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I 
 

Abstract 
 
The mission and vision of companies have been gaining a lot of attention both within 
the scholarly and business context. A lot of time and money is being invested to develop 
and implement mission and vision statements and business students all over the world 
are taught these concepts. However, literature on how mission and vision actually 
influence employees is limited and inconsistent. Therefore, this thesis explores how 
mission and vision influence employees’ work motivation. 
 
The study follows an inductive approach and has a qualitative nature. In order to build a 
basis for the research, various literatures on mission and vision and motivational 
theories are reviewed. Data was collected by the conduction of twelve interviews with 
employees in different job positions. The semi structured character of the interviews 
implied the use of templates to analyze the data. Thereby, categories and codes were 
developed and relationships between the individual motivation and the influence of 
mission and vision were identified. 
 
The results show that the influence of mission and vision cannot be generalized but is 
highly dependent on individual aspects. Intrinsically motivated employees are positively 
influenced by their company’s mission and vision. Hence, mission and vision can push 
intrinsic motivation. On the other hand, the motivating influence of a mission and vision 
is rather low on extrinsically motivated employees. Interestingly, the findings also show 
that mission and vision play a greater role for people in higher positions (top & middle 
managers). Front line employees are rather extrinsically motivated and less dedicated to 
their company’s mission and vision. 
 
The results contribute to existing literature by encouraging a more differentiated 
approach for dealing with the topic in taking the individual component into 
consideration. Furthermore, the findings bear potential for employers to apply and 
communicate their mission and vision more purposefully to motivate employees. 
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Definitions of Terms 
 
Job Positions 
Front-line employees 
These employees usually work at the “lower end of the organizational totem pole” 
(Tjan, 2012). In other words, these workers underlie “management control” (Rosenthal, 
2004, p. 602). To close, we see them as those workers who work on the register in 
supermarkets, receptionists in hotels, waiters in restaurants, those on the sales floor in 
fashion stores, and so on. 
 
Middle-Management 
The role of middle managers can be described as transforming strategies from higher 
levels into actions on an operational level. The signal word here is “implementation” 
(Floyd & Wooldridge, 1994, p. 84). More precisely, that comprises “(1) defining tactics 
and developing budgets for achieving a strategy; (2) monitoring the performance of 
individuals and subunits; and (3) taking corrective action when behavior falls outside 
expectations” (Floyd & Wooldridge, 1994, p. 84). To close, common denominations 
are, for instance, “functional department heads, project or product managers, brand 
managers, regional managers” (Floyd & Wooldridge, 1994, p. 84) and so on. 
 
Top-Management 
To continue, top-managers are normally few in number. However, they have the biggest 
responsibility and give their organization an overall direction. Their tasks include the 
development of “strategic plans” and to “guide the organization’s interaction with its 
environment” (Allen & Gilmore, 1993, p. 6). 
 
 
Mission & Vision 
Throughout literature the terms mission and vision are not always used equally. That 
means that some authors interpret the terms differently than others. To give an example, 
in “Corporate Identity: The Role of Mission Statements” Leuthesser & Kohli (1997, p. 
59) argue that a mission statement is an essential tool “by which a firm’s essential 
values are conveyed to its stakeholders”. However, Johnson et al. (2014, p. 108) 
separate “statements of corporate values” from a mission statement. Therefore, in order 
to see through the huddle it is important to decide on a fixed terminology and make 
clear what we understand under a mission and a vision statement. Hence, we have 
decided to follow the terms as explained in the book “Exploring Strategy” by Johnson et 
al. (2014).  We did so because we believe that this source is trustworthy and reliable as 
we have used this book throughout various courses during our studies at UMU. 
Independent from how it is named throughout different articles we therefore refer to a 
mission as “what the organization is fundamentally there to do” and to a vision as 
“concerned with the future the organization seeks to create” (Johnson et al., 2014, p. 
108). 
 
 
Motivation  
Furnham (2005, p. 277) describes that the question why people are motivated to do 
anything at all is one of the oldest and most difficult topics in psychology. The author 
adds the definition: “Motivation is a hypothetical construct which refers to a set of 
multiple internal processes with multiple consequential behaviors.” 
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1 Introduction 
 
To start, mission & vision statements are popular and worldwide frequently used 
management tools on which managers and executives spend quite some time for 
development. For a long time, mission & vision statements have been ranking among 
the top 10 management tools (Bain & Company, 2012). In particular, based on a 
worldwide survey among executives, these tools were used in around 79% of 
organizations in 2013 (Brief, 2013). Other sources confirm that, stating that the mission 
statement is “the most popular management tool deployed in recent decades” (Bart, 
1997, p. 9). 
 
On a first glance it seems clear where that popularity stems from as “mission statements 
are […] intended to provide motivation, general direction, an image of the company’s 
character, and a tone, or set of attitudes, through which actions are guided” (Ireland & 
Hitt, 1992, p. 35). Also looking at vision statements, supposed to be composed of a 
“guiding philosophy that, in the context of expected future environments, leads to a 
tangible image” (Collins & Porras, 1991, p. 33) sounds promising. Especially the 
motivating effect of mission & vision is of great interest for all organizations. This is 
due to the fact that unmotivated staff can cause troubles for a business. In more detail, in 
Germany, for instance, badly motivated employees caused an economic damage of 
around 118 billion € in 2013 (Kals & Heidenfelder, 2015). 
 
However, digging a little deeper one finds out that the above mentioned effects do not 
necessarily occur. It seems safe to say that there is limited agreement on the aim of 
mission & vision, its impact and what it should include (Bartkus et al., 2000, p. 23; Bart, 
1997, p. 373). In other words, there is no universal definition indicating how a mission 
& vision statement should be designed or what it should include and neither are there 
clear results of what this statement causes or how it affects people. 
 
Finally, during the last course of the first semester at Umeå University we worked as 
business consultants for a local business in Umeå. We did so together with a group of 
students consisting of different nationalities and age. When it came to giving advice to 
the company we eventually arrived at dealing with the strategic purpose of the 
enterprise. This point let to heavy discussions within the group talking about mission & 
vision in particular because the company did not have those clearly stated. In addition, 
during the consultation sessions with the organization we got the impression that the 
company respectively its employees were lacking motivation (e.g. in terms of expansion 
and not seizing available opportunities) and we assigned the company a certain 
complacency. It was then discussed if introducing a mission & vision statement could 
change that. However, opinions within our group were very diverse. In particular, some 
students believed that a mission and vision statement is highly important for a company 
whereas others made clear that they do not assign any importance to it at all. Finally, yet 
others did not take either of the two standpoints saying that it might depend on different 
factors such as job positions, whether or not a mission & vision statement can make a 
difference. 
 
Under this context we are eager to find out which influence the mission & vision really 
have on the workforce of an organization. 
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1.1 Research Gap 
 
When it comes to research on mission there is a lot of information out there. More 
specifically, much work has been done on, for instance, the content of mission 
statements (Bart, 1997, p. 9). Other authors also refer to the influence of the mission on 
a firm’s corporate identity (Leuthesser & Kohli, 1997, p. 59). Yet others investigate the 
effect of mission statements on firm performance (Pearce II & David, 1987, p. 109). 
 
Furthermore, also the effect of missions on motivation is mentioned throughout various 
articles. Ireland & Hitt (1992, p. 35) mention it, for example, in their article on 
importance, challenge and recommendations regarding mission statements. 
Additionally, also Bart points out that “better staff motivation […]” (Bart, 1997, p. 373) 
is one of the two most common reasons for applying a mission statement. 
 
In research it is distinguished between certain variables such as for-profit organizations 
and non-profit organizations or public sector companies and privately held companies 
as some researchers have pointed out that employee motivation is influenced by these 
factors (Wright, 2001, p. 581; Bart, 1997, p. 382). 
 
Therefore, even though we found evidence for similar research (e.g. Wright (2007) and 
his article on “Public Service and Motivation: Does Mission Matter?”) we do believe 
that there is a knowledge gap which needs to be filled regarding the effect of mission 
statements on employee motivation in private for-profit organizations. To close, this is 
also called for by several authors mentioning the necessity of further research of these 
correlations (Bart, 1997, p. 382). 
 
 
1.2 Research Aim 
 
The purpose of our research is to develop a more profound understanding of the 
concepts of mission & vision, especially considering their influence on employee 
motivation. By combining these two aspects, we contribute to the body of literature on 
work purpose and motivation. Mission & vision represent a significant area of research, 
as they are largely recognized and incorporated in companies of all sizes. In addition to 
that, those concepts are taught to business students all over the world. Nevertheless, 
there is also a lot of criticism scrutinizing the benefits of these concepts to be found in 
the literature. Furthermore, it is eminent that the existing literature focuses primarily on 
the content of the statements rather than their actual benefits. By utilizing theories of 
motivation, our thesis helps to understand the actual impact of mission and vision on 
employees and closes the research gap. 
 
Thereby, the results have the potential of supporting decision makers, researchers and 
students within this area. Furthermore, the outcomes can play a vital role in the 
improvement and development of missions & visions. We are convinced that an 
investigation on the requirements and benefits of mission & vision is especially 
important for all kinds of organizations, as vast amounts of time and money are invested 
in the development of those statements (Ireland & Hitt, 1992, p. 34). But surprisingly, 
the actual outcome of these efforts remains unclear so far. 
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The motivation of employees and thereby the increase of company performance can be 
seen as a desired outcome of having a mission and vision statement. Nevertheless, the 
combination of these two bodies of knowledge is not to be found in the literature so far. 
Therefore, our thesis aims at contributing to the literature by investigating this 
combination. Another purpose of our thesis is inspiring further researchers to continue 
working within this field, for instance, focusing on non-profit organizations. 
 
 
1.3 Research Question 
 
In order to find out what we are looking for we came up with the following research 
question: 
 
How does the mission & vision of a company influence the work motivation of its 
employees? 
 
 
1.4 Disposition 
 
1. The first chapter of this report serves as an introduction to the topic included parts 
like, for instance, the research gap, aim and question. 
 
2. In chapter number two our theoretical framework is presented which is basically 
divided into three parts. Firstly, theory on corporate mission and vision is dealt with. 
Secondly, we describe motivational theories. Thirdly, our conceptual model derived 
from the first and second part is explained. 
 
3. The third chapter deals with research methodology. After our research philosophy, 
purpose and method is explained the chapter shows how we collected qualitative data. 
To close, in the last part of the chapter our approach to analyze data is explained. 
 
4. In the fourth chapter the empirical data gathered from our interviews is shown. 
 
5. Chapter five comprises our main analysis which is divided in detailed steps such as 
categorization, the development of our templates, and the application of these. The 
chapter ends with showing the identified relationships. 
 
6. In the next chapter a conclusion is drawn and presented to the reader. This means that 
the research question is answered. Then, also the contributions the study makes, its 
strengths and weaknesses, and further research suggestions are shown. 
 
 
1.5 Delimitation 
 
Regarding our research project there have been several options available concerning in 
which direction to go. Therefore, it is necessary to delimit the project in order to set a 
clear focus. That does not mean that the value of the project is degraded but rather that it 
becomes narrower. In more detail, there is a first limitation when it comes to the 
employees that we have interviewed. We decided on choosing top-management, 
middle-management and front-line employees. That allows us not only to find out 
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which influence the mission & vision statement has but also to compare the influence 
between individuals. 
 
In addition, talking about company type we also limited our focus on private for-profit 
organizations. That was necessary as literature tells us that employees working for non-
profit businesses are motivated by other factors than those working for for-profit 
companies. The same accounts for public and privately held companies where a major 
difference in motivation lies, for example, in the factor money (Boyne, 2002 and 
Wright, 2001 cited in Wright, 2007, p. 54) 
 
Furthermore, when it comes to motivational theories we had to delimit our project. 
Having accessed a large number of articles, books, and so on it became clear that not all 
theories are applicable to our field of research. Therefore, those motivational theories 
were taken into consideration that support our research approach. Content theories of 
motivation are used in order to find out what motivates individual employees. Again, 
there is a huge number of different theories and we decided to choose those that are 
most recognized in the literature and the ones we got familiar with during our previous 
studies.  
 
Then, at this point we would like to emphasize that our research project is not limited 
geographically or culturally meaning that data collection could be done on an 
international scale. In other words, we aim at investigating the influence of mission and 
vision statements on employees and then comparing it regarding their individual job 
characteristics and not their culture or origin. 
 
After all, by delimitating our project we want to make sure that the results obtained are 
comparable meaning that it would have been less significant to compare, for example, 
an employee of a non-profit company with one of a for-profit business. 
 
 
2 Theoretical Framework 
 
The theoretical framework provides researchers with a set of general guidelines. These 
are presented in this chapter which is divided into three parts. In the first part, it presents 
what the strategic purpose is and provides a description of both an organization’s 
mission and vision. Secondly, motivational theories are presented. Finally, in the last 
part a connection between motivational theories and the idea of corporate purpose is 
made. 
 
 
2.1 Strategic Purpose 
 
To begin with, the purpose of a business has a lot of important effects covering 
functions such as guiding the company as a whole from top-management down to front-
line employees. Therefore, it should be at the core of a company’s strategy 
(Montgomery, 2008, p. 58). In addition, the meaning and importance of a business’ 
purpose becomes clearer following Mr. Browne (former CEO of British Petroleum) who 
said during an interview that: “Our purpose is who we are and what makes us 
distinctive. It’s what we as a company exist to achieve […]” (Montgomery, 2008, p. 
58). One can understand from that, that the strategic purpose is quite essential. Hence, it 
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is crucial how it is expressed and also how it is formulated. In more detail, if formulated 
well so that stakeholders can relate to it, the strategic purpose can be highly motivating. 
Even further, some experts believe that a firm’s strategic purpose influences its long-
term success (Johnson et al., 2014, p. 108). To close, the essential role the strategic 
purpose can play respectively the vital impact it can have becomes clear. There are 
usually four different ways in which companies communicate their purpose. These are 
mission statements, vision statements, statements of corporate values, and/or objectives 
(Johnson et al., 2014, 108f.). 
 
 
2.1.1 Corporate Mission  
 
Mission statements are regarded as an elemental statement about the activities of a 
company. Johnson et al. (2014, p. 108) argue that mission statements basically 
communicate “what the organization is fundamentally there to do”. Through that, 
central questions such as “What business are we in” or “How do we make a difference” 
are supposed to be answered (Johnson et al., 2014, p. 108). Therefore, the role of 
mission statements as a communication tool between businesses and stakeholders both 
internally and externally becomes clear. 
 
While many studies focus on the content of mission statements there are also many 
dealing with the impact of missions. More precisely, early research has identified eight 
key components effective mission statements should include. These are “1. The 
specification of target customers and markets. 2. The identification of principal 
products/ services. 3. The specification of geographic domain. 4. The identification of 
core technologies. 5. The expression of commitment to survival, growth, and 
profitability. 6. The specification of key elements in the company philosophy. 7. The 
identification of the company self-concept. 8. The identification of the firm’s desired 
public image.” (Pearce II & David, 1987, p. 109). However, a decade later it was shown 
that mission statements can include up to ten component variables (Bart & Baetz, 1998, 
p. 832). By extension, regarding the impact information is found stating that mission 
statements are supposed to provide “motivation, general direction, an image of the 
company’s character, and a tone, or set of attitudes, through which actions are guided” 
(Ireland & Hitt, 1992, p. 34). These impacts concern the external and internal 
stakeholders of an organization. In more detail, for example, motivation occurs through 
the provision of guidance and direction throughout the daily struggle and chaos of many 
firms worldwide (Bart, 1997, p. 9). In other words, it assists staff of an organization to 
act in concert and prevents that all efforts run in different directions unfocused and 
unanchored (Bart, 1997, p. 10; Bartkus et al., 2000, p. 24). 
 
The fundamental nature of missions does also explain why they are considered as the 
most popular management tool in the recent past (Bart, 1997, p. 9; Bartkus et al., 2000, 
p. 27).  
 
 
2.1.2 Corporate Vision 
 
In contrast to the mission that is more related to the past and present, the vision aims at 
a future state. In other words, a vision statement normally describes goals a company 
seeks to achieve in the future and thus provides something to work towards to. These 
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statements usually circle around questions like “What do we want to achieve” (Johnson 
et al., 2014, p. 108). It can therefore be said that a company’s entitlements are reflected 
in its vision. 
 
However, when it comes to setting up a vision statement, managers often face 
difficulties. It is normally the task of top management respectively the founder or owner 
of a business to communicate his/ her vision. To clarify, it is usually them who start the 
process by creating the vision of the company. But later, the vision is shared and 
involves many other stakeholders. Obviously, it is necessary that this vision is 
communicated well so that employees buy in and the future state can be reached (Olk et 
al., 2010, p. 7). If so, a vision functions in three ways. These are: an identity function, 
an identification function, and it also has a mobilizing effect. More precisely, by 
describing a future state of the business a vision assigns an identity to a company. 
Furthermore, by providing direction employees can identify more easily with the 
organization. Last but not least, a vision motivates staff to reach a future goal 
collectively (Hungenberg, 2012, p. 26). 
 
To close, having discussed what a vision is there for and how it is set up, also the 
content of a vision statement should be dealt with. In an extensive study executives have 
been asked for their opinion on the most important components. At this point, only the 
top five out of ten is mentioned to give the reader an impression. So, the content of a 
vision should be “(1) action-oriented; (2) responsive to competition; (3) long-term; (4) 
purposeful; (5) bottom-line oriented” (Foster & Akdere, 2007, p. 106). These aspects 
should be understood as a handy list of reference and not as compulsory. 
 
 
2.1.3 Criticism on Corporate Mission & Vision  
 
Moreover, having laid out what a mission and vision statement is set-up for, what it is 
supposed to effectuate, and how its content should look like there is also a critical tenor 
that should not be ignored. More precisely, the general effect of the statements can be 
questioned (Bart, 1997, p. 11) amongst other things due to a lack of proof for their value 
(Bart, 1997, p. 9) and because “many firms seem to operate – quite successfully – 
without them” (Bart, 1997, p. 11). While we were discussing the impact of mission and 
vision statements during some group work also literature deals with this question. 
Critical voices go as far as naming mission statements “symbolic artifacts" not 
providing direction (Morphew & Hartley, 2006, p. 466). This leads to what has been 
said above. In more detail, we have described that mission statements are regarded as 
featuring many different, multifaceted effects. Hence, due to the mere amount of 
functions it is already problematic that a statement fulfills all of these. In consequence, 
it is argued that instead of causing many diverse effects a mission statement is rather 
“only” a communication tool between a company and its stakeholders (Bartkus et al., 
2000, p. 28). Last but not least, many companies invest a lot of time and money in other 
strategies, tools, and measures to improve their employees’ motivation such as incentive 
systems, total quality management, and other awards or rewards which are much more 
complex than a one-paragraph statement. Therefore, expecting a high influence of the 
mission statement seems quite unrealistic (Bartkus et al., 2000, p.26). 
 
Finally, there is also more fundamental criticism on, corporate- speeches, statements, 
and campaigns thus also including mission statements. To be more precise, Cheney et 
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al. (2004, p. 85) take a more rhetorical stance on these aspects arguing, that they serve 
organizations primarily to “confirm themselves”. At the same time, they describe 
mission statements as “meta-messages” pointing out that the “self-generative” or “self-
identifying” outcome could in the end overwhelm any other (Cheney et al., 2004, p. 85). 
 
By extension, having a closer look on strategic vision, criticisms focus primarily on the 
factor of awareness. It is said that a vision can only function if it is well shared. If 
employees are not aware of a vision or not committed to it, it basically does not affect 
them. What happens then is that “statements of vision remain just that: statements” 
(Oswald et al., 1994, p. 479). With regard to that, Oswald et al. (1994, p. 479) state that 
the salience of a vision is necessary for the vision to be effective. 
 
Even though there is few, there is also criticism on vision statements directly. More 
specifically, visions can also have a disillusive effect and can end in distrust (Oswald et 
al., 1994, p. 479). Although, Oswald et al. (1994, p. 479) link the expression of a 
“rhetorical vision” to a non-salient one, there is indication that visions can also be 
inappropriate. Nevertheless, they do not directly say that over ambitious visions can 
have a negative influence on the motivation of a company’s workforce. Last but not 
least, in that context Oswald et al. (1994, p. 479) explain that a vision has to be 
formulated clearly and that it has to be “the right vision”. 
 
 
2.2 Motivational Theories 
 
As our thesis aims at investigating the influence of a company’s vision & mission on its 
employees’ work motivation, it is inevitable to deal with different theories on 
motivation. Furnham (2005, p. 277) states that the question why people are motivated to 
do things is one of the oldest and most difficult topics in psychology. The following 
section is therefore going to give an overview on the most recognized literature within 
the area. This leads to a choice of theories and finally to the development of the 
conceptual model. Especially within the area of management it is important to deal with 
motivation as “Exploring the attitudes that employees hold concerning factors that 
motivate them to work is important to creating an environment that fosters employee 
motivation“ (Wiley, 1995, p. 266). 
 
 
2.2.1 Extrinsic vs. Intrinsic Motivation 
 
When considering a distinction of different types of motivation, one might refer to one’s 
reason to do something. According to Ryan & Deci (2000, p. 54), the most basic 
distinction is thereby between intrinsic motivation and extrinsic motivation. Deci (1972, 
p. 113) describes these two concepts as “[…] two broad classes of motivation to 
perform an action.” Intrinsic and extrinsic motivation have been attracting the attention 
of many authors and can be seen as the foundation for a great number of educational 
practices within the field of motivational studies (Ryan & Deci, 2000, p. 113). 
 
Having a more detailed look at the two classes of motivation, Ryan & Deci (2000, p. 
56) explain that “Intrinsic motivation is defined as the doing of any activity for its 
inherent satisfaction rather than for some separable consequence.” The authors add that 
an intrinsically motivated person acts for a certain fun or challenge rather than for any 
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kind of pressure or reward. Latham (2007, p. 102) describes this behavior as performing 
“[…] without external inducement […]”.  Intrinsic motivation is not the only form of 
motivation people have, but according to Ryan & Deci (2000, p. 56) a very important 
and persuasive one. The authors add that the activities people are motivated for depend 
on the individual, as they state: “People are intrinsically motivated for some activities 
and not others, and not everyone is intrinsically motivated for any particular task.” 
(Ryan & Deci, 2000, p. 56). 
 
Extrinsic motivation stands in contrast to that, as Deci (1972, p. 113) states that 
“Extrinsic motivation, on the other hand, refers to the performance of an activity 
because it leads to external rewards (e.g., status, approval, or passing grades). “ Despite 
the importance of intrinsic motivation, Ryan & Deci (2000, p. 60) argue that “[…] most 
of the activities people do are not, strictly speaking, intrinsically motivated.” They add 
that extrinsic motivation does always strive for the attainment of some separable 
outcome of an activity. That means that activities are performed because of their 
instrumental value rather than for the enjoyment of the activity itself (Ryan & Deci, 
2000, p. 60). Latham (2007, p. 102) also refers to the reward that extrinsically motivated 
people strive for and mentions the most prominent example, namely money. Other 
examples for extrinsically motivated actions provided by Ryan & Deci (2000, p. 60) are 
students who do their work only because they fear parental sanctions or solely because 
it is beneficial for their career. These two examples illustrate the components reward 
and sanctions that are connected with extrinsic motivation. 
 
 
2.2.2 Content and Process Theories of Motivation 
 
When dealing with motivational theories, one needs to consider two different major 
theoretical bodies of knowledge that have been developed over time. According to 
Hendricks (1999, p. 95) and Foster (2000, cited in Furnham, 2005, p. 277) these two 
bodies of knowledge are content or need theories and process theories. Different 
theories from various authors can be classified in these two categories. This 
categorization helps to better understand and apply the theories. Content theories of 
motivation are concerned with the factors that determine motivation and the question of 
what motivates individuals (Wiley, 1995, p. 265). These factors can be different from 
person to person and therefore managers should be aware of individual goals, needs and 
desires. The most recognized theories that can be allocated within this body of 
knowledge are: Maslow’s hierarchy of needs, Alderfelder’s three level hierarchy, 
Hertzberg’s two factor theory and McClelland’s need for achievement theory. In 
contrast to this, process theories consider motivation as a process and aim at discovering 
behaviors. This means that process theories discover how motivation occurs. The most 
important theories within this area are Skinner’s reinforcement theory, Vroom’s 
expectancy theory, Adams’ equity theory and Locke’s goal theory. 
 
Considering all these theories in general, Furnham (2005, p. 281) adds that few if any of 
them were developed to deal specifically with work-motivation. Furthermore, the 
empirical support those theories have received for their propositions is limited. 
Nevertheless, Furnham (2005) offers some useful insights for applying motivational 
theories to today’s organizational contexts. Given the managerial context of this thesis, 
we included those aspects as well.  
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This thesis focuses on the various sources of motivation within different job functions 
and how mission & vision statements influence the motivation of those people. 
Therefore it needs to be found out what motivates people. This indicates that content or 
need theories are suitable for the purpose of this part of our thesis as they discover 
individual needs and goals. Wiley (1995, p. 278) states that “According to the content 
theories, managers must consider employees’ needs to provide the appropriate 
motivation strategies”. Latham (2007, p. 131) adds that need based approaches reflect 
the interest in individual differences. Furnham (2005, p. 289) argues that need theories 
agree “that satisfying human needs is an important part of motivating behaviour on the 
job.” Furthermore, when considering individual employees, we do not focus on 
motivation as a process and therefore the following paragraphs deal with content 
theories of motivation. We highlight Maslow’s, Herzberg’s and Alderfelder’s theories in 
order to describe their content, similarities and differences and to utilize them for our 
further research.  
 
Nevertheless, in order to answer our research question, it is not enough to just focus on 
what motivates employees. We do also have to focus on mission & vision as a 
motivational factor. This connection describes more a process than content and 
therefore requires a process theory to explain it. It will be outlined in the following that 
most similarities between mission & vision and a process theory of motivation could be 
identified in Locke’s goal theory. Therefore, this theory does also receive attention. 
 
 
2.2.3 Maslow’s Hierarchy of Needs Theory 
 
According to Furnham (2005, p. 286) the best known and most prevalent need theory of 
motivation is the one developed by Abraham Maslow (1954). The underlying thought of 
Maslow is that there are five types of needs that humans strive to satisfy. These needs 
are activated in a hierarchical manner, meaning that the satisfaction of the lowest needs 
(at least to a big extent) is the precondition for higher needs to be satisfied. Latham 
(2007, p. 30) states that “Rather than a focus on attitudes, Maslow posited that there is a 
hierarchy of five sets of goals for which people strive in seeking satisfaction of their 
basic needs.” The author adds that these needs determine the behavior of people as they 
try to satisfy each goal. Furthermore, Wiley (1995, p. 265) explains that managers can 
influence the motivation and thereby the performance of employees by appealing to 
unfulfilled needs. The hierarchical character of Maslow’s theory is often visualized in 
the shape of a pyramid, giving most space to basic needs and becoming narrower 
towards the higher needs on top of the pyramid. The needs Maslow (1954) defined are 
the following: 
 
Physiological needs 
Physiological needs are the lowest order needs and have to be satisfied first (Latham, 
2007, p. 31). These needs are quite basic biological human needs that secure survival 
like the need for food, water, air and shelter. Applying this to an organizational context 
it would mean that companies have to pay their employees a salary that makes it 
possible to afford adequate living conditions (Furnham, 2005, p. 286). Furthermore, 
fitness facilities that are provided by the company could contribute to the satisfaction of 
physiological needs. Maslow (1954, p. 84) points out that physiological needs are 
usually chronically gratified in developed countries and therefore do not influence the 
behavior anymore. He argues that the behavior of individuals is influenced by 
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unsatisfied needs only: “If hunger is satisfied, it becomes unimportant in the current 
dynamics of the individual” (Maslow, 1954, p. 84). 
 
Safety needs 
After the physiological needs have been gratified, individuals strive to satisfy their 
needs for a secure, predictable and non-threatening environment. This environment is 
supposed to be free from any threats (Furnham, 2005, p. 287). Maslow (1954, p. 87) 
states that the average adult in our western culture is largely satisfied in his safety needs. 
This circumstance is rooted in a peaceful and running society that protects individuals 
from threats like wild animals, extreme temperatures or murder. The author adds that 
safety needs are therefore no longer active motivators. Nevertheless, aspects of this 
category can be found in the desire for having a savings account, job protection or 
insurances. Also Furnham (2005, p. 287) explains that in an organizational context, 
companies can provide employees with life and health insurance plans, savings 
opportunities, pensions and eventually safety equipment in order to satisfy safety needs. 
 
Belongingness and love needs 
This type of needs is also referred to as social needs, which are activated after both, 
physiological and safety needs are satisfied. According to Furnham (2005, p. 287) this 
category describes the need to be affiliative, that means having friends and 
relationships. Maslow (1954, p. 89) describes that people strive for relations with people 
in general and especially for a place in their group. He adds that this need should not be 
seen as synonymous with sex, as sex is a purely physiological need. 
 
Considering the implications for the work life, Furnham (2005, p. 287) explains that 
companies attempt to satisfy belongingness needs with social events, office parties, 
sports days and competitions. For many companies, these out-of-work-hour activities 
are very important and especially help employees to feel more secure in times of 
uncertainty. 
 
Esteem needs 
Latham (2007, p. 31) states that most people have a need for a firmly based high 
evaluation of themselves and want to receive respect from others for their achievements. 
When this need is not fulfilled, people tend to feel inferior, weak and helpless. On the 
other hand, Maslow (1954, p. 91) points out that “Satisfaction of the self-esteem need 
leads to feelings of self-confidence, worth, strength, capability, and adequacy, of being 
useful and necessary in the world.” Within the work context, Furnham (2005, p. 287) 
states that companies can honor employees’ achievements with awards and prizes or 
granting them with employee-of-the-month titles. Another development that can be seen 
as an attempt to satisfy esteem needs is the inflation of job titles. 
 
Self-actualization needs 
The highest order need describes the need for self-fulfillment and thereby the desire to 
become everything that one is capable of becoming (Maslow, 1954, p. 92). The 
emergence of this need is dependent on the fulfillment of the four prior needs (Latham, 
2007, p. 31). Furnham (2005, p. 288) explains that self-fulfillment at work means 
working at the maximum creative potential. That makes self-actualized employees 
really valuable for the organization. Nevertheless, the author does also state that few 
jobs provide the scope for employees to actually achieve self-fulfillment. 
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Further categorization of Maslow’s needs 
Maslow (1954, p. 146ff) himself proposes a categorization into higher and lower needs 
and describes certain factors that differentiate those two categories. Most importantly, 
he states that higher needs are rooted in a high evolutionary development stage and that 
a higher need level means greater biological efficiency, less disease, better appetite etc. 
Furthermore, higher needs are less urgent and require good outside conditions to make 
them possible (Maslow, 1954, p. 148). 
 
Figure 1 – Maslow’s Pyramid of Needs 

 
(Source: own illustration based on Maslow, 1954) 
 

Furnham (2005, p. 287) refers to a fairly similar categorization stating that the needs can 
be classified within deficiency needs (physiological, safety, belongingness) and growth 
needs (esteem and self-actualization). The deficiency needs have to be met in order to 
develop the individual into a healthy person and growth needs help people to grow and 
to develop their full potential. Scheuer (2000, p. 100) connects Maslow’s needs with the 
extrinsic and intrinsic motivation, by stating that the lower levels are motivated by 
wages while the higher levels are more intrinsically motivated, namely by social 
recognition and self-realization. 
 
Criticism of Maslow’s theory 
Scheuer (2000, p. 101) mentions that Maslow based his findings primarily on theoretical 
contemplation and that no industrial psychology studies were carried out in order to 
support the findings. This shows that Maslow’s conceptions are not verified by 
empirical testing or verification. Latham (2007, p. 31) shares this opinion arguing that 
there has not been any systematic research in organizational settings based on Maslow’s 
theory. Furnham (2005, p. 288) adds that “there is precious little evidence that needs are 
activated in the same order.” Nevertheless he states that the theory has been largely 
applied in the world of work. 
 
 
2.2.4 Alderfelder’s ERG Theory 
 
In the 1970s, Clayton Alderfelder formulated another theory of work motivation that is 
based on Maslow’s ideas. Arnolds & Boshoff (2002, p. 698) point out that Alderfelder 
attempted to overcome shortcomings in Maslow’s theory. Thereby his theory is much 
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simpler and identifies only types of needs that motivate man, namely existence, 
relatedness and growth. The name ERG theory results from the initial letters of these 
three needs. Arnolds & Boshoff (2002, p. 698) explain that existence needs include 
Maslow’s physiological and safety needs. Within an organizational context, these needs 
could be satisfied by, for example, paying salaries or fringe benefits (Latham, 2007, p. 
36). Relatedness corresponds to Maslow’s belongingness need (Furnham, 2005, p. 289) 
and can be achieved by social activities (Latham, 2007, p. 26). The need for growth 
represents man’s desire for self fulfilment and can therefore be connected to Maslow’s 
esteem and self-actualization needs (Arnolds & Boshoff, 2002, p. 698). In contrast to 
Maslow, “Alderfeld argues that these three needs can affect a person simultaneously 
“(Latham, 2007, p. 36).  
 
 
2.2.5 Herzberg’s Two-Factor Theory 
 
Another theory that has been receiving a lot of recognition is Herzberg’s two factor 
theory, also known as motivation-hygiene-theory or job enrichment (Latham, 2007, p. 
37). In order to develop his theory, Herzberg conducted comprehensive empirical 
research among engineers and accountants on factors that create satisfaction and 
dissatisfaction (Scheuer, 2000, p. 101). According to the findings, Herzberg developed a 
theory stating that people have two different types of needs. These are hygiene needs 
and motivator needs (Furnham, 2005, p. 334). The following sections are going to 
explain these two factors in detail. 
 
Hygiene factors 
Hygiene needs are those that are influenced by physical and psychological work 
conditions. These needs are satisfied by the level of so called dissatisfiers like 
supervision, interpersonal relations, physical working conditions, salary, company 
policies and administrative practices (Furnham, 2005, p. 334). Scheuer (2000, p. 100) 
exemplifies that wages and job security are examples for hygiene factors. 
 
The underlying idea of Herzberg was that the opposite of dissatisfaction is not 
satisfaction but no-dissatisfaction (Latham, 2007, p. 38). This means that hygiene 
factors lead to dissatisfaction when they are not fulfilled, but do not motivate when they 
are fulfilled (Scheuer, 2000, p. 100). Therefore, hygiene factors can only be used by 
companies to reduce dissatisfaction, but they have not the potential of motivating 
employees. According to Donney et al. (1987, cited in: Furnham, 2005, p. 338), hygiene 
needs can be compared to Maslow’s lower order needs. 
 
Motivator factors 
Motivator needs on the other hand can be seen as very similar to Maslow’s higher order 
needs (Furnham, 2005, p. 334). Tietjen & Myers (1998, p.226) as well as Furnham 
(2005, p. 334) refer to Herzberg et al. (1959) and state that motivator factors include 
recognition, achievement, possibility of growth, advancement, responsibility and work 
itself. Scheuer (2000, p. 100) names interesting work and collegiate recognition and 
states that these factors create a positive motivation towards work. These motivator 
factors fulfil motivator needs. In contrast to hygiene factors, these factors are concerned 
with the nature and the consequences of work. In order to motivate people and to enrich 
a job, managers should therefore focus on motivator factors because factors leading to 
job satisfaction are those that satisfy one’s need for self-actualization. On the contrary, 
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when these needs are not satisfied, they will not lead to dissatisfaction but rather to a 
neutral state like the simple presence of hygiene factors (Furnham, 2005, p. 334f). 
 
 
2.2.6 Integration of Content/ Need Theories 
 
The three theories that have been described before are all based on the same idea, 
namely that needs influence an individual’s motivation to work. Though there are 
several differences between the perceptions of the authors, one can also see similarities 
between them. Therefore it is useful to integrate the three theories in order to get a 
better overview and to work with the different aspects later. An integration of theories is 
also described by Furnham (2005, p. 317). The following graphic aligns comparable 
aspects horizontally. This alignment is based on the characteristics of the different needs 
that were described before and the salient similarities that could be seen. Furthermore, 
this overview shows which needs can be seen as intrinsically and extrinsically 
motivated. The alignment within this area is based on the insights we gained when 
describing extrinsic and intrinsic motivation. 
 
Figure 2 – Motivational Theories Overview 

 
        (Source: own illustration, based on Furnham, 2005, p. 317) 
 
2.2.7 Locke’s Goal Theory 
 
The goal setting theory developed by Locke & Latham (1984, 1990) can be classified as 
a process theory of motivation. Wiley (1995, p. 264) explains that the underlying idea of 
the theory is that the setting of goals produces high performance and motivation. Locke 
& Latham (1990, p. 240) state that “goal setting theory asserts that task performance is 
regulated directly by the conscious goals that individuals are trying for on the task.” The 
authors argue that goals need to be specific and difficult in order to lead to a better 
performance. In contrast to that, easy and vague goals like “do your best” do not 
motivate and do not increase performance of workers. These results are based on 
various studies and experiments. Furnham (2005, p. 320) states that “Goal setting is the 
process of developing, negotiating and formulizing the targets or objectives that an 
employee is required to attain.” The goals themselves need to be difficult but attainable 
given the capacity of employees in order to motivate. On the other hand, goals do not 
increase performance when they are perceived as too difficult or impossible to achieve. 
Another aspect that is considered to be a prerequisite for a successful goal-motivation 
relation is the existence of task feedbacks (Furnham, 2005, p. 321; Locke & Latham, 
1990, p. 241; Wiley, 2005, p. 264). Feedback is important because it shows employees 
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where they stand and to which extent their performance correlates to their goals. 
Furthermore, Locke & Latham (1990, p. 240) describe that people need to be goal 
committed and have self-efficacy in order for goals to affect performance positively. 
Furnham (2005, p. 321) adds that the employee needs to be able to accomplish a certain 
goal and be confident about his abilities to do so. Another question regarding goal 
setting is whether the participation of employees in setting their goals has a positive 
impact on motivation. Latham & Locke (1990, p. 241) found out that assigned goals 
lead to the same commitment and performance like goals that were set with the 
individual’s participation. Building in that, Furnham (2005, p. 321) states that “Goals 
are more likely to motivate people towards higher performance when they are generally 
accepted and there is considerable commitment to them.” The author agrees that 
assigned goals can be effective but adds that the assigners have to be authority figures. 
 
 
2.3 Conceptual Model 
 
The following chapter is based on the previous theoretical chapters and aims at the 
development of a conceptual model for our research. Thereby, the various before 
mentioned aspects are combined and integrated. 
 
 
2.3.1 Mission & Vision as Factors for Motivation 
 
To start, in this part we try to find a linkage between mission & vision and motivational 
theories. While on the one hand, the connection between vision and motivation has been 
made before, on the other hand, the linkage between missions and motivational theories 
has not been clearly found in the literature. More specifically, Collins and Porras (1996) 
describe the content of a successful vision in their article “Building Your Company’s 
Vision”. Amongst others they state that a vision statement should include “Big, Hairy, 
Audacious Goals” (Collins & Porras, 1996, p. 72) as these help long-term vision. Then, 
Foster & Akdere (2007, p. 106) refer in their article “Effective Organizational Vision” 
to Collins & Porras stating that this argument is in line with Locke & Latham’s goal 
theory because “establishing challenging goals affects positive outcomes”. Moreover, 
the challenge lies in the reachability of the goal which should only lie at around 50 to 70 
percent (Collins & Porras, 1996, p. 73). In a nutshell, the linkage between Locke and 
Latham’s goal theory and a company’s vision statement regarded as a future goal 
becomes quite clear. 
 
When it comes to connecting mission statements and motivational theories the link 
cannot be made that easily. However, a good example can be given concerning 
Herzberg’s two-factor theory. Here, we refer to the “motivators” that he defined. In 
more detail, as mentioned earlier “achievement” can be a motivating factor according to 
Herzberg’s theory. We interpret this the following way: Taking a look on BMW’s 
mission statement, for instance, “Our mission statement up to the year 2020 is clearly 
defined: the BMW Group is the world’s leading provider of premium products and 
premium services for individual mobility” (BMW, 2012) we argue that it provides 
employees of the business with achievement. In other words, an employee is motivated 
as he/ she has achieved working for this organization. One could argue that this does 
also apply for the vision of companies.  
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Finally, also Herzberg’s motivator “recognition” becomes clear looking at Apple’s 
mission statement from 1980 “To make a contribution to the world by making tools for 
the mind that advance humankind” (Hindle, 2008, p. 134). We argue that staff is 
assigned a certain recognition by emphasizing that their work contributes to the 
advancement of humankind. 
 
This means that mission & vision have the potential of contributing positively to 
employees’ work motivation and thereby to the success of the company. The aim in the 
following is finding out how mission & vision influence differently motivated 
employees. 
 
 
2.3.2 Model 
 
Considering our literature review, it became clear that employee motivation has many 
individual facets and that there are various ways of looking at this phenomenon. We aim 
at finding out if there are differences between employees considering their work 
motivation and therefore the content theories on motivation offer a helpful insight. They 
describe that motivation exists because various individuals strive to fulfill different 
needs. Therefore, in a first step we want to find out what motivates individual 
employees and where the differences between these kinds of motivation are. This 
research will be based on the insights gained from the content theories. The inductive 
character of this thesis allows us to include various aspects of the theories that will be 
outlined further when presenting the interview guide. In addition to that, we focus on 
job characteristics, as they represent another individual characteristic of employees. As 
we aim at making a managerial contribution with our research, job characteristics and 
possible motivational differences between workers are a valid area to look at. 
 
Furthermore, the literature has shown that mission & vision statements can be 
considered as a factor that positively influences motivation. This connection could be 
seen in combination with Locke’s goal theory and also Herzberg’s two-factor theory. 
 
The combination of these two areas of knowledge provides us with a conceptual 
framework and is the foundation for answering our research question “How does the 
mission & vision statement of a company influence the work motivation of its 
employees?” This question reflects the two areas described in the literature review, 
namely mission & vision and work motivation. The fact that individual employees are 
differently motivated to work indicates that also the influence of mission & vision on 
motivation varies. In order to find out how the concepts influence, we therefore focus on 
individual motivation and try to find patterns, also in connection with job 
characteristics. This approach is reflected by our methodology part that will be outlined 
in the following. 
 
The visualized conceptual model reflects the approach using two steps in order to cover 
the two aspects of interest and to connect them afterwards. For reasons of convenience 
and simplification the model does only include the motivational factors intrinsic and 
extrinsic motivation. These two have to be seen exemplary for the various aspects 
presented in the content theories on motivation. The table presented in chapter 2.2.6 
shows that these aspects can be integrated within the concept of intrinsic and extrinsic 
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motivation. The interviews will also be based on more aspects as described in the 
interview guide. 
 
The two steps on the bottom of the model reflect what we aim at finding out during the 
interviews. The first step serves as the basis where we want to gather comprehensive 
information about the respective interviewee. This information includes aspects of work 
motivation as well as work experience and the job position. All these aspects 
characterize individual employees and are important in a managerial context. The 
second step deals with the effect mission and vision have on the individual employees 
and their motivation.  
 
 
Figure 3 – Conceptual Model 

 
(Source: own illustration) 

 
This conceptual model is used as the basis for our further research and indicates that we 
have to look into a set of topics within two steps in order to finally answer the research 
question. As the first step deals with the individual employee and her/his work 
motivation, we need to gather information in the following areas: 
 

• specific information about the individual employee’s job characteristics 
• the individual’s work motivation  

 
The research within the before mentioned fields will thereby be based on the insights we 
have gathered from the literature review on individual work motivation. Using this data, 
we will investigate:  
 

• a possible relation between an employee’s work motivation and her/his 
individual job characteristics  

 
Furthermore, the second step in the conceptual model indicates to focus on the 
following aspect and a further identification of possible relationships: 
 

• the influence of mission and vision on the individual motivation 
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• a possible relation between the individual motivation and the influence of 
mission 

• a possible relation between the individual motivation and the influence of vision 
• a possible relation between individual job characteristics and the influence of 

mission 
• a possible relation between individual job characteristics and the influence of 

vision 
 
 
 
3 Research Methodology 
 
In this chapter we are going to present our 
research methodology. In order to provide 
a reader friendly overview we inserted an 
illustration on the right hand side 
comprising all elements discussed in the 
following. The picture assists in 
understanding how we arrived at gathering 
our qualitative data. 
 

 
 
(Source: own illustration based on Saunders et al., 2007, p. 102) 
 

3.1 Research Philosophy 
 
The aim of this part is to clarify which research philosophy we have adopted and 
thereby how we see the world. The clarification of these aspects and our philosophical 
beliefs form the basis for the choice of a research method for our study. According to 
Saunders et al. (2007, p. 102) two of the major ways of thinking about research 
philosophy are epistemology and ontology. Dealing with these two aspects will make 
clear how we approach the study and why we have made certain decisions. 
 
 
3.1.1 Ontological Considerations 
 
Bryman & Bell (2003, p. 19) outline that ontology deals with the nature of social 
entities respectively the nature of reality as Saunders et al. (2007, p. 108) name it. 
Ontology raises the question which assumptions researchers have about the world. The 
two ontological positions are known as objectivism and constructionism. Bryman & 
Bell (2003, p. 19) describe that objectivistic researchers are convinced that social 
phenomena exist independently of social actors. Social phenomena are therefore seen as 
external facts beyond our reach or influence and organizations can be discussed as 
tangible objects. One might argue that mission & vision part of an organization’s reality 
that is external to those who inhabit it. Nevertheless, we want to investigate the 
influence of these concepts on people working within organizations and therefore 
position ourselves within constructionism. Bryman & Bell (2003, p. 20) state that 
constructionism is a position “that asserts that social phenomena and their meanings are 
continually being accomplished by social actors.” This means that social phenomena are 
in a constant state of revision. Saunders et al. (2007, p. 108) describe that perceptions 

Figure 4 – Methodology Onion 
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and actions of social actors constantly create social phenomena. The authors add that 
this follows the interpretivistic positions as it will be necessary to interpret individual 
actions in order to understand them. 
 
 
3.1.2 Epistemological Considerations 
 
According to Bryman & Bell (2003, p. 13), epistemology is concerned with the question 
of what is regarded as acceptable knowledge. This leads to considerations about the 
question whether the social world can and should be studied scientifically. The 
researcher usually has one of the two epistemological positions, namely positivism or 
interpretivism. A positivistic research is convinced that methods of the natural sciences 
can be applied in order to study social phenomena (Bryman & Bell, 2003, p. 14). 
Saunders et al. (2007, p. 103) add that positivistic researchers use existing theories and 
develop hypothesis in order to test the theories. Another aspect the authors point out is 
that positivistic research is undertaken value free. Nevertheless, we cannot identify with 
Positivism but with the contrasting epistemology, namely interpretivism. Bryman & 
Bell (2003, p. 15) state that interpretivistic researchers share the view that people and 
their institutions, who are the subject of social sciences, are completely different from 
subjects of natural sciences. We are convinced that this is the case and that we have to 
take the individual person into consideration when conducting our research. This 
requires measures that make it possible for us to understand individual standpoints and 
to respect different opinions. We do not consider natural science methods, as proposed 
by positivists, for suitable. Saunders et al. (2007, p. 106) supports this reasons for our 
interpretivistic belief stating that „Interpretivism is an epistemology that advocates that 
it is necessary for the researcher to understand differences between humans in our role 
as social actors.” 
 
 
3.1.3 Research Approach 
 
Saunders et al. (2007, p. 117) point out that it is important for researchers to be clear 
about which kind of theory to use and which research approach to apply. One might 
either use the deductive approach in order to develop and test a hypothesis or the 
inductive approach that aims at collecting data and developing a theory. Considering the 
different research philosophies, induction would owe more to interpretivism. As we 
have outlined our interpretivist beliefs within the epistemological considerations, we are 
convinced that an inductive research approach suits our research best. This decision is 
based on the characteristics of inductivism as provided by Saunders et al. (2007, p. 119). 
They state that inductive research suits when the aim is on understanding why 
something is happening rather than describing what is happening. Furthermore, its 
flexible nature gives more space for understanding and interpreting results. Bryman & 
Bell (2003, p. 12) outline that induction means developing a theory on the base of 
observations and findings. This is exactly the aim of this study. The authors add that 
induction is usually associated with a qualitative research that will be explained in the 
following chapter. Nevertheless, one needs to keep in mind that “deductive and 
inductive strategies are possibly better thought of as tendencies rather than as a hard-
and-fast distinction” (Bryman & Bell, 2003, p. 13). This means that characteristics of 
both areas might be found and used in the process of research. 
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3.2 Research Purpose 
 
Saunders et al. (2007, p. 132) point out that the way in which a research question is 
asked influences its answer. Even though the research project can have more than one 
purpose there is some limitation. That means that it can be either descriptive, descriptive 
& explanatory, or exploratory (Saunders et al., 2007, pp. 134). Taking a closer look at 
the different terms it becomes clear that a descriptive purpose can be understood as a 
pre-successor for exploratory or explanatory research. As the name indicates it is 
descriptive and used to “portray an accurate profile of persons, events or situations” 
(Saunders et. al, 2007, p. 134). However, there is the danger of investigations being too 
superficial. Moreover, explanatory research looks for establishing a “causal relationship 
between variables” (Saunders et al, 2007, p. 134). 
 
In a nutshell, according to the above, our research purpose is descriptive and 
explanatory. We avoid too superficial investigation by adding explanatory elements to a 
descriptive approach. In more detail, in a first step we describe different theories of 
mission & vision as well as motivational theories to explain and establish a relationship 
between these two aspects in a second step. 
 
 
3.3 Research Method 
 
When it comes to choosing a research method there are generally two options between 
which one needs to decide. These two options are a quantitative or a qualitative research 
method. Even though it is difficult to completely distinguish between the two, the 
choice for either one of them depends on certain factors (Saunders, et al., 2007, p. 472). 
At this point Saunders et al. (2007, p. 147) state that students might reach the moment 
where they ask themselves which method to use. They answer this concern by 
encouraging the use of imagination (Saunders, et al., 2007, p. 147). We therefore argue 
that the qualitative method is appropriate as we search for a deeper understanding of a 
topic. That becomes clearer referring to our research question which aims on finding out 
“how” mission & vision influence the motivation of employees. In addition, also our 
choice for an inductive research approach influences our choice for this method 
(Saunders et al., 2007, p. 119). Finally, a further important aspect when it comes to 
qualitative data is that it can be described as “non-numerical data” (also non-
standardized) (Saunders, et al., 2007, p. 145). This is coherent with our data collection 
technique as we are willing to conduct interviews through which we will gather words 
instead of numbers. 
 
 
3.4 Truth Criteria 
 
This chapter is concerned with the truth criteria considering our research approach. 
Many authors refer to reliability and validity when it comes to truth criteria. Bryman & 
Bell (2003, p. 286) describe that these two criteria are important in order to establish 
and assess the quality of research. Nevertheless, the authors add that there are some 
doubts about the applicability of reliability and validity within qualitative research. 
According to the authors, these criteria are more useful for quantitative research. An 
example would be measurement validity that does almost exclusively apply to 
quantitative research. Taking this into account, Bryman & Bell (2003, p. 288) state 
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that  “Some writers have suggested that qualitative studies should be judged or 
evaluated according to quite different criteria from those used by quantitative 
researchers.“  We are going to base this chapter on the insights provided by Lincoln and 
Guba (1986) that propose the two criteria trustworthiness and authenticity as an 
alternative to reliability and validity in order to asses our approach. 
 
 
3.4.1 Trustworthiness 
 
According to Lincoln & Guba (1986, p.18), trustworthiness includes the four criteria 
credibility, transferability, dependability and confirmability. The reason for having 
several accounts is routed in the authors` doubt about absolute truths within the social 
world (Bryman & Bell, 2003, p. 288). 
 
In order to have credibility in qualitative research, Lincoln & Guba (1986, p. 18) 
describe that it is crucial to have extensive, in-depth contact with the phenomenon. This 
aspect is provided by our research approach, as all interviews were conducted face-to-
face, either in person or via Skype. Furthermore, the semi structured nature of our 
interviews gave us the possibility of thoroughly understanding the opinions of the 
participants and having in-depth contact with them. Furthermore, our last question gave 
them the possibility to speak freely about their thoughts and to reflect on the aspects that 
were mentioned before. The credibility is also underlined by the choice of employees 
within different job positions. This made it possible to compare results and to find 
patterns. 
 
With regard to transferability, we provide comprehensible description of how the 
interviews were conducted, the interview guide and of course the results of the 
interviews. Nevertheless, aspects of privacy protection and the protection of our 
participants played a big role and therefore only the job position level, the company and 
the interviewees’ job experience are mentioned. Nevertheless, the information provided 
makes our study transparent and understandable for the reader. Lincoln & Guba (1986, 
p.19) state that qualitatively gathered results might be compared with others conducted 
in diverse circumstances and therefore such a presentation is important. In addition, we 
could identify that our results have a managerial and theoretical contribution, showing 
the transferability of this work. 
 
Bryman & Bell (2003, p. 289) state that the criteria of dependability can be seen as 
parallel to reliability in quantitative research. It describes an auditing approach meaning 
that researchers should provide complete records of all phases of the research process. 
We fulfilled this criterion by exactly describing our research approach and all connected 
aspects. Furthermore, the interviews were all recorded with permission of the 
interviewees and are accessible for the reader of this thesis. Additional material, like the 
interview guide can be found in appendix. Of course, qualitative research does always 
deal with individual cases, but by providing detailed information about all steps, the 
research can possibly be repeated. 
 
Bryman & Bell (2003, p. 289) state that confirmability is concerned with ensuring that 
the researchers have acted in good faith, meaning that they have acted unbiased and that 
the findings are shaped by the respondents rather than the researcher's bias. In order to 
ensure confirmability, it was important that the interviews were conducted by both of us 
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and that we acted in good faith. Furthermore, we avoided the inclusion of any personal 
preoccupations by letting the respondents express their opinion freely. 
 
 
3.4.2 Authenticity 
 
In addition to that, Lincoln & Guba (1986, p. 20) present a second set of criteria that can 
be summarized as criteria of authenticity. It includes the principles of fairness, 
ontological authenticity, educative authenticity, and catalytic and tactical authenticity. 
According to Bryman & Bell (2003, p. 289), “these criteria raise a wider set of issues 
concerning the wider political impact of research.” 
 
Fairness does thereby deal with the question if different viewpoints among members of 
the social setting are fairly represented (Bryman & Bell, p. 289). We provided fairness 
among different viewpoints most notably by interviewing employees within different 
job positions ranging from front line employees to top managers. This gives us the 
possibility to fairly represent the different views among those groups. Considering the 
ontological authenticity one can see that this work helps to better understand the social 
setting it was conducted in. This improved understanding is provided by the insights 
given on work motivation in connection with different job positions. Furthermore, 
employees and decision makers can better understand the motivating effect of mission 
and vision statements. The research does also help to appreciate other’s perspectives 
more, as it shows and evaluates the comparisons between different opinions of various 
employees. Educative authenticity (Lincoln & Guba, 1986, p. 23) is also provided by 
the fact that our research gives a deeper understanding about companies’ mission and 
vision in general. 
 
Considering Bryman & Bell (2003, p. 291) catalytic authenticity is concerned with the 
question if research has “acted as an impetus to members to engage in action to change 
their circumstances”. To a certain extent we can state that this was the case, as many 
interviewees started to over think their relationship towards their company's mission and 
vision. One of the interviewed CEOs was even planning to clearly redefine and state his 
company`s vision after our interview. Tactical authenticity (Lincoln & Guba, 1986, p. 
24) was ensured by the circumstance that the interviewees were engaged to actively 
become part of the research process by contributing with their individual ideas and 
thoughts. Especially the last question of our interview guide gave them the possibility to 
become active and to give recommendations for change. 
 
 
3.5 Qualitative Data Collection 
 
When it comes to the collection of qualitative data Saunders et al. (2007) present 
amongst others different types of interviews which are “structured interviews, semi-
structured interviews, unstructured or in-depth interviews” (p. 312). Due to our research 
purpose the advisable interview types were pretty much predetermined. That means that 
for explanatory research semi-structured as well as structured interviews are regarded 
appropriate (Saunders et al., 2007, p. 314). 
 
On the one hand, structured interviews are also referred to as “interviewer-
administered questionnaires” (Saunders et al., 2007, p. 312). It is explained that these 
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are carried out by simply reading out each question and recording the answer (Saunders 
et al., 2007, p. 312). Using that approach “quantifiable data” can be gathered (Saunders 
et al., 2007, p. 312). This seems appropriate for the first part of our interview which is 
about general information such as job position or work experience. These topics do not 
need further explanation and questions can be read out just as they are. However, in the 
further course of our interview following a structured approach seems difficult because 
we believe that it is necessary to explain things at certain stages of the interview. More 
precisely, a front-line employee, for example, might have a different education than a 
top manager thus maybe not knowing without explanation what certain questions are 
aiming at. This accounts especially for the topics mission and vision statement. 
 
On the other hand, semi- structured interviews belong to the category of “non-
standardized interviews” which are often referred to as “qualitative research interviews” 
(Saunders et al., 2007, p. 312). At this point the link to our inductive research approach 
becomes clear. Then, there normally is a list of topics and questions to be covered 
although it is possible to leave out some matters depending on the organizational 
context (Saunders et al., 2007, p. 312). Because we are also looking for differences 
between different job characteristics this feature is important as it might not make sense 
to ask certain questions to employees in certain job positions (e.g. a department 
manager has responsibility for staff in his department whereas a front-line employee is 
rather not responsible for other employees). Last but not least, also the option of adding 
additional questions can be of great help (Saunders et al., 2007, p. 312). Finally, 
considering the individual nature of “motivation” an interview type that grants us 
certain flexibility seems an appropriate option. 
 
To sum it up, according to Healey and Rawlinson (1994, cited in Saunders et al., 2007, 
p. 314) it is well possible to include both of the above mentioned interview types. In 
more detail, that results in asking a set of questions in one part of the interview followed 
by a more semi-structured approach in order to develop a vivid discussion (Healey and 
Rawlinson, 1994, cited in Saunders et al., 2007, p. 314). We believe that mixing the two 
approaches is a big advantage as quantifiable data can be gathered from the structured 
part and asking additional questions in the semi-structured part can lead to very rich and 
profound responses. Hence, our interview will be based on this idea. 
 
 
3.5.1 Sampling Method 
 
Sampling is generally described as enabling researchers to reduce the amount of data 
that needs to be collected by gathering information from subgroups rather than all 
possible cases (Saunders et al., 2007, p. 204). Even though one might think that census 
(gathering information from every possible case) provides more useful data, sampling is 
a valid alternative (Saunders et al., 2007, p. 206). Moreover, it can also have advantages 
such as, for instance, a higher overall accuracy (Henry, 1990, cited in Saunders et al., 
2007, p. 206) or the gathering of more detailed information due to collecting from fewer 
cases (Saunders et al., 2007, p. 207). In order to do so different sampling alternatives are 
available namely probability or representative sampling and non-probability or 
judgmental sampling (Saunders et al., 2007, p. 207). The advantage of non-probability 
sampling is that samples can be chosen based on the subjective judgment of the 
researchers (Saunders et al., 2007, p. 226). This accounts specifically for purposive 
sampling meaning that it is possible to select cases “that will best enable you to answer 
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your research question(s) and to meet your objectives” (Saunders et al., 2007, p. 230). 
Furthermore, we also applied the snowball technique to some extent (Saunders et al., 
2007, p. 232). This technique is especially used “when it is difficult to identify members 
of the desired population” (Saunders et al., 2007, p. 232). In more detail, once contact 
has been established with a case, this case identifies another, and the next one another 
and so on and so forth (Saunders et al., 2007, p. 232).  
 
The selection we have made was based on some criteria. Firstly, as the theoretical 
framework has shown that there is a difference in work motivation between employees 
working for non-profit and for-profit organizations. At this point we have chosen profit 
organizations. Secondly, we then focused on non-governmental businesses. Thirdly, it 
was important to find companies which have some kind of mission and vision in place. 
Here, we often referred to the statements published on the company’s homepage. 
Fourthly, in order to focus on individual job characteristics we aimed at reaching 
employees in various job positions. Therefore we decided to look for four workers at a 
time for each category (front-line, middle management, top management). Concerning 
the snowball principle we welcomed recommendations of some of our interview 
partners who identified further cases. To close, that was especially helpful because it 
was difficult to find interview partners in top management positions. 
 
 
3.5.2 Interview Guide 
 
Resulting from the before mentioned aspects, also our interview guide consists of a 
structured as well as a semi structured part. According to Bryman & Bell (2003, p. 348), 
the nature of semi-structured interviews implies that an interview guide is prepared that 
includes a more or less structured list of issues to be addressed or questions to be asked 
in the interviews. This guide is obviously not as specific as a structured interview 
schedule and thereby gives the possibility to discover issues more deeply and freely. 
The aim of the questions is getting an insight of what the interviewee considers 
important with regard to the different topic areas. Therefore, the interview guide covers 
all the topics that are included in the conceptual model in order to answer the research 
question, but takes the perspective of the interviewee into account. The questions aim at 
gathering information regarding all aspects of interest that have been mentioned when 
describing the conceptual model.  In consistence with Bryman & Bell (2003, p.349), the 
language of the questions is comprehensive and relevant for the people interviewed. 
Furthermore, leading questions are to be avoided. 
 
Our interview guide is categorized into the three areas general questions, specific 
questions and ultimate questions. The first, introductory part is concerned with 
recording the individual job characteristics of the participants like job position, 
experience and the company they work for. As these aspects are quite clear, the 
questions are just read out to the participant and the answers are recorded, as described 
by Saunders et al. (2007, p. 312). Therefore, this first part of the interview can be 
considered as a merely structured interview. The second set of questions aims at finding 
out what motivates the employee and which role mission and vision play. Thereby, this 
part can be considered as the core of the interview guide that is semi structured. The 
final part including ultimate questions aims at finding out things that have not yet been 
mentioned before. 
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In order to adjust the interview guide, the conduction of the interviews was pre-tested 
with four test-participants before the guiding questions were used in real interview 
settings. Within the pretests, participants could talk about their impressions about the 
interview in general and provided us with vital proposals for improvement. 
 
 
3.5.3 Conducting the Interviews 
 
All the interviews were conducted face to face, either in person or via Skype. All of the 
participants who were not located in Umeå agreed to conduct the interview via Skype. 
We also gave the participant the possibility to set a time for the interviews that suited 
them best.  During the interview, the participants were first provided with an 
introduction on our topic and research question in order to understand what our work is 
about. Thereby we also clarified the two parts of the interviews (structured in the 
beginning & semi-structured in the rest). In order to get rich insights into the 
participant`s thoughts and opinions we gave them sufficient time to talk freely. In 
addition to that, we used follow-up questions and interpreting questions and clarified 
certain aspects as described by Bryman & Bell (2003, p. 351). An important aspect of 
the interviews was that we had searched for the mission & vision statements of the 
particular companies beforehand in order to read them out to the participants. We also 
offered them to repeat the statements or to provide them with a typed version of the 
statements. The following illustration clarifies our proceeding: 
 
Figure 5 – Interview Guide 
 

 
(Source: own illustration) 

 
With the explicit permission of the interviewees, the conversations were recorded in 
order to analyze them afterwards. The interviewees were also assured that their names 
and explicit information they gave to us is being treated confidentially in order to act in 
accordance with the ethical principles. These are laid out in the following. 
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3.5.4 Ethical Considerations 
 
When conducting a research project arising ethical concerns have to be dealt with. In 
order to do so one needs to know what ethics means in the context of a research project. 
Hence, Saunders et al. (2007) declare that ethics is “the appropriateness of your 
behavior in relation to the rights of those who become the subject of your work, or are 
affected by it” (p. 178). By extension, the authors also present some key ethical issues 
which have to be accounted for such as, for example, “privacy of possible and actual 
participants” or the “voluntary nature of participation and the right to withdraw partially 
or completely from the process” or “confidentiality” (Saunders et al., 2007, p.181) to 
name just a few. 
Therefore, in order to make clear that we did not violate any ethical guidelines we 
hereby declare that we: 
 

• Accounted for the anonymity of our interviewees. That means, that their names 
are not mentioned anywhere. In addition, their names are not mentioned 
throughout the recording which is also limited to voice only. Then, these records 
are kept secret and are only made available in the context of this thesis 
(opposition, grading). 
 

• Informed our interviewees beforehand about the interview. However, in order to 
receive real results (avoiding that interviewees were able to prepare for the 
interview) they did not know every detail of the interview. To clarify, the 
following text has been either send out to them or has been read out to them. 
“Besides company name and job characteristics personal information will 
remain anonymous. Also, NO trustworthy themes will be topic to the interview 
but things that are available to the public (e.g. on the homepage of the 
organization). The interview will take approximately 20 minutes and we would 
like to conduct it via Skype.” 
 

• Informed the interviewees about the purpose of the interview and made clear 
that it is conducted in the context of our master thesis. 

 
• Gave them the chance not to participate in the interview. Nobody was bribed, 

forced or paid to conduct the interview. It was the interviewees’ free choice to 
answer our request positively or negatively. 

 
To close, we believe that it is made sufficiently clear that we acted in good conscience 
and treated all participants in this project respectfully and ethically correct. Hence, we 
argue that our research project is based on a solid ethical foundation. 
 

3.6 Analysis 
 
The last part of our research methodology chapter is concerned with data analysis. In 
more detail, it deals with how we have analyzed our data because as mentioned before 
(ch. 3.5) qualitative data is non-standardized data which needs classification (Saunders 
et al., 2007, p. 508). In order to do so Saunders et al. (2007) state that “there is no 
standardized approach to the analysis of qualitative data“(p. 478). However, they also 
mention that organizing the qualitative data collected into categories is a usual 
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procedure (Saunders et al., 2007, p. 479). Our approach to that is laid out in the 
following. 
 
 
3.6.1 Transcription 
 
In order to analyze interviews it is very often seen that those are transcribed word-by-
word. This is the fact due to the fact that transcription is regarded as preparing data for 
analysis (Saunders et al., 2007, p. 475). However, Saunders et al. (2007, p. 484) also 
describe analytical aids. Amongst these aids, one can find summaries, self-memos and 
researcher diaries (Saunders et al., 2007, pp. 484). Those aids help researches 
remembering what has been said during an interview, and also is it “more likely to 
remember the precise circumstances to which […] data relate” (Saunders et al., 2007, p. 
484). Since we do not see a clear advantage for a word-by-word transcript compared to 
an original audio file, we decided to work with the audio files that were transcribed into 
a summary table. This summary can be found in appendix and includes the 
interviewees’ exact answers to all parts of the interview.  
 
 
3.6.2 Template Analysis 
 
To start, at this point we want to make clear that we followed the template analysis 
approach when analyzing our qualitative data. Our decision to do so was influenced by 
its advantage of being a more flexible approach meaning that it is possible to change its 
use according to our research project (King, 2004, cited in Saunders et al., 2007, p. 
496). It might, for instance, be possible that the last open question in our interview 
brings new ideas that we can work with and need to consider. In addition, this is 
coherent with the option of modifying a template (Saunders et al., 2007, p. 497). By 
extension, most importantly, we see a clear connection between our inductive research 
approach (ch. 3.1.3) and “an analytical technique through which to devise an initial 
conceptual framework that will be subsequently revised and then finalized as a mean to 
represent and explore key themes and relationships in your data” (Saunders et al., 2007, 
p. 497). The following paragraph outlines in detail, how this kind of analysis is 
conducted. 
 
A really important part of template analysis is categorizing. Saunders et al. (2007, p. 
496) describe that “template analysis involves categorizing and unitizing data” and also 
that data is coded to “identify […] relationships”. The latter is well explained by 
Bryman & Bell (2003, p. 567) who clarify that “coding is the process whereby data are 
broken down into component parts, which are given names”. Regarding the former, as 
described by Saunders et al. (2007, p. 479) we will establish meaningful categories to 
which data will be classified. These categories are pre-determined by our theoretical 
framework referring to, for instance, “extrinsic-” or “intrinsic motivation” or, for 
example, “front-line employees”, “middle-management” or “top management”. Those 
are by no means fundamentally right or the only possibility and other researchers could 
possibly come up with a different way of categorizing (Dey, 1993, cited in Saunders et 
al., 2007, p. 480). Then, once the different categories and codes have been created it 
will be important to assign “units of data” (Saunders et al., 2007, p. 480). Here we are 
talking about a number of words, complete sentences or even paragraphs (Saunders et 
al., 2007, p. 480). In a next step, we try to identify relationships between different 
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categories which are presented in a reader friendly overview such as a table (Saunders et 
al., 2007, p. 482). Finally, relationships and connections found between categories will 
have to be looked at carefully. To be more precise, it is necessary to carefully evaluate 
those as “‘the association of one variable with another is not sufficient ground for 
inferring a causal or any other connection between them” (Dey, 1993, cited in Saunders 
et al., 2007, p. 483). We will critically scrutinize our results and take an unbiased view 
in order to account for alternative explanations. Therefore, we believe to arrive in valid 
and well-grounded conclusions (Saunders et al., 2007, p. 484). 
 
 
4 Empirical Data 
 
The following section is going to present the results we have gathered from the 
interviews. The chapter presents the empirics in accordance with the interview guide by 
stating the more general information first in order to provide an overview on the 
interviewees. This information was gathered during the first, structured part of the 
interview, as described in 3.5.2. The second part of this chapter presents the results we 
have received during the semi structured part of the interviews. 
 
 
4.1 Interviewee Overview 
 
In total, we have interviewed a number of twelve persons. The participants came mainly 
from Germany and work for companies there. Therefore most of the interviews were 
conducted via Skype. As described in the sampling part, the selection of interview 
partners was based on their current job position. It was important for us to reach a 
preferably balanced number of front line employees, middle managers and top 
managers. This goal could be reached to a large extent, as our interviewees include five 
front line employees, five middle managers and two top managers. The smaller number 
of top managers can be justified with the limited frequency of people within this 
position in comparison to the other levels. 
 
Considering the companies the interviewees work for it was important for us to reach 
employees from enterprises that differ in their size and the field they are active in. The 
aim was receiving diversified results and identifying patterns. Therefore, we have 
interviewed people working for small start-up companies as well as for global players. 
Asked about the number of people working at the respective location of the 
interviewees, the answers reached from three to 28,000. Also the fields the companies 
are active in reach from automobile and transport companies to tourism-, media-, 
consumer goods-, retail- and biological companies. All companies are for profit 
companies, as predefined in our sampling. 
 
In two cases, we managed to interview two people working for the same company but in 
different positions (BMW and Daimler). Thereby we hoped to receive information 
about direct differences between job positions, work motivation and the influence of 
mission & vision. The time the interviewees have already been in their current job 
position varied from three month to five years. 
 
The interviews themselves lasted from 10:08 minutes (shortest interview) to 21:19 
minutes (longest interview) and were conducted in a period from 27th April to 11th May 
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2015. The differing time the interviews took reflects the semi structured character of the 
interviews as we gave time to the participants to reflect freely on the respective aspects. 
 
Table 1 – Interview Overview 

 Company Position Nr. of staff 
(respective 
location) 

Years in 
that 

company 

Duration 
in min. 

1 H&M Front-line 7 - 25 5 12:05 
      
2 Norwegian Cruise 

Line 
Front-line 900 - 1,000 3 11:57 

      
3 Marc Cain Front-line 5 - 12 5 12:28 
      
4 Daimler Front-line 350 4.5 10:08 
      
5 BMW Front-line 25 5 13:27 
      
6 Carat Deutschland 

GmbH 
Middle-
Management 

300 1/4 11:08 

      
7 BMW Middle-

Management 
1,500 2 11:30 

      
8 Deutsche Bahn Middle-

Management 
1,500 - 2,000 1/3 16:22 

      
9 Daimler Middle-

Management 
28,000 5 11:24 

      
10 L’Oréal Middle-

Management 
400 3 21:19 

      
11 Small size company 

in Sweden 
Top-
Management 

8 - 9 5 14:35 

      
12 Small size company 

in Germany 
Top-
Management 

3 - 5 1/2 13:55 

(Source: own illustration) 
 
4.2 Results of the Interviews 
 
Within this paragraph, the individual results from the semi structured interviews are 
presented. Therefore, we focus on the aspects that are included in the theoretical 
framework and consequentially in the interview guide, namely the individual work 
motivation and the influence of mission and vision on that motivation. Furthermore, the 
results of our concluding questions are presented: 
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(Exclusively for reasons of improved readability and in order to secure confidentiality, 
the following paragraphs only include the personal pronoun “she” with regard to the 
interviewees - no matter whether the interviewee is actually male or female. In addition, 
all quotations stem of course from our interviews therefore we do not mention a 
separate source each time.) 
 
 
Interviewee 1 
H&M – Employees: around 120,000 
Mission: “We deliver our business concept – fashion and quality at the best price – to 
everyone, and we do so in a sustainable way – today, tomorrow and in the future” 
(H&M, n.d., p. 3) 
Vision: “Our exciting journey continues, as H&M evolves with new markets, new 
concepts, new innovations and an endless love of fashion” (H&M, n.d., p. 4) 
 
The individual 
Interviewee number one works for H&M. Normally, the person finds herself working in 
a store which can have between 7 to 25 employees. Then, concerning the job position 
the interviewee clarified that the classification of a front-line employee is appropriate. 
Finally, the individual has a work experience of 5 years. 
 
Work Motivation 
Firstly, when it comes to reasons to work for this company, it was made clear that the 
social character of the job was decisive. However, Interviewee 1 also mentioned an 
interest in the fashion industry “I also really like fashion”. Secondly, the “social 
environment” in the sense of heavy customer contact was also pointed out as a work 
motivation. Thirdly, the “social” aspect was emphasized as the main motivator. 
 
The effect of Mission & Vision 
On the one hand, the respondent pointed out that the mission is omnipresent throughout 
work and that it “sticks in your head”. Moreover, she also made clear that it has a 
motivating effect on her “I would say it motivates me”. 
 
On the other hand, when it comes to the vision of the business it became clear that it 
kind of has lost its motivating effect on interviewee 1. In more detail, it has been said 
that she was “more motivated by the vision” when she was younger. However, she still 
sees a motivating influence which she, after some thinking, identified in the possibility 
of working abroad. Finally, she indicated that she would like to work in H&M’s 
headquarters in Stockholm rather than abroad which is why she believes that it (the 
motivating effect) “has changed”. To close, interviewee 1 described that the vision is a 
future goal she works towards to. 
 
Additional Information 
Lastly, concerning mission & vision and motivation the interview partner suggested that 
it depends a lot on the person. More precisely, she said that “a person who is just there 
for the money” like, for instance, short-term workers during the summer, could answer 
differently. By extension, she also distinguished between different job positions 
mentioning that “the vision […] motivates people more who work in a higher position”. 
To close, the mission however “would be the same for everyone”. 
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Interviewee 2 
Norwegian Cruise Line - Employees: more than 10,000 (linkedin, n.d.) 
Mission: “ To provide a consistently superior cruise vacation by exceeding customer 
expectations and embracing our passion for innovation that delivers freedom and value for 
our guests, travel partners, team members and shareholders.” (Jobing, n.d.) 
Vision: “Be the cruise line of choice.” (Jobing, n.d.)  
 
The individual 
Interviewee 2 works for an American Cruise Line as a frontline employee. She has been 
working for this company for three years and around 900-1000 people are employed 
onboard her ship. 
 
Work motivation 
Asked about the reason to work there, the earlier education within this field, a 
convenient application process and positive feedback from former employees were 
mentioned. Talking about the motivation to perform her job, interviewee 2 stated the 
extraordinary nature of the job: “A lot of travelling is involved. But also contact with my 
colleagues which is special in this job, as we don`t only work but also live together.” 
The main motivators are the colleagues and the mix of tasks. 
 
The effect of mission & vision 
Talking about the mission statement in the second part of the interview, she stated that it 
is difficult to say how it concretely affects her motivation but that she thinks that it has 
an effect as it is very salient. The company does also require that everyone knows the 
mission and vision statement by heart all the time. According to interviewee 2, the 
statement includes some key terms that are important. She pointed out the example of 
innovation, which is embodied so that every employee is proud of the company's 
achievements. She adds that “Another thing is ´freedom´ which is very very central and 
therefore you try to embody this ´freedom´.” Considering the mission statement of 
Norwegian Cruise Line, interviewee 2 concluded saying: “The mission doesn`t have a 
huge impact but to some extent I`d say yes, a positive effect.” 
 
Interviewee 2 was familiar with the vision that Norwegian Cruise Line wants to be the 
cruise line of choice and replied “Well, yeah, that`s a very ambitious vision.” She added 
that it is to some extent a motivation and everyone has it in mind. Nevertheless she 
thinks that the mission has a bigger motivating influence on her and her fellow crew 
because it expresses more. In contrast, she considers the vision to be kind of short and 
abstract: “On the one hand it has to be kind of ambitious but of course you ask yourself: 
is that possible at all?” 
 
Additional thoughts 
Considering further thoughts and ideas in the last part of the interview, she expressed 
her opinion that the importance of mission and vision statements heavily depends on the 
job position and that there are also differences between different industries. She added 
that in her case, customer contact is omnipresent and therefore one lives the idea in front 
of the customer. “That can be completely different when you, for instance, work in an 
administrative position with internal tasks. That’s probably a different story.” 
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Interviewee 3 
Marc Cain – Employees: more than 870 in Germany (Marc Cain, n.d.) 
Mission: “Marc Cain combines a sense of aesthetics and art with a laid-back attitude, a 
natural look, innovative thinking and exclusivity.  Marc Cain is a declaration of  love to 
a woman”  (Marc Cain, n.d.) 
Vision: “a sense of aesthetics and art, combined with casualness and naturalness, 
innovative thinking and exclusivity. Fashion that is always a little bit different and yet 
always true to itself. Distinctive and unmistakeable – that is the vision of Marc Cain 
Coordinates” (Marc Cain, 2015, p. 2) 
 
The Individual 
This employee works for the German fashion label Marc Cain. Usually she works in 
stores with 5 to 12 employees depending on different factors such as the season. By 
extension, the interviewee sees herself as a front-line employee with a work experience 
of around 5 years. 
 
Work Motivation 
To continue, the interview partner mentioned many reasons to work for this company 
such as the “familiar environment”, the “highly reputable company”, simply “random”, 
feeling comfortable, and also the “good pay”. Furthermore, money was then also named 
as a motivating force next to fashion being a hobby. Finally, when it came to the main 
motivator interviewee 3 answered very clearly that it is “money”. 
 
The effect of Mission & Vision 
On the one hand, she indicated that it was difficult to refer the mission of the company 
to her motivation. However, it was pointed out that the business sells nice cloth which 
in turn “motivates to work for this company”. Moreover, when trying to link the mission 
to her main motivator (money) she made clear that the mission is not very salient. After 
an effort to explain where the good salary comes from she ended in saying that the 
mission has “rather no” motivational influence on her. 
 
On the other hand, concerning the vision the interviewee tried to establish a connection 
between the high reputation of the organization and the motivation to work for a good 
brand. More specifically, she said that “Marc Cain is a leader in the German fashion 
market in some sectors […] so I could see a connection regarding ‘I want to work for a 
good brand’ and Marc Cain's vision”. Apart from that however, she made clear that “I 
wouldn't confirm that the vision drives respectively motivates me”. 
 
Additional Information 
Finally, during the last question interviewee 3 suggested that her job position could play 
a role when it comes to a motivating influence of mission & vision. To be clearer, she 
assumed that being “in a different position in this company” could lead to her “look(ing) 
at it a little differently”. To close, she clarified that at the moment it is more about 
“doing a good job for the company but not directly with the thought what the mission & 
vision is”. 
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Interviewee 4 
Daimler - Employees: 279,900 (Daimler, n.d.) 
Mission: “As the inventor of the automobile, we have shaped mobility to a great extent with 
groundbreaking innovations and outstanding vehicles. We aim to continue playing our 
pioneering role with the ongoing development of mobility – especially in the areas of safety 
and sustainability.” (Daimler, n.d.) 
Vision: “Our overriding corporate goal is to achieve sustainable profitable growth and 
thus to increase the value of the Group. We strive to achieve the leading position in all 
our businesses.” (Daimler, n.d.) 
 
The individual 
Interviewee 4 has been working for four and a half years in her position as a frontline 
employee at Daimler / Mercedes-Benz. 350 people are employed at her location. 
 
Work motivation 
Asked about the reason for working at Daimler, she stated that the company is one of 
the best car manufacturers in Germany or even worldwide and also because her 
apprenticeship with the company went well. Another factor is the good pay. 
Considering her concrete work motivation she stated that mainly the work environment 
with her colleagues and the fact that they have fun together are motivating. She added 
that salary and the good reputation of the firm. When being asked about her main 
motivator, interviewee 4 said money. 
 
The effect of mission and vision 
When being confronted with the mission of Daimler, interviewee 4`s first reaction was 
that she has never heard it before. According to her it is just something that is 
communicated to the outside but she cannot see anything that is included in the 
statement. Her concluding remark was: “I can`t really identify with it”. 
 
In contrast to that, her relation to the vision statement was different as she described: 
“here I can see much better that I can ascribe that to myself. You can see that the 
selection processes are pretty tough and only few applicants are taken.” She added that 
also internally the best practices are developed for the future and that the vision is 
therefore much truer than the mission. 
 
Additional thoughts 
Interviewee 4 added that she sees a big discrepancy between what is communicated to 
the outside and what effectively happens in her daily job. Therefore, for her the mission 
is just something that is communicated to the clients but she sees the situation 
completely differently. According to her, this point of view does also apply to most of 
her colleagues. Though, people in higher positions might think differently as she 
stated:” maybe those guys you only meet once a month see that differently but they have 
their high standards and don`t really care about our problems.” Nevertheless, she 
thinks that the company tries to educate the best personal though the internal standard is 
far from being the best according to her. 
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Interviewee 5 
BMW – Employees: around 120,000 
Mission: “Our mission statement up to the year 2020 is clearly defined: the BMW 
Group is the world’s leading provider of premium products and premium services for 
individual mobility” (BMW, 2012) 
Vision: “We presented our strategy to the public back in autumn 2007 – with a vision 
for the year 2020. The aim is to prepare the BMW Group for the future, as it faces a 
wide range of different challenges in a changing environment for individual mobility” 
(BMW, 2012, p. 15) 
 
The Individual 
To begin with, this interview partner works for BMW in a location with around 25 
employees. According to her opinion she belongs to front-line employees and has a 
work experience of 5 years. 
 
Work Motivation 
Then, when asked for the reasons to work for this organization our interview partner 
named “many possibilities”, the “good image of BMW”, and “that one can be proud of 
working for BMW”. Furthermore, concerning her work motivation she told us that 
“making the customer happy” is important for her. At this point she specifically made 
clear that money is not a motivation for her as her salary is “not that good”. 
Consistently, she then stated that “making the customer happy” is her main motivator 
for carrying out her job. 
 
The effect of Mission & Vision 
On the one hand, referring to the organization’s mission interviewee 5 explained that “it 
does not motivate” because “BMW does not support us enough”. Here, she specifically 
referred to the company stating to be a “premium car producer” but not living up to that 
as sometimes “parts are not deliverable” which then leads to clients being “angry at us 
because of that”. Finally, our interviewee partner mentioned that having to “deal with 
customers directly” might be a reason for her opinion and that “Probably people in 
other positions experience this differently”. 
 
On the other hand, when it came to the vision interviewee 5 pointed out generally that 
“ future plans are always more motivating”. Then, she referred more precisely to 
BMW’s vision hoping that the organization “is going to change many things in favor of 
the costumers”. In more detail, she stated that it shows that they “deal with the 
problem”. To close, due to these reasons our interview partner underlined that “it 
definitely motivates me more than the mission”. 
 
Additional Information 
To finish, interviewee 5 declared that “instead of just stating it” the company should 
“ really live being a premium producer”. Besides, she also made a point saying that 
“everything is always perfectly presented for the costumer but how it works in reality is 
our problem in the end”. 
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Interviewee 6 
Carat Media - Employees: 5,000 (Carat, n.d.) 
Mission: “We are the world leading independent agency network for strategic 
communication consulting, media planning and –purchasing as well as market leader in 
the areas digital- and special advertisement.” (Carat, n.d.)  
Vision: “The development of digital technologies and the changing consumer behavior 
have reached an incomparable complexity today. In the same time they offer manifold 
new possibilities for our customers. Media today is an ecosystem that includes the areas 
bought, owned and earned. In this new era, we take the pioneering role once more by 
taking new paths and redefining the value of media.” (Carat, n.d.)  
 
The individual 
Interviewee 6 has been working for three month at Carat Media. At her location, the 
company has around 300 employees and she considers herself to work on the middle 
management level. 
 
Work motivation 
Interviewee 6 explains she works for the company because the job combines earlier 
education and interesting customers with a really good reputation of the company. 
Furthermore, she was positively influenced by the assessment center, where she got in 
touch with her co-workers and had a really good first impression. Considering her 
concrete motivation, she explained that she learns a lot and has the feeling that people 
trust her. She stated that this certain level of responsibility as well as her team and flat 
hierarchies motivate her. In addition to that she thinks that the job is future oriented. 
Being more concrete, she stated that her colleagues and the good future job possibilities 
are her main motivators. 
 
The effect of mission and vision 
As a reaction to the mission question, interviewee 6 responded: “Yeah, well, the `market 
leadership` I´d say yes it has influenced me because I know when I do something or 
learn something that it`s on the newest stage and that it´s not some kind of underdog 
media agency.” She added that it motivates to know that she works for a good 
company. Nevertheless, she added that the motivational impact is not really strong, 
more 20% than 80%. 
 
Considering the vision, interviewee 6 feels partly motivated by it. Especially the digital 
market leadership motivates her and knowing that what she learns is something with 
future value. But on the other hand, she feels that the vision seems to be kind of 
“attached” and that it is not really salient in her daily business. Her concluding remark 
was that it is a little more distant than the mission. 
 
Additional thoughts 
As a suggestion interviewee 6 added: “I think that it has to be carried more by the 
management. They try to do that with us as well (you have once a month big meeting 
with the CEO and they try to be close to the employee) but somehow that`s missing a 
little bit.”  She thinks that the motivating effect could be greater if the employees knew 
that higher positions recognize what they do in their daily work. Considering 
differences between job levels she adds: “Yes, I do believe that when you`re in a higher 
position you work more future orientated because then you have to guide the company 
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and anticipate where it`s going.” But in contrast to that she thinks that for “normal” 
employees it gets a little bit lost in the daily job routine. 
 
 
Interviewee 7 
BMW – Employees: around 120,000 
Mission: “Our mission statement up to the year 2020 is clearly defined: the BMW 
Group is the world’s leading provider of premium products and premium services for 
individual mobility”( BMW, 2012) 
Vision: “We presented our strategy to the public back in autumn 2007 – with a vision 
for the year 2020. The aim is to prepare the BMW Group for the future, as it faces a 
wide range of different challenges in a changing environment for individual mobility” 
(BMW, 2012, p. 15) 
 
The Individual 
To continue, interviewee 7 works for BMW and has a work experience of two years. 
Furthermore, she belongs to the middle-management category and is active in a location 
which comprises staff of around 1,500 persons. 
 
Work Motivation 
Moreover, regarding the reasons she works for this organization she mentioned amongst 
others “the product” with reference to the cars. Additionally, she also indicated that it 
was her “personal preference” as she stands behind the product and would “recommend 
it to friends and family”. Last but not least, our interview partner also emphasized that it 
is “fun to work in an automotive company”. Then, talking about her job motivation she 
made clear that she feels motivated “to support my colleagues” which she also stated as 
her main motivator. 
 
The effect of Mission & Vision 
On the one hand, interviewee 7 made quite clear that the mission has a motivating 
influence on her as she states: “It is of course a motivation to see that we continuously 
build even better and trendy cars”. In the following, she connected this aspect with “ job 
security” which she believes “makes people happy”. Finally, our interview partner also 
underlined that to “have a job in the future” also comes along with the possibility of 
“grow(ing) with the company”. 
 
On the other hand, also regarding the organization’s vision interviewee 7 answered “I 
am personally motivated” and linked that to stimulating her “personal development” 
and daily improvement. Moreover, she also described that the connection between her 
goals and those of the business is close “I think it is important that an organization sets 
clear goals because it means for me that I can also set clear goals for myself”. 
 
Additional Information 
When it came to further thoughts and ideas interviewee 7 suggested that the mission & 
vision statement could “refer more to the single employee”. However, she still 
considered it possible to “transfer the mission and vision to staff”. Besides also 
mentioning “money” as a motivator she believed that at least at BMW there are no 
“different levels of motivation” for “ employees in different positions”. She based that on 
having “a huge motivation only due to the brand”.  
 



36 
 

Interviewee 8 
Deutsche Bahn - Employees: more than 300,000 (Deutsche Bahn, 2015) 
Mission: “We are a world leading mobility and logistics company.” (Deutsche Bahn, 
2012) 
Vision: “ We are becoming the world's leading mobility and logistics company.“ (Deutsche 
Bahn, 2012)  
 
The individual 
Interviewee 8 is employed in a middle management position at the German railway 
enterprise Deutsche Bahn. She has been working in this position for four month and 
around 2000 employees work at her location 
 
Work motivation 
Interviewee 8 expressed that she works for this company because she is impressed by its 
strategy and thinks that it is one of the best employers in Germany. Furthermore, the 
company´s focus on European expansion fits her personal development and education. 
She is motivated by her interest in the work itself and by the challenging and diverse 
character of the job. In consistence with this, she also considers the job-design as her 
main motivator. 
 
The effect of mission and vision 
Asked about the mission of Deutsche Bahn, she replied as follows: “Yes, it absolutely 
influences me because it also makes me proud knowing that I work for a business that is 
leading worldwide”. Interviewee 8 feels that this definitely motivating even though 
there are other things that motivate her even more. She adds that the motivating effect of 
the mission does also correspond with her main motivation. 
 
Furthermore, the vision also influences her really strongly: Besides being happy about 
having the possibility to work in this position, interviewee 8 adds: “A business that has 
ambitious goals like the vision is very motivating to me because I can find myself rather 
than in a company not setting extraordinary goals.” She also points out that employees 
can only be motivated when they know the company's mission & vision and when it is 
realistic and ambitious. 
 
Additional thoughts 
In the last part of the interview she came up with another aspect to look at when dealing 
with the issue: “I`d be interested in knowing how staff motivation is affected when you 
reach a point at which it becomes clear that the vision won´t be reached. What happens 
then? Does it turn into de-motivation or are people motivated anyhow or whatever…?” 
 
 
Interviewee 9 
Daimler - Employees: 279,900 (Daimler, n.d.) 
Mission: “As the inventor of the automobile, we have shaped mobility to a great extent with 
groundbreaking innovations and outstanding vehicles. We aim to continue playing our 
pioneering role with the ongoing development of mobility – especially in the areas of safety 
and sustainability.” (Daimler, n.d.) 
Vision: “Our overriding corporate goal is to achieve sustainable profitable growth and 
thus to increase the value of the Group. We strive to achieve the leading position in all 
our businesses.” (Daimler, n.d.) 
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The individual 
Respondent number nine works for the German car manufacturer Daimler as well. She 
has been in a middle management position for one and a half years now and there are 
28,000 people employed at her location 
 
Work motivation 
Asked about the reason for working at Daimler, she replied that she really likes cars and 
that Mercedes-Benz is the top company for her. Besides her enthusiasm for the brand 
she mentioned the aspect of job security as a reason to work for Daimler. Interviewee 9 
feels motivated by the position she has because she likes being concerned with strategic 
issues and can take influence on car projects a lot: “I have a lot of responsibility and 
can, for example, influence when a market launch takes place. “ As the main motivator 
for performing her job she named “making progress in my job and career.”  
 
The effect of mission and vision 
Considering the influence of the mission on her motivation she firstly referred to the 
successful history of the company and the responsibility she connects with that: “It 
influences me in giving the best because many things have been done in the past so that 
the company is where it stands today.” She thinks that the current generation needs to 
continue working hard in order to keep the leading market position of Daimler. 
“Therefore, it is my inner motivation to give my best in order to fulfill this mission.” 
She adds that it motivates to see that she is a small piece of the whole. 
 
Talking about the vision she firstly admitted that striving for pioneering tasks seems to 
sound utopian to a certain extent. Nevertheless, the various fields where the company 
tries to reach a leading market position motivate her as well as the circumstance that the 
company offers her possibilities for personal development. She concluded the part about 
the vision with a remark: “I think especially in our field goals have to be ambitious to 
motivate and the vision is not too utopian.” 
 
Further thoughts 
In the last part of the interview she argued that such topics may be formulated in a 
heroic way. Thereby, the company can develop something that gives all employees the 
feeling of being part of the whole. In addition to that she thinks that there is difference 
between company sizes and that such statements are probably more useful within big 
enterprises than in small or medium sized companies. Also considering the job level she 
sees a varying significance, stating: “I definitely think that mission and vision are more 
important for workers in higher positions because, for example, front line employees in 
the workshop have really little direct influence on strategic goals.” 
 
Interviewee 10 
L’Oréal – Employees: around 70,000 
Mission: „For more than a century, we have devoted our energy and our competencies 
solely to one business: beauty. We have chosen to offer our expertise in the service of 
women and men worldwide, meeting the infinite diversity of their beauty desires. We are 
committed to fulfilling this mission ethically and responsibly” (L’Oréal, n.d.) 
Vision: “Our ambition for the coming years is to win over another one billion 
consumers around the world by creating the cosmetic products that meet the infinite 
diversity of their beauty needs and desires” (L’Oréal, n.d) 
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The Individual 
This interview was conducted with an employee of L’Oréal. The location where she 
works comprises some 400 employees and our interview partner can look back to a 
work experience of 3 years. Finally, when it came to a self-evaluation regarding our 
categories interviewee 10 made clear to be part of the middle-management. 
 
Work Motivation 
By extension, concerning the reasons to work for this business the employee named that 
it “offers much more possibilities” for her than other organizations. Additionally, also 
the fact that L’Oréal is a “well recognized global brand” plays an important role. 
Finally, she also made clear that it is a “challenge to work there”. Then, when it came to 
her job motivation she indicated to be motivated by contributing to the “success of the 
whole company”. As a further aspect, interviewee 10 mentioned the “really ambitious 
goals” she tries to reach and that the “competition is strong”. To clarify, she explained 
that she feels motivated by “beat(ing) the competitors” and that her work “contributes 
to the overall company results”. Finally, when it came to the main motivator she first 
named the “surrounding and the people I deal with” and second “reaching the goals” 
she sets for herself. 
 
The effect of Mission & Vision 
On the one hand, concerning how the company’s mission influences the interviewee’s 
motivation she answered “not really much”. However, our interview partner said that it 
is motivating “to see the development of a product and how it finally enters the shops” 
but that the motivation “is not really connected to the mission statement”. As a reason 
she underlined that “there are so many other, more tangible problems and questions” 
she has in mind and concludes that she therefore does not think of the mission statement 
all the time.  
 
On the other hand, contrary to the low motivating effect of the mission she stated that 
“ this vision is really motivating”. While first being in doubt whether or not the vision 
“could be reached” she pointed out that after getting to know the business she now feels 
“definitely really motivat(ed)”. Moreover, interviewee 10 also explained that having a 
“common idea among all our employees worldwide” is important and that she feels 
motivated by knowing that “all work together in order to reach this big goal”. To sum 
up, although she said “this vision is a bit faraway” our interviewee emphasized that 
“having really ambitious goals is part of the corporate culture of the company”. 
 
Additional Information 
Finally, suggesting further ideas respectively remarking additional thoughts she 
explained that she is aware of the mission & vision and that it is “important to identify 
with them”. Though, she mentioned once more that “especially at the beginning it is 
hard to incorporate […] the vision”. Nevertheless, interviewee 10 stated again that it is 
motivating to “personally contribute to reaching the goals the company has” and less 
“ reading the mission”. To close, regarding other job positions and referring to top-
management she guessed that “mission and vision are more important” because “they 
are responsible for leading the whole company and have a huge responsibility”. 
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Interviewee 11 
Small Size Company in Sweden - Employees: 9 
Mission: “We are offering the best biological investigations and analysis.” (Source: 
company website) 
Vision: “Long-term company growth (Market, Revenue, and People) and becoming the 
Number 1 consultant in northern Sweden” (Source: company website) 
 
The individual 
Interviewee 11 has been the CEO of a company with nine employees for half a year. 
 
Work motivation 
Considering her work motivation, interviewee 11 named two reasons: First of all, she 
likes the business and the field the company is working in. Secondly, she stated that she 
gets along with the people in business better than with those working in municipalities 
or universities. Furthermore, she likes the people she works with. Asked about her 
concrete motivation, she pointed out that results motivate her as she is a very results 
driven person. The other part for her is enjoying what she is doing: “It is passion and 
satisfactory taking a project from A to Z.” Talking about her main motivator she also 
stated enjoying what she is doing and added that this aspect is much more important for 
her then, for example, money. 
 
The effect of mission and vision 
Interviewee 11 feels motivated by the company`s mission as she states: “I need to be on 
my toes all the time because it is a competitive business and in order to get the jobs you 
want you have to have the best track record.” She adds that the desire for doing the best 
job motivates her whole company. As a concluding remark with regard to the mission 
she said: “So I have this mission in mind and it motivates me in performing my job.” 
 
When it comes to the vision she admitted that her company has no well-defined vision. 
Nevertheless, she thinks that she and her employees are influenced by a certain spirit. 
But though they have some long term goals the mission is more important for her. As 
she puts it, “The vision for the next ten years is kind of bleak”. 
 
Further thoughts   
When reconsidering the before mentioned aspects, interviewee 11 came to the 
conclusion that she should probably define the vision of her company better. She thinks 
that “if you have a well-defined vision it is more likely that me and my colleagues 
actually think of it while working.” She adds that the company is missing a clearly 
defined outline for the coming years and that a vision would be beneficial. She also 
reflected on the differences between company sizes stating that “In a large company 
mission and vision are probably much more important, because here I can just talk to 
my colleagues every day.” With regard to different job positions she stated: “Mission 
and vision should also be equally important to me as CEO and to my employees.” 
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Interviewee 12 
Small Size Company in Germany - Employees: 3 
Mission: “We organize professional fairs and events. Currently, we focus on high-
quality end-consumer events in the areas nutrition and health” (Source: company 
website) 
Vision: “We steadily develop us and our events further to account for changes in the 
industry and society” (Source: company website) 
 
The Individual 
To start, this time our interview partner works for a small size company in Germany. 
The business has currently three full-time employees and was founded half a year ago. 
That leads to her job experience of six month. Finally, when it comes to the 
classification of the job position the interviewee belongs to the top-management. 
 
Work Motivation 
Then, looking at reasons for working for, respectively founding this specific company 
our interview partner made clear that he saw a good opportunity as she received a good 
offer. However, more generally speaking she pointed out that reasons for her self-
employment are on the one hand “making money” but on the other hand also “self-
actualization plays a big roll”. Furthermore, the interviewee sees motivation for 
carrying out her job in two aspects. Firstly, “earning money” was mentioned. Secondly, 
she also underlined that it is her “passion to work in this field”. Finally, interviewee 3 
did unfortunately not make a decision regarding her main motivator but stated instead 
that “money” and “the nature of the job” are each to 50% her motivation. 
 
The effect of Mission & Vision 
On the one hand, our interview partner laid out that “this mission does definitely 
motivate me”. In addition, she emphasized that she likes “the content of the fairs” they 
handle. 
 
On the other hand, also referring to the influence of the vision interviewee 3 expressed 
that “this vision strongly influences my motivation”. Additionally, she explained that the 
thought of growth and becoming “market leader” is something that motivates her “to a 
high extent”. 
 
Additional Information 
Last but not least, our interview partner thought about the motivating influence of 
mission & vision with regard to different job positions. More specifically, she indicated 
that “there is a difference between being employed and running a company”. To close, 
at this point she emphasized once more that her motivation is “much higher” due to 
owning a part of the company. 
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5 Analysis 
 
In this chapter we are going to apply the template analysis attempt as presented in 
chapter 3.6.2 in order to analyze the data we have gathered. Thereby, we went through 
the different steps and stages of a template analysis as outlined in the following:  
 
 
5.1 Categorizing 
 
In accordance with the insights we have gained from the literature review and our 
conceptual model we developed two templates that include the categories of interest. 
Those two categories are the individual motivation  on the one hand and the influence 
of the mission & vision on the other. For both of these categories, a template was 
developed. As mentioned before, this categorization helps us to analyze the data we 
have gathered from the interviews.  
 
 
5.2 Development of Templates 
 
The aim of templates is assigning units of data (=excerpts from the interviews) to the 
two categories. Therefore, codes needed to be developed that describe the different 
aspects of the categories. In the end, the template presents a set of codes for each 
category that can be used to analyze the data.  
 
 
5.2.1 Motivation Template Developed 
 
The motivation template aims at illustrating how the individual interviewees are 
motivated. This happens in accordance with the conceptual model that describes the 
individual motivation as the first step. 
 
During the interviews we asked the questions “Why do you work for this company?”, 
“What motivates you in performing your job?” and “What is your main motivator?” The 
aim of asking these questions was getting a broad impression of the individual 
interviewee's motivation. The challenge was then to interpret and to classify this 
information. The aim of this action was finding patterns that can in a second step be 
connected to the influence of mission & vision. Furthermore, the key for analyzing the 
information about motivation is the literature review, mainly chapter 2.2. With the help 
of this theoretical framework, we gained a broad knowledge about different 
motivational theories. These theories do now help us to develop a way of analyzing our 
data. 
 
At first sight, it becomes clear that content theories are suitable to analyze our data as 
we asked the question “What motivates you […]”. In chapter 2.2.2 we argue that 
content theories are concerned with the question of what motivates individuals, while 
process theories deal with the question of how motivation occurs. Therefore, we took 
the just mentioned content theories into consideration. 
 
As the table in chapter 2.2.6 illustrates, there are certain similarities between these 
theories and they can all be summarized within the dimensions intrinsic and extrinsic 
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motivation. An analysis with regard to all theories was considered not feasible within 
the constraints of this thesis. Therefore, we decided to choose one of the theories in 
order to apply it. Taking the similarities and connections between the presented 
motivational theories into account, this was considered to be convenient. After having 
reviewed the different theories again, our final decision for one of them was mainly 
influenced by the character of the data we collected. As a result of the semi structured 
way of interviewing, the information we had received was quite diverse and 
comprehensive. Therefore, we decided to make use of Maslow’s (1954) hierarchy of 
needs theory as it includes the highest number of motivational aspects and is most 
comprehensive. 
 
Another point that influenced our decision in favor of Maslow (1954) is the work 
provided by Furnham (2005) that is also part of the literature review. As a matter of 
fact, motivational theories have not been developed in an organizational context. 
Nevertheless, this thesis is concerned with work motivation and needs to make this 
connection. In his book The Psychology of Behaviour at Work, Furnham (2005) 
describes this dilemma and applies Maslow's motivational theory to organizational 
contexts (p. 281). The author describes how each of Maslow’s needs can be applied in 
an organizational context. Therefore, though our codes are based on Maslow (1954), we 
use the organizational application by Furnham (2005) in our Template. 
 
In addition to this detailed classification, we also refer to the broad aspects intrinsic and 
extrinsic motivation. The transition between these two extremes is fluid; therefore we 
do not have a clear parting line between them in our illustration. Nevertheless, this 
broad division is considered to be helpful in identifying broad tendencies in the analysis. 
 
In contrast to that, the five different motivational aspects stand separately from each 
other. This is the case because also the initial work by Maslow (1954) considers them 
separately. Finally, the codes that we have developed combine the two ways of 
identifying individual motivation. This becomes clear when looking at the codes 
themselves: The first letter indicates the motivational level according to 
Maslow/Furnham, while the letter after the underscore indicates whether this motivation 
is considered to be intrinsic or extrinsic. These contrasts are also illustrated by the color 
of the codes: the darker blue they are, the more intrinsic is the motivation. 
 
The names and the allocation of the codes within the category motivation  is presented 
in the visualization of the motivation template: 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 6 – Motivation 
Template 

(Source: own illustration) 
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5.2.2 Mission & Vision Template Developed 
 
To continue, the mission & vision template was created in order to illustrate the impact 
of a company’s mission respectively vision on its employees. Referring back to our 
conceptual model, at this point we are talking about the second step. 
 
Furthermore, during our interviews we read out the mission statement of the respective 
company to the according interview partner. After that they were asked “How does the 
mission influence your motivation?” Because we found out during the test runs of our 
interview guide that many interviewees try to prove if the mission is accurate or not 
instead of relating it to their motivation we kindly asked them beforehand to really focus 
on the influence the mission has on their motivation. This procedure was repeated for 
the vision by asking: “How does the vision influence your motivation”. 
 
Then, in order to be able to measure the influence of the mission respectively vision we 
came up with three different levels. In favor of simplicity we stuck to what we call “the 
traffic light system” meaning that a “high” influence of the mission or vision is shown 
in green. Coherently, a “medium” influence of the mission respectively vision is 
presented in yellow and a “low” influence of the mission or vision in “red”. In addition, 
this system is reflected by the codes we have developed. Also regarding those we kept it 
simple in order to make the template reader friendly. That means we used the first two 
letters of each word in order to create the code. Therefore, “MI_HI” basically says that 
the MIssion has a HIgh influence on the motivation of the respective worker. By 
extension, the development of the other codes worked accordingly.  
 
When looking at the responses to the interviews, one can determine that there was no 
case where mission & vision had a de-motivating effect on the interviewee. That means 
that the influence was either highly motivating, medium or low, respectively not 
motivating. This circumstance does explain why a negative influence is not included in 
our template. Trying to explain why we have gotten this result, we considered part 
2.2.6, where we argued that mission and vision can be considered as motivators with 
regard to Herzberg’s two factor theory. As Furnham (2005, p. 334f) describes, 
motivator factors satisfy motivator needs. Scheuer (2000, p. 100) adds that motivators 
lead to a positive motivation towards work. But on the other side, motivators do not lead 
to dissatisfaction nor de-motivation when they are not present. We are convinced that 
this theory applies to mission & vision. To close, the following illustration clarifies this 
paragraph.  
 
 
 
 
 
 
 
 
 
 
5.3 Application of Templates 
 

Figure 7 – Mission & Vision 
Template 

(Source: own illustration) 
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In a next step, the templates are applied: The starting point for this application was the 
individual interviewee, as our work is focused on the differences and similarities 
between individuals. In the table, they are reflected by the numbers 1 – 12 in the first 
column. Furthermore, a code for each category was allocated to every respondent. This 
allocation is based on the evidence from our empirics and underlined with citations in 
the table. 
 
 
5.3.1 Motivation Template Applied  
 
The following table illustrates the application of the motivation template. For every 
interviewee, a code concerning motivation is assigned. The empirical information 
originates mainly from the answers we have gathered with the questions about 
motivation. We do primarily focus on the interviewees’ main motivation. The citations 
presented are the most significant ones with regard to the issue and do also reflect the 
personal impression we had during the interviews. The decision which code was 
assigned to which interviewee was based on the insights we have gained from the 
literature. In some cases the individual’s motivation could be identified easily: 
interviewees three and four stated that “money” (personal communication) is her main 
motivator. According to Furnham (2005, p. 286) this statement indicates a motivation 
by extrinsic low-order needs. Our template assigns the code CW_E for this motivational 
category. Looking at another example, interviewee 12 mentioned self-actualization and 
passion as her main motivator (personal communication). Therefore, she was assigned 
the code SA_I that describes exactly this intrinsic kind of motivation. 
  
Table 2 – Applied Motivation Template 
 

Interviewee Empirical information Code 

1 "I wanted to have a social job where I can get in touch with people" CW_E 

2 
"But also contact with my colleagues which is very special in this job as 

we don`t only work but also live together" 
CW_E 

3 "Money" S_E 

4 "Money" S_E 

5 "making the customer happy" PA_I 

6 "[...] also my team and a flat hierarchy" ; "colleagues" CW_E 

7 "to support my colleagues" PA_I 

8 "My interest in the job itself and also that it is challenging and diverse" PA_I 

9 "Making progress in my job and career" PA_I 

10 
"Seeing that we can beat the competitors and that my work contributes 
to the overall company results satisfies me a lot" "reaching the goals 

that I set for myself" 
PA_I 

11 
"I enjoy what I am doing" ; "It is a passion and satisfactory taking a 

project from A to Z" 
SA_I 

12 "passion" ; "[...] self-actualization plays a big role [...]" SA_I 

(Source: own illustration) 
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5.3.2 Mission & Vision Template Applied 
 
In this chapter one can see the applied mission & vision template. Once more, we 
arranged the respective interviewees from one to twelve which can be seen on the left 
hand side. In a second step we analyzed the interview material and assigned units of 
data in form of quotations. These units come from the interviewees’ answers. In a third 
step, we attached the according code which is to be found in the template. 
 
Looking at the table more closely it becomes clear that we found out that some 
interview partners are influenced strongly respectively low by their organization’s 
mission. Then, for others we identified a medium influence. That is the case for the 
following reasons. 
 
To clarify, we assigned interviewee 4 with the code MI_LO expressing a low influence 
of the mission on her motivation. We did so because we found out that missions fail, 
among other things, because what they promise “appears to have been broken often 
before the ink is dried” (Bart, 1997, p. 12). Relating this to the response of interviewee 4 
namely “I can't see anything there (in the statement) of what is going on inside the 
company” (personal communication) it is obvious that here the mission failed. Finally, 
in this context Bart (1997, p. 12) also talks about “mission ambiguity” which has 
occurred in this example. Although, not in the sense of the mission being unclear or not 
evident but though in the sense of communicating something else to the outside than 
what is happening inside the organization. 
 
Then, focusing on interviewee 9 one can see that the influence of the mission on her 
motivation is high (MI_HI). This is due to the fact that she mentioned during her 
response to be aware of being “a small piece of the big whole” and that she has to work 
hard in order to establish the organization’s “market position” (personal 
communication). Additionally, she refers to the successful past of the business 
expressing that “many things have been done in the past so that the company is where it 
stands today”. We argue that in her response it becomes clear what Bart (1997, p. 9f) 
argues namely that the whole organization “acts in concert” and that the mission 
provides “guidance.” The latter is emphasized by interviewee one’s answer that also 
assigns a high mission influence. In particular, Bart (1997, p. 9) explains that the 
mission accomplishes to motivate staff amongst others by “giving organizational 
members some security of direction”. Because the interview partner told us that having 
“the mission in the back of my head” makes her feel proud when being approached by 
clients regarding difficult topics such as company scandals we see a fit at this point 
between theory and practice. 
 
Finally, assigning someone with MI_ME and thus indicating a medium influence of the 
mission on the employee’s motivation is more difficult. This is true because theory on 
corporate missions is either black or white meaning that it states a motivational 
influence or none. This fact makes it hard to classify interviewee 2 and 6. Especially 
when only looking at some pieces of text from the interview. Therefore, we want to 
stress at this point that this allocation reflects our impression of the interview as a 
whole. 
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Table 3 – Applied Mission Template 
 

Interviewee Empirical information Code 

1 
"I can feel proud because I have the mission in the back of my head. 

So yeah, I'd say it affects me" 
MI_HI 

2 
"The mission doesn`t have a huge impact but to some extent I`d say 

yes, a positive effect" 
MI_ME 

3 
"Referring to my main motivation (money) the mission is not very 

salient" ; "so rather no" 
MI_LO 

4 
"I can`t see anything there (in the statement) of what is going on inside 

the company. I can`t identify with it." MI_LO 

5 "It does not motivate because BMW does not support us enough" MI_LO 

6 
“[…] I’d say yes it has influenced me […]” "Well, it doesn`t have a big 

influence […]" 
MI_ME 

7 "It is of course a motivation" MI_HI 

8 "Yes, it absolutely influences me [...]"; That is absolutely motivating [...]" MI_HI 

9 
"It influences me in giving the best [...]" ; "Therefore, it is my inner 

motivation to give my best in order to fulfill this mission" 
MI_HI 

10 
"It is a motivation to see the development of a product and how it finally 

enters the shops. But this motivation is not really connected to the 
mission statement" 

MI_LO 

11 
"So I have this mission in mind and it motivates me in performing my 

job" MI_HI 

12 "So this mission does definitely motivate" MI_HI 

(Source: own illustration) 
 
By extension, the application of the vision template worked the same way as that of the 
mission. Having a closer look on the template we want to explain WHY the interview 
partners have been clustered as below. For this purpose some examples are explained.  
 
Interviewee 2, for instance, is assigned with the VI_LO code meaning that the vision 
has a low influence on her motivation. This is because she questioned the possibility to 
reach the vision “is that possible at all?” (personal communication) which is not in line 
with Locke and Latham’s goal theory. They argue that people must be committed to the 
goal and truly try to attain them and that commitment is highest “when people think 
they can attain the goals” (Locke & Latham, 1990, p. 240). 
 
Then, contrary to the above and having a closer look on interviewee 8, we allocated 
code VI_HI to her meaning that the vision has a high influence on her motivation. We 
did so because she indicated to feel influenced really strongly on the one hand, but also 
because she mentioned that “a business that has ambitious goals like the vision is very 
motivating to me” (personal communication). This in turn is coherent with Locke & 
Latham (1990, p. 240) stating that difficult respectively ambitious goals lead to higher 
performance than easy goals. 
 
Finally, where we have indicated that the influence of the vision is medium (VI_ME) 
there was some more interpretation necessary of course. This is due to the fact that 
theory does not state what a medium effect is but rather is it our understanding that 
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somebody is only influenced to some extent if she says, for instance, “Partly I feel 
motivated” (personal communication) like interviewee 6. 
 
Table 4 – Applied Vision Template 
 

Interviewee Empirical information Code 

1 "In some way it motivates but it's hard to say like…" VI_ME 

2 
"On the one hand it has to be ambitious but of course you ask yourself: 
is that possible at all?"; "Everyone has it in mind but the mission has a 

bigger influence." 
VI_LO 

3 
"In my position I wouldn't confirm that the vision drives respectively 

motivates me" 
VI_LO 

4 
"To the outside it's presented as a big thing but it's not necessarily the 

case internally" 
VI_LO 

5 "It definitely motivates me more than the mission" VI_ME 

6 
"Partly I feel motivated."; "But, I find the vision is always a little bit 

‘attached' and isn`t really salient in daily business." 
VI_ME 

7 
"The vision tells me that not only I personally am motivated to stimulate 

my personal development but also from company side I can see that 
people want that I improve daily" 

VI_HI 

8 
"Influences me really strong."; "And a business that has ambitious goals 

like the vision is very motivating to me [...]"  
VI_HI 

9 
"The company offers many places where I can contribute in order to 

fulfill this vision. These possibilities for personal development are also 
motivating." 

VI_HI 

10 "This vision is really motivating [...]" VI_HI 

11 
"The problem is that we haven't got a well-defined vision, but we have it 

in spirit with us all the time, so it influences us."; "[...] the mission is 
more important for us."  

VI_ME 

12 "This vision strongly influences my motivation" VI_HI 

         (Source: own illustration) 
 
5.4 Identification of Relationships  
 
In accordance with the methodology chapter, the final stage of the analysis is the 
identification of relationships. As shown with the help of the conceptual model, the aim 
is bringing the two categories individual motivation and the influence of mission & 
vision together. This relationship is also the one the research question is concerned with. 
Therefore, the results of the template analysis are brought into relation in order to 
identify patterns and to explain why they occur. The analysis of the following table does 
also provide us with the necessary information needed to deal with our sub - topics and 
to finally answer the research question itself. 
 
The table presents the results from both templates next to each other, as well as 
information about the job position of every employee, which is considered to be vital 
for the analysis. Thereby, “FL” stands for front line employees, “MM” means middle 
manager and “TM” represents top manager. Considering the individual job 
characteristics, we have reviewed the results from the interviews in our overview. It 
became clear and was also our impression from the interviews that the job position of 
the interviewees was the most outstanding component. The other aspects we focused on 
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like the work experience and the company size played only a minor role when we asked 
about mission, vision and motivation, while many interviewees saw connections to 
different job positions. Therefore we decided to focus on this aspect and to include the 
factor job position in the following table.  
 
Table 5 – Relationship Table 
 

Job Position Interviewee Motivation Mission Vision 

FL 1 CW_E MI_HI VI_ME 

FL 2 CW_E MI_ME VI_LO 

FL 3 S_E MI_LO VI_LO 

FL 4 S_E MI_LO VI_LO 

FL 5 PA_I MI_LO VI_ME 

MM 6 CW_E MI_ME VI_ME 

MM 7 PA_I MI_HI VI_HI 

MM 8 PA_I MI_HI VI_HI 

MM 9 PA_I MI_HI VI_HI 

MM 10 PA_I MI_LO VI_HI 

TM 11 SA_I MI_HI VI_ME 

TM 12 SA_I MI_HI VI_HI 

         (Source: own illustration) 
 
Relation between employee motivation and job position 
One of our sub topics was if there is a relationship between different job characteristics 
and the respective individual’s work motivation. When analyzing our results in the 
table, one can actually identify a tendency towards different levels of motivation among 
different job positions. The front line employees among our interviewees are mostly 
extrinsically motivated, striving for money or being motivated by a good work 
atmosphere. On the other hand, the interviewees working in higher positions, namely in 
middle and top management are almost all intrinsically motivated. That means that their 
main motivators are achievements and self-actualization.  
 
Relation between extrinsic/ intrinsic motivation and influence of mission 
When looking at the individual motivation and the influence of the mission on 
motivation, one can also identify interesting patterns. It is striking that the influence of 
the mission is high among almost all interviewees who are intrinsically motivated. On 
the other hand, the mission’s influence on people who are extrinsically motivated is 
mostly low or medium. This indicates that people who strive for self-actualization or 
achievement are more motivated by their company’s mission then people who feel 
extrinsically motivated. 
 
 
Relation between extrinsic/ intrinsic motivation and influence of vision 
A similar picture occurs with regard to the vision’s influence on the different 
interviewees. Those who are extrinsically motivated explained by trend that the vision 
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influences them only medium or low. While intrinsically motivated persons mostly 
considered the vision to have a high influence on their motivation. 
 
Relation between job position and the influence of the mission 

To move on, when it comes to the relation between job position and the influence of the 
mission on the interviewees’ motivation one can identify another pattern. The analysis 
shows that people working in higher position (like middle-management and top-
management) seem to be more influenced by their company’s mission than staff on 
lower positions (such as front-line employees). 
 
Relation between job position and the influence of the vision 
In addition, the picture of the relation between job position and the influence of the 
vision on staff’s motivation is similar to that of the mission’s influence. More precisely, 
also the vision has a higher influence on workers in higher positions (middle- to top-
management) than compared to front-line employees. 
 
 
6 Conclusion 
 
This last chapter aims at closing the thesis and is structured as follows: It starts 
summarizing and bringing together the findings. Thereby, the research question will be 
answered. The chapter continues discussing the practical and theoretical implications 
and possible contributions of our findings. Before ending the thesis with 
recommendations for further research, we critically reflect on strength and weaknesses 
of our work. 
 
 
6.1 Summary of Findings & Answering the Research Question 
 
The review of various literature and our own experiences have shown that the mission 
& vision of companies attract a lot of attention nowadays – both in the educational and 
the business context. Nonetheless, the literature on the topic provides everything but a 
homogeneous picture and a lot of criticism on the concepts of mission & vision can be 
found. In addition, our own experiences created curiosity about the issue. 
 
Hence, the purpose of our research was to develop a more profound understanding of 
the concepts of mission & vision and to find a relationship to employees’ work 
motivation. The resulting research question was: How does the mission & vision of a 
company influence the work motivation of its employees? 
 
In order to answer the research question, we have dealt with a number of sub topics that 
are discussed in the previous chapter. After having focused on these issues, we 
summarized all our findings in one chart that gives us the possibility to identify patterns 
and to draw conclusions: 
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Figure 8 – Concluding Illustration 

 
         (Source: own illustration) 
 
The chart combines the individual motivation (on the vertical axis) with the influence of 
mission & vision (on the horizontal axis). The black circles (mission) and squares 
(vision) present the results for all our twelve interviewees. Thereby, the abbreviations 
FL (front line employee), MM (middle manager) and TM (top manager) indicate the job 
level of the respective persons. The three bubbles (red, yellow, green) illustrate areas 
where the findings are concentrated whereby the green bubble is the biggest indicating 
the biggest concentration. In addition, the illustration shows that we could not identify a 
significant difference between the influence of missions and the influence of visions. 
Therefore, we do not make a difference between the two concepts in our conclusion. 
 
A conclusion we draw is that mission & vision have by trend a lower influence on 
extrinsically motivated persons. This correlation becomes clear when looking at the red 
bubble. We can also see that this conclusion mainly applies for front line employees. 
 
Looking at the other end of the chart, namely the green bubble, we draw the conclusion 
that intrinsically motivated people are highly influenced by the mission and the vision. 
The interviews have shown that mission & vision do boost the motivation of those 
people. They strive for achieving the vision and have internalized the mission. 
Combining this finding with the respective job position, we identified that only middle 
managers and top managers can be found in this area. 
 
Applying these two general conclusions to the research question, we found out that the 
influence of mission & vision cannot be generalized. The motivational influence of 
mission & vision varies due to individual factors. Therefore, our main research 
question: “How does the mission & vision of a company influence the work motivation 
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of its employees?” cannot be answered with a single, general statement. Instead of that, 
the key for answering the question lies in the individual motivation.  
 
In particular, we conclude that a company’s mission & vision can have a 
motivating influence on its employees. But, this does only apply for intrinsically 
motivated workers, who can mainly be found in top and middle management 
positions. Their motivation is boosted by their company’s mission & vision. 
 
On the other hand, a company’s mission & vision do only have a low- or even no 
motivating influence on workers who are extrinsically motivated. These employees 
can mainly be found in front line positions. Furthermore, we draw the conclusion 
that the mission & vision do not influence employees negatively, so that they do not 
occur as de-motivators. 
 

6.2 Contributions 
 
In this part the theoretical as well as the managerial contributions of our research project 
offers are discussed. 
 
 
6.2.1 Theoretical Contribution 
 
The findings of this research contribute to the wider body of knowledge on strategic 
purpose. As outlined in the introductory parts of our thesis, one can find manifold 
information on mission and vision statements in the literature about strategic purposes 
(Ireland and Hitt, 1992; Bart, 1997; Foster and Akdere, 2007; Johnson et al., 2011). 
Nevertheless, when reviewing the literature and different opinions on the issue, one gets 
the impression that there is a lot of disagreement on the aim of mission and vision and 
how it should be used. Many authors state that mission and vision have a motivating 
effect, but do not highlight this relationship any further. 
 
In addition to that, our personal studies have proven that the picture of mission and 
vision that is communicated in the scholarly environment is not diversified. Rather, 
mission & vision are covered as a unit with universal importance for enterprises. Our 
overall impression is that the existing body of knowledge on mission and vision is not 
diversified enough and does not take the individual employee into account. 
 
Therefore, our thesis enriches the existing theory in two ways: on the one side, it offers 
an insight on how mission & vision can have a motivating effect on employees and on 
the other side, it shows that the mission & vision cannot be generalized but need to be 
seen in connection with the individual. We do neither disprove nor confirm any work of 
literature that we have reviewed, but we rather want to add the individual aspect to the 
existing theory. Thereby, our findings offer another starting point for reviewing the 
different kinds of theories and for further research. 
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6.2.2 Managerial Contribution 
 
Besides theoretical contributions we believe that our research project also contributes 
positively to management in practice. To be more precise, literature tells us that the 
development of mission statements can be an enormous effort and cost a lot of time and 
thus also money (Ireland & Hitt, 1992, p. 34). However, what many people seem to 
forget is that a mission or vision does not, according to our analysis, have the same 
influence on everyone. Therefore, and due to our results, we argue that managers have 
to decide whether or not it is worth the effort to invest in the development of these 
statements. That is to say, that manager should find out before developing or 
permanently communicating a mission or vision if it can have a positive influence on 
the organization’s employees at all. To be clearer, if managers want to motivate staff it 
might not make sense to keep communicating a mission or vision to an employee who is 
only working for the company in order to earn money as he or she does not feel 
influenced by the organization’s mission or vision. Instead, it should be found out first 
how a worker is motivated and react accordingly. 
 
Then, what we mention above is emphasized by the result we received from 
interviewing two workers in different positions but from the same company. That 
clearly is a cue for managers that even within the same organization there are 
differences in the influence of the mission & vision that once more underline the 
individual nature. 
 
To close, to some extent we have already contributed positively to management 
practices. This is true because during the interview with the CEO of the Swedish small 
size company he told us that he will start thinking about the organization’s vision as it 
was badly developed at that point in time. We see a confirmation in our conclusion that 
mission & vision can have, depending on the individual, a positive respectively 
motivating effect as he stated that “A clear defined vision can work as a catalyst for 
work” (personal communication). 
 
 
6.3 Strengths and Weaknesses of the Study 
 
Strengths: 
On the one hand, we believe that there are some strong points regarding our research 
project. We argue that approaching the research project from an interpretivistic 
perspective gave us the chance to analyze the theme in more depth than other studies 
have done so far. Therefore, we think that we have reached a more meaningful 
conclusion. 
 
By extension, because our research aim was not to confirm or deny any theory but 
rather to establish one ourselves we suppose that having reached a significant 
conclusion and having been able to develop our own theory about how mission & vision 
influence the motivation of employees is in itself a strong argument for our study. 
 
In addition, regarding the sources from which we gathered primary data in form of 
interviews we think that a sample size of twelve interviewees is satisfactory given the 
frame of this thesis. That means that we see it as a solid basis to get an idea about a 
heavily discussed and inconsistent topic. In our opinion, especially the 2 cases in which 
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we were able to interview employees in different job positions but from the same 
organization make quite clear which differences exist between individuals. 
 
Weaknesses: 
On the other hand, we also see that the research project contains some weaker parts. In 
particular, Bartkus et al. (2000) make the point that in an ideal world where staff is 
thoroughly sold on an organization’s mission, where they take it seriously, and where 
they buy-in, it does have a positive influence on them. In addition, they emphasize that 
employees in this ideal world would plan to stay for many years in the same company 
(p. 26). However, in the following they underline that this “utopian environment” 
(Bartkus et al., 2000, p. 26) is far from reality because nowadays employers deal with 
contingent workers, short-term hires, and therefore workers who are not interested in 
understanding the big picture (Bartkus et al., 2000, p. 26). We absolutely see their point 
and believe that the time an employee has spent in a company can absolutely affect the 
level of buy-in and hence also the influence a mission or vision has on him or her. 
However, the time our interview partners have spent in their organization does 
unfortunately not vary very much and is in general not longer than five years. Hence, 
investigating this factor in more detail would have been interesting but unfortunately not 
possible for us. 
 
Taking a look at the theory used one could say that Maslow, Alderfelder and Herzberg 
do not differ very much and that they follow the same idea basically presenting different 
forms of categorizing. In addition, even though Maslow still is one of the most popular 
names in motivational theories, his work is also quite old and it might be time to take a 
look at current issues from a more modern standpoint. Nevertheless, his theory should 
be considered to be still valid. Finally, we also believe that it was therefore possible to 
investigate more thoroughly and consistently due to focusing on one main theory. 
 
Last but not least, we came to find out that the topic of mission & vision is really 
complex. We have mentioned before that there is already a lot of literature investigating 
factors like, for example, the influence of mission & vision on company performance. 
Also is there a lot of work on the content of missions & visions. Regarding our study 
one could argue that we do conclude that individuals are influenced differently by a 
company’s mission & vision and that it might therefore be necessary to consider the 
way of communicating it to them but we do not answer specifically how this 
communication should look like. 
 

6.4 Further Research  
 
The insights we have gained from our study offer various possibilities for further 
research in different areas. We would like to recommend further research possibilities 
considering the research approach on the one hand and the addressed topics on the 
other. 
 
First of all, it would be interesting to test and expand the research we have conducted. 
Given the inductive approach we have chosen, it would be important to test the study 
with a larger sample using a quantitative approach. The results we have gained 
qualitatively could be utilized as a starting point for further quantitative research. 
Surveys on the topic mission & vision’s influence on motivation would be imaginable. 



54 
 

A quantitative approach would have the benefit that it can reach a significantly higher 
sample then we did. This measure would be necessary in order to find out if our 
findings do hold within a larger context. 
 
Considering topics that are worth having a closer look at, we recommend further 
research on the relationship between job positions and the individual work motivation. 
Our study identified big differences in how employees are motivated to perform their 
job, even within the same company. Gaining a deeper understanding in this field should 
be in the interest of employers and researchers. A better understanding of employees’ 
motivation can lead to purposeful measures aiming at an increased job satisfaction and 
company performance. Furthermore, there is little literature that focuses especially on 
work motivation. In order to understand this issue better, one might think of a study 
conducted among a considerable number of employees within the same company. A 
quantitative study among the different job positions could then identify differences, and 
potential reasons. 
 
The issue of mission & vision itself does also offer potential for further research. Taking 
the findings on individual differences into account, one might raise the question if a 
company should just have a single mission & vision. Further research could investigate 
the possibility of adopting mission & vision to different job levels or functions. Testing 
such a measure and comparing the outcomes could be the topic of a new study. 
 
Last but not least, we also want to include a further research approach that was 
recommended by one of our interviewees during the last part of the interview. Talking 
about the character of a company’s vision, she stated the opinion that it should be really 
ambitious in order to have a motivating effect on employees. The question she raised on 
this topic was: what happens if the vision cannot be fulfilled? Further research could 
find out which effect visions and goals have that cannot be reached. A possible 
demotivating effect would be worth being identified. 
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Appendices 
 
Appendix I – English Interview 
 
1st General questions: 
a. Which company are you working for? 
b. How long have you been working for this company? 
c. How many employees does your company have? 
d. What is your job position called? 
e. How long have you been working in this position? 
f. On which of the following levels do you see yourself? (Top-management, 
Middle-management, Front-line employee) 
 
2nd Specific questions: 
a. Why do you work in this company? 
b. What motivates you in performing your job? 
→ What is the main motivator? 
 
The mission of your company is: “…”  

c. How does the mission influence your motivation? (It is important that you 
analyze how the mission influences YOUR motivation and NOT if this mission is 
true or false, well communicated or not, and so on.) 

 
The vision of your company is: “…”  

d. How does the vision influence your motivation? (It is important that you analyze 
how the vision influences YOUR motivation and NOT if this mission is true or 
false, well communicated or not, and so on.) 

 
3rd Ultimate question: 
Do you have further thoughts? 
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Appendix II – German Interview 
 
1. Allgemeine Fragen: 
a.  Für welche Firma arbeiten Sie? 
b.  Wie lange arbeiten Sie bereits für diese Firma? 
c.  Wie viele Mitarbeiter hat Ihre Firma? 
d.  Wie ist die Bezeichnung Ihrer Job-Position? 
e.  Wie lange arbeiten Sie bereits in dieser Position? 
f.  Auf welcher der folgenden Stufen würden Sie sich selbst einstufen? (Front-
Arbeiter, Mittleres Management, Top-Management) 
 
2. Spezifische Fragen: 
a.  Warum arbeiten Sie für diese Firma? 
b.  Was motiviert Sie in der Ausübung Ihres Jobs? 
� Welcher ist der Hauptmotivator? 
 
Die „Mission“ Ihres Unternehmens ist: “…“  

c. Wie beeinflusst diese „Mission“ ihre Motivation? (Versuchen Sie bitte ganz 
spezifisch zu überlegen wie IHRE Motivation beeinflusst wird und NICHT ob 
diese Mission zutrifft oder nicht) 

 
Die „Vision“ Ihres Unternehmens ist: „…“ 

d. Wie beeinflusst diese „Vision“ ihre Motivation? (Versuchen Sie bitte ganz 
spezifisch zu überlegen wie IHRE Motivation beeinflusst wird und NICHT ob 
diese Vision zutrifft oder nicht) 
 

3. Finale Frage: 
a. Haben Sie weitere Gedanken, Anregungen oder Überlegungen zu diesem Thema? 
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Appendix III – Summarized Interview Transcription 
 

Interview 1 
Company H&M 
Nr. of staff 7 – 25 
Pos. FL 
Work exp. in years 5 
Reason to work for the 
company 

I wanted to have a social job where I can get in touch with people, I also really like fashion it's one 
of my interests and felt natural to work here (1:40) 

What motivates you in 
performing your job 

The social environment. A lot of contact with clients which I like because it's an easy way to 
connect with people (2:12) 

Main Motivator Money, social, I like fashion (2:58) 
Mission effect At H&M you see the mission every day when you come to work (at the personal entry). It sticks in 

your head so you're always thinking about it. I think it motivates people because you see it every 
day. I would say it motivates me. It kind of sets your mind "Now, it's work". Also, if customers 

approach me concerning some scandals (something from the news) I can feel proud because I have 
the mission in the back of my head. So yeah, I'd say it affects me (4:32) 

Vision effect I was more motivated by the vision when I was younger. Because I thought "Yeah, then I'll be able 
to work in a different country". In some way it motivates us but it's hard to say like... because they 

open up couple of new stores every year. It motivates in the way that you feel you CAN work 
abroad. Now, having an education and stuff I wanna work in the head-office so that has changed. 

And yes I can confirm that the vision is a goal in the future that I work towards to (7:40) 
Further thoughts I think it depends a lot on the person. I personally can identify with H&M's mission and vision but 

maybe a person who is just there for the money and they don't want to work in a store and just 
happen to be there then I think it can be a different answer. Like people who just work in the 

summer, for example. I also think that the vision (expanding) motivates people more who work in 
a higher position because then it's, I guess, easier to get a better job like a well-paid job but I think 

the mission would be the same for everyone. I don't think that is a big difference (10:11) 
 

Interview 2 
Company Norwegian Cruise Line 
Nr. of staff 900 - 1,000 
Pos. FL 
Work exp. in years 3 
Reason to work for the 
company 

Earlier education in the same branch, Convenient application (job-interview via Skype), Positive 
feedback of people who worked for this business before (1:56) 

What motivates you in 
performing your job 

Extraordinary nature of the job. A lot of travelling involved. But also contact with my colleagues 
which is special in this job as we don't only work but also live together (2:40) 

Main Motivator Mix, colleagues (3:30) 
Mission effect That's of course difficult to say how it concretely affects the motivation but I think it has an effect 

because the mission is very salient. It is very important that every employee knows it by heart at 
any time. I think it includes some key terms that are important. Referring to "innovation", for 

instance, it is embodied so that every employee is proud to some extent on what the company has 
achieved. That is quite right that you feel proud working for that company. Another thing is 

"freedom" which is very very central and therefore you also try to embody this "freedom". But 
"innovation" has the bigger impact. The mission doesn't have a huge impact but to some extent I'd 

say yes, a positive effect (4:33) 
Vision effect Well, yeah, that's a very ambitious vision (cruise line of choice). Of course it is, to some extent, a 

motivation saying that the company you work for and kind of identify yourself with will be one of 
the best. But, yeah, it was salient I think. Everyone has it in mind but I think that the mission has a 
bigger influence. It expresses more. The vision also is kind of short. The vision is a little abstract. 

On the one hand it has to be ambitious but of course you ask yourself "is that possible at all" (8:27) 
Further thoughts Well, I think it heavily depends on the job position. If you are front-line employee or in general, 

which position you have in the firm. That has a big influence I guess. And probably also 
differences between different industries. In my position, customer contact is omnipresent and I 

think that you then also live that idea in front of the client. That can be completely different when 
you, for instance, work in an administrative position with internal tasks. That's probably a different 

story (10:59) 
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Interview 3 
Company Marc Cain 
Nr. of staff 5 – 12 
Pos. FL 
Work exp. in years 5 years 
Reason to work for the 
company 

Random, High reputation, Good pay, Family environment, I feel comfortable (3:45) 

What motivates you in 
performing your job 

On the one hand the money. Simultaneously, fashion is also a hobby (4:26) 

Main Motivator Money (5:05) 
Mission effect Difficult to refer it to my motivation. As I said, I like working in the fashion industry and 

especially women fashion and there it fits that Marc Cain is only a women fashion label. At this 
point you recognize the aesthetics of the cloths which then motivates to work for this company as 
they sell NICE cloths and not just any cloths. But, referring to my main motivation (money) the 
mission is not very salient. Maybe, because Marc Cain is a premium label that's where the good 

pay comes from but I don't know if you could directly link that to the mission statement. So rather 
NO (5:48) 

Vision effect Here I could see that maybe the name of the company plays a role. Marc Cain is a leader in the 
German fashion market in some sectors and [...] so I could see a connection regarding "I want to 
work for a good brand" and Marc Cain's vision. But apart from that, talking about my motivation 

(the money) I can't see a connection. In my position I wouldn't confirm that the vision drives 
respectively motivates me. I couldn't say that it is my daily motivation (8:58) 

Further thoughts Well, I think if I would be in a different position in this company then it'd look at it a little 
differently. Then I would rather work towards mission & vision statement and I think atm it's not 

like that due to my position in the firm. I think now it's more about doing a good job for the 
company but not directly with the thought what the mission & vision is (11:45) 

 
Interview 4 
Company MB Daimler 
Nr. of staff 350 
Pos. FL 
Work exp. in years 4.5 years 
Reason to work for the 
company 

One of the best car manufacturers in Germany or even worldwide, Good pay, Also because my 
apprenticeship went well (1:58) 

What motivates you in 
performing your job 

Mainly the work environment with my colleagues and that we have fun together. Salary also. Also 
the good reputation of the firm (2:21) 

Main Motivator Money (3:00) 
Mission effect I've never heard that before. What can I say... It's basically what is communicated to the outside. I 

can't see anything there (in the statement) of what is going on inside the company. I can't really 
identify with it (4:42) 

Vision effect Here I can see much better that I can ascribe that to myself. You can see that the selection 
processes are pretty tough and only a few applicants are taken (20 out of 1,000) and internally the 

best is developed for the future. That is much more true than the mission (7:00) 
Further thoughts Well, if I'm honest, for me it's a big deal what is communicated to the outside (to the clients) and 

what you are not aware of inside. To the outside it's presented as a big thing but it's not necessarily 
the case internally. (Außen hui, Innen pfui) like a little green washing. But in the end it is true I 

guess. The company tries to educate the best personal however it's by far not the best standard what 
you experience internally. I can confirm that it is maybe more meant for the external presentation 
of the business. I also don't believe that that's much different from what my colleagues (also in 
higher positions) who I meet daily think. Maybe those guys you just meet once a month see that 

differently but they have their high standards and don't really care about our problems (8:18) 
 
 
 
 
 
 
 



63 
 

Interview 5 
Company BMW 
Nr. of staff 25 
Pos. FL 
Work exp. in years 5 years 
Reason to work for the 
company 

I think that BMW offers many possibilities, for example working in Munich. Furthermore, I like 
the good image of BMW and think that one can be proud of working at BMW.  

(2:20) 
What motivates you in 
performing your job 

Making the costumer happy, for example by repairing his car or handling issues with the insurance. 
Or in general, seeing that the costumers are happy when they buy a new car. Money definitely does 

not play a role, as my salary is not that good.  
(2:49) 

Main Motivator making the costumer happy (3:51) 
Mission effect It does not motivate because BMW does not support us enough. I think it is a no go for a premium 

car producer that some spare parts a not deliverable for six month some times. It doesn`t motivate 
me that they state being a premium producer but on the other hand spare parts cannot be delivered 
and the costumers are angry at us because of that. Probably people in other positions experience 

this differently then we - as we have to deal with the costumers directly. (6:45) 
Vision effect At least they deal with the problem and plan to change things in order to not remain in the current 

state. I hope that BMW is going to change many things in favor of the costumers. I also hope to 
receive more support from BMW in decision making processes. It definitely motivates me more 

than the mission. But future plans are always more motivating. (9:24) 
Further thoughts BMW should support us more and really live being a premium producer instead of just stating it. 

The company should also think about who to inform first about changes. Sometimes the costumers 
are better informed then we are. Everything is always perfectly presented for the costumer but how 

it works in reality is our problem in the end. (11:00) 
 

Interview 6 
Company Carat 
Nr. of staff 300 
Pos. MM 
Work exp. in years 0.25 years 
Reason to work for the 
company 

Combines earlier education, Interesting (famous) clientele/ Big names, Good reputation, Good 
assessment center where I also got in touch with co-workers, Good first personal impression (2:01) 

What motivates you in 
performing your job 

On the one hand I learn a lot, then also that I feel that people trust me (a certain level of 
responsibility). Last but not least, also my team and a flat hierarchy. Finally, the future oriented job 

(3:00) 
Main Motivator Colleagues, good future job opportunities (4:43) 
Mission effect Yeah, well, the "market leadership" I'd say yes it has influenced me because I know when I do 

something or learn something that it's on the newest stage and that it's not some kind of small 
underdog media agency. Yeah, well, I don't know, it motives me that I know to be at a good 

company. Well, it doesn't have a big influence like 80% but like 20% (5:52) 
Vision effect Partly I feel motivated. The digital market leadership motivates me, knowing that I learn something 

with a future value. But, I find vision is always a little "attached" (beigesteckt) isn't really salient in 
daily business. I can say that the vision is a little more distant than the mission (7:54) 

Further thoughts As a suggestion I'd say: I think generally that it has to be carried more by the management. They 
try to do that with us as well (you have once a month big meetings with the CEO and they try to be 
close to the employee) but somehow that's missing a little bit. That's a thing that would motivate 
many more if you'd know that the higher positions would notice what you do in your daily work. 

And, yes I do believe that when you're in a higher position you work more future oriented because 
then you have to guide the company and anticipate where it's going. Especially in my branch where 
you have to keep up with market leadership and advance. But I believe for "normal" employees it 

gets a little bit lost in the daily job routine (9:11) 
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Interview 7 
Company BMW 
Nr. of staff 1,500 
Pos. MM 
Work exp. in years 2 years 
Reason to work for the 
company 

Mainly because of the product (cars), Fun to work in automobile company, Diversified work, 
Personal preference (I stand behind the product, I'd recommend it to friends & family) (1:36) 

What motivates you in 
performing your job 

To support my colleagues (2:46) 

Main Motivator Colleagues (3:25) 
Mission effect It is of course a motivation to see that we continuously build even better and trendy cars. That 

means for me job security which makes people happy, knowing that the organization you're 
working for does not stand at the same place which means for me that I'll have a job in the future 
and that I can grow with the company and don't have to leave the business because it doesn't go 

well anymore (4:45) 
Vision effect The vision tells me that not only I personally am motivated to stimulate my personal development 

but also from company side I can see that people want that I improve daily. It's not just a goal for 
the company but also for me. I think it is important that an organization sets clear goals because it 

means for me that I can also set clear goals for myself (7:07) 
Further thoughts Maybe you could refer more to the single employee in the statements and not just the company as a 

whole. But I think you can transfer the mission and vision to staff. Concerning employees in 
different positions, I think people who work for BMW work here for a certain reason (because they 

are BMW fanatics) that means you already have a huge motivation only due to the brand. 
However, I think a main motivation still is money. And knowing that your cars get better and better 

and that you'll always work in the premium sector is a motivation for everyone I believe. Here at 
our location I don't see different levels of motivation. I think it's the same for everyone (8:57) 

 
Interview 8 
Company Deutsche Bahn 
Nr. of staff 1,500 - 2,000 
Pos. MM 
Work exp. in years 0.3 years 
Reason to work for the 
company 

Impressed by its strategy (DB 2020), One of the best employers, Focus on Europe (fits better for 
my personal development/education) (7:22) 

What motivates you in 
performing your job 

My interest in the work itsself and also that the job is challenging and diverse (8:38) 

Main Motivator Job-Design (10:13) 
Mission effect Yes it absolutely influences me because it also makes me proud knowing that i work for a business 

that is leading worldwide. That is absolutely motivating even though, there are of course other 
things that motivate me more, no doubt about that. But it also corresponds with my main 

motivation I believe (10:58) 
Vision effect Influences me really strong. First of all, having the possibility to work in this area (company) is 

motivating. This position is not often offered for interns and then having the opportunity is very 
motivating. And a business that has ambitious goals like the vision is very motivating to me 

because I can find myself in it rather than in a company not setting extraordinary goals. (compares 
to earlier job/ company) logically if you don't know a company's mission & vision you can't be 
motivated by it. So I prefer when an organization has a mission & vision and then also that it's 

realistic and ambitious (12:37) 
Further thoughts Well as a further thought I'd like to say I'd be interested in knowing how staff motivation is 

affected when you reach a point at which it becomes clear that the vision won't be reached. What 
happens then? Does it turn to DE-motivation or are people motivated anyhow or whatever (15:22) 
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Interview 9 
Company Daimler 
Nr. of staff 28000 
Pos. MM 
Work exp. in years 1,5 years 
Reason to work for the 
company 

I really like cars and the brand Mercedes Benz is THE top-company for me. I also think this 
company offers a really secure employment. So, the safety aspect is important and the brand is just 

amazing and I think I need to like the company I work for.  
(1:58) 

What motivates you in 
performing your job 

The position I am in motivates me because we are concerned with strategic issues and can also 
influence car projects a lot. I have a lot of responsibility and can, for example, influence when a 

market launch takes place. Furthermore, I have insights in the product portfolio until 2020/25. So, I 
am really included in the strategy of the whole enterprise.  

(2:48) 
Main Motivator Making progress in my job and career 

(3:33) 
Mission effect It influences me in giving the best because many things have been done in the past so that the 

company is where it stands today. And if we want to keep that and establish our market position, 
we need to work hard now in our generation. Therefore, it is my inner motivation to give my best 

in order to continuously fulfill this mission. It motivates to be a small piece of the big whole. (4:38) 
Vision effect The vision strives at reaching pioneer tasks and seems to sound utopian. But the many different 

fields where the company does attack and tries to reach a leading position motivates me as well. 
The company offers many places where I can contribute in order to fulfill this vision. These 

possibilities for personal development are also motivating. I think especially in our field goals have 
to be ambitious to motivate and the vision is not too utopian. (6:02) 

Further thoughts I think that such topics may be formulated heroic in order to give every employee the feeling of 
being part of the whole. But such heroic statements are probably more suitable for big enterprises 
rather than small firms. But here it is really motivating to see that a new product is successful and 

in some small project you were part of it. I definitely think that mission and vision are more 
important for workers in higher positions because, for example, front line employees in the 

workshop have really little direct influence on strategic goals. how much it motivates definitely 
depends on where you stand in the company. Also the company size itself is important. The CEO 
of a big company can`t be everywhere. So you need to have something to reach the masses. (8:43) 

 
Interview 10 

Company L`Oréal 

Nr. of staff 400 

Pos. MM 

Work exp. in years 3 years 

Reason to work for the 
company 

First of all, it is a company that offers much more possibilities for me then other companies. They 
are a well-recognized global brand and operate in almost every country worldwide. They have an 
amazing commercial concept and have some of the highest advertising expenses in Germany. I 

have much more possibilities here than in other companies to realize sales projects. It is definitely a 
challenge to work there. There are many young people and a strong competition. (2:20) 

What motivates you in 
performing your job 

It motivates me to see that I can contribute to the success of the whole company. Furthermore, 
there are really ambitious goals that I try to reach and the competition is strong. Seeing that we can 
beat the competitors and that my work contributes to the overall company results satisfies me a lot.  

(3:31) 
Main Motivator On the one hand my surrounding and the people I deal with are important and on the other hand 

reaching the goals that I set for myself.  
(4:47) 

Mission effect Not really much. To a certain extent I feel obligated to a certain tradition knowing that the 
company has been successful for over one hundred years. The whole topic about how we can offer 
everyone individual solutions for cosmetic problems and how to sell these things in the market is 
really motivating. It is a motivation to see the development of a product and how it finally enters 
the shops. But this motivation is not really connected to the mission statement. I do not have this 

statement in my mind all the time, as there are so many other, more tangible problems and 
questions that I have in my mind. (7:16) 
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Vision effect This vision is really motivating because you know your home market. When you get told this 
vision at the first moment I doubted how the huge number of one billion new customers could be 

reached. But you also get to know how other markets develop and that there is still a huge potential 
worldwide. And knowing that there is still a high potential out there is definitely really motivating. 

But especially in Germany the market is quite saturated and you have to work hard in order to 
reach new consumers. It is also important to have a common idea among all our employees 

worldwide. Knowing that we all work together in order to reach this big goal is motivating. On the 
other had this vision is a bit far away, because more tangible problems in your daily business are 

often more important. But having really ambitious goals is part of the corporate culture of the 
company. (11:09) 

Further thoughts You are aware of the mission and the vision and I think it is important to identify with them. But 
especially at the beginning it is hard to incorporate especially the vision. It is motivating when you 
feel in your concrete individual case that you can personally contribute to reaching the goals the 

company has. But it is less like reading the mission every morning to motivate myself but applying 
the mission / vision to my individual tasks. Considering other positions, like in the top 

management, I can imagine that mission and vision are more important for them. They are 
responsible for leading the whole company and have a huge responsibility. And those people really 
live the mission and the vision with passion. I think this is also really important that they lead by 

example and thereby motivate other employees as well. (17:03) 
 

Interview 11 
Company Swedish small size business 
Nr. of staff 8 – 9 
Pos. TM 
Work exp. in years 0,5 years 
Reason to work for the 
company 

For two reasons: I like the business and the field the company is working in, so it is a natural 
platform for me, the second reason: I get along better with people in business then in Universities 
or municipalities because there is a more clear cut commitment to the job. Furthermore, I like the 

people I work with.  
(2:10) 

What motivates you in 
performing your job 

 
You always want to perform and I am a result based person, so the results motivate me. Enjoying 
what you are doing is the other 50%. It is a passion and satisfactory taking a project from A to Z.  

(3:05) 
 

Main Motivator enjoy what I am doing - that is a far more strong motivator then for example money 
(4:07) 

 
Mission effect It effects the motivation as I have to be on my toes all the time because it is a competitive business 

and in order to get the jobs you want you have to have the best track record. So have to do the best 
job and that motivates the whole building. Doing the best possible job is a motivator. So I have this 

mission in mind and it motivates me in performing my job.  
(5:43) 

Vision effect The problem is that we haven`t a well-defined vision, but we have it in spirit with us all the time, 
so it influences us. Nevertheless, we focus on a more long term stable environment and the mission 
is more important for us. We have some long term goals but now we are more focused on making 

everything stable. The vision for the coming 10 years is kind of bleak.  
(7:45) 

Further thoughts We probably need to think a bit more and define it a bit more because if you have a well-defined 
vision it is more likely that I and my colleagues actually think of it while working. Our everyday 
work is kind of defined but we should have a more clear defined outline on what we want to do in 
the coming years. That could be good for the company as a whole. A clearly defined vision can 

work as a catalyst for work.  
In general, the "Company name-spirit" is here all the time, but we should define it even more and 

clearly. But in a large company mission and vision are probably much more important, cause here i 
can just talk to my colleagues every day. Mission and Vision should also be equally important to 

me as CEO and to my employees.  
(10:18) 
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Interview 12 
Company German small size business 
Nr. of staff 3 
Pos. TM 
Work exp. in years 0,5 years 
Reason to work for the 
company 

I am the co-founder of the company and we had the chance of buying fairs from another company. 
Since 2006 I have been self-employed and founding this company in order to buy the fairs was a 

really good opportunity that we used.  
On the one hand, making money is important, but of course, self-actualization plays a big role as 

well.  
(1:46) 

What motivates you in 
performing your job 

There are two levels: on the one hand earning money and the other part is that I have always been 
working with fairs and it is my passion to work in this field. It is an interesting are that offers every 

day new, exiting challenges.  
(3:48) 

Main Motivator  
50/50: Money and the content/nature of the work 

(4:38) 
Mission effect I like seeing results on my daily work also in my private surrounding. That`s why I like end-

consumer-fairs. So this mission does definitely motivate me because I like the content of the fairs 
we deal with. (6:40) 

Vision effect This vision strongly influences my motivation. We want to grow in various countries in Europe 
and become market leader in our field. This growth vision motivates me to a high extent in my 

daily work. (9:17) 
Further thoughts I think considering the work motivation there is a difference between being employing and running 

& owning an own company. My motivation is much higher due to the fact that I partly own the 
company. (12:21) 

 


