us theoretical and practical 

experience of social media marketing. We understand the importance and relevance of 

choosing appropriate theories and sources for these as well as our knowledge allows us to 

draw conclusions by making appropriate analysis that is suitable for this type of thesis. When 

it comes to employer branding, we do not have academic experience in to the same extent as 

social media. We are familiar with the branding in general as we have taken many marketing 

courses, but we do not have a direct theoretical background in employer branding. The fact 

that we are interested in the chosen research topic can be positive as it keeps us interested 

and therefore motivated throughout the process of writing the thesis (Bryman & Bell, 2011, 

p. 31) What we have learned so far can guide us in how we perceive and assume things to 

be, for instance in the direction and choice of theories. 

 

In contrast to the above mentioned, we need to consider reflexivity in a way to avoid making 

biased decisions or reflections in this paper (Bryman & Bell, 2011, p. 700). There are many 

different factors that include of who we are and what we know that can affect the methods 

and values we have. That is why explaining our background and always be aware of it will 

help us accomplish objectivity in the research which is an important aim for us. According 

to postmodernists, the researchers are always implied in the findings (Bryman & Bell, 2011, 

p. 698), and that is why we should just not be critical to our own opinions, but also to what 

other researchers claim. However, our academic foundation has always taught us to keep a 

critical eye to what we read and even our own results. Finally, in the process of writing a 

degree project of this kind, it is easy to get blinded from new information and other angels 

that do not fit into our previous pre-understandings. 

2.2 Practical pre-understanding 
Except for evaluating the impact our academic background might have on our pre-

understandings, the work experience we have gained in the previous years also matter. Even 

if the practical experiences we have gained through different work tasks might not directly 

be related to employer branding or social media, it is an important part of how we view 



   

 

11 

 

marketing. We both have experience in B2B business and the manufacturing industry, where 

the marketing used primarily relate to classic channels such as trade shows, direct marketing 

and merchandise. We have also looked for jobs in the employment market and worked for 

different employer brands and therefore we have the knowledge perspective of the employees 

and potential employees of employer branding. This background in marketing might affect 

us to be subjective in our view on social media and employer branding. Therefore, we will 

follow a positivistic paradigm in order to try to become objective in the interpretation of the 

data and findings. It will help us that the questions in the survey are based on scales that have 

been used in previous studies and thereby we will know what the intentions these scales were 

used for in research.  

 

As both of us are digital natives, (people that have grown up with the Internet), (Prensky, 

2001, p. 2) we are frequent users of social media for a variety of purposes. For an instance, 

we understand that everything that happens on social media concerning an organization or a 

brand, hence employer brand, have a major impact on the viewer’s perception of the brand. 

We also understand from our previous academic, professional, and personal experiences that 

it sometimes takes more than just traditional marketing to convince the consumers of a 

marketing message. We believe that social media leads to a more open communication, 

where comments are important for consumers as well as the organization (Kaplan & 

Haenlein, 2010, p. 66). The social media marketing in forms of organizations websites and 

platforms are also aimed towards the information seeker, which makes the information given 

relevant to the viewer. However, in order to be objective, we need to remember that not 

everyone uses the channel in the exact same way as we do, just as not everyone considers the 

attractiveness of an employer in a similar manner as we do. On the other hand, it does give 

us good experience on the topic, and together with our theoretical pre-understandings allow 

us to be critical in our research. 

 

We want to investigate what potential recruits of the SwAF’s think about them as an 

employer brand and if social media can help them acquire a positive perception. By using a 

marketing research perspective, this refers to a descriptive design as the main purpose is to 

present the population's attitudes (Shiu et al., 2009, pp. 61-62). Our intention is to provide 

practical data and a model that will explain what job-seekers think about the employer which 

can change marketing managers’ assumptions about employer branding and social media. 

Finally, we argue that the lack of previous knowledge of the SwAF is positive in terms of 

keeping an open mind. None of us have previously worked for or with the organization or 

have anyone close to us that do so.  

 

Our lack of knowledge about the SwAF will be used to our advantage by enabling us to be 

unbiased in our interpretation of the findings about the SwAF. As we do not have specific 

emotional feelings towards the SwAF as an employer brand this objective will be more easily 

accomplished than if we had biased perspectives or strong opinions about this subject and 

together with our consideration of the reflexivity in our study we will accomplish this goal 

(Bryman & Bell, 2011, p. 700). Being aware of our pre-understandings will help us avoid 

being subjective in this degree project, and follow our goal is also to be objective. Since the 

subjectivity tends to occur unconsciously, we will continuously reflect on the choices we 

make critically, as well as keep an open mind, not only for our own assumptions but for how 

other researchers have analyzed their findings in our literature review. In the end, we believe 
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that our reflexivity and the positivistic approach of aiming towards objectivity will increase 

the quality of the outcome of this thesis. 

2.3 Research Philosophy 
The research methodology is divided into different layers where the outermost layer (the 

research philosophy) needs to be looked upon first before getting into the core of the study 

(Saunders et al., 2009, p. 108). Saunders et al. (2012, p. 680) states that the research 

philosophy is an important adoption that will guide us in the selection of research method. 

This first philosophical step in the methodology is helpful to the researcher to frame their 

view of the world and thereby explicate how the business world should be investigated. 

Asides from helping researchers in the structure of their methodology, the research 

philosophy can provide the reader with a better insight into the limitations of the research 

and the choices made. The research philosophy is how the study is designed, approached, 

and how the data is collected and analyzed (Blumberg et al., 2011, p. 18). The philosophy in 

this context is the “ideas on how business research can and should be conducted, how 

organizations are understood” and how it can be implemented to practical use (Bryman & 

Bell, 2011, pp. 4-5).  

2.3.1 Ontological consideration  
Social ontology considers “the nature of social entities” (Bryman & Bell, 2011, p. 20). There 

are two main paradigms, (objectivism and constructivism) which are quite different from one 

another. Objectivism has an objective view of organization and culture, this means having 

no influence on the social phenomena which affects people externally (Bryman & Bell, 2011, 

p. 21). The constructivism however, does not see culture and the organization as a pre-given, 

social phenomena and categories are produced through social interaction which are revised 

constantly (Bryman & Bell 2011, p. 22).  

 

The Objectivist stand concerns that “social phenomena and their meanings have an existence 

that is independent of social actors. It implies that social phenomena and the categories that 

we use in everyday discourse have an existence that is independent or separate from actors” 

(Bryman & Bell 2011, p. 22). As ontology concerns with how researchers view reality, it is 

up to us to explain our perspective of the reality of business research. With this in mind, we 

believe that an objectivistic ontology is more fitting for our understanding of the world 

because for us an important aim in our study is to be unbiased and we believe it this is easier 

accomplished with an objectivistic ontology. Because of not letting social actors influence 

the social phenomena of business theory brought up in this research, this will help us reach 

our goal. Also the objectivism is an ontology that goes hand in hand with the quantitative 

method used in this particular stance, which deals with numbers rather than people (Bryman 

& Bell, 2011, p. 27).  

2.3.2 Epistemological consideration 
The epistemological orientation considers what should be acceptable knowledge in a branch 

of science, in this case social science (Bryman & Bell 2011, p. 15; Saunders et al., 2009, p. 

119). There are two main types of epistemologies, the natural science philosophy 

(Positivism) and the contrasting view (Interpretism). Positivism advocates that social science 

should be studied with the same principles as those applied to natural science, while 

researchers with an interpretative view believes that the natural science theory and method is 
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not applicable to the social sciences as the differences of humans and natural order is too 

great (Bryman & Bell 2011, p. 16). We have a positivist epistemological view because it 

enables us to reach our investigation objectives. Positivism refers to the technique of 

investigating social sciences and phenomena are only acceptable if they are genuinely 

acquired from the senses (Bryman & Bell, 2011, p. 15). The word positivism is currently 

used to debase the acceptance of correlation of truthful theory, which in reality is independent 

of humans, therefore the procedures of the natural sciences must be adopted in social research 

phenomenon and education (MacKenzie, 2011, p. 534). Our intention with this study is to 

gather information about employer branding and social media and based on that literature 

review, test hypothesis through self-completion questionnaires. According to Bryman and 

Bell (2011, p. 15) a positivistic approach is most suitable for a quantitative study. It is 

important for us to provide a value free conduction of this research to follow the rules of 

positivism. For us a positivistic approach is preferred because we can reach our goal of being 

objective and we can adopt a logical theoretical framework in a disciplined manner that will 

help the reliability and quality of this research. 

 

According to Yanow (2006, p. 6) the epistemological orientation and the way the research 

question is formulated depend on each other. Considering our research question which is of 

what character it is most appropriate to do a positivistic and quantitative study (Yanow, 2006, 

p. 6). A positivist usually tries to understand the world with law and the research is of what 

and if character, while the interpretivist is trying to seek meaning and interpretation to 

understand a social phenomenon in how and why it means (Yanow, 2006, p. 6). To answer 

our research question: “What kind of employer brand attributes will increase employer 

attractiveness of SwAF when using social media for communicating with potential applicants 

of different genders?” It is necessary to do so with numbers and a quantitative investigation 

to generate generalizability which can explain what different attributes generate employer 

attractiveness.  

2.4 Research approach 
The research approach considers the author’s empiricism which reveals how the theory is 

related to the actual study and explains the role of theory in the study (Bryman & Bell, 2011, 

pp. 10-11). Deductive and inductive is the two main views of the relationships between 

theory and data which explains how the study is conducted. With the deductive approach the 

empirical study is an outcome of theory while for an inductive approach the theory is an 

outcome of the empirical study (Bryman & Bell, 2011, p. 13). The deductive approach can 

be criticized for its lower connection to reality while the inductive approach can be criticized 

for the specific observations that cannot be generalized to general laws (Blumberg, 2011, pp. 

21-22). Although, during a deductive study the present theories can help find relationships 

between different variables as with an inductive study it is possible to create or modify new 

theories (Blumberg, 2011, pp. 21-22; Bryman & Bell, 2011, p. 11).  

 

In this particular study the deductive approach is well suitable since the aim of the thesis is 

to test hypotheses based on previous research on army characteristics as well as social media 

use towards the employer attractiveness of the SwAF. We cannot examine these relationships 

by creating our own theories, because that requires tremendous experience and knowledge 

within the field which we do not yet possess. Therefore the knowledge process in these 

circumstances follow the process of deduction outlined in Figure 1 (Bryman & Bell, 2011, 



   

 

14 

 

p. 11). It starts with reviewing relevant theories about branding and employer branding as 

well as social media. The conceptual model and hypothesis is thereby based the findings in 

previous research, which is investigated in the literature review. Next, questions in the survey 

are prepared to be able to perform the data collection and analysis of the primary data. 

According to the findings based on results and the analysis, the hypothesis will be accepted 

or rejected. This in turn could lead to a revision of our conceptual model as well as new 

interesting ways of looking at employer attractiveness of government organizations. 

  

 
 

Figure 1 - The Process of deduction. Adapted from: Bryman & Bell, 2011, p. 11 

2.5 Research strategy 
“By a research strategy, we simply mean a general orientation to the conduct of business 

research” (Bryman & Bell, 2011, p. 26). There are two broad types of approaches of research 

strategy: quantitative and qualitative. The main difference between the two approaches is that 

with a quantitative research you investigate numbers that can be quantified and generalized 

while the qualitative research concerns words in the collection and analysis of the data. 

According to Saunders et al., (2009, p. 141) the “choice of research strategy will be guided 

by your research question(s) and objectives, the extent of existing knowledge, the amount of 

time and other resources you have available, as well as your own philosophical 

underpinnings”. Considering these different factors affecting the research strategy, the 

philosophical discussion starts with objective ontology, positivistic epistemology and a 

deductive approach. These different philosophies and relationship to theory and data usually 

follows with a quantitative strategy as seen in Figure 2 (Bryman & Bell, 2011, p. 27; Saunders 

et al., 2009, p. 119). While the qualitative strategy usually has an inductive ontology, 

interpretative epistemology and constructionism as the relationship between theory and 

research.  Concerning the research question that is of “what” character it is easier to answer 

with quantifiable data (quantitative strategy). The aims to be objective is easier accomplished 

when conducting a quantitative study through survey questions based on prior research. This 

will help us to not influence the respondents as the questions are not conducted by us, but by 

other researchers which scales is intended to answer certain variables. Considering the time 

frame that has been available to us, we believed that a quantitative study would answer our 

research question quite efficiently, as the numbers can be presented in the result using the 

computer program SPSS. When doing a qualitative study the usual method is to conduct 
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research interviews which requires transcribing which we believe take longer time than the 

quantitative data collection.     

 

 
 

Figure 2 - Quantitative and qualitative research strategies. 

Adapted from: Bryman & Bell, 2011, p. 11 

For our purpose of research, the quantitative strategy which follows a deductive approach 

and mainly concerns the testing of hypothesis conducted from theory is the most fitting 

(Bryman & Bell, 2011, pp. 26-27). Quantitative research uses the rules and methods which 

natural science believes in and practices (Bryman & Bell, 2011, pp. 26-27). The natural 

scientists believe that reality is external to social actors just as the ontological consideration 

used in this thesis. When the data collection is available in numbers and standard format, a 

quantitative strategy is most often initiated. 

 

For the present study it seems more reasonable to use a quantitative strategy as we aim to 

investigate what different attributes that would positively affect employer attractiveness. We 

believe the present research has a more general focus and does not require a deeper 

understanding of social phenomena and thus a qualitative study is not appropriate (Blumberg, 

2011, p. 144). With a quantitative study, we could learn what the population of students 

thinks in relationship to the SwAF, thus we could not understand this with a qualitative study 

which would not be generalized to the entire population and thereby not as contributing to 

science.  

2.6 Criticism of sources  
Research in the business world is done through measurement that describes the phenomena 

of demographics, behavior, attitudes, beliefs, lifestyles and expectations of consumers and/or 

organizations (Hair et al., 2003, p. 124). To be able to describe these phenomenon firstly, we 

need a theoretical background which we can build our study on (literature review). For this 

reason we have collected primary sources concerning our field of study. In our study, we aim 

to not use secondary sources because this information is not as reliable as if it would have 

come from the original source. It is always important to know the author's method, objectives 

and possible reflexivity, and that is why it is important to look at the original author's 

research. However, we have used secondary sources at very few occasions when the original 
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source was not available in Umeå University’s data bases. We only did this when we had 

found many other authors citing this particular reference and we therefore found the source 

credible and important. But as mentioned, we also need primary data for our empirical 

research. Scientific data can be divided into three groups, which follows: secondary data, 

primary data and tertiary data (Saunders et al., 2012, p. 82). Tertiary data is a type of 

secondary data, but when the data does not come directly from the original source, hence it 

is a reference in the secondary data (Saunders et al., 2012, p. 82). In this research, we have 

chosen to collect primary data because we found that we have the time and resources to 

collect the information that is not available for us in the other ways, as mentioned above 

(secondary and tertiary data).  

 

For us to find the most accurate secondary sources, we did not use many books or internet 

sources but mostly scientific journals. To make sure the reliability of the scientific articles 

was respected, we only used peer-reviewed academic articles in our research in order to 

strengthen the reliability of this degree project. The SwAF also helped us with information 

about their employer branding and marketing as well as some helpful statistics for their social 

media, which we could use in the problem background and laid the foundation of this thesis. 

We have also used books for definitions of theories, this was because sometimes researchers 

of certain theories produce books on these. Also, we have used books as well as academic 

journals for the methodology part of our research. We found books of business research 

methods eligible because they explain the practical part of the methodology in more detail 

which we therefore can implement in our study in a correct and appropriate manner. Social 

media is a fairly new area of research which is constantly developing and increasing in size. 

For this reason, there is not always published scientific research available for us in all 

different parts brought up in this study. For this reason we will use Internet sources as a 

complement to academic articles which will help us explain the Swedish social media use 

and some basic definitions of some social media sites. It is difficult as a researcher to know 

when enough information for the literature study has been collected because there is a 

tremendous amount of research available to us. However, when the same articles and 

references appeared in different types of articles we knew that it was reliable information. 

Also, this was a sign that our search was sufficient enough and that we covered enough of 

the research topic at hand. 

 

We started using Business source premier to find peer-reviewed academic articles. Later, we 

discovered that using Google Scholar through the Umeå University library was the most 

efficient way of attaining accurate articles that were available to us. The reason for this was 

that through Google Scholar we could acquire all available information from all databases 

simultaneously. Therefore, this was the main database used for our research. The keywords 

used to find the articles in the databases were as follows: Employer branding; Employer 

attractiveness; Corporate branding; Branding; Social media; Social media marketing; Social 

networking sites; SNS; Viral marketing; WOM and Word of mouth. 

2.7 Ethical considerations 

2.7.1 Research ethics 
One important ethical aspect is to make sure that the research does not harm the participants 

in any way (Bryman & Bell, 2011, p. 128). It is possible to have an informed consent form 
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which fully explains the procedures of the study, which the respondents should sign 

(Blumberg et al., 2011, p. 34). As our study was anonymous it is better to not have them sign 

because that means we would acquire information about the participants that is unnecessary 

and could harm them if the information came out for some reason. That is why we found it 

safer to not have them sign a consent, instead we made sure all the information the 

respondents needed was written on the front page of our survey. We asked potential recruits 

that were 17 or over to avoid any ethical dilemmas concerning the participants’ age, and their 

understanding of taking part in the survey. Therefore, we went to classes of second and third 

grade in high school because they are normally 17 or 18 years old. Later, when we stood in 

the corridor of two schools, we always started by asking what program the potential 

participants were attending and their age before we asked if they wanted to participate in the 

survey. By doing this we only asked people who we considered being old enough to be able 

to make independent decisions and understand what they were doing and why. After this, we 

explained who we were and what we wanted to study and that the participation was voluntary 

and anonymous. It is important for the participants to understand the instructions and the 

purpose for the study so that they are informed to ensure no harm will come to the subjects 

as well as they will answer truthfully (Blumberg et al., 2011, pp. 33-34). Additionally, giving 

all the information to the subjects we will avoid deception (only telling part of the truth or 

try to make the respondents answer in a certain way) which is unethical. Secondly, when 

dealing with children it is important to ask their parents to consent to the survey, but as we 

asked young adults we avoided this ethical problem (Blumberg et al., 2011, p. 34). The 

responses were naturally anonymous to not harm the participants (Bryman & Bell, 2011, p. 

128) so that the participants would not feel inclined to lie in the survey as the survey was 

about a potential employer, they would most probably not want anyone to find out about their 

perspectives and opinions. It is then up to us, the researchers, to maintain the records of the 

participants (Bryman & Bell, 2011, p. 129). Fortunately the records do not include any names 

of the participants and thereby no confidential information. This also helps us to avoid any 

data management problems (Bryman & Bell, 2011, pp. 139-140). When the data is received, 

most researchers save the information on their computers and this raises problems of data 

security. 

 

The questions in the survey were aimed to be unbiased and not leading questions. To 

accomplish this we have used scales from previous research. Thereafter, we did a backward 

translation process, meaning we translated the questions from English to Swedish and then 

back again to make sure that the translation was made accurately. We also had six other 

unbiased adults from Umeå University to pre-test the questionnaire and give us feedback 

including biased and unethical questions. We also had our supervisor have a look at the 

questions. During the data collection we let the student answer the questionnaires 

independently as it is a self-conducted survey. We explained to them in beforehand that the 

respondent could not cooperate while filling out the survey because they need to answer 

independently.  

 

When it came to the sampling it is important not to use a disproportionate sample meaning, 

you should not knowingly misrepresent the true population or only ask people who you 

suspect will give a pre-determined outcome (Shui et al., 2009, pp. 476-477).                                    

 



   

 

18 

 

The most important of all is that we understand the ethical problem and seriousness of 

plagiarism (Bryman & Bell, 2011, p. 116). Therefore, we have always referred to the original 

authors throughout the entire thesis and when taking the exact word quotes have been used. 

When we have presented our own opinions we have done this in as clear manner as possible, 

with writing: we think, we argue, or opinion is. 

2.7.2 Writing on Commission 
In this research paper, we are writing on commission for the SwAF and it is important to 

behave ethically towards the organization in the same manner as we will remain ethical to 

research subjects. That is why it is important to give all information about what we are writing 

and what we are investigating to the commissioner so that they are aware and can protest if 

something is confidential or not ethical for them (Blumberg, 2011, pp. 42-43). That is why 

we have updated the SwAF with our work and sent drafts through email to our supervisor 

within the organization. This was done in order for them to follow our process of the research 

work. The SwAF has worked with university students before and are therefore aware of the 

process and the legal and ethical considerations of research writing. This is helpful to us since 

the internal documents provided from the SwAF were not confidential and could thereby be 

used in our study. Finally, because of their past experiences with thesis writing, the external 

supervisor and subject matter expert had a good understanding of the academic objectives 

and were helpful in order for us to reach these.  
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3. Theoretical Framework 
The third chapter will begin by explaining some key concepts of branding theory and the 

foundation of employer branding. Further, we will develop the concept of employer 

branding, the associations and attributes that build employer brand attractiveness and also 

explain further a frame of reference in applying these topics to the Swedish Armed Forces. 

Finally, theories regarding social media and gender differences are brought up to address 

those areas of our research question. 

3.1 Corporate branding 
Balmer (2001) defined the corporate brand as ”A promise inferred/communicated by the 

brand” (Balmer, 2001, p. 257). This definition both encompasses a promise made by the 

organization to the stakeholders as well as the importance of communication. In this study, 

we focus on the context of the SwAF and what is communicated to an outside audience about 

the organization.  The point is to have a unified, meaningful, positive and profitable 

relationship with the organization's customers, stakeholders and communities (Balmer & 

Greyser, 2006, pp. 731-732). For the SwAF, this can encompass the general public of Sweden 

as well as its employees. According to Balmer and Greyser (2006) corporate marketing is 

used as a general application to different types of entities, not only corporations, but also not-

for-profit organizations and there is no distinction on for what type of organization it is 

applicable to (Balmer & Greyser, 2006, p. 732). Therefore, we believe that corporate 

branding theories can be applied to an army type organization. What is important is to focus 

on the fact that other groups than just customers are relevant to the organization (Balmer, 

1998, p. 987). 

  

In order to know what to communicate and promise, there has to be focus on the 

organization’s identity which is defined as "a summation of those tangible and intangible 

elements that make any corporate entity distinct" (Balmer, 2001, p. 280). These elements 

regard the blend of employees' values but is also shaped by the actions of leaders as well as 

the tradition and environment surrounding the organization. In comparison, corporate 

identity is defined 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). Both definitions encompass a factor of being unique and different in regards to a 

corporate entity, focusing on the expression identity. Therefore, a corporate brand is 

dependent on the decision by senior management to sort out and create awareness of the 

attributes of the organization’s identity through a clear brand proposition. (Balmer, 2001, p. 

281). 

  

A corporate brand proposition can be seen as a template for evaluation of an organization's 

activities i.e. what the brand is communicating and how (Balmer, 2001, p.281). This 

proposition is then used to differentiate itself to stakeholders and to unite everyone employed 

in the organization with the help of effective brand management teams. Harris and de 

Chernatony (2001) defined brand management teams as "comprising of those people 

responsible for designing and developing the brand strategy" (Harris & de Chernatony, 2001, 

p. 446). These teams include internal staff from different departments (marketing, customer 

service etc.) and external agencies working with the brand (like ad agencies). Brand 

management teams need a high level of coordination throughout the organization in order to 
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get all members to behave in accordance with the desired brand identity (Harris & de 

Chernatony, 2001, p. 442). 

  

Previously, brand image was the term more frequently used in branding literature, however 

the brand identity becomes more prominent in recent research and is more concerned with 

how the organization can become unique rather than just defining the brand values (Harris & 

de Chernatony, 2001, p. 442).  These two streams of literature then highlight a question of 

which stakeholders should be in focus for an organization, i.e. internal or external ones. 

Further, another view of corporate branding is that it primarily targets external stakeholders 

(Backhaus & Tikoo, 2004, p. 503), but it has been opposed in other literature (Harris & de 

Chernatony, 2001; Balmer, 2001). Therefore the corporate brand will here be seen as both 

internal and external brands of the organization, supported by the literature and definitions 

above. 

  

Employees are the bridge between the internal and external environments of the organization, 

and can have a powerful impact on the perceptions the consumers have about the organization 

(Schneider & Bowen, 1985, p. 431). Since employees can obtain valuable customer 

information, they are becoming central to the process of brand building and also their actions 

can reinforce or undermine the credibility of the attributes the brand is advertised to have 

(Harris & de Chernatony, 2001, p. 442). It is therefore important to see that the desired values 

of the organization can be aligned with the employees' values and behavior in order to create 

a positive outcome. The importance of the employees is supported by Foster et al. (2010) in 

communicating the corporate brand values to external stakeholders. As they play such an 

important role in corporate brand management, internal branding and employer branding 

have been introduced in the branding literature (Foster et al., 2010, p. 401) and will be 

examined further in this thesis. 

  

Concluding, the corporate identity is concerned with "what an organization is" while 

corporate branding is concerned with what is expected by the organization (Balmer, 1998, p. 

989). This relates to the definitions above of the corporate brand as a promise, while the 

identity focus on the attributes connected to the brand. The importance of defining what 

attributes are connected to the brand is also of importance in the area of employer branding 

and will be one part of our conceptual model. 

3.2 Employer branding 
Ambler and Barrow (1996) first introduced the employer brand concept in order to combine 

HR practices with brand management. This was done in order to understand and measure the 

brand equity in combination with recruiting and better sustaining employees of the 

organization. In their research, Ambler and Barrow (1996) learned that even if the employer 

brand was not an established term among their subjects, one of them explained the concept 

as: "If we have the best shops, with the best people, then we have the best word of mouth and 

receive the best applications and then we will have the best shops" (Ambler & Barrow, 1996, 

p. 2). Ambler and Barrow (1996) defined the employer brand as ”the package of functional, 

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

employing company” (Ambler & Barrow, 1996, p. 8). The concept can be compared with 

corporate branding, however the employer brand is specific to the characteristics of the 

organization's identity as an employer. (Backhaus & Tikoo, 2004, p. 503). In other words, 
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the employer brand creates an image showing the organization as a good place to work. 

Another definition is "the process of building an identifiable and unique employer identity" 

(Backhaus & Tikoo, 2004, p. 502). This concept agrees that an employer brand should be 

unique and can therefore be used also to differentiate the organization from its competitors 

in the job market. 

  

Several studies show that corporate branding can be compared to employer branding 

(Backhaus & Tikoo, 2004; Ambler & Barrow, 1996; Foster et al., 2010; Berthon et al., 2005). 

Employer branding has been explained as brand building in order to receive a better matching 

recruitment base as well as having lower HR costs because of this (Backhaus & Tikoo, 2004, 

p. 512). In practice, the employer brand clearly communicates outward what the potential 

employee can expect from the company, meaning that recruits that are searching for these 

attributes apply for a job there. In the end, lower hiring costs occur when these new 

employees get what they expect and therefor want to stay in the organization, rather than the 

leaving and new hiring processes have to be started. Therefore, employer branding overlaps 

aspects of internal branding (see chapter 3.3), where efforts are made towards strengthening 

the company brand towards its own employees (Foster et al., 2010, p. 402). Therefore, to 

manage the employer brand means communicating perceptions and creating awareness with 

employees, potential employees, and related stakeholders such as external employment 

agencies with regards to a particular firm (Sullivan, 2004). 

 

 

 
 

 
Figure 3 - Coordination of HR and marketing to influence brand promise delivery. 

 Adapted from: Punjasiri & Wilson, 2007, p. 68  
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According to Backhaus and Tikoo (2004, p. 502) employer branding is done in three steps, 

where the first one considers creating a concept of the value that the organization offers to 

both future and current employees (Figure 3). The concept or message is central to the 

employer brand and is derived from what makes the organization a great place to work 

(Ewing et al., 2002, p. 12). The employer brand value proposition turns to both prospective 

and current employees and clarifies what they can expect from the organization (Mosley, 

2007, p. 131). This value proposition also has to make it clear what is expected of the 

employees in return. As the value proposition is seen as the specifics of a promise and the 

expectations the organization has, it also has to be aligned with the corporate brand promise 

(Foster et al., 2010, p. 403). The promise and expectations have been explained in research 

as a psychological contract (Robinson & Rousseau, 1994, p. 246; Barrow & Mosley, 2005, 

p. 59). The psychological contract was defined as “an individual's beliefs regarding the terms 

and conditions of a reciprocal exchange agreement between that focal person and another 

party.” (Rousseau, 1989, p. 123). It is seen as an informal expectation from the employee of 

what the organization should provide during the course of employment (Barrow & Mosley, 

2005, p. 59). 

 

Research shows that over the years, new employees often change their perception of the 

psychological contract between the employer and employee (Robinson, 1994; Robinson & 

Rousseau, 1994). This indicates that more emphasis has to be put on maintaining the 

promises that are made in the recruitment process and that the employer brand need to 

resonate consistently over time. A contract of this type can include benefits of training, 

personal growth or career opportunities (Backhaus & Tikoo, 2004, p. 504). If then, as the 

research shows, the contract is not upheld by the employer, it will affect satisfaction, trust 

and employees' intentions to remain with the employers negatively (Backhaus & Tikoo, 

2004, p. 504). Also, the research shows that this does lead to a high employee turnover as a 

final measure (Robinson & Rousseau, 1994, p. 255). An example is of an organization 

recruiting newly graduated students saying that the company will provide a work-life 

balance. When the new recruits discover that managers work many hours overtime, most of 

them left the company within 12 months (Moroko & Uncles, 2008, p. 166). The 

psychological contract here was not followed through by the organization, it communicated 

something the rest of the organization could not keep. Concluding, building a strong 

employer brand with a clear value proposition therefore becomes important in order to not 

only recruit but also keep promises and in the long run also keep employees. When a 

psychological contract is fulfilled, it is expected to generate loyalty and satisfaction leading 

to a long term relationship with the organization (Barrow & Mosley, 2005, p. 60). One 

example is in Lievens et al.’s (2007) research where it was proved that actual applicants are 

much more favorable about the organization than actual employees. This seems to prove an 

inconsistency between the promise made and if it was kept consistent after hiring (Lievens 

et al., 2007, p. 63). 

  

In the context of the government authority the British army has also seen a decrease of 

suitable recruits, leading to shortages of personnel for several departments (Woodward & 

Winter, 2004, p. 280). The long-lasting lack of new employees was explained by senior Army 

officers as being caused by several factors regarding the Army’s attractiveness as a career 

choice (Woodward & Winter, 2004, p. 280). Other explanations concerned demographic 

changes, where less children are born, and change in family structures or aspirations of the 
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traditional recruiting pool of working-class white males (Woodward & Winter 2004, p. 281). 

Finally, increased competition with other employers for skilled labor is stated as another 

reason and can be compared to what the SwAF have experienced since the recruitment reform 

(SwAF, 2013a, p. 28).  

3.3 Internal communication of the employer brand 
As we have established so far, the employer brand acts as a promise between the organization 

and its external stakeholders, and it must be understood internally in order to effectively be 

delivered to these by employees (Foster et al., 2010, p. 402). The employer branding literature 

include discussions of internal branding, as the internal stakeholders such employees are vital 

in communicating the brand values. Ambler and Barrow (1996) argue that internal branding 

is a development of internal marketing and brand management. However, in later research 

the term internal marketing and internal branding are used interchangeably (Backhaus & 

Tikoo, 2004; Foster et al., 2010; Ambler & Barrow, 1996). Therefore, we chose to use the 

definition of internal marketing as it is an updated view of the traditional term internal 

branding. Kotler (1994) defines internal marketing as “the task of successfully hiring, 

training, and motivating able employees to serve the customer well” (Kotler, 1994, p. 22). 

This can be seen as an outside-in approach where employees may feel as a mere channel in 

communicating the brand promise outwards (Mosley, 2007, p. 128) and the focus is on image 

and reputation first (Balmer, 2001, p. 271). Ultimately, internal marketing should be about 

communicating a culture to employees that feel natural, rather than putting on a show for the 

customers (Balmer, 2001, p. 271). Lately, the focus has shifted more towards internal 

branding with an inside-out approach where the focus is based on the value created within 

the company, which is then communicated externally (Mosley, 2007, p. 128).  An alternative 

definition of the objective of internal branding is "to ensure that employees transform 

espoused brand messages into brand reality for customers and other stakeholders" (Punjaisri 

& Wilson, 2007, p. 60). Relating this statement back to the employer brand, it is clear that 

there is a focus on value among the employees, which also can be communicated externally 

but begins within the organization. 

  

The importance of employees has been extensively highlighted in employer branding 

literature (Harris & de Chernatony, 2001, p. 453; Punjaisri & Wilson, 2007, p. 57). As 

mentioned above, the concept of internal branding stems from the concept of corporate 

branding, but is focused on stakeholders within the organization. The reason for this is that 

the success of the positioning of the corporate brand is dependent on the behavior of its 

employees (Frohlich & Samli, 1992, p. 21). The purpose of this type of branding is to 

establish a commitment of the workforce towards the values and goals set by the 

organization. (Backhaus & Tikoo, p. 503; Mosley, 2007, p. 128). Rather than being its own 

strategy, internal branding also offers strength to the corporate brand (Punjaisri & Wilson, 

2007, p. 59). 

  

The early literature on internal branding is highly focused on the service industry, as 

employees have an important role in creating value for the customer. In his research, Heskett 

(1987) argues that supervision is an inefficient way of increasing the quality of service in the 

companies observed (Heskett, 1987, p. 122). Instead, the author makes the point that some 

companies “rely on careful selection and thorough training of employees and the 

development of programs to build both a sense of pride in the service and a sense of 
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identification with the company.” (Heskett, 1987, p. 123) Further, the bonding process 

occurred through these activities are hard for competitors to copy and leads to a competitive 

advantage. This can be explained as when values are hard to change or affect, recruitment 

must be based on value congruence between the recruit and the organization (Punjaisri & 

Wilson, 2007, p. 60). Therefore, strengthening employer attractiveness begins with selecting 

and recruiting the right candidates. 

  

In an increasingly competitive marketplace, it is important to differentiate yourself compared 

to the competition. Employees who believe in their brand, develop a passion for it that shows 

in the products they create or the services they deliver as well as what they communicate to 

the rest of the world (Drake et al., 2005, p. 52). Pfeffer (1994) commented on this fact “As 

other sources of competitive success have become less important, what remains as a crucial, 

differentiating factor is the organization, its employees and how they work” (Pfeffer, 1994, 

p. 14). In today’s marketplace, customers have more information about products and services 

than ever, and products are sometimes very similar. In order to compete, involvement of both 

HR and marketing has proved to be necessary to get the results of positive brand-supporting 

behaviors (Punjaisri & Wilson, 2007, p. 67). It should be noted that in their research Punjaisri 

and Wilson (2007), show that for the employees the internal communication played a bigger 

role for their commitment (Punjaisri & Wilson, 2007, p. 68). Recruiting staff whose values 

align with those of the brand should encourage customers to develop a relationship with the 

brand which can then be stressed in that brand’s marketing (de Chernatony & Segal-Horn, 

2001, p. 650). Early research on internal branding proved the value of raising the motivation 

and connectivity between the employees and the corporate brand in order to get a better end 

product (Heskett, 1987, p. 123). To build on that, employee brand loyalty creates customer 

brand loyalty (Drake et al., 2005, p. 52). This means that with well-functioning internal 

branding, you will have a successful, attractive organization. 

3.4 External communication of the employer brand 
An important part of employer branding is what is communicated externally to possible 

applicants and how these values resonates within the organization (Barrow & Mosley, 2005, 

p. 59). The value for the organization with well-functioning employer brands are high quality 

recruits, which means long term employment, lower costs of recruiting, and effective 

communication of the organizational values to external stakeholders, e.g. consumers or 

society (Foster et al., 2010, p. 403). Figure 4 demonstrates how a strong employer brand also 

contributes to increased employee productivity (Backhaus & Tikoo, 2004, p. 505). 

Externally, the employer brand is created to attract a target population and is also a tool to 

support and enhance the corporate brand. The external communication of the employer brand 

is based on defining what is supposed to be communicated, meaning the employer brand 

value proposition (Backhaus & Tikoo, 2004, p. 502). The employer brand value should be 

used to attract applicants that fit the organization’s values, as mentioned in previous sections. 
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Employer attractiveness is defined as the envisioned benefits that a potential employee sees 

in working for a specific organization (Berthon et al., 2005, p. 151). In previous employer 

brand research, the term was often used to define the strength of the perception about the 

employer brand (Ambler & Barrow, 1996, p. 17). Being attractive to potential employees is 

equal to a strong employer brand. Further, research has shown that higher attractiveness leads 

to more applicants (Turban, 2001, p. 306). The defined employer brand value proposition 

sets the basis for what is to be communicated externally and aimed at a target population, i.e. 

possible applicants (Backhaus & Tikoo, 2004, p. 502). These values have been defined as 

attributes related to the organization as an employer and have previously been defined in a 

variety of divisions (Backhaus & Tikoo, 2004, p. 502). However, in order to focus on 

attributes that best describe a government authority, we have chosen to focus on the 

instrumental-symbolic division of attributes (Lievens & Highhouse, 2003, p. 78). 

  

Previous researchers have used divisions distinguished according to how directly they relate 

to product or service performance, such as product-related attributes/non-product related 

(Keller, 1993, p. 4). Here, product-related attributes are defined as the necessary ingredients 

for performing the product or service function that customers want (Keller, 1993, p. 4). The 

non-product related attributes are defined as external aspects of the product or service that 

relate to its purchase or consumption (Price information or usage imagery etc.) (Keller, 1993, 

p. 4). Classic theories discuss that consumers do not only buy products based on their 

functional attributes, but also for their symbolic meanings (Gardner & Levy, 1955 cited in 

Padgett & Allen, 1997, p. 50). However, as this paper is not in the context of a company 

selling products, other attribute divisions tend to be more natural. Lievens and Highhouse 

(2003) built on the classic definitions in order to make a division of attributes in the context 

of recruitment. The division was made between instrumental/symbolic attributes. 

  

Highhouse et al. (2004) confirmed that the division of symbolic-instrumental attributes can 

be applied to organizational attractiveness. Also, in their earlier research, Lievens and 

Highhouse (2003) found that potential applicants were attracted to an organization's symbolic 

traits because pursuing a job there enables them to express parts of their self-concept and 

personality (Lievens & Highhouse, 2003, p. 96). "Specifically, they convey symbolic 

company information in the form of imagery and general trait inferences that applicants 

Figure 3 - The employer brand framework. 

Adapted from: Backhaus & Tikoo, 2004, p.505 
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assign to organizations” (Lievens et al., 2007, p. 53). These values can then be used to attract 

new employees or retain current ones. In the army type organization, it was confirmed that 

actual applicants would have more favorable perceptions about an employer's instrumental 

and symbolic attributes than potential applicants. (Lievens et al., 2007, p. 60). In the next 

sections, we will outline more specifically how they are described. 

3.4.1 Instrumental attributes  
What separates one organization from another are the different attributes associated with 

them. Attributes can be explained as "those descriptive features that characterize a product 

or service" (Keller, 1993, p. 4). In employer brands, this refers to what a potential employee 

thinks the organization is or has to offer and what is involved in the decision of joining them 

(Lievens, 2007, p. 53). Keller (1993) explained the brand with product-, non-product related 

attributes and also functional, experiential and symbolic benefits reflected by the associations 

of the brand (Keller, 1993, p. 4). In a similar conclusion, Padgett and Allen (1997)  argued 

for the functional/symbolic division of brand image and mentioned the growing importance 

of symbolic aspects in research made from the early 1990's and on (Padgett & Allen, 1997, 

p. 51). 

  

Instrumental attributes link to people’s basic need for maximizing benefits and minimizing 

costs, so called utilitarian approach (Katz, 1960, p. 171). The instrumental benefits 

correspond to the product related attributes, described as objective, physical or tangible 

(Lievens et al., 2007, p. 52). An example is a worker who votes for a political party that will 

raise his yearly income, then values them in utilitarian terms (Katz, 1960, p. 171). These 

attributes are defined in the same way as product-related ones, like actual functions (Lievens 

et al., 2007, p. 52). Within the area of recruitment, instrumental attributes describe the job or 

organization in terms of the objective, concrete and factual attributes that a particular job or 

organization might or might not have (Lievens & Highhouse, 2003, p. 77). Instrumental 

attributes and their effect on employer attractiveness were tested on the potential applicants 

of the Belgian Army by Lievens et al. (2007). By comparing potential applicants, actual 

applicants and employees they found that instrumental attributes were more important for 

actual applicants than the other two groups (Lievens et al., 2007, p. 63). For the potential 

applicants, significant attributes proved to be social/team activities, travel opportunities and 

task diversity and therefore physical activities, structure, advancement, pay and benefits, job 

security and educational opportunities were excluded (Lievens et al., 2007, p. 63). In our 

research, we want to investigate how these apply for the SwAF and their potential applicants 

and therefore our hypothesis will be: 

H1: Employer attractiveness of the SwAF are positively affected by Instrumental attributes, 

such as: 

a) Social/Team activities  b) Physical activities 

c) Structure    d) Advancement 

e) Travel opportunities  f) Pay and Benefits 

g) Job security    h) Educational Opportunities 

i) Task Diversity 

3.4.2 Symbolic attributes 
From Lievens et al. (2007) we found that instrumental attributes had an effect on the potential 

applicant’s perception of the Belgian Army’s employer attractiveness. However, testing only 
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the instrumental attributes of employer attractiveness has proven often to yield minor 

differences between companies within the same industry, and therefore symbolic 

associations are important to differentiate (Lievens & Highhouse, 2003, p. 98). Therefore, 

we will not only focus on the tangible associations that can be made towards a brand, but 

also the symbolic. Further, these traits are seen as increasingly important when organizations 

have a hard time differentiating themselves to their competitors in the job market (Lievens 

& Highhouse, 2003, p. 76). Highhouse et al. (2004) also found support that not only 

instrumental attributes, but also symbolic ones play a role in employer attractiveness 

(Highhouse et al., 2004, p. 86). 

  

As found by Lievens and Highhouse (2003), the instrumental attributes can be explained as 

functional, product-related attributes that illustrates the product in tangible, objective and 

physical attributes that a product does or does not have. Symbolic attributes are instead self-

expressive attributes that are non-product related and describe a product in terms of 

subjective, intangible attributes that accrue from how someone perceives the organization 

(Lievens & Highhouse, 2003, p. 78). Symbolic benefits are the same as non-product-related 

attributes and relate to the need for social approval, expressing personality or self-esteem 

(Keller, 1993, p. 4). These attributes are therefore abstract, intangible, and stem from how 

people perceive an organization and make interpretations about it (Lievens et al., 2007, p. 

53). Applied to a recruitment perspective, an organization might be sophisticated or 

masculine which might be what the applicant is attracted to. 

  

Lievens et al. (2007) research gave support to the theory of brand personality in relation to 

an army type organization (Lievens et al., 2007, p. 58). Brand personality is defined as "the 

set of human characteristics associated with a brand" (Aaker, 1997, p. 347). It is important 

to understand and recognize an organization’s personality to be able to build a stronger and 

more genuine brand image and strengthen the employer brand. Three of the symbolic factors, 

used in Lievens et al. (2007) research, namely sincerity, excitement, and competence, are 

similar to the five-factor model of human personality, the two other factors used might enable 

applicants to express how they are different or similar from members of their in-group, 

depending on their own personalities and culture (Aaker, 1997, p. 355). For instance, 

sophisticated brands tend to be associated with upper class, glamorous or sexy for instance, 

while as rugged brands relate to strength and masculinity (Aaker, 1997, p. 353). 

  

Based on semi-structured interview, Lievens et al. (2007) found six dimensions of employer 

brand personality consisting of Sincerity (e.g. honest, sincere), Cheerfulness (e.g. cheerful, 

friendly), Excitement (e.g. daring, exciting), Competence (e.g. intelligent, technical), 

Prestige (e.g. high status, highly regarded), and Ruggedness (e.g. tough, rugged) (Lievens et 

al., 2007, p. 58). One example of what the attributes capture is the citation “Working in the 

army is prestigious” (Lievens et al., 2007, p. 57). The method of finding these traits was 

replicated from Aaker (1997) and created modified scales from the theoretical background 

of brand personality in relation to the Belgian army (Lievens & Highhouse, 2003, p.559). 

Cheerfulness and Prestige were found to be the significant factors for potential employees of 

the Belgian Army in determining employer attractiveness (Lievens & Highhouse, 2003, p. 

559). However, Aaker (1997) argues that cultural differences might occur when using brand 

personality dimensions (Aaker, 1997, p. 355), where other constructs than the ones 
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significant in the Belgian Army might be significant for the SwAF. Therefor we will test the 

hypothesis: 

H2: Employer Attractiveness of the SwAF are positively affected by symbolic attributes, 

such as: 

a) Sincerity                           b) Excitement 

c) Cheerfulness                    d) Competence 

e) Prestige   f) Ruggedness 

3.5 Familiarity of the employer brand  
In external communication of the employer brand, an important goal of different recruitment 

activities has been to raise awareness of the organization as an employer. This is the equal to 

creating familiarity with the potential recruits (Turban, 2001, p. 296). These practices lead to 

a familiarity towards the organization in the minds of potential applicants when the time 

comes to search for a job. Researchers have found evidence that familiarity with an 

organization leads to a higher level of attraction to them as employers (Turban, 2001; Rynes 

& Barber, 1990; Lievens et al., 2005; Gatewood et al., 1993). As the purpose of raising the 

attractiveness as an employer is to hire and fill vacancies, the historical discussion has been 

focused on quantitative measures, while as the quality and characteristics of recruits is now 

more in focus (Rynes & Barber, 1990, p. 290). Communicating certain attributes lead to 

attracting some types of recruits, which means that recruits with a good organizational fit 

should be prioritized when creating familiarity. 

  

In their work, Rynes and Barber (1990, p. 287) viewed recruiting practices as a means to 

create attraction of an organization, which is the view that will be adopted in our study. 

Further, it has been discussed in literature that without first being familiar with an 

organization, potential applicants may not pay attention to direct forms of recruitment 

advertising (Collins et al., 2002, p. 1131). This indicates that external communication may 

not have an effect on potential recruits that are not already familiar with the organization. 

Research with students as primary target for recruitment activities is extensively represented 

in the area of research (Turban, 2001; Lievens et al., 2007). Different ways for students to 

become familiar with an organization can be knowing someone that works or has worked at 

the organization, they might have seen an employee of the organization on campus, studied 

the organization in class or finally the students might use the firm’s products or services 

(Turban, 2001, p. 307). In a similar manner, Gatewood et al. (1993) found that corporate 

image was positively related to potential applicant personal interaction with an organization 

(Gatewood et al., 1993, p. 424). The interaction was defined as the exposure of 

advertisements, use of products or services and studying an organization in class (Gatewood 

et al., 1993, p. 424). However, it should be noted that potential applicants’ have many other 

sources of recruitment information, i.e. media, family and social contacts (Gatewood et al., 

1993, p. 426). 

  

Turban (2001) found that familiarity of the employer brand has both a direct effect as well 

as an indirect effect on attraction through company image and challenging work. The indirect 

effect that comes from the effect recruitment communication has on i.e. university personnel, 

which was found to affect the student’s perception of the attractiveness of the organization 

as an employer (Turban, 2001, p. 305). In regards of the army type organization, research has 
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proved that high familiarity also heightened the effects of the organizational attributes related 

to the attractiveness of an army type organization as well (Lievens et al., 2005, p. 553). 

Finally, an interesting correlation is that the mere exposure of information is central to an 

individual's perception of organizational image (Gatewood et al, 1993, p. 424), which means 

that improving recruitment communication is suggested as a potential strategy to improve 

familiarity with the organization (Barber & Rynes, 1990, p. 287). Therefore, we propose the 

following hypothesis: 

H3: Familiarity has positive effect on employer attractiveness  

3.6 Social media in employer branding 
With the current era of Web 2.0, which also can be called “social web” (Carlsson, 2009, p. 

8), social media is more important for organizations than ever (Land & Lawson 2013). The 

main difference between the first application and Web 2.0 is that the content on the Internet 

is now created by everyone together, instead of mainly by marketers (Cormode & 

Krishnamurthy, 2008). The users should have the possibility of an interactive cooperation 

where they can be able to contribute with content to the site and have control over their 

information (Carlsson, 2009, p. 8). The collective environment of social media allows an 

exclusive form of democratic construction, by the simultaneous creation by different users 

(Kaplan & Haenlein, 2010, p. 62). The purpose of having many simultaneous creators is that 

the collaboration of many people lead to more variety of opinions that could surface and lead 

to better results than if made by only one individual. The advances in technology have been 

in the consumer creator’s favor and supported the user-generated web even further (Cormode 

& Krishnamurthy, 2008). Now, “the web is a dynamic and interactive multimedia with 

functional characteristics, notably, direct involvement and interaction with customers” 

(Javalgi et al., 2005, p. 665). That is why it is important to understand the target market 

population, what SNSs they are using and for what reasons they are present on social media. 

With this information it will be easier for the organization to have a message that goes in line 

with the job-seekers social media intentions, which usually is to perform social interactions 

with friends and acquaintances, make plans and share news (Clark & Roberts, 2010, p. 519). 

 

In this study, we have focused on five different SNSs, which in Sweden are the most common 

and growing, especially for the younger generation. The focus is on Facebook, YouTube, 

Instagram, Blogs and Twitter. There are some functional differences of how you can 

communicate in the different types of SNS. We will treat them in the same manner in this 

thesis because the common purpose of all of them is the organizational two-way 

communication tool for creating awareness and socializing with its users in a dynamic 

fashion (Javalgi et al, 2005, p. 665).  

a) Facebook 
A Facebook page can be described as a something in between a blog and a microblog 

(Carlsson, 2009, p. 86). The communication is just like in Twitter but it can be perceived as 

easier to follow as you can read the comments to a post just like in a blog. It is of great 

advantage to use Facebook as it is often easier to acquire a big audience in a short period of 

time, since news are spread quickly among friends. On Facebook, users could share 

information about themselves and follow friends and organizations they like or feel 

associated with (Caers et al., 2013, p. 984). When following people or organizations, the 
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information the users will share on their walls will appear in the news feed in a chronological 

order. It is also simple to repost other peoples feeds, which then could result in a viral 

marketing effect. In a study evaluating the use of Facebook groups, four primary needs were 

identified for participation in them: socializing, entertainment, self-status seeking, and 

information (Park et al., 2009, p. 731). In this study, they also found that there were gender 

differences in the usage of the groups, however the relationship was not strong (Park et al., 

2009, p. 731). 

b) YouTube 
YouTube is a type of content community which purpose is to share different media content 

to others (Kaplan & Haenlein, 2010, p. 63). Users can upload or share videos to friends or 

the public and they can raise their opinions about videos by posting comments and likes about 

it (Haridakis & Hanson, 2009, p. 318). They can also spread it to other SNSs by sharing the 

YouTube-link. 

c) Instagram 
Instagram can be used with a smartphone or tablet to take instant pictures and upload 

instantaneously (Frommer, 2010). The application allows the user to filter the pictures to 

diminish flaws and create old-school pictures by using filters as black and white and vintage 

and then share it on the various SNS’s. Instagram’s primary age group in Sweden are young 

adults, 12-19 years old (Internetstatistik, 2013). According to Instagram themselves 

“Instagram is a fun and quirky way to share your life with friends through a series of pictures. 

Snap a photo with your mobile phone, then choose a filter to transform the image into a 

memory to keep around forever. We're building Instagram to allow you to experience 

moments in your friends' lives through pictures as they happen. We imagine a world more 

connected through photos“ (Instagram, 2014).  

d) Blogs 
The earliest form of social media is seen to be blogs. In a blog the author posts content in a 

“reverse chronological order” (Kaplan & Haenlein, 2010, p. 63). Blogs are handled by one 

person, (the author), but viewers can comment on entries in the blog which is allowing a two-

way communication. Organizations are starting to understand the advantage of this two-way 

communication that social media such as blogs provides, and are informing with updates 

about developments to customers, employees and other stakeholders (Kaplan &Haenlein, 

2010, p. 66; Yan, 2011, p. 695).  

e) Twitter 
The organization can spread news about itself and post links to other social media channels 

or websites with more comprehensive information (Carlsson, 2009, p. 83). Twitter users can 

post messages up to 140 characters at a time and those messages are called “tweets” which 

could be shared through different forms of media e.g. instant messaging, Internet, e-mail and 

text messages and other applications (Hughes & Palen, 2009). 

3.6.1 Social media use by potential applicants 
People that have grown up with the Internet around them are referred to as "digital natives" 

(Friedl et al., 2010; Prensky, 2001, p. 2). These can be described as wanting to reach 

information fast, often multi-tasking, prefer graphics before text and function best when 

networking (Prensky, 2001, p. 2). The way these people socialize is very different from the 
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way their parents consort with their friends. Today, according to American studies, young 

adults spend a lot of their free time playing video games, e-mail and instant messages, talking 

over digital cell phones (Prensky, 2001, p. 2). A big difference today is that people’s networks 

and activity can be a lot bigger than previously, thanks to the new technology (Carlsson, 

2009, p. 8). According to a study on the older digital natives done in the U.S., (respondents 

average age 27) the most common social media activity used by 69% of the sample were 

visiting SNS’s, after that, 65% were watching videos online, and 64% were reading online 

forums or discussion groups (Friedl et al., 2010, p. 85). Fewer people, less than 10% were 

uploading content, such as music, videos or articles on social media (Friedl et al., 2010, p. 

85). Twitter and other microblogs were also not that popular, only 9% were uploading content 

on Twitter and 13% were reading posts on Twitter (Friedl et al., 2010, p. 85). According to 

Hutton and Fosdick (2011, p. 566), “passive” social media activities such as e.g. online 

reading and viewing are demanding less involvement and conscious effort by the social 

media users than if they would engage in more “active” social media usage such as e.g. 

writing, creating videos, and posting content on SNSs. This is the reason why passive social 

media activities are more common.  

  

In previous research it is found that even though the younger workforce prefer digital media 

as a communication tool for their friends this is not always the case when it comes to their 

professional lives (Friedl et al., 2010, p. 85). The research found that they still prefer fairly 

old-fashioned internal communication channels like Intranet news, e-mail newsletters, and 

staff meetings when it comes to tactical information. The study of Friedl et al. (2010) did not 

concern external communication which the present study will investigate, and the outcome 

might be different in this case. 

 

According to Blossom (2009, p. 29, cited in Friedl et al., 2010, p. 84) social media is a “highly 

scalable and accessible communication technology or technique that enables an individual to 

influence groups of other individuals easily”. This means that organizations, such as the 

SwAF, can use social media in a very efficient way by involving individuals to spread 

awareness about the employer brand. People have always been socializing and chatting with 

each other about information and experiences, recommended products and gossiped 

(Carlsson, 2009, p. 8). But today, the networks of these social conversations are so much 

bigger. People’s active network can be of hundreds or thousands of people all around the 

world. Which makes the information flow of opinions and trends among consumers limitless. 

 

As users of social media generally use them to stay in touch with each other, there has been 

a disconnect in how they view the purpose and utility of social media compared to how 

employers see them (Clark & Roberts, 2010, p. 507). This is important to have in mind when 

working with employer branding through social media. “When consumers engage socially 

online, they do so to meet certain needs” (Hutton & Fosdick, 2011, p. 566). These needs 

regard certain desires such as promoting oneself, share experiences with others and have fun 

and waste time (Hutton & Fosdick, 2011, p. 566). According to the study of Hutton and 

Fosdick (2011, p. 566) the two most typical reasons for using SNS is to “stay in touch with 

friends and meet new people”. 

 

Facebook is the most common SNS among Internet users in Sweden (Internetstatistik, 2013). 

Although the spread during the past couple of years has halted, the use is increasing still in 
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somewhat almost all age groups. Twitter is increasing rapidly among the Swedes, it has 

doubled in two years, according to statistics of Internetstatistics.se's report of Swedes and the 

Internet 2013 (Internetstatistik, 2013). The report also shows that there are now almost as 

many who use Instagram as Twitter (Internetstatistik, 2013). The daily Facebook use 

decreases slightly among young people, while it increases among those who are a little bit 

older. On Twitter and Instagram the activity increases the younger you are (Internetstatistik, 

2013). The reason why the use of Facebook is increasing by the elderly and slightly 

decreasing among younger people could be that the young are digital natives and the elderly 

are the followers in this particular market (Friedl et al., 2010; Prensky, 2001, p. 2). This 

means that these trends will continue and the older Internet users will continue to increase in 

social media usage. This gives for example SwAF’s and other organizations a great 

advantage as they already are established in the social media world.  

 

On average, people spend about three hours per week on various social media 

(Internetstatistik, 2013). Looking at the age group of 12-25 years, the figure is 6.6 hours, a 

third of the time they spend online. Among the older age category (from 26 to 55 years) the 

proportion is just over one-fifth (22%) (Internetstatistik, 2013). The number of Twitter users 

in Sweden has doubled in two years from 8% to 17% of the population (Internetstatistik, 

2013). Similar to the situation in other SNS, there are more people following and visiting 

what others are writing than actual writers. This is consistent with other research done in the 

U.S. (Friedl et al, 2010, p. 85). 

  

Among the total population, 15% had at least occasionally used Instagram and 5% do so daily 

(Internetstatistik, 2013). Just over half of the young people aged 12 to 19 years use Instagram 

sometimes. The younger you are, the more active you seem to be. Girls aged 12 to 19 are the 

most active user group where 71% of the category uses the SNS. For boys in the same age 

only 41% use Instagram. Although the use of Instagram is dominated by the younger 

audience, the use is spreading to the older population as well (Internetstatistik, 2013). The 

proportions that have at least tried Instagram at one point are 36% among 20-25 year olds, 

22% among 26-35 year olds and 12% among 36-45 year olds. The majority of users of this 

particular SNS are women. (Internetstatistik, 2013).  

3.6.2 Social media by organizations 
Previously, advertising has been the most common way to build brand awareness (Ewing, 

2002, p. 4). There are two ways advertising has previously been used to acquire new 

customers or retaining and reminding customers of the brands existence (Ewing, 2002, p. 4). 

Now many organizations have seen the opportunity to use SNSs to build awareness and 

attract job seekers in a more efficient way (Sivertzen et al., 2011, p. 473) and many more 

organizations use Facebook, Myspace and LinkedIn for recruiting (Davison et al., 2011, p. 

153). If the organization wants to improve the customer relations, social media can be of big 

help (Carlsson, 2009, p. 65). It does not take a large budget for companies and organizations 

to use social media as a communication tool, but it does take time and engagement among its 

employees (Carlsson, 2009, pp. 90-91). Starting a Facebook, Twitter, YouTube or other 

social media profile does not cost anything other than the potential labor cost. Here, it costs 

a lot of time, engagement, knowledge and hard work continuously. The reason for this is 

because the content needs to be thought through and the profiles need to be updated regularly.  
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Social media gives organizations a chance to mediate a comprehensive image of the 

workplace in a very different way which traditional communication methods do not allow 

(Carlsson, 2009, p. 63). Workers can continuously share everyday situations and experiences 

in words and images. In this way the organization can, during a longer time process, work on 

their profile, build relationships and make contact with future co-workers. According to 

Gregory et al. (2013, p. 1956) attitudes towards an organization’s website has positive 

correlation with the attitude of the entire organization. Cober et al. (2004, p. 637) have tested 

a conceptual model that would imply that website attitude would correlate to the job seeker’s 

applicant attraction, thus have proposed following hypothesis: “job seekers’ website attitude 

will positively influence applicant attraction.” Attitude towards an organization’s recruitment 

website are influenced by “usability, aesthetics, amount of job information, and amount of 

organizational information” according to previous research (Gregory et al., 2013, p. 1956). 

If an organization exists on social media it at the same time demand brands itself to be social 

by generating conversations and storytelling content (Briggs, 2010, p. 48). The brands have 

the ability to communicate and engage together with trusted SNS’s members (Briggs, 2010, 

p. 48). The organization can find like-minded individuals through these SNSs by sharing 

their brand stories (Briggs, 2010, p. 48). That is why social media is a very useful tool when 

finding the most appropriate recruits. However, any brand superficiality will be recognized 

and therefore being genuine is of high importance (Briggs, 2010, p. 48). 

 

Microblogging and podcasting can with advantage be used for recruiting new personnel 

(Carlsson, 2009, p. 63). It is a good idea to let the employees blog about their job, do podcast 

interviews with new employees and announce current position openings on the microblog 

with links to more formal and detailed information.  The social media can also be used for 

the organization to search and get information about the job-seekers. But this later use is 

something that is considered unethical and which Clark and Roberts (2010, p. 514) argue is 

insufficient for recruiting. The reason for this is because people’s use of SNS’ are to interact 

with their friends and acquaintances in an informal way. Kaplan and Haenlein (2010, pp. 66-

67) also highlight the importance of unprofessionalism of employer's presence on social 

media so that the different parties, employers and other stakeholders, can be at a closer level 

with each other.  Therefore, this communication evolution should be protected and it is good 

for society that peoples personal lives and work will have some boundaries (Clark & Roberts, 

2010, p. 514). 

  

Employer branding is today fundamentally changing because of web 2.0 and social media 

(Carlsson, 2009, p. 70). New technologies and media channels have changed the society from 

mass production to mass contribution (Carlsson, 2009, p. 70). It is a new communication 

between organizations and their stakeholders, where the communication is more about 

conversations (Carlsson, 2009, p. 70). Walker et al.’s (2011, p. 177) research advocates that 

an organizations’ website characteristics can influence the job seekers’ image of the 

organization, and it has an especially strong impact when the applicants have less knowledge 

of the organization. This is supported by Gregory et al. (2013, p. 1956) that also found that 

if the viewers knew less about the organization beforehand the attitudes toward the site had 

a bigger impact on the attitude of the organization. The website has “visual cues that prime 

certain attributes” and in this way help views to form a brand image (Gregory et al., 2013, p. 

1956). Therefore, this gives the organization an opportunity to form the job seekers’ 

organizational image in the way they want, by thorough work on the recruitment websites so 



   

 

34 

 

it communicates the desired message. Organizations that are not very well known should 

therefore devote resources to the design and image to communicate a message consistent 

with the organizations values and cultures. There are many brand building actions available 

through social media (Carlsson, 2009, p. 69). Through the organization’s blog, YouTube or 

Facebook page, for example, the organization has a chance to spread the organization's 

philosophy and show its soul (Carlsson, 2009, p. 69). At the same time you will open up to 

loyal fans to spread the organization culture through WOM (Carlsson, 2009, p. 69). 

Therefore, we will test the following hypothesis: 

H4: Attitude towards Social media site will positively affect employer attractiveness 

3.6.3 Attitude towards government authority on social media 
Research shows that the Swedish government uses social media to communicate with the 

public (Sveriges Kommuner och Landsting, 2013). Today, 69% of the government 

authorities are using social media for recruiting and branding and the number seems to grow 

(Sveriges Kommuner och Landsting, 2013). We argue the reason for this growth is because 

of Web 2.0 and the increase of the consumer generating content and power (Kaplan & 

Haenlein, 2010, p. 60; Internetstatistik, 2013; Walsh et al., 2009, p. 189; Steyn, 2009, p. 29; 

Constantinides & Fountain, 2008, p. 232; Lee et al., 2006, p. 290; Uncles, 2008, p. 3), as well 

as the implementation of “the principle of public access” (Regeringskansliet, 2007) to social 

media with the use of the E-delegation, introduced in 2010 (E-delegationen, 2010). All public 

administrations are subject to the principle of public access to provide an open government, 

which, according to the government is one of the cornerstones of a democratic society 

(Regeringskansliet, 2004). Democracy thrives on being examined. Transparency in the 

public sector creates guarantees against abuse of power and provides the ability to influence. 

Government activities concern all of us. Media and other interested parties will be able to 

access information on different issues, no matter what the authority chooses to communicate 

(Regeringskansliet, 2004). In order to maintain a good public structure the officials that uses 

social media must have procedures for a quick disclose of public documents regardless of 

where and how they are kept (E-delegationen, 2010, p. 34). The citizens should be able to 

inform themselves about the public documents occurring in the social media. The authority 

shall keep a description over their public documents, which also includes the ones available 

in the social media, which public documents that are expected to be there and details of who 

can provide further information about them and what ability to search that is possible (E-

delegationen, 2010, p. 34). Recruiting through social media is a good tool to reach out to 

potential employees in a more informal way (Carlsson, 2009, p. 63). The organization can 

build relationships as they can give more comprehensive information on how it would be to 

work with them by using current employees’ everyday experiences as storytelling 

communication.  

 

The SwAF’s presence on social media exists because it contributes to the right to freedom of 

speech, knowledge and discussions in the forms of open communication which are important 

for the democracy that the SwAF work to preserve (SwAF, 2013c, p. 3). When the 

government in 2010 gave the E-delegation the responsibility of designing guidelines for 

social media, it gave the citizens the opportunity to participate and influence of public sector 

activities is an important point (E-delegationen, 2010). Some of the management policy 

objectives adopted by Parliament in June 2010 is that the authorities in greater extent should 
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let individuals participate in policy processes and access to more information. Social media 

is a tool that agencies can use to get into a dialogue and create transparency (E-delegationen, 

2010).  

 

Today, nearly 80% of the Sweden’s public sector use social media in their work (Sveriges 

Kommuner och Landsting, 2013). Compared to the situation two years ago, there has been 

an increase of about 20 percentage points (Sveriges Kommuner och Landsting, 2013). During 

the first survey done by SKL on the authorities’ use of social media, 61% of the 

municipalities and 63% of counties used social media. Two years later (in 2012) the number 

increased to 76% in municipalities and 87% counties, for a total 77%. The majority of the 

entire public sector is using social media and it is continuously increasing (Sveriges 

Kommuner och Landsting, 2013). Almost every second government authority in Sweden is 

using social media today (E-delegationen, 2010, p. 2). The most typical social media among 

government authorities is Facebook, but also, YouTube, Twitter and blogs (Sveriges 

Kommuner och Landsting, 2013). 

 

According to the E-delegationen there are many good reasons why the government 

authorities should be on social media (E-delegationen, 2010, p. 17). For example: To make 

them more available; reach more citizens and businesses; enlist the help of the users in the 

process of designing new solutions (crowdsourcing) and be able to faster provide people with 

feedback on proposals etc.; Improve their relationships with citizens and businesses, enhance 

the credibility of citizens and businesses; reach groups that are hard to get in contact with 

through other channels; reach specific groups; compensate for other, non-present channels; 

by scanning the environment gain better insight into and knowledge of the issues discussed 

within the activities of the authority; and reduce the cost of communication (E-delegationen, 

2010, p. 17). The government personnel wants to be in the same channels as the citizens 

(Sveriges Kommuner och Landsting, 2013). That is why they think social media is a great 

channel to communicate to the citizens as well as they can communicate back to the officials 

in a two-way communication. 

3.6.4 Viral WOM 
Lievens and Van Hoye (2009, p. 348) found a positive correlation between positive WOM 

on organizational attractiveness meaning there is a foundation for further research on this 

topic. However, in terms of an army or similar organization, the effect of external information 

on employer attractiveness has not yet been investigated. In the study by Collins et al. (2002) 

the results suggested that early in the job search, potential applicants may rely on positive 

WOM in their decision making, and that this provides a highly effective and economical 

method for increasing applicant pools (Collins et al., 2002, p. 1131). 

 

Prior research shows that the information given in the form of WOM seems to be more 

effective than other information found by the receiver (Bansal & Voyer, 2000, p. 354; 

Gremler et al., 2001, p. 56). Also, viral WOM has a greater credibility, empathy and gives a 

higher interest to them who is searching for information than information from a corporate 

webpage (Bickart & Schindler, 2001, p. 36). According to Dichter’s study of “people of good 

will” that is providing market information is seen as unbiased and are responsible for 24,5% 

of the buying decisions (Dichter, 1966, p. 154). This means that it is a good idea for 
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organizations to encourage their followers on social media to repost content and information 

shared on the SNSs (Kaplan & Haenlein, 2010, p. 66).  

 

 
Figure 4 - Relationship between WOM and Viral marketing. 

Adapted from: Kaplan & Haenlein, 2011, p. 254 

It is evident that the relationship of the giver and receiver of word of mouth is of importance 

for the receiver’s WOM acceptance (Sweeney et al. 2008, p. 353). The stronger ties and 

homophily seems to give more effect on WOM but there is also evidence that WOM could 

be effective when the giver and the receiver had weaker ties, as other situational factors have 

great impact too (Sweeney et al. 2008, p. 353). Kaplan and Haenlein (2011, p. 254) have 

defined viral marketing and how it relates to WOM and social media (Figure 4). The 

difference of traditional WOM and viral marketing, as explained before, is that the 

reproduction rate is much bigger and faster with the viral marketing (Kaplan and Haenlein, 

2011, p. 255). The spread of viral marketing is more than one, which means more than one 

is exposed to the message at the reproduction. If the reproduction rate is two, the growth 

would be "transferred to 2, 4, 8, 16, 32, 64" etc. as it is reaching two more people with every 

new reproduction. This exponential growth have been compared to the way a virus is spread. 

“Customers can have a greater impact on each other through word of mouth regarding the 

firm’s reputation than the company’s advertising or publicity materials are likely to have on 

customers. The scale of this impact has recently increased dramatically with on-line 

communications and WOM being able to influence thousands of consumers almost 

instantly.” (Walsh et al., 2009, p. 189). Social media enables individuals to communicate and 

influence many other individuals efficiently, it is highly scalable and accessible 

communication technology or technique that enables an individual to influence groups of 

other individuals easily (Blossom, 2009, p. 29, cited in Friedl et al., 2010, p. 84). WOM has 

existed as long as trade have been going on (Carlsson, 2009, p. 8), and according to Kaplan 

and Haenlein (2011, p. 254) it has occurred for over 50 years. But now people’s networks on 

social media are a lot bigger than before and it has no geographical limits (Carlsson, 2009, 

p. 8). The information can therefore virally be spread instantly to a limitless amount of 

people.  

 

When it comes to handling WOM about content posted on social media, the ”seeds” 

(comments posted) in the SNS can have a big impact on what direction the WOM about the 

organization will take (Campbell et al, 2011, p. 98). Sometimes the conversation could even 

get skewed from its initial message. “This immediately suggests that organizations 
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themselves could get involved in the conversation if they have yet to do so in an effort to 

exert some kind of control over it, and to move it in favorable directions” (Campbell et al, 

2011, p. 98). This could either be done in a visual way, or in a covert way by pretending the 

comments does not come from the organization itself. The latter is something not 

recommended as it is unethical and deceiving and is proven to have had public relation 

consequences when revealed (Campbell et al, 2011, p. 98) and hurts the brand image (White 

et al, 2007). This is also something which has become available for organizations because of 

the more dynamic two-way communication possible with social media (Javalgi et al., 2005, 

p. 665).  Yan (2011, p. 695) and Kaplan and Haenlein (2010, p. 66) also suggest the 

organizations should take advantage of the comments posted. The conversations surrounding 

ads and the organization on social media can help the organization take managerial decisions 

(Campbell et al, 2011, p. 98). Therefore, we will we look at the following hypothesis: 

H5: Word of mouth has positive effect on employer attractiveness 

3.6.5 Trust, value and usage of social media and government authority 
Open government and Government 2.0 are words that have started to take shape in the U.S. 

to explain the new ways government are using Internet (Bonsón, 2012, p. 123). They explain 

the new means of the e-government. This change has occurred as the government is not using 

the previous Web 1.0 but are using the new techniques of Web 2.0 to form the Government 

2.0 and open government. This happens in most industrialized countries, but also in some 

developing countries. The government authorities with the help of Web 2.0 can now reach 

transparency and a more extensive participation from its citizens. In Sweden this transition 

could be compared to the implementation of E-delegation, introduced in 2010 (E-

delegationen, 2010). As the Swedish principle of public access is supposed to create an open 

government and with the help of E-delegationen the government 2.0 can create transparency, 

openness and insight (Regeringskansliet, 2004). According to Welch et al., (2005, p. 385) 

there is a strong correlation between satisfaction of e-government and the trust in 

government. Previously the term e-government has explained the digital interaction between 

government authorities and the public that will lead to better reliability (Bonsón, 2012, p. 

123). With the help of Web 2.0 and social media, the government can reach new levels of e-

government to a more open government. “Institution-based trust, or trust in the Internet, is 

an essential element of e-government” (Bélanger & Carter, 2008, p. 172). Nam (2012, p. 187) 

also highlights that general trust in the government and perceived value of government 

services are essential for people to be open to a government 2.0, hence an open government. 

According to this study by Nam (2012, p. 187) the amount of Internet usage does not affect 

people’s attitudes of new e-government modes. However, according to Hutton and Fosdick’s 

(2011, p. 564) research, individuals that are active Internet users are more likely to be the 

first one to adapt and lead change of social media Internet adoption and social media. Trust 

of the Internet and the trust of the government positively influences intention to use e-

government services (Bélanger & Carter, 2008, p. 172). Also the disposition to trust affects 

the trust in internet and the government authority positively (Bélanger & Carter, 2008, p. 

172). This is supported by other studies (McKnight et al., 1998; Gefen, 2000; Pavlou & 

Gefen, 2004). Kim et al., (2008, p. 555) found that people's disposition to trust general trust 

in people and organizations has a very strong significant effect on consumer trust in an online 

environment. We could thereby expect that this assumption will work in a social media 

context and trust in government authority. 
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One important aspect of building trust on an SNS is to communicate openly as openness is 

associated with a good business moral and is a way of building trust (Huemer, 1998) sited in 

(Mukherjee & Nath, 2007 p. 1179). Trust is negotiated through communication and open 

interaction and is specific to the individuals involved in their relationship. This means that 

organizations should strive to have as open communication as possible to generate both trust 

but also relationships with its stakeholders. The openness and trustworthiness are achieved 

through a dialogue with the users of the organizations SNS (Kaplan & Haenlein, 2010, p. 66; 

Yan, 2011, p. 695). It is important that the comments are genuinely from the organizations 

side. Brands on social media must respect the limits of openness that people need to different 

extents by designing sustainable and differential social media communications (Briggs, 2010, 

p. 50). The brands that help people keep their social media space, (control over individual 

visibility) will be the ones to build sustainable engagement on social media (Briggs, 2010, 

pp. 50-51). According to Sandoval-Almazan and Gil-Garcia (2012, p. 75) social media can 

positively be used by the government to increase trust and participation among citizens. The 

value of the e-government use affects the citizen’s satisfaction level with the government 

(Kolsaker & Lee-Kelley, 2008). Therefore, we will test the following hypothesis: 

H6: Citizen’s attitude towards open government has positive effect on employer 

attractiveness 

H7: E-government value perception has positive effects on employer attractiveness 

H8: E-government usage has positive effect on employer attractiveness 

H9: Disposition to trust has positive effect on employer attractiveness 

H10: Consumer trust has positive effect on employer attractiveness 

3.6.6 Site reputation 
Just as research shows that in the same way as consumers are persuaded by consumption 

through a positive association with a brand, they make assumptions about the quality and it 

gives them self-esteem when using it (Keller, 1993, p. 17). Reputation works with the 

employer branding concept in a similar manner, because organization with a good reputation 

positively affect the possibility for potential employees to pursue a job (Cable & Turban, 

2003; Helm, 2011). Cable and Turban’s (2003, p. 2259) research shows that there is a positive 

relationship between corporate reputation and job seeker’s reputation perception. In the same 

study, the reputation perceptions were positively related to job seekers’ evaluations of job 

attributes (Cable & Turban, 2003, p. 2259). Therefore, we think that one can expect that 

reputation has a positive effect on employer attractiveness. Helm’s (2011, p. 661) study 

shows that perceived corporate reputation has a strong, significant, and positive effect on job 

satisfaction and, by how the employees feel about the employer. Thus we predict that social 

media site reputation will have a positive effect on employer attractiveness. Affective 

commitment is also positively affected by perceived corporate reputation (Helm, 2011, p. 

661). This means that the reputation of an organization will attract and retain employees 

within the organization. This is an interesting attribute to test through the SwAF social media 

because the SwAF are looking for employees who are committed (SwAF, 2012a). Even 

though we do not test the SwAF’s reputation as an organization we do look at the social 

media reputation that SwAF’s entails. As people might see, read and intervene with the social 

media of the SwAF, the reputation, perceived on these social platforms can affect the 

viewers’ perceived reputation of the entire organization. Also, research shows that an 
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organization’s website image can have an effect on how the job seekers (potential recruits) 

perception of the organization itself (Walker et al., 2011, p. 177). The presence on social 

media by the organization can significantly impact on an organization’s reputation 

(Kietzmann et al., 2011, p. 241). In the social media context “reputation is the extent to which 

users can identify the standing of others, including themselves, in a social media setting” and 

in most settings reputation depends on the trust (Kietzmann et al., 2011, p. 247). That is why 

we argue that it could be important to have social media that gives a reputation which then 

might affect the organizations employer attractiveness. We will thereby test the following 

hypothesis: 

H11: The social media site reputation has positive effect on employer attractiveness   

3.7 Gender differences and employer branding 
The SwAF believe that their job becomes more effective with a better gender balance and a 

broader recruitment (SwAF, 2012b, p. 2). This is consistent with Kochan et al.’s (2013, p. 

17) research that highlights that organizations have understood that a gender balanced 

workforce increases performance. Therefore, organizations today, put more and more effort 

into the issue of gender differences and thereby wants to attract more women, especially with 

advanced education. The SwAF are trying to increase the applicants of women by for e.g. 

work on the gender equality throughout the entire organization (SwAF, 2012b, p. 6). It is 

therefore important for the SwAF to ensure that the external professional consultants in the 

field of communication have relevant gender expertise. Their selection tests and interviews, 

together with the requirement profiles are important tools for comprehensive skills and a 

diverse staff composition (SwAF, 2012b, p. 6). The British army is in a similar position, 

where they have had troubles competing in the employment market. Evidence of this is that 

they have seen a decrease in well suitable applicants and therefore try to attract more women 

(Woodward & Winter, 2004, p. 280). The police force has a similar problem, because the 

profession is seen as more masculine, which cause less women to be interested in joining the 

police force (Lord & Friday, 2003, p. 65-66). This creates a gender imbalanced workplace 

(Lord & Friday, 2003, p. 65-66), and can be compared to the problem within the army. In the 

SwAF, the majority of employees are men 76.7% (SwAF, 2013d, p. 17), but the female 

recruiting percentage seems to be increasing. In 2012, the total numbers of applicants were 

lower than previous years, but the number of training positions had increased. The number 

of applicants and nominating women increased in 2012 to 19% (SwAF, 2013d, p. 12). 

Looking at these numbers we can see that the gender balance is increasing as 19% is more 

than 13.3%. However, to achieve a total gender balance of 50% they naturally have a long 

way to go. The difficulties faced in recruitment have for the government authority lead to an 

increased priority of recruiting females to fill open vacancies (SwAF, 2012b, p. 6). In Britain, 

the long-lasting lack of new employees was explained as being caused by several factors 

regarding the Army’s attractiveness as a career choice (Woodward & Winter, 2004, p. 280). 

In comparison with the SwAF, increased competition with other employers for skilled labor 

is also mentioned as a reason for the lack of applicants (SwAF, 2013a, p. 28). As the SwAF 

has been made aware that female and male recruit’s look at the employment differently, we 

want to investigate what the gender differences are in the view of the organizations employer 

attractiveness (SwAF, 2012c, p. 31). We want to investigate what the gender differences are 

in the view of the organizations’ employer attractiveness by comparing gender differences 

for all variables in our conceptual model. We believe that in finding the differences in the 
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perception of the army, government authorities will then know where the problem lies, when 

it comes to gender imbalanced perceptions. They can thereby put the resources in the right 

place to make a more gender neutral marketing strategy.  

 

Women seem to be more affected by conversations with recruiters and future co-workers 

than men (Rynes et al., 1991, p. 511). Woman are also more likely to mention acquaintances 

as the primary reasons for the first initial interest in the particular organization and 

interactions during the recruitment as reason for taking the job or the unfavorable adequacy 

for the job (Rynes et al., 1991, p. 511). This could be an indicator that WOM marketing can 

influence women more than men. Sun and Qu (2011, p. 220) found that there were no gender 

differences in WOM recommendations, even though the perception of service quality tested 

was significantly different. There is other research that shows that females and males, in a 

WOM marketing agency, perceive similar quality and value and the same impact of these 

outcomes, as well as perceive the same control over conversations during a WOM episode 

(Walter and Noland 2008 p. 197). We will test the theory of WOM to see if there are any 

differences when applied in an employer brand setting on the SwAF.  

 

Generally, women are more active than men on Instagram, while the difference is less on 

Facebook and Twitter (Internetstatistik, 2013). Most active are girls from 12-15 years, where 

71% of them use Instagram, compared with 41% of boys the same age. Out of the different 

groups of people on social media, expert communicator users represent the group that uses 

social media to the largest extent (Lorenzo-Romero et al., 2012, p. 411). In this group, 69% 

were women, making it the group with the biggest proportion of women. This indicates that 

women to a larger extent than men are very active users of social media through performing 

different activities frequently, specifically sharing photos, sending private messages and 

obtaining information of interest (Lorenzo-Romero et al., 2012, p. 411). Their work proves 

that there are gender differences in the usage of social media, however, does not specify for 

the younger population, for which activities are more prioritized by the different genders. We 

will, based on the findings by Lorenzo-Romero et al., (2012) and the statistics of the Swedish 

social media users (Internetstatistik, 2013), test if the investigated sample in our study also 

have differences in the usage of social media. 

 

Considering prior research, we have reason to expect that there are gender differences on the 

perceived characteristics of the SwAF. WOM might also show differences between genders 

due to previous theoretical findings about WOM. We can predict that due to social media 

differences in habits and usage, the social media scales of Attitudes towards site, Consumer 

trust, Disposition to trust, and Site reputation might have gender differences applied to the 

SwAF. We will therefore make t-tests on gender differences on all variables researched in 

our study. This will allow us to compare differences in means across the variables between 

genders.    

3.8 Conceptual model 
Based on our literature review and employed hypothesises, we have developed two 

conceptual models to test the attributes in relation to the SwAF and the effect of social media 

on employer attractiveness.  After, we will compare the sample between the two genders in 

order to answer the hypothesis regarding gender differences in perception of, employer 

attractiveness attributes and social media. In the conceptual model we will test 11 different 
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hypothesises. The first eight hypothesises are tested on our full sample. Then because 

potential respondents might not all have seen the SwAF’s social media, we will create a sub 

sample for the ones that have, to be able to test the SwAF’s social media and what attributes 

that generates employer attractiveness.  

 

In a previous study made on the Belgian army instrumental attributes was tested on employer 

attractiveness (Lievens et al., 2007). In the study they found significance to employer 

attractiveness on some of the instrumental attributes. That lays a foundation for this research 

applied on the SwAF, to conclude if it is any potential influential instrumental attributes that 

could improve the attractiveness of the SwAF (H1). Other research found that both 

instrumental attributes and symbolic attributes have impact on employer attractiveness 

(Highhouse et al., 2004, p. 86). Lievens and Highhouse (2003, p. 98) highlights the 

importance to test both the instrumental attributes and symbolic attributes to employer 

attractiveness, to get a more precise image of the influential characteristics. Because only 

instrumental attributes have tended to have similar importance in different industries 

(Lievens & Highhouse, 2003, p. 98). We argue that the study by Lievens and Highhouse, 

(2003) is applicable to the SwAF as it is similar to the Belgian army and that they are in need 

to strengthen their employer brand competitiveness (SwAF, 2013a, p. 28). We therefore have 

conducted the second hypothesis concerning symbolic attributes. Considering the 

government authority, familiarity has previously been proved to affect the attractiveness of 

them as an employer (Lievens et al., 2005, p. 553). The just exposure itself of information 

about the employer is important for the people’s perceptions of the employer brand image 

(Gatewood et al., 1993, p. 424). It is therefore suggested that organizations should increase 

familiarity by improving recruitment communications (Rynes & Barber, 1990, p. 287). These 

findings set the base for investigating if familiarity has an effect on the employer 

attractiveness of the SwAF which has lead us to hypothesis 3. 

 

Because social media and WOM is something that have a great impact on brand information 

we want to test if people who are willing to spread information about the SwAF have a 

positive attitude towards the employer brand attractiveness. Research has advocated that the 

information given in the form of WOM are more effective than other information found by 

the receiver (Bansal & Voyer, 2000, p. 354; Gremler et al., 2001, p. 56). Viral WOM also 

have a greater credibility, empathy and gives a higher interest to them who are searching for 

information than information from a corporate webpage (Bickart & Schindler, 2001, p. 36). 

We will therefore test WOM on the employer attractiveness on the SwAF in hypothesis 5. 

According to previous studies the openness of a government authority will lead to higher 

reliability (Bonsón, 2012, p. 123). Thereby we want to test the citizens’ attitudes to an open 

government and how that will affect the employer attractiveness in hypothesis 6. Researchers 

also argue that e-government can lead to increased citizen participation (Ahn & 

Bretschneider, 2011, p. 414; Bonsón et al., 2012, p. 123). With an open government there is 

also possible to increase collectiveness which can result in an increased accountability and 

higher trust from the civilians and possible recruits. With Web 2.0, government authorities 

have been given new means to communicate, participate and cooperate with its stakeholders 

(Sandoval-Almazan & Gil-Garcia, 2012, p. 72). By that we want to test the significance 

between E-government value perception (H7) and E-government usage to the attractiveness 

of the SwAF as an employer brand (H8).  
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The first Conceptual model with the full sample will test the following hypothesis: 

H1: Employer attractiveness of the SwAF are positively affected by Instrumental attributes, 

such as: 

a) Social/Team activities  b) Physical activities 

c) Structure    d) Advancement 

e) Travel opportunities  f) Pay and Benefits 

g) Job security    h) Educational Opportunities 

 

H2: Employer Attractiveness of the SwAF are positively affected by symbolic attributes, 

such as: 

a) Sincerity                            b) Excitement 

c) Cheerfulness                     d) Competence 

e) Prestige                              f) Ruggedness 

 

H3: Familiarity has positive effect on employer attractiveness  

H5: Word of mouth has positive effect on employer attractiveness 

H6: Citizen’s attitude towards open government has positive effect on employer 

attractiveness 

H7: E-government value perception has positive effects on employer attractiveness 

H8: E-government usage has positive effect on employer attractiveness 

  

 
Figure 5 - Conceptual model full sample 
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According to Sivertzen et al. (2011, p. 473) today, many organizations have seen the 

opportunity to use SNSs to build awareness and attract job seekers in a more efficient way. 

It is therefore interesting to test if potential recruits of the SwAF have a positive attitude to 

social media and if this has significance to employer attractiveness. It is demanded that 

organizations and brands in social media will generate conversations and storytelling content 

(Briggs, 2010, p. 48). The importance of unprofessionalism of employer’s presence on social 

media could also be a factor to the attitudes to the social media sites as well as the open 

conversation (Kaplan & Haenlein, 2010, pp. 66-67). Web site characteristics can influence 

the job seekers’ image of the organization, and it has an especially strong impact when the 

applicants have less knowledge of the organization (Walker et al., 2011, p. 177). That is why 

we will test Attitudes towards site to employer attractiveness in hypothesis 4. The disposition 

to trust (general trust), have been proven to have a significant positive effect on consumer 

trust on the Internet (Kim et al., 2008, p. 555). Other studies have found a disposition to trust, 

to have an impact on the trust in online government authority (Bélanger & Carter, 2008, p. 

172; McKnight et al., 1998; Gefen, 2000; Pavlou & Gefen, 2004). It would therefore be 

interesting to put these theories in the context of an employer brand, such as the SwAF. We 

have thereby conducted hypothesis 9 to investigate the disposition to trust on the SwAF’s 

employer attractiveness. According to previous research satisfaction of the e-government 

have an effect on government trust (Welch et al., 2005, p. 385). Bonsón’s (2012, p. 123) 

research also shows that when the government uses communication through the internet by 

the public this enriches reliability. This leads us to investigate if trust on social media have 

an impact on employer attractiveness in hypothesis 10. Research shows that perceived 

corporate reputation has a strong impact on job satisfaction (Helm, 2011, p. 661). Thus we 

predict that social media site reputation will have a positive effect on employer attractiveness 

(H11). 

 

For the conceptual model for the sub sample, we have conducted following hypothesis: 

H4: Attitude towards Social media site will positively affect employer attractiveness 

H9: Disposition to trust has positive effect on employer attractiveness 

H10: Consumer trust has positive effect on employer attractiveness 

H11: The Social Media Site reputation has positive effect on Employer attractiveness   

 

As a major concern for the SwAF’s recruitment is that women do not seem to be as interested 

in joining the army as men to the same extent (SwAF, 2013d, p. 12). The same problem is 

for the police force in the U.S. (Lord & Friday, 2003, p. 65) and the British army (Woodward 

& Winter, 2004, p. 280). We would like to investigate on what attributes that lay the 

foundation of the gender differences. As Employer attractiveness of the army has proven 

before to be significantly less for women in other studies (Woodward & Winter, 2004, p. 

280;Lord & Friday, 2003, p. 65). We will therefore test the differences in the mean values of 

instrumental and symbolic attributes as well as familiarity of the SwAF. Secondly, as 

previous research has shown that there are differences in WOM communications between 

genders (Rynes et al., 1991, p. 511), we will test this as well. Because previous research 

confirms that there are gender differences in social media usage (Lorenzo-Romero et al., 

2012, p. 411). We also want to test the gender differences in the social media features of 

attitude to open government, value perception and usage of government’s social media, 
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attitudes toward the social media site, social media site reputation, social media trust, and 

disposition to trust all in social media contexts. 

 

In both conceptual models we aim to test the differences of genders on all the variables used 

in this research. We believe this can help the SwAF understand what the gender differences 

might be, so they can use the appropriate marketing strategy, with an aim to decrease the 

gender imbalance in the SwAF’s employees. Therefore, in addition to hypothesized effects, 

which were presented in previous chapters, we will also test differences across all relevant 

variables between genders. Considering previous research, we can expect differences in 

means of variables measuring brand attributes, WOM, social media presence, and social 

media habits. 

 
Figure 6 - Conceptual model, sub sample 
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4. Practical Method  
In the fourth chapter, we will explain the practical method and processes used. We will also 

describe the population and the arguments for the practical methods used to attain the most 

generalizable sample possible for us according to our time and resources and explain how 

we conducted the survey. The statistical testing used for this thesis will be brought up as well. 

4.1 Research design  
A research design is used to create a framework for the data collection and data analysis. The 

selecting of research design is critical because it will have an effect on the obtained data, how 

variables are connected, the generalizability and understanding of social phenomena 

(Bryman & Bell, 2011, p. 40; Shiu et al., 2009, p. 61).   

 

The means used to collect primary data are observation, interviews and or questionnaires, 

(Hair et al., 2003, p. 124). It is important to look into how the data collection will be 

conducted and it requires knowledge and skills of know-how, to use the appropriate research 

design and methods to save time and money without making any errors. That is why we have 

thoroughly explained all important steps of the research to make sure we will do it correctly 

as well as being completely generalizable for the quantitative research method.  

 

Bryman and Bell (2011, p. 68) brings up six of the most typical research designs in a table 

which also explains the differences in the research design for quantitative and qualitative 

research approaches. The different research designs compared are Experimental design, 

cross-sectional design, longitudinal design, case study design, comparative design (Table 1). 

As our aim in this research was to be as generalizable as possible the qualitative method was 

thereby rejected. 
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Research design Quantitative Qualitative 

Experimental Common form. A comparison of 

an experimental group and a 

control group with concern to 

the dependent variable. 

Not common form.  

Cross-sectional Common form. Constructed 

observations on a sample at one 

single time for social survey. 

Could include content analysis 

on a sample of documents. 

Common form. Interviews in qualitative 

form or focus groups at one single time. 

Could include content analysis of 

documents from one single time or 

specific period in time. 

Longitudinal Common form. Social survey 

research on a sample on more 

than one occasion or content 

analysis of documents related to 

different time periods. 

Common form. Ethnographic research 

over a long time span, interviewing in 

qualitative form on more than one 

occasion or content analysis of 

documents related to different time 

periods. 

Case study Common form. Social survey 

research on a single case with a 

view to revealing important 

features about its nature. 

Common form. Intensive study by 

qualitative interviews or ethnography of a 

single case, (could be an organization). 

Comparative Common form. A direct 

comparison of more than one 

case of a social survey research 

that include cross-cultural 

research. 

Common form. Qualitative interviews or 

ethnographic research on more than one 

case when compare with one another. 

Table 1 - Research strategy and research design. Adapted from: Bryman & Bell, 2011, p. 68 

By comparing the different designs in Table 1 it was most appropriate for us to use a cross 

sectional design. A cross-sectional design is done to collect data from several cases at one 

single time. This to attain measurable data in order to find relationships between different 

variables which then will be investigated and analysed (Bryan & Bell, 2011, p. 53; Saunders 

et al, 2009, p. 155). With many cases and at one point in time, this means collecting the data 

from different individuals more or less simultaneously (Bryan & Bell, 2011, p. 54). We 

believe that this was the most applicable choice for us, because of the time constraints, the 

availability of the sample and the quantifiability that this design offers. A longitudinal and 

comparative design require social survey research during a long time period and for several 

times, which is more intensive and requires resources and time which we do not attain 

(Bryman & Bell, 2011, pp. 57, 63). A case study on the SwAF are not relevant either because 

the aim of our thesis is to test on the SwAF’s main target group, students in the senior years 

of high school, which is a specific group of people and thereby not applicable as a case. An 

experimental design would be more convenient, but still requires a more extensive research 
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method as it consists of two groups of the same sample, one experience group and one control 

group. For this method we would need available students in a quantifiable number who 

willingly would participate in the experiment, we decided that we did not require or would 

attain such resources. Thereby the most fitting research design that could give us 

generalizability would be to do a cross-sectional design on a large enough sample that could 

represent the population, in our case over 200 students during several days in between 

approximately two weeks of time in Umeå. 

4.2 Sampling approach 
It is important to carefully decide the research objectives and the scope of the study that will 

be explored. The target population is the entire group that is relevant to the research project 

in the way that it possesses the information that this study is trying to collect (Hair et al., 

2003, p. 209; Shiu et al., 2009, p. 450). The target sample is chosen based on the research 

objectives, feasibility and cost-effectiveness (Shiu et al., 2009, p. 450). We aim to investigate 

high school students in their senior years because they are the SwAF’s main target market 

for future employees. 123 839 high school students graduated in 2011 according to Statistiska 

Central Byrån (Statistics Sweden) and the number seems to be increasing every year (SCB, 

2013, p. 119). This is the entire population that will be investigated, but it is not feasible to 

use a census (all members of the population) or a sample size large enough for this sample, 

due to time and money constraints. Therefore, this research will use a sample representative 

of the population (Aaker et al., 2001, p. 363). We received a sample of 202 usable 

respondents which we consider is a validated sample size. According to Shiu et al. (2009, p. 

462) when a non-probability sampling is used the sample size is a “subjective judgment by 

the researchers”, depending on their experiences, intuition, industry and resources accessible. 

 

The research will use a nonprobability sampling of a convenience sample as we aim to retain 

data from as many high school students in their senior years in Umeå as possible. It will also 

be a judgmental sample as we will restrict the research to a sample including 17 to 19 year 

olds, which might have attained some form of information about the SwAF quite recently 

and also because this is a part of the SwAF’s biggest recruiting pool, therefore their biggest 

target. Potential recruits that are primarily targeted by the SwAF are men and women between 

17 and 25 years old (SwAF, 2012a, p. 10). The large number of recruits needed every year 

makes the organization the largest employer of young people in Sweden (SwAF, 2012a, p. 

10). Another reason for choosing this specific sample is because they are  "Digital natives" 

(Prensky, 2001, p. 2) and are thereby a more informed group of social media applications 

and is therefore more suitable to answer questions concerning employer branding through 

the use of social media. The high schools in Umeå are easy to travel to because of our current 

occupation and therefore takes less time to conduct the questionnaires to this selected sample. 

Convenience sample is very typical for researchers because it enables them to attain a large 

sample quickly and efficiently. Although it is difficult and not generalizable to the entire 

population when a convenience sample is used (Hair et al., 2003, p. 217). Concerning this 

specific situation of investigating high school students in their last years, it is difficult to find 

willing participants and choosing a probability sample could create problems of achieving 

the appropriate response rate. Especially for this situation as obtaining this sample includes 

acceptance and help from the schools and teachers. This time a year the teachers and student 

are quite busy, because in the late spring semester the older students at the high school have 

many national exams as well as other exams and assignments with deadlines in the late 
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spring. The teacher has to grade all of the students, which makes both students and teachers 

busy at this time of year. Concerning this we had to ask all schools and teacher in Umeå to 

be able to attain as big response as possible. A convenience sample usually gives a high 

response rate and we will take that opportunity to collect this type of data to get as many 

responses as possible to get a high statistical validity (Shiu et al., 2009, pp. 480-483; Bryman 

& Bell, 2011, pp. 190-191). As we investigated as many students in the later years in high 

school in Umeå as possible this sample achieved a big enough sample to generalize the entire 

population of 17 to 19 year olds. It is a judgmental sample because it is a specialized 

population which has more knowledge about social media than other age groups 

(Internetstatistik, 2013) and is therefore appropriate for this special situation. Sometimes 

when a certain social phenomena is going to be researched, it is advisable to use a judgmental 

sample (Aaker et al., 2001, p. 379).  

4.3 Data Collection method 
When formulating the questions it is important to consider if they should be open-ended 

(unstructured) with no classification so the respondents can answer as exactly as possible, or 

open-ended with pre-coded classifications, such as an indication of what to answer, such as 

yes or no for example. Or you can use closed (structured) questions, meaning the answer are 

restricted to pre-determined boxes for every question in the survey (Aaker et al., 2001, p. 

305). Structured questions are easier to compile the answers from because of the static 

response, the ability to simply and clearly make different kinds of comparisons and examine 

the relationship of differences (Bryman & Bell, 2011, p. 241). A questionnaire comprised of 

closed questions also goes faster to perform for the respondents and it ensures that more 

people take the time to complete the study. The advantages of open-ended questions are that 

you can get a more precise answer, which is useful when there are many possible answers 

that might be hard to predict, it is better for sensitive questions and when it is important to 

get a more extensive answer in the form of an explanation (Aaker et al., 2001, p. 305). We 

believe that the advantages of closed questions are greater than the ones for open questions 

in this research as we intended to do statistical tests for different constructs to achieving 

generalizability. In our survey all questions were constructed in a similar manner so that the 

layout had the same Likert scales for the questions so the respondents could easily follow 

and answer the survey. The idea with mandatory questions was also to reduce any shortfall. 

The Likert scales are also used because they will make it possible to analyse and compare 

the results. The method used was a self-administered survey, which means the respondents 

could read and answer the questions without the help of the interviewer (Shiu et al., 2009, p. 

246). This was the most appropriate choice for us as we intended to not influence the 

respondents, which could have been a problem if they could not complete the survey 

independently. Concerning the design of the questionnaire it included a cover letter 

explaining the purpose of the study and some general important information, e.g. that it was 

anonymous and self-administered. This was aimed to motivate the respondents to cooperate 

and be willing to participate (Shiu et al., 2009, p. 350). We choose to print out the survey and 

use the traditional paper-format survey, where the respondents will answer the questions by 

hand where we also had the chance to see them fill it out. We preferred to use this method 

even if it is more expensive and time consuming than an online survey for various reasons. 

Firstly, we think it is more motivating to talk to the potential respondents to make them 

participate, because we believe it is easier to ignore a survey when you do not see or 

correspond with the authors. So with the help of interaction and competition to win 10 coffee 
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tickets (from the school cafeteria), we were able to get 202 usable questionnaires. The 

competition was aimed to motivate the students to participate and we made the competition 

anonymous by making them write down their mobile numbers on a separate piece of paper. 

After the collection of the data we had a lottery, where the winner got a text message with 

information about where they could pick up their price in the school. Secondly, with this 

method we could make sure that the respondents did not help each other out as we could see 

when the respondents were answering the survey to make sure it was conducted 

independently. This was important for the reliability of our study. With an online survey it 

would have been impossible to make sure they did not take any help from others concerning 

the questions and that is why we argue our method was the best choice for this thesis.  

4.4 Questionnaire Design  
To be able to conduct this questionnaire, we have looked for appropriated scales in scientific 

articles which helped us use reliable measurement of our variable constructs. Only a few of 

the questions are self-made, e.g. the question about age, gender and educational program and 

the question 13 about the interviewees’ awareness of the SwAF’s various social media. The 

questionnaire can be found in Appendix 1 and a translated version is seen in Appendix 2. 

 

We have chosen to use questions with a Likert-scale of 1 to 5 for all the questions where we 

aim to test our theories from our literature study. A Likert-scale is “a nominal scale format 

that asks respondents to indicate the extent to which they agree or disagree with a series of 

belief statements about a given object” (Shiu et al., 2009, p. 241). The scales are usually a 

five scale point and by using the sum of the total scores of one construct we can measure if 

a person’s attitude toward the statement is negative or positive (Shiu et al., 2009, pp. 421-

422). As all these questions are taken from scientific articles in English and our sample is on 

the Swedish population, therefore it was appropriate for us to translate the question so that 

the sample would be able to understand all the questions fully. The translation process is 

necessary in these cases, although could be problematic for various reasons (Bryman & Bell, 

2011, p. 488).  

 

We have used the scales by Lievens et al. (2007) which we found appropriate and relevant, 

since the questions were identified in a pre-study done through semi-structured interviews 

with actual applicants and military employees. Here, the respondents were asked to state 

various reasons for joining the army (Lievens et al., 2007, p. 57), which thereby laid the 

foundation of the scales. The organizational attractiveness scales were adapted from Lievens 

and Highhouse (2003) to fit the army as an organization.  

 

In the potential applicant sample, Social activities, Travel opportunities, Task diversity, 

Cheerfulness and Prestige were significant. For the actual applicants the Social activities, 

Physical activities, Structure, Job security, Educational opportunities, Task diversity, 

Cheerfulness, Competence, and Prestige were significant and for the employees the structure, 

Sincerity and Competence predicted the army's attractiveness (Lievens et al., 2007, p. 62).  

 

In Lievens et al. 2005, the three broad dimensions of employer knowledge were adapted to 

the Belgian army and its potential recruits. The three dimensions of employer knowledge are; 

Employer familiarity, Employer image, and Employer reputation. 
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To be able to measure the attitudes, value perception and usefulness of the social media in a 

context of the SwAF we have adopted the questions used for E-government by Nam (2012, 

p. 354).  

 

Constructs Source 

Q1) Familiarity Lievens et al., 2005, p. 570 

Q2-5) Job/Organizational characteristics Lievens et al., 2007, pp. 67-69 

Q6) Symbolic traits Lievens et al., 2005; based on Aaker's (1997) 

brand personality scale 

Q7) What have you done on Internet the past 

week? 

Hutton & Fosdick, 2011, p. 566. 

Q8) For what reason are you on SNSs? Hutton & Fosdick , 2011, p.567 

Q9) Citizen’s attitude to an open government Nam, 2012, p. 354 

Q10) E-government Value Perception Nam, 2012, p. 354 

Q11) E-government Use Nam, 2012, p. 354 

Q12) WOM Walsh et al., 2009, p. 195 

Q13) Have you seen SwAF on social media? Self-made 

Q14) Site reputation Kim et al., 2008 

Q15) Disposition to trust Kim et al., 2008 

Q15) Consumer trust Kim et al., 2008 

Q16) Attitude towards site Chen et al., 2002, p. 34 

Table 2 - Constructs and their sources 

We also found it interesting to investigate the social media habits of the high school students 

and in order to understand the target market for this particular organization. We have 

therefore adopted the questions used by Hutton and Fosdick (2011, p. 566). The findings can 

later be used to be able to reach them in a more efficient manner.   

 

It is also practical to measure the reputation and trustworthiness of the social media used by 

the SwAF to see what effect these could have on the attractiveness of the organization as an 

employer brand and if this is something that potentially could be improved if rated low (Kim 

et al., 2008).  
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Lastly, we wanted to test how the employer attractiveness could generate recommending 

WOM which then potentially could spread to viral marketing effects and therefore adopted 

the WOM questions from Walsh et al., (2009, p. 195). 

4.5 Pre-test 
Before doing the self-completion survey, we have done a pre-test of the survey questions to 

a test sample which is always preferable to do before conducting a survey (Bryman & Bell, 

2011, p. 262). This to learn if the questions and the entire research as a whole operate in the 

right manner. For example, it gave us experience and confidence in our questionnaire. We 

could analyse the test results and see if all respondents had the same answers for one question 

for example. That type of result would not be able to form a variable and would thereby not 

be of interest to us. We can also detect sensitive or confusing questions if we detect 

respondents’ lack of interest in answering certain questions. We will also be able determine 

pre instructions to the questionnaires that might help the respondents answer the questions 

properly, for example, we will know approximately how long time it will take to answer the 

survey (Bryman & Bell, 2011, pp. 262-263). It is also important to not use potential sample 

respondents when doing the pre-test because it will affect the representativeness of the 

population when selecting out certain members of the sample. Also, if we would use a part 

of our chosen sample, we would thereby lose data for our results while instead we aim to 

attain as many respondents as possible to get a higher validity of our research. That is why it 

is better to use a test sample that are comparable to the members of the research sample 

(Bryman & Bell, 2011, pp. 262-263). We will thereby chose to do a pre-test on six students 

studying at Umeå University. We think they will be a similar response group because they 

have recently finished high school and are therefore in a similar position to our selected 

sample. 

4.6 Sampling and non-responses 
We have gone to classrooms and handed out printed surveys to the respondents as well as 

stood in the corridors at two of the three schools: Dragonskolan, Waldorfskolan and 

Midgårdsskolan. In this way we have been able to reach a bigger variety of students, who 

will answer the survey. We have handled the data loss in the form of non-responses by 

analysing who did not want to answer the questions to get higher validity of our result. 

 

As we used a non-probability convenience sample it has a higher risk of receiving non-

responses (Bryman & Bell, 2011, p. 177). We did in total data collections at four different 

points in time because we wanted to attain as many different types of student as possible. 

Because during one day we might only have certain programs available for us because the 

other programs might have a busy schedule that day. It could be a problem with 

representability to generalize the findings when you go around the school to interview 

random students (Bryman & Bell, 2011, p. 176). This is because the sample will be formed 

by the students available at the time and place when you collect the data (Bryman & Bell, 

2011, p. 177). However, with a convenience sample such as the one we used we were able 

to attain a big sample size on short time which compensated for the disadvantages (Shiu et 

al., 2009, p. 480-483; Bryman & Bell, 2011, pp. 190-191). The sample will also depend on 

who we will approach with our survey, we did not have a problem asking everyone that came 

in our way because both of us are very confident people and also older than the interviewees. 

Therefore, we were able to ask anyone independently on gender, age or unfriendly faces and 



   

 

52 

 

in this way avoid unbiased responses (Bryman & Bell, 2011, p. 177). Another way of 

increasing our representability is to check who did not want to participate in the survey (non-

responses) and see if those who answered and those who chose not to answer differs in 

character somehow (Bryman & Bell, 2011, p. 177; Blumberg, 2011, p. 2011). We did this by 

making notes on what, gender, age, program and school of the unwilling participants and 

present this sample group analysis in our result. To get a larger variety of respondents, we 

conducted the collections from four different schools of various sizes and programs. We went 

to one very small private school (Waldorfskolan) where the response rate was 100% of the 

students who were in school that day because we were allowed to interrupt them during the 

class hour. Then we went to the biggest public school in Umeå (Dragonskolan) where they 

have many different programs which therefore could be seen as a good representative school 

for the population. We were allowed to interrupt two classes of the Construction (Bygg) 

program were the response rate was 100% of the ones who were present that day that we 

could see. Another day we stood in the hall of this school next to the cafeteria to collect the 

respondents. Here the non-response rate was higher because some people that were asked did 

not have time or was not interested in conducting our survey. The fourth time we were at a 

medium sized high school, (Midgårdsskolan), with around 850 students in total touching on 

culture and media high school (Midgårdsskolan, 2014). We thought is good to go to this type 

of school as well to get a greater variety of respondents, studying various programs.  

 

Except for the people who did not want to participate, we could not use all of the 

questionnaires filled out. Because some people did not fill out the entire survey, but skipped 

many questions and got bored and stopped after some time filling it out. Also, when the 

answers seemed to be in patterns or the same answer to all questions we excluded these 

respondents. According to Bryman and Bell (2011, p. 177) if a large number of questions 

were not filled out and that it seems like the interviewee does not take the questionnaire 

seriously, it is preferred not to use these answers, but only use the “usable” questionnaires. 

We consider the usable questionnaires are when the respondents at least have answered 90% 

of the questions.  

 

In total we asked 265 students were 50 students did not want to participate in the survey. We 

thereby had 215 filled out surveys, 13 of them did not answer 90% or more of all the questions 

in the survey and we found these 13 students thereby not usable and therefore excluded them 

in our sample. The sample used for statistical testing consisted of 202 students at the end. For 

the rest of the missing data which had lower missing data values than the 10% we used an 

average mean to substitute the missing values in the statistical computer program used. 

According to Bryman and Bell (2011, p. 189) you should calculate the response rate by 

dividing the usable questionnaires by the total sample subtracted by both non-responses and 

the unsuitable respondents. We can with the students who said no together with the students 

that had to be excluded get a response rate of: 76%. We find this reliable for the 

generalizability of our study, but we will still explain the characteristics of the missing data 

in a pie chart in the result chapter. 

4.7 Data Analysis  
To be able to analyse the data and make the statistical testing necessary to understand our 

findings, we have used a statistical computing tool named SPSS. With a deductive and 

quantitative study, this program is suitable since it enables us to quantify the findings with 



   

 

53 

 

help of regression analyses to test the hypothesis formed. We have done factor analysis, 

which is a multivariate statistical technique (Shiu et al., 2009, p. 630). With factor analysis, 

we have summarized different variables together to create subsets (constructs) that we are 

then able to analyse together to identify underlying factors. With a statistical analysis we can 

organize the data in a logical order (Shiu et al., 2009, p. 630). It also explains the different 

factors and variables in the research, i.e. how they are correlated to one another with statistical 

methods such as correlations, regression and multiple regression analysis.  

4.7.1 Cronbach’s Alpha 
To test the internal reliability of the measures we have used the statistical test called 

Cronbach’s alpha (Bryman & Bell, 2011, p. 159). The coefficient will vary statistically 

between one and zero, where one equal perfect internal reliability and zero equal no internal 

reliability. However, values of 0.7 is an acceptable coefficient value for social science studies 

(Bland & Altman, 1997, p. 572). The procedure includes combining all items for a construct 

and dividing them by the number of items for the construct (Bryman & Bell, 2011, p. 164). 

With Cronbach’s alpha we want to make sure that the questions in the questionnaire are 

conducted successfully. If the related questions give the same answer we will have a strong 

coefficient value.  

4.7.2 Descriptive Statistics 
To be able to compare the variables to one another we will do a descriptive statistics of the 

mean, standard deviation and Pearson correlation. By calculating the mean for all the 

variables we will understand what the average response for all variables (Bryman & Bell, 

2011, p. 344).  The standard deviation measures the spread of the mean, which will tell us if 

the variance of the data is high or low (Bryman & Bell, 2011, p. 344). This is relevant to 

measure because we would be able to draw conclusions about the different value distributions 

(Bryman & Bell, 2011, p. 344). The Pearson’s correlation is also a relevant measurement as 

it can explain to what degree different variables are related to one another (Bryman & Bell, 

2011, p. 347). The Pearson correlation coefficient describes the relationship between two 

variables, the strength and the direction of it. When the r is zero, there is no relationship 

between the variables where -1 or 1 is a perfect correlation. When the correlation coefficient 

is negative, it shows that an increase in one variable generates a decrease in the other variable, 

while when a positive correlation is described, an increase in a variable then shows an 

increase in the other one too (Saunders et al., 2009, p. 459). Rules of thumb for the strength 

of relationships is where r is zero to 0.20, no relationship can be found. For the levels of 0.21 

to 0.40 the relationship is weak, 0.41 to 0.60 it is seen as moderate and 0.61 to 1 is considered 

strong or even very strong (Shiu et al., 2009, p. 555).  

 

4.7.3 Regression Analysis 
To test our conceptual models we will use multiple regression analysis to test if the 

independent variables have an influence on the dependent variable (employer attractiveness) 

(Shiu et al., 2009, p. 583). As our theoretical framework says there is many factors affecting 

employer attractiveness multiple regression analysis is a suitable tool to use. It works through 

entering several independent variables in the same regression analysis, and for each variable 

a relationship is described through the regression coefficients (Shiu et al., 2009, p. 583). By 

observing the Beta coefficient we can compare the degree of which the independent variables 

affect the dependent variable (Shiu et al., 2009, p. 584). For the standard error, we will chose 



   

 

54 

 

a significance level of p< 0.10, which means that 10 out of 100 samples could have arisen by 

chance (Bryman & Bell, 2011, p. 354). This also means that for our hypothesis testing the 

null hypothesis will be rejected when p is equal to or less than 0.1. When you have a sample 

size of 202 which is relatively low it is good to use a significance level at 10%. This because 

a higher significance level requires a bigger sample size as the level of confidence have a 

direct relationship with the sample size (Shiu et al., 2009, p. 460). 
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5. Empirical findings 
In this chapter we will present the results of our findings. In order to clearly show the results, 

graphs and tables will be included. These results will then be the basis for our analysis and 

conclusions in the following chapter.  

5.1 Demographic statistics 
In this part we will outline the demographic information gathered in our data collection. 

Gender, age, and program distribution provide knowledge of who the respondents of our 

survey are and whether our sample is generalizable over the whole population. The next 

section gives detail to which of the SwAF’s social media channels the respondents have seen 

on one or more occasions. The results are useful in order to see the effect of the organization’s 

social media efforts. Lastly, how the students use social media is outlined and compared 

between the genders to see if there are differences that can later explain the outcomes of our 

results. Getting more information about students attending senior years of high school is 

useful for the SwAF, so that they in future marketing efforts can target this group with 

significant information through the right social media channels. It is important to be aware 

of the target population and how they act on social media to better engage them (Clark & 

Roberts, 2010, p. 519) and these results might suggest solutions to better reach well suited 

applicants and more female candidates for the SwAF. 

5.1.1 Sample demographics 
In order to understand who the respondents are we asked questions regarding their 

demographic features, such as gender, age and high school program. First, gender was 

primarily considered in order to make sure that our sample can be generalized to the whole 

population (Aaker et al., 2001, p. 363). Of the total of 202 valid surveys, 119 (59%) of the 

respondents were male and 83 (41%) were female. This can be compared to the gender 

distribution for all senior high school students in Sweden, where in 2010, 52% of students 

are male and 48% female (SCB, 2013, p. 123). This suggests that our sample has minor 

differences from the national distribution. Explanations for this result can be local 

demographic differences, culture in terms of choosing to continue school after the age of 16 

or the popularity of some programs at the schools that were chosen for sampling. Considering 

gender, our sample is representative of the population. 
 

 
Figure 7 - Gender distribution 
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Representing the non-respondents, we collected data for all students that had time to state 

their age and program in order to compare this group to the actual respondents. As seen in 

Figure 8, out of 50 non-respondents, 17 (34%) were female and 33 (66%) were male. This 

group therefore differs on a minor scale from our actual respondents. As both groups are 

fairly similar, it shows that there is no non-response bias when it comes to gender in our 

sampling method. 

 

The next demographic question was asked to outline the age of the respondents. Our primary 

target was 17-18 year olds as they are targeted by the SwAF marketing efforts and should be 

aware of what the organization is and stand for (SwAF, 2012a). 83% of all valid respondents 

were 17 or 18 years old, 14% were 19 and 2% were 20 or older (Figure 9). Of the 50 non-

respondents, 21 students (42%) were 17 years old, 27 (54%) were 18 and 2 students (4%) 

were 19 years old (Figure 9). The distribution of age among non-respondents are similar to 

the actual respondents, however, no students were over 20 years old and 96% of the group 

were 17 or 18. This shows that younger students seem to have a higher probability of not 

participating in the survey. However, depending on what younger or older students do during 

their breaks can be a determining factor. An example can be that older students to a higher 

degree sit down and have coffee during their breaks but young students might move around 

more. Overall we can conclude that based on this characteristic, our sample is representative 

of the whole population.                  

 

 
Figure 8 - Age distribution 

For every respondent, we asked to which high school program they belonged to. As seen 
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Naturventenskapsprogrammet at Midgård represent the lowest frequencies with 2% each. 

The frequencies are likely to be explained by the data collection method, where we visited 

the Bygg- och anläggningsprogrammet’s classes and therefore met all students present on 
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2013) and has the largest variety of programs to choose from, which explains the spread of 

the programs represented from that school. Except for Bygg- och anläggningsprogrammet, 

other programs such as Teknikprogrammet and El- och energiprogrammet, VVS- och 

Fastighetsprogrammet, Naturvetenskapsprogrammet, Samhällsvetenskapsprogrammet and 

Ekonomiprogrammet were represented at Dragonskolan. The 4% of respondents, represented 

as Waldorf, are students with a mix of majors, and are represented in its own category in 

accordance with national statistics (SCB, 2013 p. 124). Something to note is that on a national 

level, Waldorf represents less than 1% of all senior high school students, which is lower than 

in our sample (SCB, 2013, p. 126). The last school visited during the data collection was 

Midgårdsskolan which represent 12% of the total number of respondents. At this school, a 

class of Naturvetenskapsprogrammet and Samhällsvetenskapsprogrammet was also 

represented as well as Estetiska programmet. As a final note, the respondents have been 

categorized under their respective programs ignoring their special majors, i.e. within 

Estetiska programmet there were students with either music or media as special direction, 

but have here been reported under the same category. 
 

School Program Respondents 
Dragonskolan Teknikprogrammet/Technology program 1,5% 

Dragonskolan El- och energiprogrammet/Electricity and Energy program 1,5% 

 Unknown 2,0% 

Midgårdsskolan Naturvetenskapsprogrammet/Natural Science Program 2,0% 

Waldorf Mixed 3,5% 

Midgårdsskolan Samhällsvetenskapsprogrammet/Social Science Program 4,0% 

Dragonskolan VVS- och fastighetsprogrammet/Heating, ventilation and 

sanitation program 

4,0% 

Midgårdsskolan Estetiska programmet/Arts program 6,4% 

Dragonskolan Naturvetenskapsprogrammet/Natural Science Program 6,4% 

Dragonskolan Barn- och fritidsprogrammet/Child and recreation program 6,9% 

Dragonskolan Samhällsvetenskapsprogrammet/Social Science Program 13,4% 

Dragonskolan Ekonomiprogrammet/Economics program 22,3% 

Dragonskolan Bygg och anlaggningsprogrammet/Construction program 26,2% 

Total  100,00% 
Table 3 - Program distribution, full sample 
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5.1.2 Sub sample demographics 
After outlining the demographics of all respondents we intend to look at only the ones that 

have previously seen the SwAF on any of their social media channels. Of 202 respondents, 

128 (63%) had seen the SwAF on one or more channels. Of those, 69% were male and 31% 

female, meaning that over twice as many male students as female were aware of the SwAF’s 

social media (Figure 10). The age distribution shows that 17 and 18 year olds represent a 

slightly smaller part (82%) of the sub sample (Figure 11). A slight change like this can be 

explained by the much smaller sample size. 

  

 
Figure 9 - Gender distribution, sub sample 

  

 
Figure 10 - Age distribution, sub sample 
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Of the respondents that had seen the SwAF on any social media channel, the distribution of 

programs represented was directly comparable to the full sample. The only program missing 

was Naturvetenskapsprogrammet from Midgårdsskolan. However, the Bygg- och 

anläggningsprogrammet and Samhällsvetenskapsprogrammet at Dragonskolan represented 

an even larger proportion in this sample, 29% and 17%, while Ekonomiprogrammet at the 

same school supported a smaller proportion than in the full sample, 19%. 

 

School Program Respondents 
Dragonskolan El- och energiprogrammet/Electricity and Energy program 0,8% 

Dragonskolan Teknikprogrammet/Technology program 1,6% 

 Unknown 2,4% 

Waldorf Mixed 3,1% 

Midgårdsskolan Samhällsvetenskapsprogrammet/Social Science Program 3,9% 

Dragonskolan VVS- och fastighetsprogrammet/Heating, ventilation and 

sanitation program 

5,5% 

Midgårdsskolan Estetiska programmet/Arts program 5,5% 

Dragonskolan Naturvetenskapsprogrammet/Natural Science Program 5,5% 

Dragonskolan Barn- och fritidsprogrammet/Child and recreation program 6,3% 

Dragonskolan Samhällsvetenskapsprogrammet/Social Science Program 17,3% 

Dragonskolan Ekonomiprogrammet/Economics program 18,9% 

Dragonskolan Bygg och anlaggningsprogrammet/Construction program 29,1% 

Total  100,00% 
Table 4 - Program distribution, sub sample 

5.2 Social media 
In order to investigate on which SNS our respondents had seen the SwAF, we asked them to 

answer question 13 “Have you ever seen the SwAF's on the following social media?” (Figure 

12). Of the 202 in the full sample, 101 (50%) said they have seen them on Facebook, 99 

(49%) had seen them on YouTube, 28 (14%) saw their blogs, 21 (10%) LinkedIn and lastly 

16 (8%) had seen the SwAF Twitter account. However, this result does not tell us the 

frequency of visits for every respondent. This means they might have seen a twitter post in 

the news at some point from SwAF, not that they regularly go into their Twitter page.  

 

 
Figure 11 - Social media frequencies 
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5.3 Cronbach’s Alpha and descriptive statistics 
To calculate the constructs, we combined the items and divided them by the number of items 

in each construct. This procedure was followed by the Cronbach’s alpha test on these 

constructs which measures the reliability of them before using the constructs further in 

regression analysis (Bryman & Bell, 2011, p. 164). The values of the Cronbach’s alpha 

coefficient above 0.7 are regarded as satisfactory (Bland & Altman, 1997, p. 572). The results 

of this test are displayed below in Table 5 and 6. Also included in the respective tables are 

the descriptive statistics, more particularly the mean and standard deviation of every 

construct. 

 

5.3.1 Full Sample 
  

Constructs Cronbach’s Alpha Mean Std. Deviation 

Familiarity 0,79 3,16 1,13 

Social/Team activities 0,88 3,76 0,91 

Physical Activities 0,38   

Structure 0,86 3,92 0,85 

Advancement 0,81 3,62 0,89 

Pay and benefit 0,78 2,82 0,93 

Job security 0,80 3,06 0,83 

Educational opportunities 0,78 2,84 0,94 

Travel opportunities 0,84 3,38 0,84 

Task diversity 0,84 3,27 0,84 

Employer attractiveness 0,92 2,38 1,16 

Sincerity 0,86 3,52 0,95 

Cheerfulness 0,78 2,90 0,91 

Excitement 0,82 3,57 1,03 

Competence 0,57   

Prestige 0,81 3,26 0,93 

Ruggedness 0,77 3,50 0,96 

Attitude to an open 

government 

0,87 3,28 0,94 

E-government value 

perception 

0,78 3,13 0,84 

E-government use 0,86 3,13 0,88 

Word of mouth 0,82 2,47 1,11 

Table 5 - Descriptive statistics, full sample 

For the full sample, two constructs did not meet the satisfactory level of Cronbach’s alpha of 

0.7 and these two were the instrumental construct Physical activities and the symbolic 

attribute Competence. All other constructs had an alpha between 0.77 (Ruggedness) and 0.92 

(Employer attractiveness) which means that these 19 constructs are reliable and can be used 

in further analysis. The constructs that did not meet the satisfactory coefficient was only 

based on two questions each, which means that no variables could be removed to increase 
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the internal reliability. Since the coefficient could not be improved for these constructs, they 

were removed to ensure that the internal reliability of our research could be kept (Bryman 

and Bell, 2011, p. 158). Hence, after removing the invalid constructs, we can regard the 

survey to have internal validity (Bland & Altman, 1997, p. 572). 

  

The means and standard deviations of each valid construct are displayed in Table 4 as well. 

From a low of 2.38 (Employer attractiveness) to a high 3.92 (Structure) all constructs had 

means around the middle of the Likert scale or below. This suggests that there could be 

improvement in the clarity of what the SwAF wants to communicate to this audience as none 

of the constructs means were on the higher end of the scale. The standard deviation of the 

constructs determines how much the values vary around the mean (Shiu et al., 2009, p. 533). 

The lowest standard deviation comes out at 0.83 (Job security) and the lowest is 1.16 

(Employer attractiveness). On the five-point scale, we consider these deviations to be fairly 

low where most responses were dispersed close to the mean of the constructs. 

5.3.2 Sub sample 
 

Constructs Cronbach’s Alpha Mean Std. Deviation 

Attitudes towards site 0,86 2,83 0,89 

Consumer trust 0,73 3,10 0,75 

Disposition to trust 0,84 3,33 0,90 

Site reputation 0,79 2,83 0,83 

Employer attractiveness 0,91 2,60 1,13 

Table 6 - Descriptive statistics, sub sample 

In our sub sample, all constructs had a Cronbach’s alpha above the demanded level of 0.7. 

The lowest value was 0.73 (Consumer trust) and the highest 0.91 (Employer attractiveness). 

This means that all constructs measured in the sub sample have internal validity and can be 

used in regression analysis (Bland & Altman, 1997, p. 572). The means varied from a low of 

2.60 (Employer attractiveness) to a 3.33 high value (Disposition to trust). Comparing this 

sample and the full sample, we can see that this group has a lower mean of Employer 

attractiveness than the full sample. Finally, the standard deviations vary between 0.83 (Site 

reputation) and 1.13 (Employer attractiveness) which is similar to the full sample. This 

because means of most of the responses vary fairly closely to the mean. 

5.4 Pearson correlation 
The results of the Pearson’s correlation are divided for each of the hypothesis’s made in order 

to make it easy to read the tables and understand which constructs are correlated. 

5.4.1 Employer attractiveness and employer brand attributes 
In our first model, all constructs were positively correlated, most to a p < 0.01 (see Table 7). 

However, two correlations were significant at a 0.05 level (Familiarity and Employer 

attractiveness; Prestige and Educational opportunities) while 9 correlations did not meet any 

of the two significance levels. As seen in the table, the strength of the relationship between 

constructs varied from the low 0.06 (Pay and benefit, and Structure) to a high 0.64 

(Ruggedness and Excitement). The construct with the strongest relationship to all others is 

Social/team activities (Soc), which means that if this aspect is improved, all other attributes 
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would improve as well. Next comes Task diversity (Div) and Excitement (Excite), which, if 

improved would also generate the next largest outcomes on other attributes. Finally, all 

attributes tested positively against Employer attractiveness. However, a regression analysis 

will explain in detail which attributes positively affect that construct. 

  

Construct 1 2 3 4 5 6 7 8 9 10 11 

EA(1) 1           

Fam (2) ,171* 1          

Soc (3) ,237** ,545** 1         

Stru (4) ,085 ,392** ,563** 1        

Adv (5) ,260** ,367** ,589** ,437** 1       

Pay (6) ,131 ,134 ,217** ,062 ,453** 1      

Sec (7) ,263** ,261** ,365** ,226** ,556** ,516** 1     

Edu (8) ,327** ,367** ,402** ,226** ,334** ,251** ,365** 1    

Tra (9) ,330** ,296** ,429** ,325** ,446** ,322** ,392** ,514** 1   

Div (10) ,326** ,274** ,448** ,295** ,535** ,339** ,496** ,337** ,532** 1  

Sincer 

(11) 

,335** ,296** ,465** ,300** ,281** ,219** ,280** ,312** ,353** ,400** 1 

Cheer 

(12) 

,525** ,120 ,259** ,063 ,223** ,244** ,376** ,279** ,320** ,489** ,599** 

Excite 

(13) 

,389** ,291** ,412** ,296** ,302** ,119 ,254** ,274** ,367** ,399** ,611** 

Prest (14) ,329** ,120 ,325** ,212** ,198** ,223** ,265** ,167* ,383** ,390** ,516** 

Rugg (15) ,235** ,364** ,486** ,371** ,232** ,107 ,228** ,405** ,418** ,366** ,532** 

  

Construct 12 13 14 15 

Cheer (12) 1    

Excite (13) ,588** 1   

Prest (14) ,553** ,617** 1  

Rugg (15) ,389** ,642** ,579** 1 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 7 - Pearson correlation 
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5.4.2 Employer attractiveness and social media features 
For the full sample and the second hypothesis, all constructs showed positive relationships 

with each other (Table 8). Employer attractiveness, Attitudes towards open government, E-

government value perception, E-government use, and Word of mouth all had correlations 

significant at the level of 0.01 (two-tailed). The values reach from a low 0.24 (Citizen’s 

attitude towards open government and Employer attractiveness) to a high 0.69 (E-

government use and E-government value perception). These values, therefore range from a 

weak to strong correlation between the constructs (Shiu et al., 2009, p. 555). E-government 

use (Use) is the construct that most highly affects the other ones, which means that improving 

that construct has the largest effect on other variables. Finally, all constructs have a positive 

correlation to Employer attractiveness, but WOM has the strongest relationship of 0.588 

which is seen as a moderately strong relationship. 
 

 

Constructs 1 2 3 4 5 

EA(1) 1         

AttOG (2) ,238** 1       

VP (3) ,302** ,575** 1     

Use (4) ,307** ,544** ,694** 1   

WOM (5) ,588** ,352** ,338** ,375** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 8 – Pearson correlation 

5.4.3 Employer attractiveness, Site attraction, Disposition to trust, 
Consumer trust and Site reputation 
For the last hypothesis analyzing the sub sample, all constructs except Disposition to trust 

(Trust) on Employer attractiveness (EA) were positively related. Being negatively related 

means that an increase by 1 negatively affects the other construct that then decreases by the 

correlation coefficient, here 0.001 (Shiu, 2009, p. 554). All relationships except Trust/EA, 

and Site Reputation (Rep)/Trust were significant at the 0.01 level. A higher significance level 

raises the risk regarding the accuracy of the test and the risk of errors in accepting/rejecting 

the null hypothesis (Shiu et al., 2009, p. 538). The lowest correlation had a value of -0.001 

(Trust and EA) and the strongest relationship was 0.653 (ConTru and SiteAtt). This means 

the correlation coefficients stretches from no correlation to Strong. SiteAtt is the construct 

that is most highly related to the other constructs and therefore will increase the overall 

attributes most if improved.  

 

Constructs 1 2 3 4 5 

EA(1) 1         

SiteAtt (2) ,569** 1       

ConTru (3) ,382** ,653** 1     

Trust (4) -,001 ,274** ,253** 1   

Rep (5) ,439** ,540** ,477** ,167 1 
**. Correlation is significant at the 0.01 level (2-tailed). 

Table 9 - Pearson correlation 
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6. Analysis 
In the sixth chapter we will analyse the results of our regression analyses. We will present 

the findings from both the full sample and the sub sample. The chapter will end with the 

findings by revising our conceptual models according to the significance of our regressions. 

6.1 Multiple regression analysis 
In order to further analyse our models we have conducted multiple regression analyses on 

each of the four hypothesises. After analysing the significance of each independent variable, 

we compared the means between the genders to investigate the differences between male and 

female students on the significant variables. The SPSS output is found in the figures and 

graphs represented under each headline together with the main results. 

6.1.1 Regression 1, Employer attractiveness and employer brand attributes 
To measure the effects of familiarity, instrumental, and symbolic attributes on Employer 

attractiveness, we conducted a multiple regression analysis (Table 10). The ANOVA-test 

showed that the model was significant with an F-value of 7.15 for the significance level 0.1 

(Table 5.9). This means that the relationship between the dependent and independent 

variables have a low probability of happening by chance. The F-statistic does not tell us 

which of the explanatory variables explain the response, but lets us conclude that at least one 

of them is not zero (Moore et al., 2009, p. 645). The overall model shows an R-square of 

0.349, meaning that the model explains 34.9% of the variance and employer attractiveness is 

therefore explained to 65% by variables outside of our model (Table 5.8). In the human 

sciences, it is normal to have a lower coefficient of determination than in the natural sciences 

where 0.7 is considered a strong value, since human behaviour is often hard to predict (Shiu 

et al., 2009, p. 555). However, as we want to examine which attributes affect Employer 

attractiveness for our sample, the individual significance levels of the coefficients in Table 

30 will be examined. From Table 30 we can also see that multicollinearity among the 

independent variables is not a problem, as the Variance Inflation Factor (VIF) is larger than 

0.10 and lower than 5 (Shiu et al., 2009, p. 591). The constructs varied in VIF between 1.577 

(EAPay) and 2.594 (Excite), with low values of tolerance ranging between 0.386 (Excite) 

and 0.638 (Fam). 

  

Out of the instrumental attributes, the only significant construct at a significance level of 0.1 

was Educational opportunity. Further, of the symbolic attributes, only Cheerfulness had a 

significant effect on the dependent variable Employer attractiveness. The Beta value of the 

constructs were 0.211 and 0.542 respectively, showing that the symbolic attribute had the 

biggest effect on the dependent variable Employer attractiveness. Finally, Familiarity was 

proved not to be significant in determining employer attractiveness. 
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -,191 ,424  -,451 ,652   

Fam ,049 ,076 ,048 ,645 ,520 ,638 1,568 

EASoc -,008 ,118 -,007 -,071 ,944 ,398 2,510 

EAStru -,078 ,104 -,057 -,753 ,453 ,600 1,667 

EAAdv ,176 ,120 ,135 1,465 ,145 ,410 2,442 

EAPay -,129 ,092 -,104 -1,400 ,163 ,634 1,577 

EASec -,018 ,113 -,013 -,163 ,871 ,527 1,896 

EAEdu ,211 ,094 ,171 2,236 ,027 ,598 1,673 

EATra ,151 ,111 ,110 1,363 ,174 ,531 1,882 

EADiv -,040 ,116 -,029 -,345 ,730 ,496 2,018 

Sincer -,047 ,105 -,039 -,444 ,657 ,463 2,161 

Cheer ,542 ,115 ,428 4,695 ,000 ,418 2,391 

Excite ,122 ,106 ,109 1,150 ,252 ,386 2,594 

Prest ,091 ,110 ,073 ,833 ,406 ,451 2,216 

Rugg -,167 ,111 -,139 -1,509 ,133 ,414 2,418 

a. Dependent Variable: EA 

 

Table 10 – Coefficients 

6.1.2 Regression 2, Employer attractiveness and determinants of social 
media 
In our second regression, we tested the impact of Citizen’s attitudes towards open 

government (AttOG), E-government value perception (VP), E-government use (Use) and 

Word of mouth (WOM) on the dependent variable Employer attractiveness (EA). The 

regression analysis is displayed in Table 11 where the ANOVA-test showed that the model 

was significant to a 0.1 level with the F-value 27.62. As the relationships have a low 

significance of being explained by variables outside of the test, we continue by looking and 

the R-square with the value of 0.36. The value was slightly higher than the first regression, 

and 35.9% of the variance is there for explained by the model. In order to see that the 

independent variables are not too highly correlated, multicollinearity was tested (Table 36). 

The VIF varied between the minimum value 1.212 and the maximum 2.169, with tolerance 

levels ranging between 0.461 and 0.825. This result indicates that multicollinearity is not a 

problem for these constructs (Shiu et al., 2009, p. 591).  
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) ,481 ,286  1,682 ,094   

AttOG -,055 ,090 -,044 -,606 ,545 ,612 1,634 

VP ,146 ,116 ,106 1,263 ,208 ,461 2,169 

Use ,067 ,108 ,052 ,622 ,535 ,473 2,114 

WOM ,571 ,065 ,548 8,730 ,000 ,825 1,212 

a. Dependent Variable: EA 

Table 11 - Coefficients 

In order to see which variables explain the response variable, we conducted a regression 

analysis with a significance of p < 0.10 (Moore et al., 2009, p. 645). In this regression 

analysis, WOM was the only variable with a significance level of p < 0.10 with a beta of 

0.571. The direction of the relationship is therefore positive with WOM as the only 

significant independent variable on the dependent variable Employer attractiveness. 

  

6.1.3 Regression 3, Employer attractiveness, Site attraction, Disposition to 
trust, Consumer trust and Site reputation 
For the third regression, we tested the effects of General attitude towards the site (SiteAtt), 

Consumer trust (ConTru), Disposition to trust (Trust) and Site reputation (Rep) on the 

dependent variable Employer attractiveness. This model was tested on the sub sample 

consisting of only the respondents who have seen the SwAF on any of their social media 

before. The ANOVA test (Table 41) for this regression resulted in a significant F-value of 

18.565. This proves that any of the independent variables are not zero, but not which of them 

are significant in this model (Moore et al., 2009, p. 645). This model has a coefficient of 

determination (R-square) of 0.376, meaning that 37.6% of the variance is explained by the 

model. Finally, in order to know which of the constructs is causing the effect, we checked 

the significance levels seeing that SiteAtt, Trust and Rep were all significant at the 0.10 level. 

Their respective beta values were 0.653 (SiteAtt), -0.219 (Trust), and 0.260 (Rep) meaning 

that Site attraction is the variable that has the biggest effect on the dependent variable. To be 

noted is that Trust has a negative relationship to the dependent variable, with the lowest effect 

of the three significant variables. 

  

Finally, in order to make sure the independent variables are not too highly correlated, we 

considered the Collinearity statistics. The VIF-values varied from a low 1.09 to 2.02 with 

tolerance levels between 0.50 and 0.92. This indicates that the independent variables are not 

too highly correlated and do not affect each other to a large degree.  
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

 

 

B Std. Error Beta Tolerance VIF 

1 (Constant) ,755 ,425  1,776 ,078   

SiteAtt ,653 ,128 ,514 5,085 ,000 ,496 2,017 

ConTru -,002 ,145 -,001 -,012 ,990 ,546 1,831 

Trust -,219 ,094 -,174 -2,337 ,021 ,915 1,093 

Rep ,260 ,117 ,191 2,219 ,028 ,682 1,467 

 a. Dependent Variable: EA 

Table 12 - Coefficients 

6.2 T-test of Gender differences 
In order to compare gender differences we conducted independent sample t-tests for SNS 

activities and all constructs used in the regression analysis. The activities will give us further 

knowledge about what type of activities our sample participates in and to what extent. When 

comparing the constructs we will get further knowledge in how the constructs differ between 

the genders. These tests will give us a deeper knowledge in gender preferences that can lead 

to conclusions about what to prioritize when targeting either group with marketing. 

6.2.1 T-test 1, differences in social media usage 
In order to compare the usage of SNS between the genders, we conducted an independent 

samples t-test on each variable on questions 7 and 8 in the survey. Of the 30 variables tested, 

12 showed gender differences (See Table 13). The highest mean values represent the 

activities that the respondents most highly engaged in, while the lowest represented the 

activities prioritized the least. The overall highest mean for male respondents was seen on 

the variable Keep contact with friends that had 3.94 on the 5-point Likert Scale (Table 13). 

The female group also agrees that this is the variable that they are most highly engaged in 

with a mean of 4.34. The lowest mean for the males and females was 1.92 and 1.84 

respectively, and came from the variable Making money. For both groups, five of the six 

most popular activities were equal. However, male respondents deviated in the most highly 

rated activities with adding Listened to radio/video online where females rated Visited a 

friend's page on a social network higher in the order of popularity (Table 13). 
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 Activity Female Male t 

Keep contact with friends 4,34* 3,94* -2,63** 

Be updated 3,99* 3,58* -2,61** 

Have fun or be entertained 3,93* 3,72* NS 

Looked at a video-clip online 3,89* 4,07* NS 

Visited a friend's page on a social network 3,89* 3,34 -2,95** 

Hang out or kill time 3,82* 3,61* NS 

Uploaded a photo to a photo sharing site 3,51 2,74 -3,63** 

Explore the world around me 3,39 2,92 -2,87** 

Used an own profile on a social network 3,35 2,93 -2,05** 

Listened to radio/video online 3,28 3,29* NS 

Read blog 3,27 1,91 -6,96** 

Express myself 3,23 2,59 -3,59** 

Learn something new 3,23 3,08 NS 

Share experiences 3,05 2,72 -1,75** 

Feel like I belong 3,02 2,5 -3,00** 

Left a comment on a social network 3,02 3,18 NS 

Meet new people 2,83 2,9 NS 

To be creative 2,72 2,29 -2,57** 

Look for other peoples’ opinions 2,47 2,37 NS 

Shared a video-clip with a friend 2,41 3,09 3,69** 

Get more job contacts 2,39 2,29 NS 

Change opinions 2,31 2,4 NS 

Started a debate in a social network 2,27 2,55 NS 

Share knowledge 2,23 2,47 NS 

Get respect 2,23 2,05 NS 

Visited the official homepage of a business/organization 2,17 2,42 NS 

Signed up for a social network 2,13 1,97 NS 

Market yourself (MYSELF) 2,12 1,94 NS 

Organize your (MY) life better 1,99 1,96 NS 

Make money 1,84 1,92 NS 
* Highest mean values for gender 

** (p < 0.10) 

      

Table 13 - T-test SNS activities 

There are 12 social media habits that differ significantly between the men and women, which 

helps answering our research question of social media gender differences. Our findings 

showed that females read blogs to a much higher extent than men. Women also upload 

photos, are creative, explore the world, expresses themselves, feel belonging, get updated, 

share experiences and keep contact with friends on social media to a higher degree than men. 

While males visited social media sites of business/organizations and shared video clips to a 

higher degree than females. 

The activities that differed on a p < 0.10 with a higher mean value for female respondents 

were Keep contact with friends, Be updated, Visited a friend's page on a social network, 
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Uploaded a photo to a photo sharing site, Explore the world around me, Used an own profile 

on a social network, Read blog, Express myself, Share experiences and To be creative (Table 

13). These activities generated t-values between -1.753 for Feel like I belong to -6.959 of 

Read blog. The activity that differed on a p < 0.10, where male respondents had a higher 

means was Shared a video-clip with a friend. For this activity the t-value was 3.693. 

  

6.2.2 T-test 2, Full sample - Differences of all variables between genders 
In order to compare results between males and females, we conducted an independent sample 

t-test for the means of all constructs (Table 33). Out of the 19 constructs, four had gender 

differences with p < 0.10. The three highest mean values for female respondents were 

Structure, Sincerity, and Excitement. For the male respondents, however, Social/team 

activities and Advancement were included with Structure for the three highest means (Table 

14). The lowest means for females were Educational opportunities, Word of mouth and 

Employer attractiveness and for the male respondents they were Pay and benefits (2.71) 

Word of mouth, and Employer attractiveness. 
 

Construct Female Male t 

Structure 3,85* 3,97* NS 

Sincerity 3,66* 3,42 -1,77** 

Excitement 3,65* 3,51 NS 

Social/Team Activities 3,62 3,86* 1,87** 

Advancement 3,57 3,66* NS 

Ruggedness 3,51 3,49 NS 

Travel opportunities 3,36 3,38 NS 

Prestige 3,33 3,22 NS 

Attitude to an open government 3,30 3,27 NS 

Task Diversity 3,27 3,27 NS 

E-government use 3,17 3,11 NS 

E-government value perception 3,12 3,13 NS 

Job security 3,05 3,06 NS 

Pay and benefits 2,98 2,71 -2,03** 

Familiarity 2,97 3,22 NS 

Cheerfulness 2,96 2,85 NS 

Educational opportunities 2,76 2,90 NS 

Word of mouth 2,49 2,45 NS 

Employer attractiveness 2,17 2,52 2,13** 
*Three highest rated constructs  

** (p < 0.10) 
    

Table 14 - T-test all constructs, full sample 

The constructs that had a significant gender difference for p < 0.10 were Sincerity, 

Social/team activities, Pay and benefits, and Employer attractiveness. Female respondents 

had a higher means for Sincerity and Pay and benefits, where the t-values were -1.77 and -

2.03. The male respondents had higher means for Social/team activities and Employer 

attractiveness, where the t-values were 1.87 and 2.13. 
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6.2.3 T-test 3, Sub sample, Differences of all variables between genders 
To analyse the gender differences of the sub sample, we conducted a similar t-test but 

included four more variables regarding the SNS of the SwAF. These four are Site reputation, 

Word of mouth, Consumer trust and Disposition to trust. Of the 23 constructs, only two had 

gender differences to p < 0.10 (Table 15). The highest mean values for females were 

Structure, Sincerity and Excitement, while male respondents were Structure, Social/team 

activities, and Advancement. The lowest mean values for female respondents were Employer 

attractiveness, Word of mouth, and Site reputation while the male were Pay and benefits, 

Word of mouth and Employer attractiveness. The two constructs that varied between the 

genders to p < 0.10 were Sincerity and Pay and benefits. For both, female respondents had a 

higher mean value for the constructs. Sincerity had a t-value of -2.36 and Pay and benefits 

generated a t-value of -2.00. 

  

Construct Female Male t 

Structure 4,06* 4,05* NS 

Sincerity 3,98* 3,64 -2,36** 

Excitement 3,90* 3,75 NS 

Social/Team Activities 3,88 4,03* NS 

Advancement 3,79 3,78* NS 

Ruggedness 3,72 3,68 NS 

Attitude to an open government 3,55 3,43 NS 

Travel opportunities 3,45 3,47 NS 

E-government use 3,41 3,21 NS 

Prestige 3,40 3,35 NS 

Task Diversity 3,33 3,37 NS 

E-government value perception 3,33 3,27 NS 

Familiarity 3,27 3,39 NS 

Disposition to trust 3,24 3,37 NS 

Consumer trust 3,19 3,05 NS 

Cheerfulness 3,17 2,99 NS 

Job security 3,17 3,09 NS 

Pay and benefits 3,10 2,76 -2.00** 

Educational opportunities 2,93 2,99 NS 

Attitude towards site 2,85 2,82 NS 

Site reputation 2,73 2,88 NS 

Word of mouth 2,68 2,64 NS 

Employer attractiveness 2,46 2,67 NS 
* Three highest rated constructs 

** (p < 0.10) 
    

Table 15 - T-test, all constructs, sub sample 
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7. Discussion 
In the seventh chapter we will analyse and discuss the findings presented in the previous 

chapter in relation to the theories brought up in our literature review. The order in this 

chapter will follow the same order as in the result chapter, together with rejections or 

acceptances of the conducted hypothesis of our thesis together with a discussion of the 

findings.  

7.1 Regression 1, Employer attractiveness and employer brand 
attributes 
In regression 1 we seek to test the following hypothesises: 

H1: Employer attractiveness of the SwAF are positively affected by Instrumental attributes, 

such as: 

a) Social/Team activities  b) Physical activities 

c) Structure    d) Advancement 

e) Travel opportunities  f) Pay and Benefits 

g) Job security    h) Educational Opportunities 

 

H2: Employer Attractiveness of the SwAF are positively affected by symbolic attributes, 

such as: 

a) Sincerity                           b) Excitement 

c) Cheerfulness                    d) Competence 

e) Prestige                             f) Ruggedness 

 

H3: Familiarity has positive effect on employer attractiveness  

 

We analysed the effect of independent variables of instrumental, symbolic attributes and 

familiarity on the dependent variable Employer attractiveness (Table 10). 

 

By analysing the findings of the first multiple regression, we can conclude that two variables 

have positive effects on Employer attractiveness. The first is the instrumental attribute 

Educational opportunity and the second is the symbolic attribute Cheerfulness. The other 

instrumental attributes, Social/team activities, Structure, Advancement, Pay and benefit, Job 

security, Travel opportunities and Task diversity were proved to not be significant in this 

model. However, even if they are not regarded to be significant together with the other 

variables in the model, they might be individually. The same goes for the non-significant 

symbolic attributes, Excitement, Prestige, and Ruggedness as well as Familiarity. In previous 

research, Lievens et al. (2007) found that the significant variables for potential applicants 

were Social/team activities, Travel opportunities, Task diversity, Cheerfulness and Prestige 

(Lievens et al., 2007, p. 62). As our model was significant, we can conclude that our findings 

partly support the model created by Lievens et al. (2007). However, the effect of Educational 

opportunity differs from the previous literature and although Cheerfulness was found 

significant here as well. These results can be explained by previous studies showing evidence 

of regional difference in attribute importance. Our findings support that Cheerfulness is an 

important attribute for the government authority. Lievens et al.’s (2007) study was used a 

sample of potential applicants to the Belgian Army, which, similar to the SwAF, focus on 
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peacekeeping. However, since his research is based in another country, there are cultural 

differences present even if the sampling is similar (high school students). One explanation 

for this is what was mentioned earlier about the perception about brand personality across 

cultures (Aaker, 1997, p. 355) and that there might be differences. We contributed to this 

area of research as our findings prove that there are cultural differences in which attributes 

affect employer attractiveness for the government authority sector. 

 

Further, Familiarity was not proved to be significant in this model to determine Employer 

attractiveness and we can reject H3. However, it should be noted that in this model the 

variable is not significant, however it might be if tested independently to Employer 

attractiveness. This result does not support the findings by Lievens et al. (2005), where 

Familiarity had a positive effect on Employer attractiveness. Once again, these findings can 

be explained by Aaker’s (1997) argument, that there are cultural differences in brand 

personality perceptions. Also, here the sample was similar, high school students, to our 

chosen sample, which leads to the conclusion of cultural differences towards the government 

authority. Our results therefore imply that the potential applicants of the SwAF value 

Cheerfulness and Educational opportunities, two attributes that can be used in the 

communication of the employer value brand proposition of Mosley (2007, p. 131). Based on 

previous research, the outcome of the increased attractiveness will lead to more applicants 

(Turban, 2001, p. 306). 

 

Cheerfulness was consistent in its significance between Lievens et al. (2007) and our study, 

and proved to affect Employer attractiveness to a higher degree than Educational 

opportunities. The beta value for Cheerfulness was in this study 0.54 and for Lievens et al. 

(2007) 0.25. This result proves Cheerfulness is even more important to the Employer 

attractiveness of the SwAF. Educational opportunities had a beta of 0.21 in our study, and 

were non-significant in the previous study. This result was consistent with Lievens et al.'s 

(2007) conclusion, were symbolic attributes affected the dependent variable to a higher 

degree than instrumental. This adds to the research highlighting the importance of both types 

of attributes for an employer brand (Keller, 1993; Katz, 1960; Lievens et al., 2007). Not only 

the instrumental attributes, which are seen as the tangible and objective attributes affect how 

potential applicants view the employer brand, but also the symbolic, subjective ones (Lievens 

et al., 2007, p. 54). We can only conclude H1h: Educational Opportunities and H2c: 

Cheerfulness to be supported as the other factors were not significant in determining 

employer attractiveness. 

7.2 Regression 2, Employer Attractiveness, WOM and Open 
Government Perceptions  
 

In regression 2 we seek to test the following hypothesises: 

H5: Word of mouth has a positive effect on employer attractiveness 

H6: Citizen’s attitude towards open government has positive effect on employer 

attractiveness 

H7: E-government value perception has positive effects on employer attractiveness 

H8: E-government usage has positive effect on employer attractiveness 
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We analysed the effects of independent variables Citizen’s attitudes towards open 

government (AttOG), E-government value perception (VP), E-government use (Use) and 

Word of mouth (WOM) on the dependent variable Employer attractiveness (EA) (Table 34-

5.17).  

 

H5 tests whether if WOM positively affects Employer attractiveness. According to the 

findings we can conclude that WOM has a strong impact on Employer attractiveness.  This 

means that people who recommend the SwAF also find the SwAF as an attractive employer 

brand. This supports the findings of Walsh et al. (2009, p. 196) that customer satisfaction and 

customer reputation have a strong impact on WOM. Also previous research about employer 

brands shows that WOM and Employer attractiveness shows a positive effect which supports 

our results (Lievens & Van Hoye, 2009, p. 348). This means that people recommending an 

attractive employer brand also think the employer brand have high employer attractiveness. 

This means that potential recruits for the SwAF would give positive WOM about the SwAF. 

This is something that can thereby increase the awareness about the positive employer brand 

and influence others. According to Collins et al. (2002, p. 1131) the results can be explained 

by the theory that potential applicants may rely on positive WOM in their decision making 

early in the job search. This theory becomes relevant in the context of the SwAF as the results 

suggest that potential recruits to the SwAF could be influenced by others who already find 

them attractive as an employer, because they are willing to spread their thoughts through 

WOM. The receivers of the WOM might find this information about the employer brand 

more relevant (Bansal & Voyer, 2000, p. 354; Gremler et al., 2001, p. 56). It would also be 

relevant if the potential recruits would recommend the employer brand through viral WOM 

as well, because as reported by Bickart and Schindler (2001, p. 36) viral WOM have better 

credibility, empathy than if the information would come from the organizational webpage 

itself. It would also be more relevant for those who are searching for this type of information. 

Secondly, information from “people of good will” is seen as unbiased, according to another 

study (Dichter, 1966, p. 154). Our results support the researchers who advocate that social 

media use by organizations has great potential because its scalability (Walsh et al., 2009, p. 

189) and compounding effect (Kaplan & Haenlein, 2011, p. 254). Because if the people who 

are willing to recommend the employer brand are encouraged to do so through social media, 

then the WOM can reach much higher awareness virally than through the traditional WOM. 

 

H6 concerns the impact of citizen’s attitude towards open government on the employer 

attractiveness. This hypothesis could not be accepted because it was not significant according 

to our regression analysis. As an open government is starting to take shape in the U.S. and 

most industrialized countries (Bonsón, 2012, p. 123). This includes Sweden with the 

implementation of the E-delegation (E-delegationen, 2010) as well as more intense social 

media use by the government (Sveriges Kommuner och Landsting, 2013). It would have been 

interesting to see if there was a significant impact on the open government on employer 

attractiveness. But according to our result this effect was not relevant to this employer brand. 

According to Kaplan and Haenlein (2010, p. 66) and Yan (2011, p. 695) openness and 

trustworthiness would be achieved through dialogues with the social media users, which will 

generate stronger brands for the organizations, principally with better brand associations, 

perceived quality and  greater awareness. Also, according to Briggs (2010, p. 50) brands must 

respect openness among users to build and sustain the brand through social media. The 

openness is however in our study not relevant to the employer attractiveness. One reason 
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could be because everyone might not be aware of the SwAF or the open government as the 

open government is a fairly new phenomenon.  

 

H7 is testing the value perception of the E-government and its effect on employer 

attractiveness. This hypothesis could not be accepted because it was not significant according 

to our regression test. This is inconsistent with the findings by Kolsaker and Lee-Kelley 

(2008) that found that the value of the e-government use affects citizens’ satisfaction level 

with the government (Kolsaker & Lee-Kelley, 2008). As the regression proves that the 

students who think that the SwAF provides valuable information and help the public through 

social media does not have a positive effect on the SwAF as an employer brand. Our results 

can be explained with that the construct does not fit in with the employer brand context. It 

shows that students might not care about how the employer brand is helping the public with 

their usefulness and that other attributes are more important when it comes to employer 

attractiveness.  

 

H8 is testing whether the E-government usage positively affect employer attractiveness. This 

hypothesis was not significant according to our results. The results mean that the participants 

who are willing to engage with the government agencies on social networking sites and social 

media and find that it provides high use for the government, does however not generate 

employer attractiveness. According to Nam (2012, p. 356) citizens which are using 

government authorities’ social media websites also believe that Government 2.0 is an 

accessible tool and generate information to the public as well as relevant use of government 

spending. Once again, this might be because the construct of e-government use does not fit 

in with the employer attractiveness situation. It could be due to the low value of an open 

government and social media usefulness that this sample find for a potential employer.  

7.3 Regression 3, Employer Attractiveness and Social media 
features 
In regression 3 we seek to test the following hypothesises done on the sub sample: 

H4: Attitude towards Social media site will positively affect employer attractiveness 

H9: Disposition to trust has positive effect on employer attractiveness 

H10: Consumer trust has positive effect on employer attractiveness 

H11: The Social Media Site reputation has positive effect on Employer attractiveness 

 

The sub sample was analysed by testing the effect of independent variables on the General 

Attitude towards the Site (SiteAtt), Consumer Trust (ConTru), Consumer Disposition to 

Trust (Trust) and Site Reputation (Rep) on the dependent variable of Employer 

Attractiveness (EA) (Table 42).  

 

H4 was tested on the impact of the attitude towards social media sites on employer 

attractiveness. According to the results we can conclude that the Attitude towards the site has 

strong impact on Employer attractiveness. This means that the respondents who liked the 

SwAF’s social media site also found the employer brand to be attractive. The results support 

Cober et al.’s (2004, p. 637) proposition, that “job seekers’ website attitude will positively 

influence applicant attraction.” It also supports the research done by Walker et al. (2011, p. 

177) that shows that an organization's website characteristics can influence the applicants of 
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an employer brand. Walker (2011, p. 177) points out that it is an especially strong effect if 

the potential applicants have little knowledge about the organization. This is something that 

we did not test as we did not ask about the previous knowledge about the SwAF before 

viewing their social media. Gregory et al. (2013, p. 1956) found similar findings that attitude 

towards the recruitment websites has a positive effect on the attitude of the organization. 

They also found just as Walker (2011) that the attitude towards a recruitment website could 

change people’s already perceived attitude towards the organization and that the less 

knowledge they had about the organization the stronger significance it was (Gregory et al., 

2013, p. 1956). Our result also supports the statement of Carlsson (2009, p. 63) that social 

media is an effective tool to spread information about the organization and how it is to work 

within the organization. It is thereby effective to include current employee blogs about their 

job and also information about new job openings with links to the more formal information 

on the organization website. Our results also support that an employer brand can find “like-

minded” individuals through social media by sharing their brand story and generate 

storytelling content and conversations with people (Briggs, 2010, p. 48). 

 

H9 tested the impact of disposition to trust on employer attractiveness. We can analyse that 

the disposition to trust has a significant effect on the employer attractiveness with a negative 

beta value. Considering that disposition to trust affects the trust in government authorities 

according to other studies (Bélanger & Carter, 2008, p. 172; McKnight et al., 1998; Gefen, 

2000; Pavlou & Gefen, 2004), it would be interesting to see the significance between general 

trust and employer attractiveness. This negative effect means if people trust others in general 

they will find the employer brand of the SwAF less attractive. We have not found any studies 

that have tested disposition to trust and trust in an employer brand in a social media context 

which makes this analysis interesting for new contributions to research. 

 

H10 examined if consumer trust has a positive effect on employer attractiveness. According 

to our regression, there is no support for this hypothesis. This finding could mean that the 

theories about consumer trust were not relevant to this context of employer attractiveness. 

According to previous research satisfaction of the e-government has a strong relation to trust 

in the government (Welch et al., 2005, p. 385). Other research also shows that social media 

should generate trust in the organization Bonsón (2012, p. 123). Bélanger and Carter (2008, 

p. 172) states that the digital communication of the government to the public leads to higher 

reliability of government authorities and is an essential element of the online government.  

 

H11 tests the effect social media site reputation on the attractiveness of the employer brand. 

As previous research would suggest there is significant impact of reputation on employer 

attractiveness. An organization with a good reputation positively affect the possibility for 

potential employees to pursue a job there (Cable & Turban, 2003; Walker, 2011; Helms, 

2011). With our findings, we can support these results and add that good reputation also 

works through social media to generate employer attractiveness. Cable and Turban (2003, p. 

2259) found that reputation perceptions are positively related to the evaluations of job 

attributes. Helm’s (2011, p. 661) study shows that perceived corporate reputation has a strong 

significant positive effect on job satisfaction. Looking at an employer brand in a social media 

setting, research claims that an organization’s reputation can be affected by the social media 

presence (Kietzmann et al., 2011, p. 241). Walker et al. (2011, p. 174) states the website 
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image can reflect on how job seekers perceive the entire organization. Our findings can add 

to previous research that social media reputation is influential on employer attractiveness.   

7.4 T-test 1, Social media usage 
In t-test 1 (Table 13), we seek to investigate if there are any gender differences in the usage 

of social media in the sub sample. 

 

In order to outline the behaviour of our sample in the context of social media, we asked 

questions about what types of activities they participate in on social media and to what extent. 

By analysing the means of these values we can see which activities are most popular. Further, 

by conducting independent samples t-test on all variables we could assess differences 

between the social media usage of both genders. In our findings, we can see that for both 

groups, Looked at video clip online, Visited a friend's page on a social media network, Hang 

out or kill time, Have fun or be entertained, Be updated, and Keep contact with friends are 

the six highest rated activities. For females, Signed up for a social network, Started a debate 

in a social network, Make money, Organize my life better and Market myself were the least 

popular activities, and for males Read a blog is added to that list. Through these results we 

can clearly see that there are gender differences in social media usage. First of all, these 

findings support the theories of the importance of networking for digital natives (Prensky, 

2001, p. 2; Carlsson, 2009, p. 8). Also, as the biggest portion of the students had seen the 

SwAF on Facebook, we can see evidence that the SNS is the most popular within this age 

group (Internetstatistik, 2013). 

 

By comparing to the U.S., it seems as there are cultural differences in the usage of social 

media, as reading online forums or discussion groups were also represented as a popular 

activity (Friedl et al., 2010, p. 85). It is clear that all the most popular activities are so called 

“passive” (Hutton & Fosdick, 2011, p. 566) which means that they demand less involvement 

by the users than “active” ones. It is clear in our findings that active activities are less popular 

for high school students (Graph 5.3). Our findings support previous research that passive 

activities are more popular than active ones. According to the study of Hutton and Fosdick 

(2011, p. 566) the two most typical reasons for using SNS is to “stay in touch with friends 

and meet new people”, which is here supported. Also, we can support Friedl et al. (2010) that 

found that the younger workforce prefer to use digital media as a communication tool for 

friends rather than in their professional lives (Friedl et al, 2010, p. 85). As Making money, 

Organize my life better and Market myself are seen as low rated activities, we can argue that 

our sample supports previous findings. Clark and Roberts (2010, p. 519) also state that 

people’s intention on social media is mostly communicating with friends. 

 

By comparing the means we found that there were significant differences in the usage of 

social media by male and female respondents. 12 constructs differed significantly between 

the genders, were Read blog showed the biggest difference. Female respondents read blogs 

to a much higher degree than male, as well as Uploaded a photo to a photo sharing site, To 

be creative, Explore the world around me, Express myself, Use own profile, Feel like I 

belong, Be updated, Share experiences and Keep contacts with friends. Male respondents 

Visited the official homepage of a business/organization and Shared a video clip with a friend 

to a higher degree than female respondents. In these activities we can clearly see a difference 

in the type of activities male and female respondents participate in, and the findings are 
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similar to previous research (Lorenzo-Romero et al., 2012, p. 411). Adding to past theories, 

our findings support that women seem to be more frequent active users of SNS. However the 

specific activities differ between genders based on the variables analysed in both instances. 

Also, we add to the previous research by Lorenzo-Romero et al. (2012) in terms of what the 

younger population specifically participates in. Finally, our findings suggest that both male 

and females differ in their preference of both “passive” and “active” activities (Hutton & 

Fosdick, 2011, p. 566) which suggests that when targeting either group on SNS, one must 

keep these preferences in mind. 

7.5 T-test 2, Full sample 
To test the gender differences in the whole model, we compared employer attractiveness 

between the genders by using an independent sample t-test (Table 33).  

 

Since all independent variables were expected to affect employer attractiveness, it was 

important to test every construct for gender differences. The results of this can provide 

valuable information in regards to what ways the employer attractiveness differ between 

genders. Our findings show that there is a significant difference of employer attractiveness 

between the genders. Male respondents proved to perceive the employer attractiveness of the 

SwAF higher than the female respondents with a mean of 2.51 while females had 2.17. 

Generally, the means for both groups were on the low end of the Likert scales, meaning that 

the employer attractiveness of the SwAF is seemingly low (Table 33).  Comparing with 

previous theory, our findings are in line with the problems of recruiting for government 

authorities showing that the attractiveness of the SwAF is fairly low for their primary 

recruitment pool (Woodward & Winter, 2004, p. 280). Further, the higher means of male 

students also supports the discussions that it is harder to attract female candidates than male 

candidates (SwAF, 2013d, p. 17).  

 

In order to extend the knowledge of what might affect the gender differences in employer 

attractiveness, we evaluated the gender differences on all constructs (Table 14). Of the 19 

variables, four showed gender differences to p < 0.10 including employer attractiveness. By 

first considering the means of all variables, female candidates rated Structure, Sincerity and 

Excitement highest, while male candidates rated Structure, Social/Team activities and 

Advancement highest. This means that these variables are highest rated for the genders in 

terms of explaining the employer attractiveness for the SwAF. The variables that showed 

significant gender differences were Sincerity, Social/Team activities and Pay and benefits, 

adding to the findings of gender differences. To add to the above discussion, there is a clear 

difference in what the genders relate to the employer brand of the SwAF (SwAF, 2013, p. 

17; Woodward & Winter, 2004, p. 280). As there has been no previous research to our 

knowledge of the gender differences of which specific attributes related to employer 

attractiveness, this is a clear contribution to employer branding research. 

7.6 T-test 3, Sub sample 
In our last t-test, we looked at our sub sample consisting of respondents that had seen the 

SwAF on any SNS and their perception of its employer attractiveness. Of the 23 constructs, 

including employer attractiveness, only two showed significant gender differences. The 

highest mean values for females did not differ from the full sample and consisted of Structure, 

Sincerity, and Excitement. The same results were seen from the male category were 
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Structure, Social/Team activities, and Advancement was rated highest in terms of the SwAF 

employer attractiveness. The two constructs shows significant gender differences in Sincerity 

and Pay and benefits. The findings of this test suggest that when being exposed to the SNS 

of the SwAF, there are less differences between the genders. Reasons for this result might be 

that when being exposed to this type of communication, high school students get a better 

perception of what the organization is about. This support previous research that this 

communication tool can be used by an organization to influence groups of individuals easily 

(Blossom, 2009, p. 29, cited in Friedl et al, 2010, p. 84). Also, our findings give support that 

social media is a chance for organizations to mediate a comprehensive image of the 

workplace, better than traditional communication tools might do (Carlsson, 2009, p. 63).  

7.7 Revised conceptual model 
Based on our findings and analysis, the conceptual model can now be revised to the 

significant results. After testing the model, we can conclude that there is not enough evidence 

for all the effects anticipated in the first model (Figure 5) between the independent and 

dependent variables as well as gender differences. The first part of the model, containing 

instrumental variables, was partially supported by our findings. Educational opportunities 

was the only instrumental value that had a significant effect on employer attractiveness. Of 

the symbolic attributes, only Cheerfulness showed a significant effect on the dependent 

variable. Further, familiarity showed no effect in this model and was therefore excluded from 

our final conceptual model. Gender differences were found between Social/team activities, 

Pay and benefits, Sincerity, and Employer attractiveness.  

 

The second part of our model showed that only one variable had a significant effect on 

employer attractiveness. Word of mouth was the only construct to have a significant effect, 

whereas the other constructs were excluded from the final model. Here, no gender differences 

were proven to be significant to the independent variable. Figure 13 shows our final 

conceptual model for the full sample of the SwAF. 
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Figure 12 - Final conceptual model for the SwAF, Full sample 

For the second conceptual model (Figure 7) we found significant effects of Site reputation, 

Disposition to trust and Attitude towards site to Employer attractiveness of the SwAF. No 

effect was found considering Consumer trust on the dependent variable, which is why this 

effect was excluded from our final conceptual model. Further, no gender differences were 

proved significant for this model and is also excluded. In figure 6.2 our final conceptual 

model for the sub sample has been outlined. 
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Figure 13 - Final conceptual model for the SwAF, sub sample 
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8. Conclusions and recommendations 
In the eighth chapter we will draw conclusions based on our analysis and answer our 

research question. Further, we will discuss both the theoretical and practical contributions 

our study has made to the areas of research. The final part of this chapter brings up 

recommendations to the SwAF on how they can use our findings for future improvements. 

8.1 General conclusions 
The main purpose of this thesis is to examine the effects of employer brand attributes and 

activities on social media to the employer attractiveness of the SwAF. We have chosen to 

focus on two levels of employer branding attributes as well as familiarity, from the theories 

of an instrumental/symbolic division since previous research has shown them relevant in the 

government authority (Lievens et al., 2007, p. 60). Further, we evaluated attitudes toward an 

open government, social media value perception, social media usage taken from Nam (2012, 

p. 354) to implement on the SwAF because of the relevance of social media using 

organizations in an employer branding setting. We have looked at social media usage (Hutton 

& Fosdick, 2011, pp. 566-577) to investigate the sample of senior high school students’ 

behaviours on social media and to detect potential gender differences. We conducted our 

research in the context of the SwAF and their recruitment communication through social 

media with a target population of high school students, with the aim to test any potential 

gender differences. We looked at reputation, attitude towards site, consumer trust, disposition 

to trust to see if these attributes in the context of social media influenced on employer 

attractiveness and to check if there was any gender differences. It is natural to assume that 

there are gender differences in employer attractiveness in this context when researching the 

armed forces, because of the gender imbalanced work force and the low female percentage 

of applications. However, what is more difficult to prove is where the gender differences 

actually lay in forms of perceptions about the employer brand and communication sources as 

social media. We have also made interesting findings about social media use, which gives 

contribution to the field of social media, marketing and management. With the help of our 

literature review and empirical findings we can now fill the gap in research that we detected 

early on in this research process and answer below research question. 

 

“What kind of employer brand attributes will increase employer attractiveness of SwAF 

when using social media for communicating with potential applicants of different 

genders?” 

 

Starting with the SwAF’s instrumental characteristics and symbolic traits our findings 

showed in that Educational opportunities and Cheerfulness are attributes that significantly 

affect the SwAF’s employer attractiveness. This result was partly supported by previous 

studies conducted on the Belgian army (Lievens et al., 2007; Lievens & Highhouse, 2003). 

The differences between the countries can be caused by the differences in cultural and 

traditional differences that the countries have (Aaker, 1997, p. 355).  
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Another attribute that raises employer attractiveness is WOM according to our findings. This 

is consistent with other findings of WOM (Walsh et al., 2009, p. 189). The social media 

attributes that positively influenced employer attractiveness within the army, or other 

governmental organizations, was proved by our findings to be site reputation and attitudes 

towards the social media site. The result confirms that people who find an employer brand to 

have a high reputation, also find it attractive as an employer. This supports previous research 

that reputation influence people’s choice of an employer (Cable & Turban, 2003; Walker, 

2011; Helm, 2011). Evaluations of job attributes are positively influenced by the perception 

of the organization's reputation (Cable & Turban, 2003, p. 2259) and Helm’s (2011, p. 661) 

research support that perceived corporate reputation has a strong significant positive effect 

on job satisfaction, which is confirmed by our results. Based on our findings, we can conclude 

that reputation also has significant influence on employer attractiveness in a social media 

setting. We can also support Gregory et al.’s (2013, p. 1956) findings that found a significant 

relationship between the relationship of attitudes toward the recruitment website and attitudes 

toward the organization. With our research it becomes evident that recruiting through social 

media also has a positive effect on employer attractiveness in a similar manner as recruitment 

websites or organizational websites.  

 

According to our findings we could find significant differences between the means for 

employer attractiveness which was suspected as the army is not as popular generally for 

women (SwAF, 2013d, p. 17). Other interesting findings are that women and men seem to 

have significantly different social media habits. There are 12 social media habits that differ 

significantly between the men and women, which helps answering our research question of 

social media gender differences. Our findings showed that females read blogs to a much 

higher extent than men. Women also upload photos, are creative, explore the world, expresses 

themselves, used own profile, feel belonging, get updated, share experiences and keep 

contact with friends on social media to a higher degree than men. While males visited social 

media sites of business/organizations and shared video clips to a higher degree than females. 

This supports previous research on gender differences in social media usage that females are 

more active social media users (Lorenzo-Romero et al., 2012, p. 411). We can also confirm 

with Lorenzo-Romero et al.’s (2012) theories that the activities on social media varies 

between genders. Another interesting finding is that social media seems to increase the 

employer attractiveness for women. The means of constructs from the full sample and the 

sub sample show that there are variations between the significant gender differences for 

employer attractiveness between these two groups. They show that for the full sample, there 

is a gender difference in employer attractiveness, but for the sub sample there is no significant 

gender difference to employer attractiveness. It answers the research question of government 

authorities’ social media usage and gender differences as this indicate that the information 

communicated on social media is more gender neutral.   

8.2 Theoretical contributions 
We have found that instrumental attributes in the form of educational opportunities as well 

as symbolic attributes in form of Cheerfulness are important attributes which generate 

employer attractiveness. Lievens et al. (2007, p. 62) supports our results of Cheerfulness as 

an influential attribute to the employer brand attractiveness, which now due to our findings 

provides even stronger evidence of significance. When it comes to educational opportunities 

which was significant for employer attractiveness in our sample, it contradicts with Lievens 
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et al.'s study, which found educational opportunities not significant, but this was in the 

Belgian army (Lievens et al., 2007, p. 62). We have analysed that this could be because of 

the cultural differences that Sweden and Belgium have (Aaker, 1997, p. 355). Our findings 

about the instrumental and symbolic attribute contributes to theories about the army. To our 

knowledge, there is no research done with the instrumental and symbolic attributes as well 

as symbolic traits towards employer attractiveness on government authorities in Sweden. But 

it could also be generalized to other government administrations such as the police force, 

which have a more masculine perception and man dominated workforce as it attracts more 

men than women (Lord & Friday, 2003, p. 65-66).    

 

The results implies that WOM giving is significant to generate employer attractiveness. This 

means that people who find an employer brand attractive might also give positive WOM 

about the employer brand. Another contribution to the field of employer branding as well as 

social media communication is that attitudes towards the social media site has a positive 

influence to employer attractiveness. Our findings show that just as an organizational website 

influences the attitude of the employer brand attractiveness (Gregory et al., 2013, p. 1956), 

it also works efficiently to recruit in the same manner with social media tools. Social media 

site reputation also has a positive influence towards the employer attractiveness which is a 

new contribution to research. Reputation is important for employer attractiveness according 

to prior research (Cable & Turban, 2003; Helm, 2011), but have not been tested in the field 

of social media before which thereby gives new contribution to research on employer 

branding and social media. These findings are thereby interesting as social media have 

different settings than other communication channels by the organizations, then it is valuable 

to know that social media reputation generates employer attractiveness as well. Kietzmann 

et al. (2011, p. 241) states that social media presence can influence an organizations 

reputation and because we found reputation to be significant to the employer brand 

attractiveness of the organization, we can add this theory to the social media research as well. 

The findings that WOM, site reputation and attitudes towards the site generates employer 

attractiveness can be generalized to the employer branding area and is not limited to only 

government authority type organizations, but could be used efficiently by all types of 

organizations as it is not constrained by typical characteristics of the SwAF.   

 

The result shows significant differences between genders of social media usage. Females 

seem to use social media more extensively as they had higher values in the Likert scales of 

social media usage for over 50% of the questions. Secondly, women in the senior years of 

high schools in Sweden read blogs, upload photos, being creative, explore the world, 

expresses themselves, used own profile, feel belonging, get updated, share experiences and 

keep contact with friends on social media to a higher degree than men. While men visited 

business/organizations, shared video clips to a higher degree than women. This is a new 

contribution to research as there is not any research with these significant gender differences 

of social media habits to our knowledge. We can see that using social media applications 

seem to make the differences between the genders when it comes to the attractiveness as an 

employer less significant. It means using social media might have a more gender neutral 

communication message, which is attractive for both women and men. The social media 

findings can be generalized to a very broad research area as it is applicable to any department 

that might use social media as a communication tool which nowadays are more and more 

common (Land  & Lawson, 2013). Our findings of social media usage could therefore be 
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used in marketing, managing, HR, PR and communications. Finally, these findings are 

valuable on a societal level as gender differences is a topic to discuss on a larger scale as 

well. Our findings give evidence of differences between the genders, which can be seen as 

valuable information for society. 

8.3 Practical contributions 
The findings have contributed to knowledge of what characteristics and symbolic traits that 

has a positive effect on the employer attractiveness. Managers within the recruitment of army 

employees and police force in Sweden should therefore put more attention to an employer 

brand message of Cheerfulness and educational opportunities. Because these attributes will 

increase the attractiveness of the employer brand and thereby raise the number of applicants. 

As our results showed that people were willing to give positive WOM about the employer 

brand that they found attractive, managers need to encourage such behaviours to spread the 

knowledge and attractiveness about the employer brand. Theories show that people trust 

WOM when it comes from a friend or acquaintance more than if it comes from the 

organization itself (Bickart & Schindler, 2001, p. 36). This makes it very attractive for 

managers to encourage employees that already are happy with their work place to spread the 

knowledge and stories on social media. Here, these have a big network of people available, 

where posts also can be reposted by others to result in a viral marketing effect (Kaplan & 

Haenlein, 2011, p. 254). Others have found positive relationships between organizational 

attractiveness and WOM (Lievens & Van Hoye, 2009, p. 348) which is confirmed in this 

study. We argue that just by using social media to communicate an employer brand, helps 

with the WOM strategy as it basically works by its own because stories on social media, or 

e.g. Facebook is open for sharing, commenting and liking (cerise et al., 2013, p. 984). 

Attitudes towards the social media sites also generates employer attractiveness. We think that 

it is thereby important to continually work on the social media sites to keep up with the 

usability as well as aesthetics (Gregory et al., 2013, p. 1956). Also, it is important to 

continually update the social media with new stories that gives information about their work 

as well as new job opportunities and job descriptions (Gregory et al., 2013, p. 1956; Walker 

et al., 2011, p. 177). Another practical recommendation is that organizations should work on 

their reputation on social media to make sure that they give a good image that can generate 

interest in the employer. 

8.4 Recommendations for the SwAF 
The communication message that SwAF has is a genuine and truthful picture of how it is to 

work within the army, according to their internal employer branding platform (SwAF, 2012a, 

p. 1), which makes it successful in our minds. However, as it seems that the communication 

is somehow faulty perceived, could be an indication that the communication is not 

implemented correctly. That is something that needs attention for correction. We recommend 

that the SwAF focus in their message on Cheerfulness as well as an employer that gives 

educational opportunities, because these are the symbolic traits and instrumental 

characteristic generating an attractive employer brand, according to our findings. However, 

it is good to have in mind that the faulty perception of the employer brand could have been a 

factor that caused other characteristics and symbolic traits not to be significant to employer 

attractiveness for our empirical research. Therefore, we do not think the SwAF should change 

too much of their intended communication message, because it is supposed to be genuine 

about how it really is to work within the SwAF. But they should put extra focus on 
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Cheerfulness and educational opportunities in this message, which will increase the 

attractiveness.  

 

Structure, social/team activities and advancement were the characteristics which had the 

strongest mean values that were associated with the SwAF. Structure had a mean value of 

3.92 which goes in line with their internal employer branding platform, which suggest that 

people perceive the army as structured (SwAF, 2012a, p. 3). Also, we can conclude that the 

SwAF have succeeded with one of the most important messages of the characteristics which 

is teamwork (SwAF, 2012a, p. 4), which had a mean of 3.76. The third highest mean value 

of 3.62 was career advancement which also is an intended message by the SwAF (SwAF, 

2012a, p. 3). The three characteristics that had the lowest means was Pay and benefit with a 

mean of 2.82, educational opportunities with the mean value of 2.84 and Cheerfulness which 

had a mean value of 2.9. Interestingly, the effect of educational opportunity and Cheerfulness 

are the only ones that had a significant effect on the employer attractiveness of the SwAF in 

our study. This is an indication that these are the characteristics which is most important to 

focus further marketing on. 

 

As WOM can increase the likelihood that people will find the SwAF attractive. We argue 

that WOM is something that should be encouraged on social media and by the SwAF’s own 

employees. This because recommendations and information given by other than the 

organization itself, is seen as more reliable and thereby more influential. The findings suggest 

that recruitment communications through social media have a positive influence on the 

attractiveness of the SwAF as an employer brand. The researched showed that attitudes 

towards the social media site and social media site reputation generates employer 

attractiveness. We thereby recommend that the SwAF continues with the social media 

communications, as the sample of 17-19 year olds in the senior years of high school can be 

introduced to the employer brand for the first time on social media. In this sample, 50% have 

already seen SwAF on social media which is a good number. It tells us that the social media 

communication is successful, but it also gives room for improvements because the number 

could be increased to create even more knowledge about the SwAF’s social media. The 

SwAF have raised the issue that the employer brand often is perceived wrongly even though 

many people know about the brand (SwAF, 2012a, p. 1). We believe that these faulty 

perceptions about the employer brand could be changed with the help of more extensive 

recruitment communications on social media. Furthermore, social media is a more open 

conversation channel for its audience than other communication tools as the social media 

users can themselves comment on the content posted. Reputation on social media is also 

something that generates employer attractiveness and thereby something that should be 

worked on.  

 

Most importantly, it seems as social media can change the gender imbalance among potential 

recruits in the SwAF. Because we did not find a significant difference in the mean of 

employer attractiveness among genders for the sample that had seen SwAF on social media. 

This might be due to the differences in communication that social media can offer compared 

to a web page or other communication that is more channelled in one direction. Also, it could 

be easier to communicate the intended message through social media, compared to other 

channels. Thereby the SwAF might be able to get the correct message communicated to its 

audience through social media and manage to escape the problem with faulty perceptions.  
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In general our study has proved that educational opportunities and Cheerfulness, attitudes 

towards the social media site and social media reputation will increase employer 

attractiveness of the SwAF. We have also presented the findings that social media of the 

SwAF can decrease the gender imbalance of the SwAF’s employer attractiveness. 
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9. Truth criteria  
In this chapter, we will assess our study based on four truth criterion. We will discuss and 

critically evaluate the reliability, validity and replicability of our study. Areas of discussion 

will relate to the consistency of measures, generalizability, and causality and to what extent 

our research can be replicated in the future. 

9.1 Reliability  
It is important to evaluate the overall quality of a business research with regard to certain 

truth criteria. The first one to evaluate is the reliability of the research. The reliability criterion 

concerns “the consistency of a measure of a concept” (Bryman & Bell, 2011. p. 158) and is 

highly relevant for quantitative studies such as this one. In other words, reliability is 

concerned with the question if the findings of this study are repeatable. Our aim was to 

conduct research that will be as reliable as possible, in order to support future research.  

According to Bryman and Bell (2011, p. 158) there are three factors to evaluate when 

discussing reliability, i.e. Stability, Internal reliability and inter-observer consistency. 

 

Stability can be tested by repeating the measurement with the same tools and respondents on 

two separate occasions in time (Aaker et al., 2001, p. 295). This method can also be called 

test-retest and is made to test the correlation between the measures (Bryman & Bell, 2011, p. 

157). One part of our measurements have been tested in an identical manner in the past on a 

similar type of sample, however made in another country. Due to time-constraints we were 

unable to test our constructs on two different occasions, and therefore had to base them on 

previous research. As our constructs are derived from previous research, the stability of our 

research is improved. Further, to ensure internal reliability of our constructs, we used 

Cronbach’s Alpha to see if the questions in a construct resulted in similar outcomes (Bryman 

& Bell, 2011, p. 159). Internal reliability is concerned with examining if all measures in a 

construct generate similar answers for the same respondent and therefore can conclude the 

same results within the construct (Shiu et al., 2009, p. 403). Values of Cronbach’s alpha 

coefficient above 0.7 are regarded as satisfactory (Bland & Altman, 1997, p. 572). All 

constructs except two were proven to be reliable for our research at the desired level and 

were therefore excluded in our further analysis. We can therefore conclude that the constructs 

used in our analysis measured what we intended to measure. 

 

The last factor for measuring the reliability of our research is inter-observer consistency. This 

measure is important to look at when there are more than one researcher involved in data-

collection (Bryman & Bell, 2011, p. 158). As we conducted our research through an 

anonymous survey, which was given to the respondents with instructions on each survey, we 

avoided the subjective influences an observer can have. This indicates that the inter-observer 

consistency was high and therefore our research is concluded to be reliable. 

9.2 Validity 
Validity is divided into several different categories, including face validity, internal validity 

and external validity (Bryman & Bell, 2011, p. 42). In comparison to reliability, which 

assesses how a construct was measured, validity is what is actually measured. Face validity 

confirms if the measure reflects the content of the concept in question (Bryman & Bell, 2011, 

p. 160). In order to establish that a measure has face validity, you can ask others, whether or 
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not the measure seems to encompass the concept in question. In our research, we made a pre-

study in order to see if the concepts we evaluated were clear to respondents. The sample in 

our pre-study was reflective of our sample, without using a part of our actual sample in order 

to not lose data. This is the reason for why it is better to use a test sample that are comparable 

to the members of the research sample (Bryman & Bell, 2011, pp. 262-263). This was done 

in order to raise the validity of our findings. When translating our survey, it was first 

translated to Swedish by one of the observers and translated back by the other, in order to see 

that the understanding of the constructs was not lost in translation. After taking these actions, 

we can regard the measures to have face validity. 

 

The internal validity of the research encompasses that the constructs really measured those 

concepts they were supposed to measure (Saunders et al., 2009, p. 372). In other words, the 

concept is concerned with causality between the independent and the dependent variable. The 

independent variable then has a causal impact that causes the effect in the dependent variable 

(Bryman & Bell, 2011, p. 42). In our regression analyses, we could identify that there were 

causal relationships between the independent variables (Educational opportunity, 

Cheerfulness, Word of mouth, Site Attraction, Consumer trust and Site reputation) and the 

dependent variable (Employer attractiveness). Also, as the questions asked in the survey was 

based on previous studies, we raise the level of internal validity sufficiently and have tested 

the things we intended to test.  

 

Finally, external validity is concerned with whether or not the results of our study can be 

generalized to other respondents than the ones included in the study (Bryman & Bell, 2011, 

p. 43). In order to create generalizable research, it is important to create a representative 

sample that can represent a full population. In this study, we compared our sample to the 

national population of high school students in order to see if the findings can be generalizable 

over that whole population. When using a sample to explain a whole population, it is 

important to make sure it is representative of that population (Saunders et al., 2009, p. 367). 

Even though we used a convenience sample, we managed to get a big sample base that was 

then similar to the gender distribution and program distribution on a national level. However, 

one can argue that there are regional differences within the national population that might 

affect our findings, but with the time constraints applied to this study we undertook necessary 

measures to be able to generalize our results. Therefore, we consider our findings to be 

generalizable over the national population of high school students and have external validity.  

9.3 Replicability 
Similar to reliability, replication should be considered when evaluating research. Replication 

concerns to what extent the findings can be replicated in the future (Bryman & Bell, 2011, p. 

165). In order to do so, biases and lack of objectivity can prevent the same findings to be 

replicated later in time. A test to see if these affect the results of research, is to replicate the 

procedures of research in order to compare the findings (Bryman & Bell, 2011, p. 165). If 

there are underlying biases and subjectivity in the findings of previous research, replicating 

the findings will be hard and make the previous study questionable. As we used the measures 

from previous studies and their constructs, we believe that the level of replication can be seen 

as high. For our second and third regression analysis, the constructs were adapted from 

different backgrounds to this context, but however proved significant to this research sample. 

In order to test the replication of these measures, one would have to replicate our research on 
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a future occasion. Unfortunately, due to time-constraints, we are unable to perform this test, 

and will therefore rely on the measures we have taken from previous research. Overall, all 

truth criterion were met throughout our research process. 

10. Limitations and future research 
In this chapter the limitations of our research are discussed in order to critically review our 

work. Further, suggestions for future research is considered based on the theoretical and 

practical contributions this research has made. 

 

The excluded instrumental and symbolic traits of the SwAF did not seem significant for the 

employer attractiveness for our sample. This means that the employer attractiveness of the 

SwAF must have other influential factors that affect the attractiveness other than the ones 

that have been tested. Interestingly enough familiarity does not affect the employer 

attractiveness of the SwAF even if it did so for the Belgian army (Lievens et al., 2005, p. 

563). Familiarity would seem to be a factor in employer attractiveness, because knowing an 

employer brand could potentially increase interest. In contrast, our result might be due to low 

knowledge about this particular employer brand (the SwAF) for the used sample since the 

selected sample are high school students in their senior years, which might not yet pay 

attention to potential future jobs. This gives a foundation for further research in the field of 

armed forces to find the characteristics or reasons for joining the army that increases 

employer attractiveness. Researchers could do a study based on semi-structured interviews 

in a pre-study, which then makes way for relevant questions and scales for the Swedish army 

in a similar way that Lievens et al. (2007) did, before doing the qualitative study on employer 

attractiveness (Lievens et al., 2007, p. 57).  

 

Another limitation is that this research focused only on students in their last years of high 

school while the army employs all types of people from 18 up to 70, even though the chosen 

sample was on the biggest recruiting pool of the SwAF. This lay foundation for replicability 

of this study, but on other samples with older potential recruits. This study could also be 

replicated in another city to test its generalizability and see if the perceptions of the army 

varies among different cities.  

 

This study has significant proof that attitudes towards the social media sites influenced on 

the employer brand attractiveness, but it does not explain differences to other internet 

communication tools which could be investigated in future research. Therefore, it would be 

interesting to test the differences of recruiting websites and recruiting through social media. 

Difference in effectiveness and differences in what type of information that could be 

communicated through organizational websites versus social media websites.  
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Appendix 1 

Enkätundersökning 
Försvarsmaktens arbetsgivarvarumärke och sociala medier 

Vi är två studenter från Handelshögskolan på Umeå Universitet som skriver vårt 
examensarbete på uppdrag av Försvarsmakten. I denna enkät vänder vi oss till dig som 
studerar på gymnasiet i Umeå kommun. Vi behöver din hjälp med att ta reda på hur du ser 
på Försvarsmakten som ett varumärke och arbetsgivare samt din syn på sociala medier. 
Denna studie kommer hjälpa Försvarsmakten i sitt arbete samt bidra till den forskning 
som finns om sociala medier och varumärken. 
 
Den här enkäten innehåller 16 frågor vilket tar ungefär 15 minuter att fylla i. Deltagande i 
denna undersökning är valfri och helt anonym, men vi vill påpeka att alla svar är viktiga i 
vårt arbete. 
 
Tack på förhand för ert deltagande! 
 
Vänliga hälsningar, 
Emma Venngren och Karin Jorlöv 
 
Såhär fyller du i formuläret: 

 1 2 3 4 5 

Ditt svar  X    

Ångrat dig/kryssat fel   X   

 
Var vänlig kryssa i rutan med ditt kön. 

Man Kvinna 

  

 
Var vänlig kryssa i rutan med din ålder. 

17 18 19 20 eller över 

    

 
 
 
Var vänlig skriv ditt gymnasieprogram i den tomma rutan. 
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Här är ett par påståenden som behandlar din syn på Försvarsmakten och vi vill att du talar 
om i vilken utsträckning du instämmer eller inte instämmer med påståendena på en skala 
mellan 1 och 5. 1 betyder instämmer inte alls och 5 betyder instämmer helt. 
  
1) Dessa påståenden handlar om din kännedom om Försvarsmakten 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Jag känner till Försvarsmakten som arbetsgivare      

Jag har hört talas om Försvarsmaktens arbete från andra      

Jag har redan hört mycket om Försvarsmakten      

 
2) Dessa påståenden handlar om din syn på Försvarsmakten när det gäller sociala/grupp 
aktiviteter, fysiska aktiviteter och struktur som kännetecknar Försvarsmakten som 
arbetsgivare 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Försvarsmakten erbjuder möjligheten att arbeta med olika sorters 

människor 

     

Försvarsmakten erbjuder möjligheten att vara omkring människor      

Försvarsmakten erbjuder möjligheten att uppskatta en gruppstämning      

Försvarsmakten erbjuder möjligheten att arbeta i grupp      

Att arbeta för Försvarsmakten gör det möjligt att utföra många sporter      

Att arbeta för Försvarsmakten erbjuder fysiska utmaningar      

Försvarsmakten är ett bra ställe att arbeta på om man gillar att ta order      

Försvarsmakten erbjuder möjligheten att bli bunden till strikta regler      

Försvarsmakten erbjuder möjligheten att lära sig disciplin      

Försvarsmakten ger möjlighet att jobba inom en väldefinierad struktur      
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3) Dessa påståenden handlar om ditt perspektiv på Försvarsmakten som en arbetsgivare 
när det gäller lön och anställningstrygghet 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Försvarsmakten erbjuder olika karriärmöjligheter      

Försvarsmakten erbjuder möjligheten att bli befordrad till en högre 

position 

     

Försvarsmakten erbjuder möjligheten att bygga en karriär      

Försvarsmakten erbjuder möjligheten att tjäna mycket pengar      

Generellt är lönerna hos Försvarsmakten höga      

Försvarsmakten erbjuder möjligheten att få ett permanent jobb      

Försvarsmakten erbjuder anställningstrygghet      

Försvarsmakten erbjuder människor jobb för hela livet      

Försvarsmakten erbjuder en säker framsiktsutsikt      

 
4) Dessa påståenden handlar om ditt perspektiv på Försvarsmakten som en arbetsgivare 
när det handlar om utbildning, resmöjligheter och varierande arbetsuppgifter 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Att arbeta inom Försvarsmakten är en väg ut när du är trött på att studera      

Att arbeta inom Försvarsmakten är den idealiska lösning för skoltrötthet      

Försvarsmakten erbjuder en möjlighet att komma undan skolan      

Försvarsmakten erbjuder möjligheten att se mycket av världen      

Försvarsmakten erbjuder möjlighet att göra många utlandsuppdrag      

Försvarsmakten erbjuder möjligheten att bo långt hemifrån      

Försvarsmakten erbjuder möjligheten att resa mycket      

Försvarsmakten erbjuder möjligheten att utföra ett varierat utbud av 

arbete 

     

Försvarsmakten erbjuder möjligheten att välja bland en mångfald av olika 

arbeten 

     

Att arbeta inom Försvarsmakten erbjuder mycket variation      

Försvarsmakten erbjuder ett brett utbud av arbeten      
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5) Dessa påståenden handlar om ditt perspektiv om Försvarsmaktens attraktionskraft som 
arbetsgivare 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

För mig skulle Försvarsmakten vara ett bra ställe att arbeta på      

Försvarsmakten är attraktiv för mig som arbetsplats      

Ett jobb inom Försvarsmakten är väldigt tilltalande för mig      

 
6) Hur väl stämmer dessa symboliska egenskaper överens med hur du uppfattar 
Försvarsmakten som arbetsgivare?  

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Ärlig      

Uppriktig      

Jordnära      

Glädjande      

Vänlig      

Originell      

Vågad      

Spännande      

Intressant      

Intelligent      

Kollektiv      

Hög status      

Högt ansedd      

Välrespekterad      

Tuff      

Robust      

Maskulin      
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Här är ett par påståenden som behandlar din syn på Försvarsmakten och vi vill att du talar 
om i vilken utsträckning du instämmer eller inte instämmer med påståendena på en skala 
mellan 1 och 5. 1 betyder inte alls och 5 betyder till stor del. 
 
7) Till vilken del har du spenderat din tid på dessa olika aktiviteter på Internet den senaste 
månaden? 

(1) Inte alls Till stor del helt (5) 
 1 2 3 4 5 

Besökt företags / organisationers officiella hemsida      

Läst bloggar      

Lyssnat på radio / ljud online      

Delat ett videoklipp med en kompis      

Lämnat en kommentar på ett socialt nätverk      

Tittat på ett videoklipp online      

Laddat upp ett foto på en fotodelningssida (t.ex. Instagram)      

Besökt en kompis sida i ett socialt nätverk      

Hanterat en egen profil i ett socialt nätverk      

Gått med i ett socialt nätverk      

Startat en diskussion i ett socialt nätverk      

 
 
 
 
 
 
 
 
 
 
 
 
 
 
  



   

 

105 

 

8) Hur väl stämmer dessa anledningar överens med varför du deltar i sociala nätverkssajter? 
(1) Inte alls Till stor del helt (5) 

 1 2 3 4 5 

Vara kreativ      

Ändra åsikter      

Få respekt      

Utforska världen omkring mig      

Uttrycka mig själv      

Känna tillhörighet      

Umgås eller döda tid      

Ha roligt eller bli underhållen      

Hålla mig uppdaterad      

Lära mig något nytt      

Skaffa mig jobbkontakter      

Tjäna pengar      

Organisera mitt liv bättre      

Möta nya människor      

Marknadsföra mig själv      

Söka efter andra människors åsikter      

Dela med mig av kunskap      

Dela med mig av upplevelser      

Hålla kontakten med kompisar      
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Här är ett par påståenden som behandlar din syn på Försvarsmaktens närvaro på sociala 
medier och vi vill att du talar om i vilken utsträckning du instämmer eller inte instämmer 
med påståendena på en skala mellan 1 och 5. 1 betyder instämmer inte alls och 5 betyder 
instämmer helt. 
 
9) Dessa påståenden handlar om din attityd till Försvarsmaktens deltagande på sociala 
medier 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Statliga myndigheter borde vara på sociala medier      

Statliga myndigheter blir mer tillgängligt när information finns på sociala 

medier 

     

Statliga myndigheter på sociala medier hjälper till att hålla människor 

informerade 

     

Det är inte slöseri med pengar att Försvarsmakten finns på sociala medier      

Försvarsmakten på sociala medier ger ny information      

 

10) Dessa påståenden handlar om hur du värderar Försvarsmakten deltagande på sociala 
medier 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Försvarsmaktens sociala medier bidrar till information till allmänheten      

Försvarsmaktens sociala medier hjälper människor människor att ansöka 

till försvarsmakten 

     

Försvarsmaktens sociala medier hjälper människor att ta kontakt med 

tjänstemän 

     

 
11) Dessa påståenden handlar om nyttan av Försvarsmakten och sociala medier 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Genom Försvarsmaktens sociala medier så är det lättare att utbyta 

information mellan olika parter 

     

Genom Försvarsmaktens sociala medier så är det lättare att få 

information om vad de gör 

     

Genom Försvarsmaktens sociala medier så är det lättare att delta i vad 

de gör 

     

Genom Försvarsmaktens sociala medier så är det lättare att engagera 

mig i vad de gör 
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12) Dessa frågor handlar om du skulle rekommendera försvarsmakten  

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Om någon skulle fråga mig, så skulle jag rekommendera Förvarsmaktens 

som arbetsgivare 

     

Jag skulle rekommendera Försvarsmakten till en kompis eller bekant på 

sociala medier 

     

 

13) Har du någonsin sett Försvarsmakten på följande sociala media? 
(1) Instämmer inte alls Instämmer helt (5) 

 NEJ JA 

Facebook   

Twitter   

Försvarsmaktens blogg   

Youtube   

Instagram   

 
Om ditt svar är nej på alla alternativ i den föregående frågan så kan du hoppa över frågorna 
14-16. 
 
Här är ett par påståenden som behandlar din åsikt om Försvarsmaktens rykte och 
trovärdighet i deras sociala medier samt din generella attityd om försvarmaktens sociala 
medier och vill liksom tidigare att du talar om i vilken utsträckning du instämmer eller inte 
instämmer med påståendena på en skala mellan 1 och 5. 
1 betyder instämmer inte alls och 5 betyder instämmer helt. 
 
14) Dessa påståenden handlar vad du tycker om ryktet som Försvarsmaktens sociala medier 
har 

(1) Instämmer inte alls Instämmer helt (5) 
 1 2 3 4 5 

Jag känner till Försvarsmaktens sociala medier      

Försvarsmaktens sociala medier är välkända      

Försvarsmaktens sociala medier har ett bra rykte      

Försvarsmakten har rykte om att vara ärlig inom sociala medier      
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15) Dessa påståenden handlar om Försvarsmaktens trovärdighet på sociala medier 
(1) Instämmer inte alls Instämmer helt (5) 

 1 2 3 4 5 

Jag litar generellt på människor      

Jag litar generellt på mänskligheten      

Jag tror generellt att man kan lita på människor      

Jag litar generellt på andra människor så länge de inte ger mig en 

anledning att inte göra det 

     

Försvarsmaktens sociala medier är trovärdiga      

Jag söker information om Försvarsmakten på deras sociala medier 

eftersom jag tycker den är mer trovärdig än från annan media 

     

Jag litar på information skriven av andra medlemmar på Försvarsmaktens 
sociala medier 

     

Jag litar på informationen skriven av organisatörerna av Försvarsmaktens 
sociala medier 

     

 

16) Dessa frågor handlar om din attityd gentemot Försvarsmaktens sociala medier 
(1) Instämmer inte alls Instämmer helt (5) 

 1 2 3 4 5 

Försvarsmaktens sociala medier gör det lätt för mig att bygga en relation 

med den här organisationen 

     

Jag skulle vilja kolla på Försvarsmaktens sociala medier igen i framtiden      

Jag känner mig nöjd med var Försvarsmakten har att erbjuda på deras 

sociala medier 

     

Jag känner mig trygg i att surfa på Försvarsmaktens social medier      

Jag tycker att spendera tid på Försvarsmaktens sociala medier är ett bra 

tidsfördriv 

     

Jämfört med andra sociala medier websidor, så tycker jag att 

Försvarsmakten är en av de bästa 

     

 
 
Tack för din medverkan! 
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Appendix 2 

 
Survey 
The employer brand and social media of the Swedish Armed Forces  
We are two students from Umeå University and the School of Business and Economics who 
write our thesis on behalf of the Armed Forces. In this survey, we turn to you who are 
studying at high school in Umeå Municipality. We need your help to find out how you feel 
about the Armed Forces as an employer brand as well as your approach to social media. 
This study will help the Armed Forces in their work and contribute to the research on social 
media and brands.  
 
This survey contains 16 questions, which takes about 15 minutes to fill in. Participating in 
this survey is optional and anonymous, but we want to point out that all answers are 
important to our work.  
 
Thanks in advance for your participation!  
 
Sincerely,  
Emma Venngren and Karin Jorlöv 
 
This is how you answer the questionnaire: 

 1 2 3 4 5 

Your answer  X    

Changed your mind/crossed the wrong box   X   

 
Please mark the box with your gender 

Male Female 

  

 
Please mark the box with your age 

17 18 19 20 eller över 

    

 
Please fill in your high school program in the empty box below. 
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Here are a couple of statements regarding your view of the Armed Forces and we want you 
to talk about the extent to which you agree or disagree with the statements on a scale 
between 1 and 5. 1 means strongly disagree and 5 means strongly agree. 
1) These statements regard your familiarity with the Armed Forces 

(1) Strongly disagree Strongly agree (5) 
 1 2 3 4 5 

I am familiar with the Armed Forces as an employer      

I have heard from others what goes on in the SwAF      

I have already heard many things about the SwAF      

 
2) These statements regard your perception of the Armed Forces as an employer when it comes to 

social/team activities, physical activities and structure as job characteristics 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

The SwAF offers the possibility to work together with different people      

The SwAF offers the possibility to be amongst people      

The SwAF offers the possibility to enjoy a group atmosphere      

The SwAF offers the possibility to work in teams      

Working in the SwAF offer the possibility to practice many sports      

Working in the SwAF offers a lot of physical challenges      

The SwAF is a good place to work if you like getting orders      

The SwAF offers the possibility to be tied to strict rules      

The SwAF offers the possibility to gain some dicipline      

The SwAF offers the possibility to work in a well-defined structure.      

 
 
3) These statements regard your perception of the Armed Forces as an employer when it comes to 

advancement, payment and job security as job characteristics 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

The SwAF offers diverse career opportunities      

The SwAF offers prospects for higher positions      

The SwAF offers the possibility to build a career      

The SwAF offers the possibility to make a lot of money      

In general the wages in the SwAF are high      

The SwAF offers the possibility to hold a permanent position      

The SwAF offers job security      

The SwAF offers people a job for life      

The SwAF offers prospects for a certain future      

 
4) These statements regard your perception of the Armed Forces as an employer when it comes to 

educational and travel opportunities and task diversity as job characteristics 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

Working in the SwAF is a way out if you are tired of studying      

Working in the SwAF is the ideal solution for school tiredness      

The SwAF offers the possibility to escape from school      
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The SwAF offers the possibility to see a lot of the world      

The SwAF offers the possibility to do a lot of foreign assignments      

The SwAF offers to possibility to live far away from home      

The SwAF offers the possibility to travel a lot      

The SwAF offers the possibility to practice a diverse range of jobs      

The SwAF offers the possibility to choose from a diversity of jobs      

Working in the SwAF offers a lot of variety      

The SwAF offers a wide range of jobs      

 

 
5) These statements regard your perception about attractiveness of the Armed Forces as an employer 

(1) Strongly disagree Strongly agree (5) 
 1 2 3 4 5 

For me, the SwAF would be a good place to work      

The SwAF is attractive to me as a place for employment      

A job in the SwAF is very appealing to me      

 
6) How well do these following symbolic traits explain how you perceive the Armed Forces as an employer?  

(1) Strongly disagree Strongly agree (5) 
 1 2 3 4 5 

Honest      

Sincere      

Down-to-earth      

Cheerful      

Friendly      

Original      

Daring      

Exciting      

Thrilling      

Intelligent      

Corporate      

High status      

Highly regarded      

Well-respected      

Tough      

Rugged      

Masculine      
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Here are a couple of statements dealing with your view of the Armed Forces and we would 
like you to describe to what extent you agree or disagree with the statements on a scale 
between 1 and 5. 1 means not at all and 5 being to a great extent. 
 
 
7) To what extent have you spent time this past month on these different Internet activities 

(1) Not at all To a great extent (5) 
 1 2 3 4 5 

Visit the official homepage of a company/organization      

Read blog      

Listen to radio/video online      

Shared a video-clip with a friend      

Left a comment on a social network      

Looked at a video-clip online      

Upload a photo to a photo-sharing site      

Visited a friend’s page on a social network      

Used an own profile on a social network      

Signed up on a social network      

Started a debate on a social network      

 
 
8) For what reason do you participate on social networking sites? 

(1) Not at all To a great extent (5) 
 1 2 3 4 5 

To be creative      

Change opinions      

Get respect      

Explore the world around me      

Express myself      

Feel like I belong      

Hang out or kill time      

Have fun/be entertained      

Be updated      

Learn something new      

Get more job contacts      

Make money      

Organize your life better      

Meet new people      

Market yourself      

Look for other people’s opinions      

Share knowledge      

Share experiences      

Keep contact with friends      
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Here are a couple of statements dealing with your view of the Armed Forces' presence in 
social media and we would like you to describe the extent of which you agree or disagree 
with the statements on a scale between 1 and 5. 1 means strongly disagree and 5 being 
strongly agree . 
 
9) These statements regard your attitude towards the Armed Forces and social media 

(1) Strongly disagree Strongly agree (5) 
 1 2 3 4 5 

Government authorities should be on social media       

Government authorities get more accessible when their information is 
available on social media 

     

Government authorities pressence on social media makes people more 
informed 

     

It is not a waste of money that government authorities are present on 
social media 

     

The Armed Forces on social media delivers new information      

 

10) These statements regard your value perception of the Armed Forces and social media 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

The Armed Forces through social media provides information to the 
public 

     

The Armed Forces through social media allows people to complete tasks      

The Armed Forces through social media allows people to contact officials      

 
11) These statements are about the use of the Armed Forces on social media 

(1) Strongly disagree Strongly agree (5) 
 1 2 3 4 5 

The Armed Forces social media makes it easier to share information 
between different parties  

     

The Armed Forces social media makes it easier to get information about 
what they do  

     

The Armed Forces social media makes it easier to participate in what they 
do  

     

The Armed Forces social media makes it easier to get involved in what 
they do 
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12) These questions regard if you would recommend the Armed Forces 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

If someone were to ask me, I would recommend the Armed Forces as an 
employer  

     

I would recommend the Armed Forces to a friend or acquaintance on 
social media 

     

 

13) Have you ever seen the Armed Forces on any of the following social media? 
 NEJ JA 

Facebook   

Twitter   

The Armed Forces blog   

Youtube   

Instagram   

 
If your answer is no to all alternatives in the previous question, you can skip questions 14-
16.  
 
Here are a couple of statements regarding your opinion of the Armed Forces' reputation 
and credibility in their social media and your general attitude of the Armed Forces social 
media. We would like you to, as before, describe to what extent you agree or disagree 
with the statements on a scale from 1 to 5. 1 means strongly disagree and 5 being strongly 
agree. 
 
14) These questions concerns what you think about the Armed Forces social media 
reputation 

(1) Strongly disagree Strongly agree (5) 
 1 2 3 4 5 

I am familiar with the Armed Forces social media      

The Armed Forces social media is well known.       

The Armed Forces social media presence has a good reputation.       

The Armed Forces social media has a reputation for being honest      
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15) These questions regard your opinion about the Armed Forces trustworthiness on social media 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

I generally trust other people.      

I generally have faith in humanity.      

I feel that people are generally reliable.      

I generally trust other people unless they give me reasons not to.      

The Armed Forces social media sites are trustworthy       

The Armed Forces social media gives the impression that it keeps 
promises and commitments 

     

I believe that the Armed Forces social media has my best interest in mind      

I generally trust other people.      

 

16) These questions regard your general attitude towards the Armed Forces social media 
(1) Strongly disagree Strongly agree (5) 

 1 2 3 4 5 

The Armed Forces social media makes it easy for me to build a relationship 
with this organisation. 

     

I would like to visit Armed Forces social media sites again in the future.      

I feel satisfied with what the Armed Forces has to offer on their social 
media. 

     

I feel comfortable in surfing the Armed Forces social media sites.      

I feel surfing the Armed Forces social media is a good way for me to spend 
my time. 

     

Compared with other social media websites, I would rate the Armed 
Forces as one of the best. 

     

 
 
Thank you for your participation! 
 

 

 



   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  


