Kurskod: SKOK11
Termin: Spring 2019
Handledare: Nils Holmberg
Examinator: llkin Mehrabov

The “unloyal” Millennials

A survey study investigating the relationship between internal communication
and employee brand attitudes in the healthcare sector

CAJSA ANDERSSON & EBBA JAKOBSSON
Lund University

Department of Strategic Communication
Bachelor thesis




A big thank you

To Lund University and the Department of Strategic Communication
To Nils Holmberg, our supervisor, for indespensable support in the writing
process, and guidance with all things related to statistics and SPSS.
To Camilla Andersson, Region Ostergétland, and Vardforbundet who helped us
reach out to healthcare professionals all over the country.
To our friends and families who have been incredibly supportive during this
process, both with proofreading and sharing our survey,

as well as providing emotional support.

We would like to emphasise that both authors have contributed equally to the

thesis. We hope that you will enjoy reading it as much as we enjoyed writing it.

Cajsa Andersson & Ebba Jakobsson — 22 May 2019



Abstract

The “unloyal” Millennials

The healthcare sector in Sweden is facing problems related to high personnel turn-
over. The costs for new recruitment are high, the increase of locum doctors has a
negative effect on patient safety, and the Millennial generation seems to have other
demands on their employers than the previous generations. The purpose of this
study was to contribute to the research about how internal communication can act
as a tool for increasing positive employee brand attitudes. The aim of this study was
to look at the relationship between internal communication satisfaction, employee
brand attitudes, age, and beneficial employment factors. To achieve the aim of the
study, we conducted a quantitative survey study of the healthcare sector in Sweden
and analyzed the responses by using multiple regression analysis (n=208). We
found support that internal communication satisfaction is positively associated with
positive employee brand attitudes in the Swedish healthcare sector. We also found
that older generations have a higher degree of positive employee brand attitudes
than Millennials. Lastly, we found that not all employment factors are positively

associated with employee brand attitudes.

Number of characters: 91 923

Keywords: Internal communication satisfaction, employee brand attitudes, em-
ployee brand loyalty, Millennials, healthcare, employment factors, personnel turn-

over, employee retention



Sammanfattning

Den ”illojala” Generationen Y

Sveriges sjukvard stdr infor problem relaterade till hog personalomséttning. Kost-
naderna for ny rekrytering &r hog, den 6kade mingden hyrlékare dventyrar pa-
tientsdkerheten och Generation Y verkar ha en hogre krav pa sin arbetsgivare dn
tidigare generationer. Syftet med studien har varit att bidra till forskningen om hur
internkommunikation kan anvidndas som ett verktyg for att skapa positiva var-
umaérkesattityder. Mélet med studien har varit att observera relationen mellan
tillfredsstéllelsen av internkommunikation, varumirkesattityder, alder och dvriga
anstillningsfaktorer. For att uppna syftet med studien har vi genomf6rt en kvanti-
tativ enkitstudie om den svenska sjukvérden och analyserat svaren med hjilp av
multipel regressionsanalys (n=208). Vi fann stod for att tillfredsstéllelse av intern-
kommunikation har en positiv paverkan pa positiva varumaérkesattityder inom den
svenska sjukvéirden. Vi sdg dven att dldre generationer har starkare positiva var-
umadrkesattityder dn Generation Y. Slutligen sig vi att inte alla anstillningsfaktorer

hade en positiv paverkan pd positiva varumérkesattityder.

Antal tecken: 91 923

Nyckelord: Internkommunikation, varumirkesattityder, medarbetarlojalitet, Generation

Y, sjukvard, anstdllningsfaktorer, personalomsittning
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1. Introduction

In this chapter, we present the background and research motivation for our thesis.
We then present the purpose of the study, as well as research questions, delimita-

tions, and disposition.

1.1 Background

An organization is built by and dependent on a range of different stakeholders. The
stakeholder groups are flexible and inconsistent, which means that members of one
stakeholder group are also members of other stakeholder groups. This may cause
conflicts and complicate situations for the individual (Freeman, 1984). However,
the employees’ relationship with the organization is special and differs from other
stakeholder groups. In addition to the type of relationship, they also have bigger
stakes, a higher degree of identification and a role of senders and receivers of inter-
nal communication (Frandsen & Johansen, 2011). Unlike, for example, customers
the employees have an interdependent relationship with the organization where they
are financially and legally bound to each other, which affects how the employees
act. The stakes of employees can be the salary, working conditions and degree of
freedom, and the stakes depend on factors such as age and organizational functions.
The stakes can influence how the employees comprehend the communication of the
organization. The degree of identification also affects how the employees act, due
to the fact is they feel like a part of the organization or not. The employees are not
passive receivers of information. They have a role as both senders and receivers of
internal communication, not only within the organization but also to friends and

family outside of the organization (ibid.).

Since the employees are such an important part of the organization, it is essential to
retain them. A problem in today’s labor market is increasing personnel turnover.
Employees changing jobs more frequently can lead to many negative consequences.

Some lines of business have higher turnover statistics than others. High turnover is



more common within what the Statistics Sweden, Statistiska Centralbyrdn, (2017)
defines as simple jobs, such as the hotel and restaurant industry. This type of jobs
usually does not require any tertiary education, and many of the employees work
part-time (ibid.). However, in recent years the personnel turnover has increased in
more qualified work fields as well. This is especially evident in the medical sector
(Heyman & Pagels, 2018, June 13). In an article on June 13, 2018, Dagens Medicin
stated that the employee turnover amongst nurses at the biggest hospitals in Sweden
has increased in the last five years. Karolinska universitetssjukhuset in Stockholm
has gone from a 13,6 percent turnover to 16,4 percent during the years 2012-2017.
Sahlgrenska sjukhuset in Gothenburg had a 13,2 percent turnover of nurses in 2017

(ibid.).

There seems to be a difference between generations when it comes to the frequency
in changing jobs. Amongst Millennials', otherwise known as Generation Y, studies
have shown that the openness to new job offers is 60 percent. This is a higher num-
ber than within older generations, Baby Boomers and Generation X, where open-
ness is limited to only 45 percent (Gallup, 2016). The same study displayed that the
Millennials’ intention to stay in one and the same organization is lower and that

they change jobs three times as often as the older generations (ibid.).

Sriyothin (2016) suggested that internal communication has a great impact on an
organization’s brand. A term that he uses in his study is internal communication
satisfaction, which can be described as how satisfied someone is with the internal
communication of their workplace. Furthermore, he shows that satisfaction
amongst employees leads to loyalty, identification, and commitment towards the
organization’s brand (ibid.). From this study, we have gathered a significant empir-
ical foundation which indicates that internal communication is of importance in
reaching a flourishing relationship between employers and their employees. Our

survey is based on the Communication Satisfaction Questionnaire that Sriyothin

! Millennials are born1982-1999, Generation X 1965-1981, and Baby Boomers 1946-1964. See
further under 2.3.



(2016) used in his study, although it has been modified to fit this study’s research

context.

1.2 Research motivation

When an employee leaves an organization, the organization loses time and money
spent on the employee in the form of recruitment, training, and education. Further-
more, a result of unexpected personnel changes can be that the organization cannot
deliver their products or services in time (Ertas, 2015). The resignation also has an
effect on the other coworkers, for example, that the productivity and the perfor-
mance deteriorate because of the circumstances, but also the resources that go to

waste (ibid.).

The costs of personnel turnover can be divided into four categories; recruitment,
introduction, training, and settlement. The expenses for the organization can be di-
rect, for example, administration of applications and interviews, and indirect, for
example, consequences of an inexperienced employee. A study implemented by a
Swedish trade union estimated a turnover cost of a Swedish municipal employee to

500 000 SEK (Vision, 2015).

The Health and Social Care Inspectorate in Sweden (IVO) did a report on locum
doctors in 2016, showing that the shortage of permanently employed doctors has a
negative effect on the other staff (IVO, 2016). This results in a stressful working
environment that doesn’t give the locum doctors the support they need for patient
safety. The report also showed that the high personnel turnover induces a lack of

continuity, thus increasing the risk of patients falling through the cracks.

According to Gallup (2016), Millennials will in the nearest future constitute the
majority of the workforce worldwide (ibid.). As a result of Baby Boomers (Ertas,
2015; Ng, Schweitzer & Lyons, 2010) starting to retire, the need for recruiting Mil-
lennials are getting bigger and bigger. The generation of Baby Boomers is fairly
large and are thus leaving a great void to fill. This void makes it easier for Millen-

nials to pick and choose when it comes to organizations and employers. While this



generation may have higher demands on their future employers, the employers

themselves have a hard time identifying what these demands are (Ng et al., 2010).

The healthcare industry in Sweden is facing a number of problems related to high
personnel turnover. As stated above the costs for new recruitment is very high, the
increase of locum doctors has a negative effect on patient safety, and the younger
generation - who is soon to be the majority of the workforce - may have other de-
mands than the previous generations. However, internal communication satisfac-
tion seems to play a vital role in establishing employee brand attitudes (Sriyothin,
2016). Is it possible that internal communication is the solution to the problem?

This leads us to the purpose of this study.

1.3 Purpose and research questions

The purpose is to contribute to the research about how internal communication can
act as a tool for increasing positive employee brand attitudes. By doing that, we are
trying to illustrate the value of strategic internal communication for organizations,
and why it should be of high priority. The base of this study is the Communication
Satisfaction Questionnaire used by Sriyothin (2016), although adapted to a Swedish
context. The aim of this study is to look at the relationship between internal com-
munication satisfaction and employee brand attitudes and to explore if that relation-
ship differs between Millennials and older generations. Additionally, we will com-
pare the internal communication to beneficial employment factors when it comes

to employee brand attitudes and age.

This leads us to the following research questions

- RQI: How does internal communication affect employee brand attitudes?

- RQ2: What aspects of internal communication can improve employee brand
loyalty in the Millennial generation?

- RQ3: How does internal communication compare to beneficial employment

factors regarding employee brand loyalty in the Millennial generation?



1.4 Delimitations

This study’s population is limited to medical professionals in Sweden. Thus, the
cultural context of both Sweden and the professions have their limitations. How-
ever, we consider this population and the empirical data to be sufficient to answer
the proposed research questions. As stated in the background, this study has taken
inspiration from a similar one made in the hotel industry in Thailand. We have
added the dimension of age, more specifically comparing Millennials to older gen-

erations. The dimension of beneficial employment factors has also been included.



2. Previous research and theory

The disposition of this chapter is based on our research questions. First, we present
previous research and theories on positive employee brand attitudes and internal
communication satisfaction. These are related to our first research question. Fur-
ther, we present previous research and theories on the Millennial generation and
the beneficial employment factors. These are related to our second and third re-
search questions. The theory sections 2.2, 2.3, and 2.4 are concluded by a presen-
tation of one of our three hypotheses. The hypotheses are linking employee brand
attitudes to internal communication satisfaction, the Millennial generation, and

employment factors. Lastly, we present our theoretical model.

2.1 Positive employee brand attitudes

The employees can be seen as human capital since they regularly represent the
brand in encounters with customers (Khan, 2009). If the employees brand aware-
ness and attitudes are positive, the result will be a strong and positive brand behav-
ior. Positive employee brand attitudes cannot be forced but must be authentic. This
means that the internal brand has to be appealing to the employees so that they want
to align themselves with the brand, both at an attitudinal and a behavioral level
(ibid.). Positive brand attitudes are positively associated with the intention to stay
in an organization (Dechawatanapaisal, 2018). Employees with positive brand atti-
tudes are also more likely to meet the customers’ needs and provide service of

higher quality (ibid.).

Sriyothin (2016) studied the correlation between internal communication satisfac-
tion and employee brand attitudes. Internal communication affects brand attitudes,
and brand attitudes influence how the employees act in relation to the brand promise
(ibid.). He stated that employee brand attitudes consist of three parts: brand com-
mitment, brand identification, and brand loyalty (ibid.).



Dechawatanapaisal (2018) defined that employee brand attitudes only consists of
two parts: brand commitment and brand identification. Furthermore, he confirmed
the important role of internal communication and its impact on employee brand
attitudes. If the brand values are successfully communicated, and the employees are
accepting them, the brand values and the employees’ brand attitudes will unite

(ibid.).

Although employee brand attitudes can be categorized into identification, commit-
ment, and loyalty (Punjaisri, Evanschitzky & Wilson, 2009; Sriyothin, 2016), they
are all strongly associated. Brand identification affects brand commitment, which
in turn positively influence brand loyalty (Abhishek & Rangnekar, 2019; Punjaisri
et al., 2009). This relationship makes it difficult to separate and observe the differ-
ent attitudes. Dechawatanapaisal (2018) confirmed that employee brand identifica-

tion works as a predictor for employee brand commitment in his study.

2.1.1 Employee brand identification

As mentioned in 1.1, employees are not just members of one social group, but a set
of various groups and networks both within the organization and outside of it. How-
ever, the relationship they have with the organization is different compared to the
ones that other stakeholders have. One of the things that are special about the rela-
tionship is the degree of identification with the organization (Frandsen & Johansen,
2011). Employees usually feel higher belongingness to the organization than other
external stakeholders. This type of relationship affects the employees’ attitudes to-

wards the organization, and it can also give them a sense of ownership (ibid.).

Brand identification can be understood by the social identity theory, which suggests
that people form their identity depending on what type of social groups they belong
to (Svenningsson & Alvesson, 2010). It means that people tend to see themselves
as a part of a whole and in relation to other people. On the one hand, individuals
usually pull towards similar individuals, but on the other hand, we tend to modify
ourselves to fit into groups (ibid.). Brand identification is a specific type of social
identity, where the individual identifies with an organizational brand (Mael & Ash-
forth, 1992). The degree to which an employee identifies with the brand influences

how the employee behaves. If an employee feels a strong brand identification, the



person is more likely to act like the other members of the group (Dechawatanapai-
sal, 2018; Sriyothin, 2016). Lam, Ahearne, Mullins, Hayati, and Schillewaert
(2013) defined brand identification as an emotional attachment to the brand. They
chose to divide this type of emotional attachment into three elements: perceiving,

feeling, and valuing the belongingness to a brand (ibid.).

Brand identification can be defined as whether or not the employee feels belong-
ingness towards the organization, as well as how well the organization’s values co-
here with the employees’. If the employee identifies with the brand and the brand’s
values and goals he or she will naturally have a higher ambition to reach the organ-
izational goals. Studies have shown that there is a positive relationship between

employees’ brand identification, and how they perform (Sriyothin, 2016).

Professional identity is, similar to brand identity, the sense of belongingness to a
certain profession (Trost & Levin, 2011). This phenomenon has been widely exam-
ined in the field of nursing. For example, Maben, Latter and Macleod Clark (2006)
showed that nursing students change their professional identity quickly after they
start working. They go from being sustained idealists to compromised idealists, or
even crushed idealists. This is due to stress and lack of support, and sometimes it
leads to job-hopping or leaving the profession all together (ibid.). Hensel and Laux
(2014) stated that personal development is the most important factor for nurses

when forming their professional identity.

2.1.2 Employee brand commitment

Brand commitment can be described as an employee’s positive attitude towards an
organization. It depends on the individual’s identification with an organization and
how emotionally involved they are (van Den Hooff & De Ridder, 2004). Allen and
Meyer (1990) constructed a model showing that commitment can be separated into
three dimensions. These are affective commitment, continuance commitment, and
normative commitment (ibid.). All the dimensions show a liaison between the or-
ganization and the employee, but the links are of different natures. The normative
commitment states an obligation for the employee to stay within an organization.

The continuance commitment means that the employee stays because the other

10



options are too risky, such as economic insecurity. The affective commitment

means that the employee stays because he or she wants to stay (ibid.).

Brand commitment helps to motivate the employees and to devote themselves to
successfully fulfill the organizational goals (Yang, Wan & Wu, 2015). Yang, Wan
and Wu’s study (2015) implied that the amount of time that the employee has
worked within the organization affects the brand commitment. The oldest employ-
ees that had the lowest level of education and the longest employment were more
committed to the corporate brand. The younger employees with a higher level of
education and a shorter period of employment, on the other hand, had a lower em-

ployee brand commitment (ibid.).

Ruck, Welch, and Menara (2017), have shown that internal communication has a
positive effect on employee brand commitment. More specifically, it is the aspects
of an open communication climate and a good relation to one’s supervisor (ibid.).
Kimpakorn and Tocquer (2009) stated that internal communication processes are
essential for building a strong brand. However, they argued that it is through organ-
izational culture and HR practices that employee brand commitment is achieved
(ibid.).

Sriyothin (2016) has described employee brand commitment as to what extent the
employee feels devoted to the organization or brand, which influences the em-

ployee’s willingness to go the extra mile in his or her work.

2.1.3 Employee brand loyalty

Loyalty has been widely examined in many fields of research over the years.
Mostly, the focus has been on customer loyalty and the relationship between a brand
and its customers. There is often a divide between attitudinal loyalty and behavioral
loyalty. Attitudinal loyalty can be described as the customer’s attitude towards a
product or an organization (Broyles, 2009; Lim & Razzaque, 1997). Behavioral
loyalty is related to whether or not the customer will repurchase the product, or any

other product from the brand, in the future (de Matos, Henrique, de Rosa, 2009).
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Besides dividing loyalty into attitudinal and behavioral, some researchers suggest
that there are different types or dimensions of loyalty. For example, Dick and Basu
(1994) developed a conceptual framework that proposes four types of loyalty: true
loyalty, latent loyalty, spurious loyalty, and no loyalty. True loyalty is when you
have a high relative attitude toward a brand, combined with high repeat patronage.
Latent loyalty is when you have a high relative attitude but low repeat patronage,
whereas spurious loyalty is the reverse: low relative attitude but high repeat patron-
age. When both the relative attitude and repeat patronage is low, there is considered

to be no loyalty (ibid.).

Employee loyalty can be defined as how much the employees identify with an or-
ganization, and how engaged they are in the organization (Wu & Norman, 2006).
Mehta, Singh, Bhakar, and Sinha (2010) defines employee loyalty as to how emo-
tionally committed the employees are to the organization. This is very similar to the
definitions mentioned above regarding customer loyalty. But why study employee
loyalty? Loyalty is important for an organization’s survival since loyalty makes
employees act upon what is best for the organization and not just themselves (Ab-
hishek & Rangnekar, 2019). An example of that is high work performance and de-
creasing personnel turnover (ibid.). However, employee loyalty does not always
have a positive outcome. In their study, Rice, Knox, Rice, Martin, Fieger, and Fitz-
gerald (2017) saw that employee loyalty can cause stress and tension amongst em-
ployees when an organization is deteriorating. Rice et al. (2017) saw that employees
with very low loyalty toward the workplace were less affected by bad work condi-
tions and that may be a result of low involvement. However, they also mentioned
that this negative effect of loyalty could be improved by effective internal commu-
nication between employee groups (ibid.). Thus, loyalty can both be a blessing and

a curse, depending on the state of the organization and its internal communication.

As seen in these definitions and descriptions of employee loyalty, it tends to be
more about behavioral loyalty than attitudinal, such as the intention to stay. There-

fore, this study will have a behavioral view of loyalty.

There are also connections between loyalty and internal communication. As stated

above, Rice et al. (2017) found that effective internal communication affects the

12



outcome of positive loyalty. Narteh and Odoom (2015) said that well-functioning
internal communication leads to more loyal employees, such as continuous com-
munication regarding policies and values, and inviting the employees to take an
active part. This is in line with what Ver¢i¢ and Voki¢ (2017) saw in their study.
They found that employee engagement is a consequence of internal communication
satisfaction (ibid.). Similar results were shown in a study made by Sievert and
Scholz (2017), who saw a correlation between internal social media and stronger
employee loyalty. Although internal social media can foster strong employee en-
gagements, there needs to be somewhat of a prior engagement to implement and
establish the “new” tools (ibid.). Narteh and Odoom (2015) also saw that effective
internal communication can help organizations to deliver information to the em-
ployees as well as receiving feedback from employees when it comes to decisions

made by management. This also has a positive impact on employee loyalty (ibid.).

Sriyothin (2016) defined brand loyalty as the employees’ emotional commitment
to the organization, meaning how willing they are to stay within the organization.
As stated in the beginning of this chapter, Sriyothin saw a correlation between in-
ternal communication satisfaction and brand attitudes, which also affected the brand

performance (ibid.).

2.2 Internal communication satisfaction

Strategic communication is an umbrella term for the purposeful communication ef-
forts to reach specific organizational goals (Hallahan, Holtzhausen, van Ruler,
Verci¢ & Sriramesh, 2007). An example of disciplines included in the field are
management, marketing, advertising and public relations (ibid.). Management com-
munication can be described as strategic attempts to ease the daily activity and cre-
ating an understanding of the organizational goals (ibid.). Thus, strategic commu-
nication is targeted towards both external, and internal publics. Another term that
can be used when describing the communication efforts towards internal publics is
internal communication. Welch and Jackson (2007, p. 186) defined internal com-
munication as following “a process between an organization’s strategic managers

and its internal stakeholders, designed to promote commitment to the organization,

13



a sense of belonging to it, awareness of its changing environment and understand-

ing of its evolving aims” .

The scene where internal communication takes place is highly influenced by the
organizational culture. At the same time, internal communication has a great impact
on the organizational culture, because the communication climate is where the cul-
ture unfolds. It is through internal communication that success stories are told, the
working rituals are explained, and cultural cues are clarified. It is also of importance
to state that internal communication has an impact on external communication and

vice versa (Welch & Jackson, 2007).

Downs and Hazen (1977) studied communication satisfaction within corporations
and found that it consists of eight dimensions: communication climate, relation with
the supervisor, relation with a subordinate, organizational integration, organiza-
tional perspective, horizontal communication, media quality, and personal feed-

back.

The first dimension is the communication climate and can be defined as to what
extent the internal communication motivates and stimulates the employees to reach
the goals established by the organization. It includes both organizational and per-
sonal communication (ibid.). An example of this is how much supervisors under-
stand and are aware of the problems that the employees face in their work. Another
way to define the communication climate is as a dynamic territory where the com-

munication is being generated (Welch & Jackson, 2007).

The second dimension is the relation to the supervisor and is described as upward-
and downward communication to one's superior. This could be how much help the
supervisor offers an employee when it comes to job-related tasks. It also entails
how much attention the supervisor gives the employee when he or she talks or
brings up a critique. Regarding relation to subordinate, the third dimension, it is the
opposite from relation to supervisor (Downs & Hazen, 1977). It involves how open
the subordinate is to downward communication as well as how responsible the em-

ployee feels to communicate with the supervisor (ibid.).

14



Organizational integration is the fourth dimension and explains to what extent the
employee receives information regarding its closest working environment. This
could be anything from information about plans and policies, to what is required of
you as an employee. The fifth dimension, organizational perspective, is defined as
information regarding the organization as a whole, such as information about or-
ganizational changes, comprehensive policies, and organizational goals. Unlike or-
ganizational integration, the organizational perspective has a bigger span. For ex-
ample, it includes information about transformations in the organization, financial

issues, and overall organizational goals (ibid.).

Horizontal communication, the sixth dimension, can be described as to what extent
the internal communication is precise and flowing free within the organization. It
also includes informal communication and gossip. The seventh dimension is media
quality, and it is about how well the internal communication channels are function-
ing. Some examples of this are how well meetings are organized, and whether or
not directions are written down and if they are short and concise. It also entails the
saturation of communication, that is the right amount of communication about the
organization. Lastly, personal feedback can be described as information regarding
how employees are being assessed and how their performances are being valued

(ibid.).

Downs and Hazen pointed out that communication climate, relation to the supervi-
sor, and personal feedback, are the most important dimensions when it comes to
overall job satisfaction (ibid.). In line with this, Ver¢i¢ and Voki¢ (2017) did a study
on a food producing company in Croatia, using Downs and Hazens eight commu-
nication dimensions. They found that informal communication, feedback, and com-
munication during meetings have the strongest connection to employee engage-

ment.

Based on Downs and Hazen’s eight dimensions, Sriyothin (2016) further developed
the Communication Satisfaction Questionnaire, looking at the hotel industry in
Thailand. In his study, he only focused on employees without any subordinates and
thus eliminated that dimension when looking at internal communication satisfac-

tion. The results of the study showed that the seven different communication
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dimensions have an effect on brand loyalty, brand identity, and brand commitment

(ibid.).

As shown by this literature review, internal communication satisfaction is known
to have an effect on hotel employees’ brand attitudes as well as on employees of
the food production industry. The Communication Satisfaction Questionnaire has
not yet been applied to the Swedish context or the healthcare sector, which means
that this study will contribute with new information to the field of internal commu-
nication. Strategic communication can help to obtain organizational goals (Halla-
han et al., 2007). To communicate strategically, the goals have to be tangible. Since
the internal communication in many ways is about shaping relationships and creat-
ing understanding (Welch & Jackson, 2007), it can be difficult to measure. Thus,
this study can contribute to the field in demonstrating the value of internal commu-
nication and providing a translation and modification of a tool for measuring its

effects.

Hypothesis 1
Internal communication satisfaction is positively associated with employee brand

attitudes in the Swedish healthcare sector.

2.3 Millennials

To define Millennials, one must first define generations. The sociologist Karl
Mannheim said that the definition of different generations is created by the accel-
eration of social change (1952). When a group of people together experience a dras-
tic change or traumatic event, it shapes them and collectively this group of people
shows similar traits (ibid.). In line with what Mannheim presented, Dencker, Joshi,
and Martocchio (2008) state that a generation is a group that shares age, a historic
period, and a common life experience. These three factors form a collective
memory that impacts individuals’ behaviors and attitudes (ibid.). Similar results
were found by Ertas (2015) who also stated that Millennials is hitherto the most

diverse and well-educated generation.
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Generally speaking, there are four defined generations in the last century. The Silent
generation who were born 1930-1945, the Baby Boomers who were born 1946—
1964, Generation X who were born 1965-1981, and the Millennials, born 1982—
1999 (DeVaney, 2015; Ng et al., 2010; Reis & Braga 2016; Twenge, Campbell,
Hoffman & Lance, 2010). As previous research has shown, different generations
are shaped by drastic events or changes. The Silent generation was most evidently
changed by the Great Depression and World War II, while the Baby Boomers ex-
perienced economic success and a growing middle class (DeVaney, 2015). Gener-
ation X experienced the Vietnam War and political awakening related to women’s
rights (ibid.). Millennials were growing up in the midst of the technical revolution,
more specifically the rise of the internet (DeVaney 2015; Ertas 2015; Reis & Braga
2016; Twenge et al., 2010). The definitions of different generations may differ a bit
from country to country, but most research is made in the US in an American con-
text. Although some events may be irrelevant in one context, such as the impact on
Americans of the murder of the Swedish Prime minister Olof Palme, other events
are more global. An example of this is the 9/11 attacks. The Swedish researcher
Anders Parment (2008) has studied Millennials in the Swedish context and states
that Millennials are the first generation of Swedes who did not grow up with only
one tv-channel. This, amongst other factors, has made the current young generation

used to many options, as well as more individualized (ibid.).

Stevanin, Palese, Bressan, Vehvildinen-Julkonen, and Kvist (2018), did a system-
atic review of generational differences amongst nurses when it comes to workplace-
related characteristics. They found that work engagement and workplace satisfac-
tion differed between the older generations (Baby Boomers and Generation X) and
the Millennial generation. They also saw that Generation X was more sensitive re-
garding the relation to supervisors while Millennials were more sensitive when it
comes to emotional aspects of work. In addition to this, they found that Millennials
have a higher need for personal feedback, as well as a higher inclination to change

jobs (ibid.).

As mentioned in 2.1, brand attitudes can be divided into brand identity, brand com-
mitment, and brand loyalty. Some researchers have shown that the Millennial gen-

eration has a higher inclination to change jobs, thus having a lower loyalty (Ertas,
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2015; Ngetal., 2010; Stevanin et al., 2018). This is also evident in the Gallup report
from 2016, where it is stated that 60 percent of Millennials are open to new jobs,
whereas that number is only at 45 percent when it comes to Baby Boomers and

Generation X. This leads us to our second hypothesis.

Hypothesis 2
Employee age group is positively associated with employee brand attitudes within

the Swedish healthcare sector.

2.4 Beneficial employment factors

Because of the cultural differences amongst generations, researchers have started
to look at different generations’ expectancies of the job market and future employ-
ers. Ng et al. (2010) have studied Canadian college students’ expectations for their
future work life. From their literature research, Ng et al. (2010) decided to catego-
rize these expectations into five factors; work/life balance, good pay and benefits,
the prospect of rapid advancement, meaningful work experiences, and nurturing
work environment. Grankvist (2015), who did a study on Swedish Human Resource
Management students in the Millennial generation, showed that the students highly
value autonomy, learning, and personal development. This is very similar to what
Ng et al. (2010) found in their study. Furthermore, Lyons and Kuron (2014) stated
that the younger generation wants a more relationship-oriented leadership with a
focus on personal growth rather than organizational development. They also
showed that work/life balance and personal feedback from supervisors are very im-

portant (ibid.).

As previously stated, Ng et al. (2010) studied the Millennial generation’s expecta-
tions for their future work life. Something remarkable about this study’s result is
that half of the respondents did not want to or was uncertain about if they wanted
to work within the same organization during a long period of time. This differs from
the previous circumstances and norms of the older generations, where a long-term
work placement has been something appealing (ibid.). This is a phenomenon that
the Gallup-study also indicates, where the majority of the Millennials were open to

new job offers and generally changed jobs more often than older generations
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(Gallup, 2016). The employment factors that were the highest valued amongst the
Millennials proved to be the prospect of rapid advancement, meaningful work ex-

periences and good people to work with (Ng et al., 2010).

Seitovirta, Lehtiméki, Vehvildinen-Julkonen, Mitronen, and Kvist (2018) did a
study on Finnish nurses and their perception of rewards in their work. They found
that non-financial rewards, such as feedback, opportunity to develop, and the pos-
sibility to participate were valued higher than financial rewards (ibid.). This is in
line with the other findings in this chapter, for example, Ng et al. (2010). Narteh
and Odoom (2015) studied the banking industry in Ghana and showed that reward
systems can trigger employee brand loyalty. The reward systems studied were
mostly financial, such as loans and salaries. However, they also looked at health
insurance provided by the employer, and empowerment and feedback. The respond-
ents sensed that the employer valued their knowledge and initiatives, both finan-

cially and non-financially (ibid.).

This section has shown that it is not only internal communication satisfaction that
has an impact on the employee brand attitudes within the Millennial generation.
Researchers have found that rewards, both financial and non-financial, have an im-
pact on employees’ intention to stay (Lyons & Kuron, 2014; Narteh & Odoom,
2015; Ng et al., 2010). This leads us to our third hypothesis.

Hypothesis 3
Beneficial employment factors are positively associated with employee brand atti-

tudes within the Swedish healthcare sector.

2.5 Theoretical model

Based on the presented previous research and theory, we have constructed three
hypotheses. These are illustrated in figure 1. The first hypothesis is that internal
communication satisfaction is positively associated with employee brand attitudes.
The second hypothesis is that older generations have a higher degree of positive
employee brand attitudes than younger generations. This means that we believe

there to be a difference in employee brand attitudes between older and younger
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generations. The third hypothesis is that beneficial employment factors, such as

salary and meaningful work experiences, have a positive impact on employee brand

attitudes.

H1: Internal communication satisfaction is positively associated with employee
brand attitudes in the Swedish healthcare sector.

H2: Employee age group is positively associated with employee brand attitudes
within the Swedish healthcare sector.

H3: Beneficial employment factors are positively associated with employee

brand attitudes within the Swedish healthcare sector.

Internal communication

satisfaction
&
Employee brand H2 + _
gtti{udes Demographic: age
/y‘;*

Employment factors

Figure 1. Model of relationship between employee brand attitudes, internal communication

satisfaction, age, and beneficial employment factors.
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3. Methods

The following chapter will include information about the research strategy, survey
sample, measurement instrument, pilot study, the variables, and data analysis used

in the study. The chapter is concluded by a method reflection.

3.1 Research strategy

The aim of this study was to look at the relationship between internal communica-
tion and employee brand attitudes and to explore if that relationship systematically
differs between Millennials and older generations. This was done by using a survey
design based on the Communication Satisfaction Questionnaire developed by

Downs and Hazen (1977) and adopted by Sriyothin (2016).

The study was based on a positivist research philosophy and had a deductive ap-
proach. Thus, the purpose of theories in this study was to test hypotheses. Positiv-
ism is the most relevant perspective when it comes to hypothesis testing (Bryman,
2012). Another reason for choosing positivism is that our method is based on ob-
jective criteria and not the researcher’s interests or beliefs (ibid.). This is a variable
oriented research (VOR) which is suitable when testing relationships between dif-

ferent explanatory or independent variables (6 & Bellamy, 2011).

3.2 Survey sample

According to The National Board of Health and Welfare, Socialstyrelsen (2016),
there were 122 962 registered nurses working in Sweden in 2014. Of those, 88 per-
cent were women and 12 percent were men. That same year, there were 40 362
doctors employed all over the country. Amongst doctors, the distribution between
women and men was more equal: 46 percent women, and 54 percent men (ibid).
Unlicensed assistive personnel, in Swedish underskoterska, is the largest profession

in Sweden consisting of 171 840 people (Statistiska centralbyrédn, 2015). The
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profession is female-dominated, and women make up 93 percent of all unlicensed

assistive personnel (ibid.).

This study had 208 respondents, who are all people who work within the Swedish
healthcare system. Out of these 208, 85,6 percent were women, 13,5 percent were
men, and 0,9 percent identify with “other”. In regard to the statistics of healthcare
professionals described earlier, the distribution of gender in our sample was repre-
sentative. The sample size should be as large as possible, to increase the generali-
zability (Wrench, Thomas-Maddox, Richmond & McCroskey, 2013). The more
characteristics included, for example, gender, age and profession, the larger the
sample has to be, to represent all the groups (ibid.). The Swedish healthcare system
is a huge industry, where a lot of people are employed. This makes it difficult to
achieve a representable sample size. In the end, it all comes down to the amount of

resources for this study.

When reaching out to most of our respondents, we used Facebook as a platform to
encourage people working in the healthcare system to participate in the study. This
means that we have a convenience sample. A convenience sample means that the
respondents participate because they are easily accessible (Wrench et al., 2013). A
significant downside to this sample is that the results will be biased. The results of
a convenience sample cannot be generalized. An advantage of using convenience
samples is that the respondents can be strategically chosen to fit the target sample
(ibid.). A convenience sample is not something to prefer, because of the low gener-
alizability. However, we had a lack of resources and therefore this was our best

option.

Since we used Facebook, we do not know how many potential respondents there is
that have been exposed to the survey. This means that we do not know how many
people that did not want to answer the survey, which affects reliability. However,
through our personal contacts, various specific respondents have been asked to par-
ticipate in the study because of their profession, which increases the chance of par-
ticipation. We have had close contact with a person who works at a big hospital in
Link&ping, who has helped us with convenience sampling. That person has been

able to spread awareness about the survey via word-of-mouth and e-mail to a
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significant amount of healthcare professionals. We also contacted a trade union for
healthcare professionals called Vardforbundet, which has offices all over Sweden.
Eleven of the offices agreed to share our survey on their Facebook page or internal
channels. Considering that we had a convenience sample, there could be some de-
gree of selection bias in our study. The respondents have been given the opportunity
to choose if they want to participate in the study or not. This means that the re-
spondents that have been answering had a motivation to contribute with their expe-

riences. The result may have been affected by these circumstances.

Although the questions were quite general, it could still be sensitive to answer ques-
tions about the relationship to your supervisor or whether or not you plan on chang-
ing jobs. The data collected in this survey was anonymous and no data that could
identify each respondent was collected. This was important in order to get our re-
spondents to answer the survey truthfully. It was also stated throughout the survey
that the collected data was only to be used for analysis, and not to identify certain

people.

3.3 Measurement instrument

The survey consisted of five different parts. As mentioned in 1.1, the survey was
based on Sriyothin’s (2016) version of the Communication Satisfaction Question-
naire. The five parts are internal communication, employer, contact with patients
and relatives, beneficial employment factors, and personal data. In total, 60 ques-
tions were asked. As an addition to Sriyothin’s survey, we included the employment
factors, which Ng et al. (2010) stated in their study. We also translated the ques-
tionnaire from English to Swedish, and from the context of the Thai hotel industry

to the Swedish healthcare system.

We have translated the questions to Swedish which can have a negative impact on
the validity. When translating the survey, we had to consider a few things. First of
all, the change of context impacted the construction of the questions. We are look-
ing at the Swedish healthcare system, which includes many different workplaces,
such as hospitals (sjukhus) and healthcare centers (vdrdcentral). Instead of provid-

ing the respondents with all the possible workplaces in each question, we chose to
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write the general term workplace (arbetsplats). We also had to change the word
customer to patient and relatives. In the Swedish healthcare system, care recipients
are not considered customers. We also included relatives, since the healthcare pro-
fessionals in Sweden are responsible for that contact as well. Some of the questions
were excluded from our survey because they were not relevant to the context of
Swedish culture or the healthcare system. For example, one of the original questions
concerned if the respondent sees their colleagues as family. We chose to rule out
this question since the semiotics of the word has a different, stronger meaning in

our culture which does not translate to the work context.

The questions asked in part 1-4 of the survey was constructed as items. According
to Bryman (2012), items are statements and not questions. These items were to be
answered using a Likert-scale going from 1-5, where 1 represented completely dis-
agree (instdmmer inte alls), and 5 represented completely agree (instdmmer helft).
Bryman also suggests mixing items that have a positive and negative view of the
phenomenon being studied (ibid). For example, we asked “My line manager lets
me know when I have done a good job” (Min niarmaste chef later mig veta nér jag
har gjort ett bra jobb) and “My line manager criticized my work in front of others”
(Min ndrmaste chef kritiserar mitt arbete framfor andra). This is good for detecting

response sets, where the respondent has skewed its answer (ibid.).

Construct validity was something that needed to be contemplated. The validity is
jeopardized when the operational construct is far from the theoretical definition.
Considering that the ethics of this study are important to us, we wanted the partici-
pants to have a clear idea of what was being studied. If the definitions were theo-
retically incapacious and vague it would be difficult to communicate the purpose of
the study to the respondents. To balance the validity and the ethics, we decided to
simplify the definitions, although with a connection to and examples from the sur-
vey questions (Esaiasson, Gilljam, Oscarsson, Wingnerud, 2012; Wrench et al.,

2013).
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3.3.1 Pilot study

To examine if the instructions and questions were understandable, before actually
sending out the survey, we did a pilot study. It is important that participants of the
pilot study is similar to the participants in the real study, since the aim of the pilot
study is to detect any weaknesses (Wrench et al., 2013). The pilot study can be used
as a method to minimize non-response bias. Non-response bias highly affects the
validity, since respondents choose not to answer or do not answer truthfully (Trost
& Hultéker, 2016). Some of the participants in the pilot study work within the Swe-
dish healthcare system, which is the population we studied in the thesis. However,
we also made sure that the age range was as representable as possible to the targeted

sample of our real study.

Wrench et al. (2013) suggest that the sample size of the pilot study should be 5-10
percent of our targeted sample. We had nine participants in our pilot study. The
participants were asked to have a critical mindset when reading the questions and
to give us feedback about the construction of the survey. Additionally, we asked
them to time how long it took them to reply. We wanted to make sure that the ques-
tions were distinct and minimize the probability of misunderstanding. Since the
survey has been translated from English to Swedish, the responses were mostly
about the sentence structure and word choices. Some of the participants in the pilot
study work within the Swedish healthcare system, which means that they could give
us an insight into the relevance of the questions. It was also important to us that
some of the participants were not communication professionals or communication
students. This to make sure that the terminology regarding internal communication
was understandable for our future respondents. The pilot study resulted in a modi-
fication and deletion of different questions and simplified definitions of communi-
cation terms. According to the respondents of the pilot study, the survey required

approximately 10 minutes of participation.

3.4 Dependent variables

The dependent variables in this study are the three employee brand attitudes. Dif-
ferent questions were asked to measure these latent constructions. All of the ques-

tions related to these variables were constructed as items. As stated before,
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employee brand attitudes consist of identity, commitment, and loyalty. In the table

below, we have presented one item and its translation for every brand attitude di-

mension. In total, 21 questions were asked regarding employee brand attitudes.

Employee brand Original Translation

attitudes

Identity When I talk about this hotel. I | Ndr jag pratar om min ar-
usually say ‘we’ rather than betsplats sa pratar jag i
‘they’. Vi-termer’ snarare dn ‘de-

termer.

Commitment I am willing to put in a great | Jag dr villig att engagera
deal of effort beyond that mig mer dn vad som krdvs
normally expected in order to | av mig personligen, for att
help this hotel be successful. | arbetsplatsen ska nd

framgdngsrika resultat

Loyalty I don’t have an intention to Jag har inga intentioner
change to another hotel at this | att byta arbetsplats just
moment. nu.

3.5 Independent variables

According to Bryman (2012), the independent variable is a variable that seems to
affect the dependent variable. One could also describe the independent variables as
the “part of the research environment that are manipulated or changed” (Wrench
et al., 2013, p. 127). The survey does not account for causality. The independent
variables in this study are internal communication satisfaction, age, and beneficial
employment factors. The questions regarding internal communication satisfaction
and the employment factors were all constructed as items with the Likert-scale from
1-5. The question about age had to be treated differently since it’s another type of
question. We divided the answers in spans of 5 years, starting with “Under 20 years
old” and ending with “60 years or older”. Thus, this variable is measured with a

categorical scale.

Several items related to the seven communication dimensions were presented in the
survey. In the table below, we have presented one item and its translation for every
dimension. In total, 27 questions were asked regarding the communication dimen-

sions. The rows marked in gray were not included in the regression analysis.
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ICS dimension

Original

Translation

Communication climate

I am satisfied this hotel’s
communication motivates
and stimulates enthusiasm
for meeting its goals.

Jag upplever att kommu-
nikationen pd min ar-
betsplats motiverar och
stirker engagemanget for
att mota arbetsplatsens
mdl.

Relationship with supervi-
sor

My line manager asks me
for my opinions.

Min ndrmaste chef fragar
mig om dsikter och

forslag.

Organizational integration

I am satisfied with the in-
formation I receive about
practical matters within
this hotel (e.g. arrival of a
new colleague, annual
show, or important meet-

ing).

Jag far tillrdckligt mycket
information gdllande
praktiska saker pd min ar-
betsplats (ex. fordn-
dringar, nyanstdllningar,
ekonomi, nya rutiner)

Organizational perspective

I am satisfied with infor-
mation about this hotel’s
policies and goals.

Jag far tillrdckligt mycket
information om min ar-
betsplats policyer och mal.

Horizontal communication

There is a good atmos-
phere between colleagues

Det dr en bra stdmning
mellan kollegorna pa min

nition of my efforts.

in my unit. arbetsplats.

Media quality Communication by means | Kommunikationen via e-
of e-mail works well mail fungerar bra pa min
within this hotel. arbetsplats.

Personal feedback I am satisfied with recog- | Jag dr nojd med det erkdn-

nande jag far for mina in-
satser pd jobbet.

As stated in 2.4 beneficial employment factors are work/life balance, good pay and

benefits, the prospect of rapid advancement, meaningful work experiences and nur-

turing work environment. To study these factors we constructed five items, where

each item measures one employment factor. We have chosen to change the variable

names of “good pay and benefits” to salary, and “prospect of rapid advancements”

to “career possibilities”. This choice was made with the intent of simplicity.
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Beneficial employment English Swedish

factors

Work/life balance It is important to me that | Det dr viktigt for mig att
my employer provides min arbetsplats erbjuder
support for balancing work | mig stod for att kunna bal-
and personal life. ansera arbete och privat-

liv.
Good pay and benefits It is important to me that | Det dr viktigt for mig att

my employer provides
competitive salaries and
benefits.

min arbetsplats erbjuder
konkurrenskraftiga loner
och formdner.

Prospect of rapid advance-
ment

It is important to me that
my employer provides op-
portunities to advance.

Det dr viktigt for mig att
min arbetsplats erbjuder
maojligheter att géra
karridr.

Meaningful work experi-
ences

It is important to me that
my employer provides
meaningful work experi-
ence (i.e. opportunities to
evolve within my profes-
sion)

Det dr viktigt for mig att
min arbetsplats erbjuder
vdrdefulla arbetserfaren-
heter (d.v.s. mojligheter
till att utvecklas i mitt ar-
bete).

Nurturing work environ-
ment

It is important to me that
my employer provides an
open and accepting work

Det dr viktigt for mig att
min arbetsplats erbjuder
en oppen och accepter-

environment with effective
cooperation.

ande arbetsmiljo med
effektivt samarbete.

3.5 Background variables

Six questions of the survey concerned background variables. These variables were
age, gender, level of education, workplace, profession and how long they have
worked for their current employer. Age was the only background variable included

in the independent variables.

3.6 Data analysis

First of all, we did a confirmatory factor analysis of the different internal commu-
nication satisfaction dimensions. Even though the questions in our survey were

based on Sriyothin’s (2016) study, we wanted to be ensured what each construct
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was measuring. We also wanted to see which constructs that had the strongest fac-
tors. Furthermore, a factor analysis was also conducted on the three dimensions of
employee brand attitudes. The aim here was similar to the communication dimen-
sions; to see which constructs had the highest value of a factor and be sure that we

had measured the right thing.

Based on the factor analysis, seven indexes consisting of three items each were
created. One for each of the three brand attitudes, and one for each of the four cho-
sen internal communication satisfaction dimensions. The reason for only using four
of the original seven dimensions when it comes to internal communication satisfac-
tion is that these four had the strongest correlations. It would be too much data if
all seven were included, and it would also be too time-consuming. In the table be-

low, we have presented the content of each index.

Employee brand Original Translation

attitudes

Identity I am proud to tell others Jag kdnner mig stolt ndr
that I am part of this hotel. | jag berdttar for andra var

jag arbetar.
I feel belonging to this ho- | Jag kdnner en tillhorighet
tel. till min arbetsplats.
When I talk about this ho- | Ndr jag pratar om min ar-
tel. [ usually say ‘we’ ra- | betsplats sd pratar jag i
ther than ‘they’. “vi-termer” snarare dn
“de-termer”.

Commitment I talk up this hotel to my Jag beskriver min ar-
friends as a great hotel to | betsplats som en bra ar-
work for. betsplats for mina vinner.
I find that my values and | Jag anser att min ar-
the hotel’s values are very | betsplats virderingar
similar. speglar mina egna.
I am willing to put in a Jag dr villig att engagera
great deal of effort beyond | mig mer dn vad som krdvs
that normally expected in | av mig personligen.
order to help this hotel be
successful.

Loyalty I view the success of the Jag ser min arbetsplats
brand as my own success. | framgdng som min egen

framgdng.
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I don’t have an intention to
change to another hotel at
this moment.

Jag har inga intentioner
att byta arbetsplats just
nu.

I will happy to spend the
rest of my career in this
hotel.

Jag skulle gdrna spendera
resten av min karridr pd
denna arbetsplats.

Internal communi-
cation satisfaction

Communication
climate

I am satisfied this hotel’s
communication motivates
and stimulates enthusiasm
for meeting its goals.

Jag upplever att kommu-
nikationen pd min ar-
betsplats motiverar och
stirker engagemanget for
att mota arbetsplatsens
mdl.

I am satisfied the people in
this hotel have great abil-
ity as communicators.

Jag upplever att mina
kollegor och chefer dr bra
pd att kommunicera.

I am satisfied this hotel’s
communication makes me
identify with it or feel a vi-
tal part of it.

Jag upplever att kommu-
nikationen pd min ar-
betsplats skapar samho-
righet.

Relation to

My line manager provides

Min ndrmaste chef ger mig

in my unit.

supervisor clear instructions to do my | tydliga instruktioner om
jobs. hur jag ska gora mitt jobb.
My line manager tells me | Min ndrmaste chef berdit-
why job tasks are to be tar for mig varfor mina ar-
done. betsuppgifter ska utforas.
My line manager informs | Min ndrmaste chef inform-
me about the hotel rules erar mig om min ar-
and requirements. betsplats regler och krav.

Horizontal There is a good atmos- Det dr en bra stdmning

communication phere between colleagues | mellan kollegorna pd min

arbetsplats.

If I want, I can also dis-
cuss personal matters with

Jag kan diskutera person-
liga saker med mina

my colleagues. kollegor.
My colleagues offer me Mina kollegor ger mig
support. stod.

Personal feedback

I am satisfied with infor-
mation about how my job
compares with others.

Jag far tillrdckligt mycket
information gdllande hur
mitt arbete mdter sig med
andras.
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I am satisfied with infor-
mation about how I am be-
ing judged.

Jag far tillrdckligt mycket
information om hur mitt
arbete bedoms.

I am satisfied with recog- | Jag dr nojd med det erkdn-
nition of my efforts. nande jag far for mina in-
satser pd jobbet.

As mentioned in 3.5, six questions were asked related to background variables. Un-
like the other questions of the survey, these questions did not have a Likert-scale,
which means that five of the six variables had to be coded. The age variable was
first categorized into the three generations, Millennials (1), Generation X (2) and
Baby Boomers (3). However, since the aim of the study is to compare Millennials
to the older generations, we recoded these variables into Millennials (1) and merged
Generation X and Baby Boomers (2). Gender was categorized into female (1), male
(2) and other (3). Level of education was coded as following, secondary education
(1), tertiary education less than three years (2), tertiary education three years (3),
tertiary education more than three years (4) and tertiary education more than five
years (5). The professions were coded as following, doctor (1), nurse (2), unlicensed
assistive personnel (3), specialist nurse (4), occupational therapist (5), biomedical
analyst (6), manager (7), rehab coordinator (8), administrator (9), audiologist (10),
unspecified (95), special educator (96), dental technician (97), engineer (98) and
dental nurse (99). The answer to how long the employee has worked for their em-
ployer was coded as following, less than two years (1), two to four years (2), five

to seven years (3), eight to ten years (4) and more than ten years (5).

After the factor analysis and coding of our variables, we conducted a regression
analysis. The dependent variable was employee brand attitudes, which consisted of
the three employee brand attitude indexes combined to one. The independent vari-
ables consisted of the four internal communication satisfaction dimensions (com-
munication climate, relation to supervisor, horizontal communication, and personal
feedback), the five employment factors (work/life balance, salary and benefits, ca-
reer possibilities, meaningful work experiences, nurturing work environment), and
age. We used gender and education as our control variables. In addition to the re-
gression analysis, we made clustered bar charts for our different variables to look

at the differences between our two age groups. We made one for the employee
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brand attitude measures (figure 2), one for internal communication satisfaction (fig-

ure 3), and one for employment factors (figure 4).

3.7 Method reflection

To conclude, our research method has been a survey. A survey is to prefer when we
already have the answer to our research aim, through literature research, but want
to investigate the variances (6 & Bellamy, 2011). A survey is also a better alterna-
tive, considering that we have an employee perspective where we want to gather
and manage data from a big sample. An advantage of using VOR is that it increases
the possibility to generalize and test theories. A problem with using VOR and a
positivist approach is that it simplifies the reality (ibid.).

The measurement instrument of this study has been tested and used before, which
gives the method validity. However, the questionnaire had to be translated into
Swedish, which could implicate the construct validity of this survey. As described
earlier, we did a pilot study to minimize the risk of misunderstanding the items in
our questionnaire. We also used the same Likert-scale for all our items, which in-

creases the validity.

Due to lack of resources, we used convenience sampling, which has its limitations.
Although a randomized probability sample is to prefer, it would be nearly impossi-
ble to do that of the entire Swedish healthcare sector with the resources at hand.
However, it should be considered to use another sampling method for future re-

search in this area.
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4. Results and analysis

In this chapter, we present the results and analysis for the study. First, we present
our descriptive statistics. Then we present results and analysis in order of our hy-

potheses and research questions.

4.1 Descriptive statistics

After doing the factor analysis and constructing the indexes, we compared the brand
attitude dimensions based on our two age groups (under and over 40 years old). As
we can see in figure 2, the biggest differences between the age groups are in em-
ployee brand loyalty and employee brand commitment. However, all three of the

measures show a slightly more negative brand attitude amongst the younger age

group.

Brand attitude measures by age group
Age

W <40 yrs
5,00
W >40 yrs

4,00

3,00

Mean (max=5)

2,00

Identification Commitment Loyalty
Error Bars: 95% ClI

Figure 2. Employee brand attitude measures by age group.
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4.2 Employee brand attitudes and internal communication

As mentioned in 2.1 the employee brand attitudes are highly related and difficult to
separate. In the analysis of the data, there was no need to separate the attitudes into
identification, commitment, and loyalty. Thus, in the analysis, the indexes of the
three employee brand attitudes have been merged into one index. The full regres-
sion analysis (correlations, model summary, ANOVA, coefficients, and residuals

statistics) can be found in the appendix, 7.2.

Coefficients?

Unstandardized Standardized 95,0% Confidence Interval
Coefficients Coefficients forB
Model B Std. Error Beta t Sig. Lower Bound Upper Bound
1 (Constant) 1,313 1,703 0,771 0,442 -2,046 4,672
Communication climate 0,898 0,211 0,310 4,254 0,000 0,481 1,314
Relation to supervisor 0,351 0,174 0,134 2,021 0,045 0,008 0,693
Horizontal communication 0,549 0,196 0,173 2,795 0,006 0,162 0,937
Personal feedback 0,567 0,174 0,228 3,266 0,001 0,225 0,910
Work/life balance 0,111 0,198 0,032 0,563 0,574 -0,278 0,501
Salary & benefits -0,327 0,212 -0,089 -1,542 0,125 -0,745 0,091
Career possibilities -0,280 0,172 -0,105 -1,628 0,105 -0,619 0,059
Meaningful work experiences 0,613 0,345 8,135 1,075 0,077 -0,068 1,293
Nurturing work environment -0,121 0,364 -0,023 -0,333 0,740 -0,840 0,598
Age 0,806 0,291 0,149 2750 0,006 0,232 1,380
Gender -0,140 0,358 -0,020 -0,390 0,697 -0,845 0,566
Education 0,069 0,107 0,034 0,643 0,521 -0,143 0,281

a. Dependent Variable: Brand attitudes (BA)

Table 1. Coefficients of internal communication satisfaction, beneficial employment fac-
tors, age, gender, and education. Dependent variable: employee brand attitudes.

* Significant values highlighted in blue

4.2.1 Results relating to H1

H1: Internal communication satisfaction is positively associated with employee

brand attitudes in the Swedish healthcare sector.

To answer our first hypothesis, we will firstly look at the correlations (see appendix
7.2.1). There is a positive and significant correlation (p=0,000) between internal
communication satisfaction and employee brand attitudes. For communication cli-
mate, 7=0,621, for relation to supervisor, =0,498, for horizontal communication,
r=0,478, and for personal feedback, =0,576. Thus, we can see that the correlation

is stronger when it comes to communication climate and personal feedback.
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Additionally, in table 1, using employee brand attitudes as the dependent variable,
we found that communication climate (=0,310, p=0,000), relation to supervisor
(5=0,134, p=0,045), horizontal communication (£=0,173, p=0,006), and personal
feedback (5=0,228, p=0,001) were all significant predictors. The overall model fit
was R==0,513. The Adjusted R>= 0,483, thus our model can explain 48,3 percent of

the variances (see appendix 7.2.2).

From what we can see in our regression analysis, our first hypothesis is supported.
This means that all of the internal communication dimensions communication cli-
mate, relation to supervisor, horizontal communication, and personal feedback are

positively associated with employee brand attitudes.

4.2.2 How does internal communication affect employee brand attitudes?

As mentioned in the theoretical framework, the correlation between internal com-
munication and employee brand attitudes has been studied before, where it has been
established that internal communication affects employee brand attitudes (Decha-
watanapaisal, 2018; Narteh & Odoom, 2015; Rice et al., 2017; Ruck et al., 2017;
Sievert & Scholtz, 2017; Srioythin, 2016; Verci¢ &Voki¢, 2017). Thus, the result

of the regression analysis was not surprising.

Sriyothin’s study (2016) showed that communication climate, relation to supervi-
sor, horizontal communication, and personal feedback were all significant predic-
tors of internal communication satisfaction. To compare this with our result, the
beta coefficients were observed. The beta coefficient indicates how much the inde-
pendent variable affects the dependent variable. Our findings were in line with Sri-
yothin’s. Out of the four internal communication satisfaction dimensions, commu-
nication climate had the strongest impact when it comes to employee brand atti-
tudes. Personal feedback and horizontal communication had a slightly lower, but
still significant and positive, effect on employee brand attitudes. Relation to super-
visor showed to have the lowest effect on employee brand attitudes, however still
positive and significant. Thus, all four of the dimensions were significant predictors

in our study. This is in line with the findings of Ruck et al. (2017), who found that
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internal communication has a positive effect on employee brand commitment, es-

pecially communication climate and relation to supervisor.

Sriyothin (2016) observed the hotel industry in Thailand and our study observed
the Swedish healthcare sector. This means that the characteristics of our respond-
ents were quite dissimilar. Another difference between our studies is that Sri-
yothin’s (2016) sample size was 1 747 while this survey only consisted of 208. The
contextual contrasts added by the gap of sample sizes could logically affect the re-
sult. Another factor that potentially could have affected the results is the translation
and modification of the survey. Sriyothin (2016) translated questions from studies
constructed by Downs and Hazen (1977) and Punjaisri et al. (2009) from English
to Thai. We translated Sriyothin’s compiled questions from English to Swedish. We
have also modified questions into the context of the Swedish healthcare sector.
These translations and modifications may have influenced how the questions were
perceived by the respondents, which in turn affects the result. Despite the big dif-
ferences in our studies, the results indicate the same thing - internal communication

satisfaction has an effect on employee brand attitudes.

Furthermore, even though internal communication does have an impact on em-
ployee brand attitudes, there is a question as to how this is achieved. Kimpakorn
and Tocquer (2009) argued that organizational culture and HR practices are the way
to reach employee brand commitment. However, it was stated by Welch and Jack-
son (2007) that internal communication and organizational culture are interdepend-
ent. Additionally, Dechawatanapaisal (2018) said that employee brand attitudes are
built by successfully communicating the brand values. To successfully communi-
cate the brand values, they need to be accepted by the employees (ibid.). This is in
line with Khan’s utterance (2009) where the internal brand needs to be attractive to
the employees so that they want to live the brand. Thus, for the employees to accept
the brand messages, the communication has to be aligned with the existing culture
and what is desirable in it. Considering that the internal communication needs to be
in line with the organizational culture, there is no simple answer to which internal
communication processes that create positive brand attitudes. However, the Com-
munication Satisfaction Questionnaire can be used when measuring the effect of

different internal communication efforts.
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4.3 Employee brand attitudes and age

4.3.1 Results relating to H2

H2: Employee age group is positively associated with employee brand attitudes

within the Swedish healthcare sector.

In our first hypothesis, we found that internal communication satisfaction has an
impact on employee brand attitudes. Therefore, for the second hypothesis, we
looked at the interaction between age and each of the internal communication sat-
isfaction dimensions. These were found to be weak and insignificant and were thus

excluded from this study.

In figure 2 there is a visible difference in employee brand attitudes when comparing
Millennials with the older generations. The most significant difference is regarding
employee brand loyalty, where the Millennials are less loyal than the older genera-
tions. The employee brand loyalty is also the lowest out of the three attitudes when
looking at Millennials. Even though the biggest difference between the age groups
is regarding employee brand loyalty, the Millennial generation also showed to have

a lower degree of both employee brand identification and commitment.

The age variable has a positive and significant (p=0,012) correlation with employee
brand attitudes where »=0,155 (see appendix 7.2.1). In table 1, we also see that age
is a significant predictor of employee brand attitudes (5=0,149, p=0,006). There-
fore, the second hypothesis is supported.

4.3.2 What aspects of internal communication can improve employee brand

loyalty in the Millennial generation?

As mentioned in the result, figure 2 shows that there is a difference between the
Millennials and the older generations regarding employee brand attitudes. How-
ever, the difference in identification and commitment are not as remarkable as the
difference in employee brand loyalty. Our findings of lower loyalty in younger gen-
eration support previous research (Ertas, 2015; Gallup, 2016; Ng et al., 2010;

Stevanin et al., 2018). Furthermore, the standardized beta coefficient was 0,149,
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showing that age is a significant predictor when it comes to employee brand atti-
tudes. There was also a positive and significant correlation between age and em-
ployee brand attitudes. Additionally, it is a matter of definition when it comes to
the three employee brand attitudes since the attitudes are highly influenced by each
other (Punjaisri et al., 2009; Sriyothin, 2016). Since brand commitment affects
brand loyalty, it is difficult to observe the attitudes separately (ibid.). Without com-

mitment and identity, there would not be any loyalty.

Internal communication satisfaction measures by age group
Age

5,00 M <40 yrs
M >40yrs

4,00

3,00

Mean (max=5)

2,00

Communication Relation to Horizontal Personal
climate supervisor communication feedback

Error Bars: 95% CI
Figure 3. Internal commiunication satisfaction measures by age group.

Although there was a weak and insignificant interaction between age and the four
internal communication satisfaction dimensions, there are still differences to con-
sider. In figure 3, we can see the differences between the two age groups regarding
internal communication satisfaction. Horizontal communication is the most im-
portant dimension regarding both age groups, although it is more important to the
Millennial generation. The questions of the horizontal communication dimension
referred to the relationship between the employees. Ng et al. (2010) discovered that
one of the highest valued employment factors for the Millennial generation is good

people to work with. Another dimension that was more important to Millennials is
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the relation to supervisor. This is supported by the findings of Lyons and Kuron
(2014) who saw that a relationship-oriented leadership is popular amongst the
younger generation. Stevanin et al. (2018) stated that the older generations are more
sensitive regarding their relation to supervisors, which could also explain our find-

ings.

Stevanin et al. (2018) found that the younger generation has a higher need for per-
sonal feedback than the older generations, which is not in line with our findings.
We found that personal feedback is more important within the older generations

than to the Millennials.

However, our findings do not suggest that communication climate and personal
feedback is irrelevant to the younger generation. It merely suggests that those two
dimensions are more important for the older generations than the younger. As seen
in figure 3, the mean for communication climate and relation to supervisor is almost
the same for people under 40 years old. Personal feedback has a mean a bit over
2,5, which is more than half of max (5). This might also suggest that it is still im-

portant for the younger generation.

Sriyothin (2016) claimed that internal communication satisfaction is positively as-
sociated with positive employee brand attitudes, which is in line with our findings.
Furthermore, we could see that positive employee brand attitudes are lower in the
Millennial generation (figure 2). This could indicate that the Millennial generation
has more demands regarding internal communication than the older generations.
However, looking at figure 3, the differences between generations are not that big.
This means that age differences aside, all of the dimensions are important for the
employee brand loyalty. Internal communication satisfaction consists of seven di-
mensions, and the dimensions are all related (ibid.). The result of our study, and the
previous research imply that the relevance of all the dimensions needs to be taken
into consideration by the internal communication practitioner. It is also necessary
to contemplate that horizontal communication seems to be the most important to
our respondents. Thus, our result indicates that a feeling of belongingness and sup-
port is important within the Swedish healthcare sector, especially for the Millenni-

als.
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4.4 Employee brand attitudes and beneficial employment

factors

4.4.1 Results relating to H3

H3: Beneficial employment factors are positively associated with employee brand

attitudes within the Swedish healthcare sector.

In the third hypothesis, we investigated the relationship between employee brand
attitudes and beneficial employment factors. The results of the study showed that
work/life balance, »=0,089, salary and benefits, »=-0,098, career possibilities,
r=0,006, meaningful work experiences, »=0,061, and nurturing work environment
r=0,039 (see appendix 7.2.1). None of the correlations were significant, but salary
and benefits had a p-value of 0,079. Furthermore, the beta coefficients (table 1)
were work/life balance ($=0,032, p=0,574), salary and benefits ($=-0,089,
p=0,125), career possibilities (f=-0,105, p=0,105), meaningful work experiences
(5=0,135 p=0,077), and nurturing work environment (=-0,023, p=0,740). Thus,

none of the predictors were significant.

These findings suggest that there are positive, albeit insignificant, correlations be-
tween employee brand attitudes and four out of five employment factors. Salary
and benefits had a slightly negative correlation with employee brand attitudes and
was the employment factor that had the most significance. This suggests that the
importance of good salary and benefits reduces as the positive brand attitudes get
higher. Meaningful work experience was the employment factor that had the high-
est beta coefficient value, with the lowest corresponding p-value. This suggests that
meaningful work experience is the most important of the five employment factors
when it comes to the effect on employee brand attitudes. Thus, the third hypothesis
is partially supported.
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4.4.2 How does internal communication compare to employment factors regard-

ing employee brand loyalty in the Millennial generation?

Beneficial employment factor measures by age group

Mean (max=5)

Work/life Salary & Career Meaningful Nurturing
balance benefits possibilities work work
experiences environment

Error Bars: 95% CI
Figure 4. Beneficial employment factor measures by age group.

In figure 4 we can see that meaningful work experiences and nurturing work envi-
ronment are most important to the Millennial generation. This is supported by Ng
et al. (2010), who found that the prospect of rapid advancement, meaningful work
experiences and good people to work with were the most important factors for the
Millennials. It is also in line with Seitovirta et al. (2018), who saw that opportunity
to develop within the workplace was found important by nurses in Finland. In gen-
eral, it was only good salary and benefits that were ranked higher amongst the older
generations. The financial rewards were ranked second to last by the Millennials.
This finding is similar to what Seitovirta et al. (2018) found when they studied

Finnish nurses.

The age differences within the employment factor regarding career possibilities are
somewhat understandable. There is not a lot of time left for the Baby Boomers in
the workplace since they are starting to retire (Ertas, 2015). Out of our 208 respond-

ents, 42 were Baby Boomers. It is fairly logical that the career possibilities are not
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as important to someone who are soon to be retired. This might have affected the
result, and that the gap between the age groups would have decreased if the Baby

Boomers were excluded.

In figure 4, it is evident that all beneficial employment factors are important for all
of our respondents. This could be a ceiling effect, meaning that all of the values are
close to the highest possible score. This could potentially mean that the dependent
variable is at a max, which means that the independent variables, in this case em-
ployment factors, have no effect on the dependent variable (employee brand atti-
tudes). The reason for this could be the way that the questions were constructed. In
the survey the respondents were asked about the importance of the different em-
ployment factors. The questions were not connected to their current workplace, and
there was no possibility to rank the different factors. For example, career possibili-
ties may be important to the respondent, but the opportunity may not exist at his or

her current workplace.

The regression analysis showed that the factor regarding salary and benefits had a
negative correlation with employee brand attitudes. The beta coefficient was also
negative, which means that higher salary is not a predictor for higher employee
brand attitudes. Thus, good salary and benefits do not lead to loyalty. To interpret
the result, this could mean that positive employee brand attitudes creates a lower
demand of higher salary. The salary becomes less important if the employee is com-

mitted and loyal and identifies with the organization.

There is a remarkable similarity when comparing internal communication satisfac-
tion and beneficial employment factors with an age aspect. As mentioned in 4.3,
the most important internal communication dimension for the Millennials appeared
to be horizontal communication. In the observation of employment factors, the most
important factor seemed to be a nurturing work environment. There may be a con-
nection between these two. The horizontal communication and nurturing work en-
vironment both measure the relationship between the employees. Since these vari-
ables were both highly ranked, it strengthens the assumption made in RQ2, that the
feeling of belongingness and support at the workplace is important to the Millenni-

als. On the other hand, the nurturing work environment can also refer to the general
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working conditions. The general working conditions, for example, workload, is not

specifically a communication issue.

To connect this result to strategic communication, our study has shown that internal
communication has a stronger correlation with employee brand attitudes, than ben-
eficial employment factors. The result of this specific study indicates that, when
building positive employee brand attitudes, it would have a bigger effect to invest
in internal communication processes than to, for example, increase the salaries of
the employees. Considering that the employee brand attitudes has to be authentic,
the internal brand has to be maintenanced by communication efforts (Khan, 2009).
However, even though internal communication turned out to be more valuable in
this study, it does not mean that the employment factors are not important. As men-
tioned, the salary is less important to a loyal employee, but one cannot expect that
internal communication can replace the salary, since the employees are financially
dependent on their employer (Frandsen & Johansen, 2011). All of the employment
factors were highly ranked, but they did not have a significant impact on employee

brand attitudes.

4.5 Theoretical model

In this chapter we have tested our three hypotheses and can conclude that our theo-
retical model was partially accurate. The first and second hypotheses were fully

supported and the third was partially supported.

Internal communication

satisfaction
Y\’\
H2 +
Em';'::iytzz:;and Demographic: age
A3 i

Employment factors

Figure 1. Model of relationship between employee brand attitudes, internal communication

satisfaction, age, and beneficial employment factors.
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5. Discussion and conclusion

In this chapter, we conclude that the study answers the research questions. Subse-
quently, we discuss our findings in relation to our research motivation. Lastly, we

present our contributions and suggestions for further research.

5.1 Conclusion

The aim of this study was to examine the relationship between internal communi-
cation satisfaction and employee brand attitudes and to explore if this relationship
differs between Millennials and older generations. We also compared the internal
communication satisfaction to beneficial employment factors in regard to employee

brand attitudes. The respondents of the study were 208 healthcare professionals.

Based on previous research and theory, we constructed and tested three hypotheses:

- H1: Internal communication satisfaction is positively associated with employee
brand attitudes in the Swedish health care sector.

- H2: Employee age group is positively associated with employee brand attitudes
within the Swedish healthcare sector.

- H3: Beneficial employment factors are positively associated with employee

brand attitudes within the Swedish healthcare sector.

We found that the first and second hypothesis was supported by our findings. The
third hypothesis was also only partially supported. We found that two out of five
employment factors had a positive effect on employee brand attitudes, while three
did not. None of the employment factors had a significant effect on employee brand

attitudes.

These hypotheses were interpreted and contextualized in relation to three research
questions:

- RQI: How does internal communication affect employee brand attitudes?
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- RQ2: What aspects of internal communication can improve employee brand
loyalty in the Millennial generation?
- RQ3: How does internal communication compare to beneficial employment fac-

tors regarding employee brand loyalty in the Millennial generation?

We found that all of the four internal communication satisfaction dimensions had a
positive significant impact on employee brand attitudes. Communication climate
was the strongest predictor out of the four. For Millennials, horizontal communica-
tion and personal feedback were the most important dimensions in regard to em-
ployee brand attitudes. Furthermore, internal communication turned out to be more

important, for our respondents, than beneficial employment factors.

Overall, when observing the existing employee brand attitudes Millennials showed
less loyalty, commitment and identification than the older generations. However, it
was the employee brand loyalty that differed the most. When we observed the ben-
eficial employment factors, we could see that the Millennials valued meaningful
work experiences and nurturing work environment higher than the older genera-

tions.

5.2 Discussion

In this study, we looked at employee brand attitudes as one unit instead of three
separate variables. However, in figure 2 the differences in the dimensions between
the two age groups, under 40 and over 40 years old, are presented. We found that
the biggest difference is in employee brand loyalty. There were also some differ-
ences between the age groups within employee brand commitment, albeit not as
big. These differences could be explained by the time that the employee have been
working for their employer. Yang, Wan and Wu (2015) discussed that the older
employees, with the lowest education and the longest employment were more com-
mitted. However, in our analysis we did not include the variables regarding level of

education and time of employment.

Regarding employee brand identification, both groups had a high ranking, just
around 4 out of 5. This was the highest ranked out of the three employee brand
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attitudes. What is the reason for this high identification? Is this the result of brand
identification or professional identification (i.e. identification with being a regis-
tered nurse/doctor)? The respondents in this study consisted of healthcare profes-
sionals, such as doctors and registered nurses. In Sweden, the profession of being a
doctor or a registered nurse demands a certification (legitimering) by The National
Board of Health and Welfare, Socialstyrelsen. This could lead to a higher identifi-
cation with the profession than non-registered professions. Although it is not the
same process all over the world, there has still been done a lot of research on the

subject of professional identity in the healthcare sector.

According to Trost and Levin (2011), professional identity can be described as the
perceived belongingness to a certain profession, which controls the person's behav-
ior and interaction in their work life. A longitudinal study of nursing students, in-
vestigating the ideals and values of nursing students and nurses, showed that the
values they learned in school changed rapidly when they started working (Maben
et al., 2006). The author derived it was because of stress, lack of support, and work-
load (ibid). Hensel and Laux (2014) found that one of the most important factors
for professional identity amongst nurses is personal development. Maybe, the iden-
tification with the profession, compete with the identification with the organization
that they are working in. As stated both in the previous research and theory, and in
the results, brand identification affects brand commitment which then affects brand
loyalty (Punjaisri et al., 2009). With a lack of brand identification, there could also
be a lack of brand loyalty.

To return to the research motivation, there is a problem with increasing personnel
turnover for many organizations. The consequences of this are that the organization
loses both financial and human capital (Ertas, 2015). The research of employee
brand attitudes can be helpful when trying to understand how the employees relate
to the brand. Dechawatanapaisal (2018) has stated that positive employee attitudes
result in a strengthened intention to stay, but also a better work performance. It is
also established that the internal communication influence the employee brand at-
titudes (Dechawatanapaisal, 2018; Narteh & Odoom, 2015; Rice et al., 2017; Ruck
et al., 2017; Sievert & Scholtz, 2017; Srioythin, 2016; Verc¢i¢ &Vokié¢, 2017). Thus,

internal communication is a tool that can be used to prevent personnel turnover.
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As mentioned in the research motivation, the Millennials will soon be the majority
of the global workforce (Gallup, 2016). The result of the retiring Baby Boomers is
a void, where the employers need to attract Millennials. However, since the younger
generation has different demands, employers do not know how to act (Ng et al.,
2010). We have previously stated that the personnel turnover amongst nurses in
Sweden has increased over the past five years. However, the data at hand does not
provide us with demographic data such as age. Thus, we cannot know if the per-

sonnel turnover is across the board, or just one age group.

The previous research and theory gave us a preconception that the Millennials are
unloyal and difficult to handle. Thus, when analyzing our data, it struck us by sur-
prise that the differences between Millennials and older generations are not that big.
There were some differences and the Millennials did have a lower employee brand
loyalty, but not to the same extent as expected. This means that there is an existing
myth that is not entirely true. The perception of Millennials being unloyal and high
maintenance can lead to a “us vs. them” mentality that can divide the coworkers
which can result in an unfavorable organizational culture and damage the atmos-
phere in the workplace. Additionally, if there is an idea that the Millennials will
change jobs rapidly, this might lower the quality of introducing and training the
recruited employee. Why would you invest resources in an individual that you think
will leave the organization? This is a downward spiral. If the organization do not
invest in the young employee, and offer opportunities, there is a bigger risk that the

employee turns to another organization.

Since this study has a positivist approach, the reality is simplified. There are several
latent variables and factors, that are not observed in the analysis of the data. Thus,
it is not only the internal communication and employment factors that affect the
employee brand attitudes. The Millennials are at another stage in life than the older
generations. In their life stage they might have a bigger opportunity to change jobs,
than the older generations that have children and grandchildren. If an individual is
settled down and has a larger need of a stable economy, he or she is less likely to
gamble their employment. However, Ng et al (2010) stated that the norms of the

Millennials are different from those in the older generations. This could be an effect
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of growing up in a society influenced by digitalization and globalization, where the
competition between organizations have increased and organizational circum-

stances change more rapidly than ever before.

In this study, horizontal communication and personal feedback were the most im-
portant communication dimensions for Millennials in regard to employee brand at-
titudes, which Ng et al. (2010) also affirmed. This means that recognition and good
coworkers are important if you want loyal Millannials. However, since the vari-
ances are so small our study indicates that Millennials can be managed in the same

way as the older generations, at least in the Swedish healthcare sector.

5.3 Contribution and further research

The purpose of this study was to attempt to illustrate the value of internal commu-
nication in a set context. This study has contributed to different areas within the
research of employee brand attitudes and strategic communication. First of all, we
have translated and further developed a measurement instrument, which could both
be used in further research, and by practitioners. For example, it can be used to plan
and evaluate internal communication efforts in an organization. The Communica-
tion Satisfaction Questionnaire can be used as a tool to detect problem areas for
internal communication, and if used continuously it can also measure improve-
ments. Secondly, this study has shown that internal communication satisfaction is
key for building strong positive employee brand attitudes in the Swedish healthcare
sector. Unlike internal communication satisfaction, beneficial employment factors
did not have a significant effect on brand attitudes. Thirdly, we have contributed to
the field of research about Millennials in the workforce. More specifically, we have
contributed to understanding Millennials’ attitudes toward internal communication
and its importance. We have also contributed to the research about Millennials in a

Swedish context, as well as dispelled the myth of Millennials being unloyal.

While this study has contributed to the field of strategic communication in different
ways, there are still areas that can be further researched. The questionnaire can be
developed, in regard to the employment factors. For example, there could be a ques-

tion where the respondents can rank the different factors, depending on what is most
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important to them. Since the questions in our study were asked more generally,
there could also be questions where the employment factors are linked to the current
workplace. This might be helpful when trying to further compare the internal com-

munication satisfaction to the employment factors.

Another proposition of further research is to study if there are bigger differences
between the generations in another context. The fact that we found a relatively small
difference between the generations could be specific for the Swedish healthcare
sector. It would be interesting to look at the healthcare sector in another European
country and compare it with our result since the culture is similar but the systems
dissimilar. Except for the national exploration, it could also be interesting to com-
pare the healthcare sector to other industries in Sweden. One could also look at
differences between professions in the same industry; for example, is there a differ-

ence between nurses and doctors?

As mentioned in 3.2, the sampling method should be revised for further research.
The sample size is something that should be considered. Additionally, the conven-
ience sampling method prevents us from making generalizations about the results,
which of course is preferred. With a probability sampling, the results would be more

reliable and generalizable.

49



6. Bibliography

Abhishek Singh, A., Rangnekar, S. (2019). Employee Loyalty in Indian Private
Hospitals: The Role of Demographic and Employment Factors. Journal of
Health Management, 21(1). pp. 128—140. doi: 10.1177/0972063418822568

Allen, N. J., Meyer, J. P. (1990). The measurement and antecedents of affective,
continuance and normative commitment to the organization. Journal of Occu-
pational  Psychology,  63(1). pp. 1-18. doi:  10.1111/5.2044-
8325.1990.tb00506.x

Broyles, S. A. (2009). Loyalty’s influence on satisfaction in cross-cultural settings.
Journal of Product & Brand Management, 18(6). pp. 414-424. doi:
10.1108/10610420910989730

Bryman, A. (2012). Social Research Methods. Oxford: Oxford University Press

Dechawatanapaisal, D. (2018). Employee retention: the effects of internal branding
and brand attitudes in sales organizations. Personnel Review, 47(3). pp. 675—
693. doi: 10.1108/PR-06-2017-0193

de Matos, C. A., Henrique, J. L., de Rosa, F. (2009). The different roles of switching
costs on the satisfaction-loyalty relationship. International Journal of Bank
Marketing, 27(7). pp. 506-523. doi: 10.1108/02652320911002331

Dencker, J., Joshi, A., Martocchio, J. (2008). Towards a theoretical framework link-
ing generational memories to workplace attitudes and behaviors. In Critical Is-
sues in Human Resource Management Theory and Research, Human Resource
Management Review, 18(3). pp. 180—-187. doi: 10.1016/j.hrmr.2008.07.007

DeVaney, S. A. (2015). Understanding the Millennial Generation. Journal Of Fi-
nancial Service Professionals, 69(6). pp. 11-14.

Dick, A. S., Basu, K. (1994). Customer loyalty: Toward an integrated conceptual
framework. Journal Academy of Marketing Science, 22(2). pp. 99-113. doi:
10.1177/0092070394222001

50



Downs, C. W., Hazen, M. D. (1977). A Factor Analytic Study of Communication
Satisfaction. The Journal of Business Communication, 14(3). pp. 63—73. doi:
10.1177/002194367701400306

Ertas, N. (2015). Turnover Intentions and Work Motivations of Millennial Employ-
ees in Federal Service. Public Personnel Management, 44(3). pp. 401-423. doi:
10.1177/0091026015588193

Esaiasson, A., Gilljam, M., Oscarsson, H., Wangnerud, L. (2012). Metodpraktikan:
Konsten att studera samhdlle, individ och marknad. Stockholm: Norstedts Ju-
ridik AB

Frandsen, F., Johansen, W. (2011). The study of internal crisis communication:
towards an integrative framework. Corporate Communications: An Interna-
tional Journal, 16(4). pp. 347-361. doi: 10.1108/13563281111186977

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach. Boston:
Pitman.

Gallup. (2016). How Millennials Want to Work and Live. Washington D.C.: Gallup.

Grankvist, G. (2015). An Examination of Swedish Human Resource Management
Students' Beliefs about What Work Should Ideally Be Like. International Jour-
nal of Social Science Studies, 3(4). pp. 166—171. doi: 10.11114/ijsss.v314.917

Hallahan, K., Holtzhausen, D., van Ruler, B., Vercic, D., Sriramesh, K. (2007). De-
fining Strategic Communication. International Journal of Strategic Communi-
cation, 1(1). pp. 3-35. doi: 10.1080/15531180701285244

Hensel, D., Laux, M. (2014). Longitudinal Study of stress, self-care, and profes-
sional identity among nursing students. Nurse Educator, 39(5), pp. 227-231.
doi: 10.1097/NNE.0000000000000057.

Heyman, S., Pagels, S. (2018, June 13). Snurr i dorren hos de stora sjukhusen.
Dagens Medicin. p. 6.

Inspektionen for vard och omsorg, IVO. (2016). Hyrlikare - vardgivarens di-
lemma? Kontinuitet, vakanser och en okad rorlighet hos hdlso- och sjukvard-
spersonalen i primdrvarden. Stockholm: IVO

Khan, B. M. (2009). Internal branding: aligning human capital strategy with brand
strategy. ICFAI Journal of Brand Management, 6(2), pp. 22-36.

Kimpakorn, N., & Tocquer, G. (2009). Employees’ commitment to brands in the
service sector: luxury hotel chains in Thailand. Journal of Brand Management,

16(8). pp. 532-544. doi: 10.1057/palgrave.bm.2550140

51



Lam, S.K., Ahearne, M., Mullins, R., Hayati, B., Schillewaert, N. (2013). Exploring
the dynamics of antecedents to consumer — brand identification with a new
brand. Journal of the Academy of Marketing Science, 41(2). pp. 234-252. doi:
10.1007/s11747-012-0301-x

Lim, K. S., Razzaque, M. A. (1997). Brand loyalty and situational effects: An in-
teractionist perspective. Journal of International Consumer Marketing, 9(4).
pp. 95-115. doi: 10.1300/J046v09n04 06

Lyons, S., Kuron, L. (2014). Generational differences in the workplace: A review
of the evidence and directions for future research. Journal of Organizational
Behavior, 35(1). pp. 139-157. doi: 10.1002/job.1913

Maben, J., Latter, S., Macleod Clark, J. (2006). The theory-practice gap: impact of
professional-bureaucratic work conflict on newly-qualified nurses. Journal of
Advanced Nursing, 55(4). pp. 465-477. doi: 10.1111/}.1365-2648.
2006.03939.x

Mael, F. A., Ashforth, B. E. (1992). Alumni and their alma mater: a partial test of
the reformulated model of brand identification. Journal of Organizational Be-
havior, 13(2). pp. 103—123. doi: 10.1002/j0b.4030130202

Mannheim, K. (1952). Essays on the sociology of knowledge. London: Routledge.

Mehta, S., Singh, T., Bhakar, S. S., Sinha, B. (2010). Employee loyalty towards
organization — A study of academician. International Journal of Business Man-
agement, Economics, and Research, 1(1). pp. 98—108.

Narteh, B., Odoom, R. (2015). Does Internal Marketing Influence Employee Loy-
alty? Evidence From the Ghanaian Banking Industry. Services Marketing Quar-
terly, 36(2). pp. 112—135. doi: 10.1080/15332969.2015.1014237

Ng, E. S., Schweitzer, L., Lyons, S. (2010). New generation, great expectations: A
field study of the millennial generation. Journal of Business and Psychology,
25(2). pp- 281-292. doi: 10.1007/s10869-010-9159-4

Parment, A. (2008). Generation Y: framtidens konsumenter och medarbetare gor
entré!. 1. uppl. Malmo: Liber

Punjaisri, K., Evanschitzky, H., Wilson, A. (2009). Internal branding: an enabler of
employees' brand-supporting behaviours. Journal of Service Management,
20(2). pp. 209-226. doi: 10.1108/09564230910952780

6, P., Bellamy, C. (2011). Principles of methodology: Research design in social

science. London: Sage.

52



Reis, G. G., Braga, B. M. (2016). Employer attractiveness from a generational per-
spective: 51 Implications for employer branding. Revista De Administragdo,
51(1). pp. 103—116. doi: 10.5700/rausp1226

Rice, B., Knox, K., Rice, J., Martin, N., Fieger, P., Fitzgerald, A. (2017). Loyal
employees in difficult settings: The compounding effects of inter-professional
dysfunction and employee loyalty on job tension. Personnel Review, 46(8).
pp-1755-1769. doi: 10.1108/PR-05-2016-0124

Ruck, K., Welch, M., Menara, B. (2017). Employee voice: An antecedent to organ-
isational engagement? Public Relations Review, 43(5). pp. 904-914. doi:
10.1016/j.pubrev.2017.04.008

Seitovirta, J., Lehtiméki, A-V., Vehvildinen-Julkunen, K., Mitronen, L., Kvist, T.
(2018). Registered nurses' perceptions of rewarding and its significance. Jour-
nal of Nursing Management, 26(4). pp. 457—466. doi: 10.1111/jonm.12571

Sievert, H., Scholz, C. (2017). Engaging employees in (at least partly) disengaged
companies: Results of an interview survey within about 500 German corpora-
tions on the growing importance of digital engagement via internal social me-
dia.  Public  Relations  Review,  45(3). pp. 894-903. doi:
10.1016/j.pubrev.2017.06.001

Socialstyrelsen. (2016). Statistik om legitimerad hdlso- och sjukvardspersonals ar-
betsmarknadsstatus 2014. Stockholm: Socialstyrelsen

Sriyothin, S. (2016). Influence of Internal Communication on Employees’ Brand
Outcomes. (Partial fulfillment of the requirements for the degree of Doctor of
Philosophy at University of Salford, Manchester)

Statistiska centralbyran. (2015). Tema Arbetsmarknad, rapport 2015:4. Vard- och
omsorgsutbildade — idag och i framtiden. Orebro: SCB, Prognosinstitutet.
Statistiska centralbyran. (2017). Hog personalomsittning i enkla jobb. Re-
trieved 2019-04-09 from https://www.scb.se/hitta-statistik/artiklar/2017/Hog-
personalomsattning-i-enkla-jobb/

Stevanin, S., Palese, A., Bressan, V., Vehvildinen-Julkonen, K., Kvist, T. (2018).
Workplace-related generational characteristics of nurses: A mixed-method sys-
tematic review. Journal of Advanced Nursing, 74(6). pp. 1245-1263. doi:
10.1111/jan.13538

Svenningson, S., Alvesson, M. (2010). Ledarskap. Malmo: Liber

Trost, J., Hultaker, O. (2016). Enkdtboken. Lund: Studentlitteratur.

53



Trost, J., Levin, 1. (2011). Att forstd vardagen med ett symboliskt interaktionistiskt
perspektiv. Lund: Studentlitteratur.

Twenge, J., Campbell, S., Hoffman, B., Lance, C. (2010). Generational Differences
in Work Values: Leisure and Extrinsic Values Increasing, Social and Intrinsic
Values Decreasing. Journal Of Management, 36(5). pp. 1117-1142. doi:
10.1177/0149206309352246

van den Hooff, B., De Ridder, J. A. (2004). Knowledge sharing in context: the in-
fluence of organizational commitment, communication climate and CMC use
on knowledge sharing. Journal of Knowledge Management, 8(6). pp. 117-130.
doi: 10.1108/13673270410567675

Verci¢, A. T., Voki¢, N. P. (2017). Engaging employees through internal commu-
nication.  Public  Relations  Review, 45(3). pp. 885-893. doi:
10.1016/j.pubrev.2017.04.005

Vision. (2015). Kostnader for personalomsdttning — en berdkningsmodell. Stock-
holm: Vision.

Welch, M., Jackson, P. R. (2007). Rethinking internal communication: a stake-
holder approach. Corporate Communications: An International Journal, 12(2).
pp. 177-198. doi: 10.1108/13563280710744847

Wrench, J. S., Thomas-Maddox, C., Richmond, V. P., McCroskey, J. C. (2013).
Quantitative research methods for communication: a hands-on approach. New
York: Oxford University Press.

Wu, L., Norman, 1. J. (2006). An investigation of job satisfaction, organizational
commitment and role conflict and ambiguity in a sample of Chinese undergrad-
uate nursing students. Nurse Education Today, 26(4). pp. 304-314. doi:
10.1016/j.nedt.2005.10.011

Yang, J.T., Wan, C.S., Wu, C.W. (2015). Effect of internal branding on employee
brand commitment and behavior in hospitality. Tourism and Hospitality Re-

search, 15(4), pp. 267-280. doi: 10.1177/1467358415580358

54



/. Appendices

7.1 Survey

Internkommunikation inom sjukvarden

Som en del av var kandidatuppsats inom strategisk kommunikation vid Lunds uni-
versitet har vi valt att undersoka olika typer av internkommunikation samt hur dessa
upplevs inom olika sjukhus i Sverige. Vart syfte med studien ar mer specifikt att se
hur sjukvardspersonal uppfattar kommunikationens kvalitet och hur det paverkar

deras arbetssituation.

Var forhoppning ér att denna studie kommer att bidra till att arbetsgivare har ett
underlag som underléttar skapandet av ett gott arbets- och kommunikationsklimat
for alla medarbetare. Vi vill skapa forutsattningar for medarbetare att ldttare kunna
genomfora sitt arbete. Vi vill dven skapa forutsittningar for alla medarbetare ska

trivas pd sin arbetsplats.

Det ar hogst frivilligt att delta i enkdten. Din data kommer att hanteras strikt konfi-
dentiellt och era svar kommer att forbli anonyma. Den data vi far ut av enkéten kan
inte anvandas for att identifiera dig som person. Vi onskar att du svarar si sannings-

enligt som mojligt pé varje fraga.

Resultatet av studien kommer vara fardigt i mitten av juni 2019. Har du négra fragor
om enkéten eller dr intresserad av resultatet av studien, kan du hora av dig till oss
via e-mail.

Cajsa Andersson: ca5203an-s@student.lu.se

Ebba Jakobsson: eb&701ja-s@student.lu.se

Enkitstruktur
Enkéten tar cirka 10 minuter att besvara och bestér av 5 delar

A. Internkommunikation

55



Arbetsgivare
Mote med patienter och anhdriga

Arbetsforhallanden

m o 0w

Personlig data

Del A: Internkommunikation

Under denna del kommer du att 4 besvara fragor gillande din arbetsplats och in-

ternkommunikation.

Med internkommunikation menas kommunikation som sker mellan kollegor eller
mellan kollegor och chefer. Det kan vara exempelvis feedback och instruktioner
frén din chef nir det géller ditt arbete. Det kan ocksa vara vilken relation du har till
dina kollegor och huruvida du kénner dig delaktig pa din arbetsplats.

Med arbetsplats menas den avdelning du arbetar pa.

Virdena rangordnas fran 1-5, dér 1 ar "Instdimmer inte alls" och 5 &r "Instimmer

helt".

Motivation

Al Jag upplever att kommuni- | 1 2 3 4 5
kationen pa min arbetsplats
motiverar och stirker enga-
gemanget for att mota ar-
betsplatsens mél.

A2 Jag upplever att mina kol- | 1 2 3 4 5
legor och chefer ér bra pa
att kommunicera.

A3 Jag upplever att kommuni- | 1 2 3 4 5
kationen pa min arbetsplats
skapar samhdrighet.

A4 Jag upplever att jag,igod | 1 2 3 4 5
tid, far den information
som jag behover for att
gdra mitt jobb.

AS Jag upplever att konflikter | 1 2 3 4 5
hanteras pa ett lampligt sétt
genom ratt kommunikat-
ionskanaler (exempelvis
moten, intranit, e-mail).
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Relation till nArmaste chef

A6 Min nérmaste chef ger
mig tydliga instruktioner
om hur jag ska gora mitt
jobb.

A7 Min nérmaste chef berit-
tar for mig varfor mina ar-
betsuppgifter ska utforas.

A8 Min nidrmaste chef infor-
merar mig om min arbets-
plats regler och krav.

A9 Min nidrmaste chef infor-

merar mig om framtida
planer gillande min ar-
betsgrupp.

Al10 Min nérmaste chef later
mig veta nér jag har gjort
ett bra jobb.

All Min nérmaste chef fragar
mig om asikter och for-
slag.

Al2 Min narmaste chef brukar
ha informella samtal med
mig.

Al3 Min narmaste chef kritise-
rar mitt arbete framfor
andra.

Al4 Min niarmaste chef forloj-
ligar mig eller skdmtar pa
min bekostnad.

Internkommunikation

AlS5 Jag far tillrackligt mycket
information géillande
praktiska saker pd min ar-
betsplats (ex. fordnd-
ringar, nyanstdllningar,
ekonomi, nya rutiner)

Al6 Niér jag hor kritik om min
arbetsplats, kommer det
frdn min arbetsgivare forst
(inte frdn exempelvis me-

dia).

Al7 Kommunikationen via e-
mail fungerar bra pd min
arbetsplats.
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Al8 Jag far tillrackligt mycket | 1 2 3 4 5
information om min ar-
betsplats policyer och
mal.

Al19 Jag far tillrackligt mycket | 1 2 3 4 5
information om lagar och
regler som paverkar min
arbetsplats.

A20 Jag far tillrackligt mycket | 1 2 3 4 5
information om min ar-
betsplats framgéangar och

misstag.
Kollegor
A2l Det dr en bra stimning 1 2 3 4 5
mellan kollegorna pd min
arbetsplats.
A22 Jag kan diskutera person- | 1 2 3 4 5
liga saker med mina kolle-
gor.
A23 Mina kollegor ger mig 1 2 3 4 5
stod.
Arbetsprestation
A24 Jag far tillrackligt mycket | 1 2 3 4 5
information géillande hur
mitt arbete méter sig med
andras.
A25 Jag far tillrackligt mycket | 1 2 3 4 5

information om hur mitt
arbete bedoms.

A26 Jag ar n6jd med det er- 1 2 3 4 5
kénnande jag far for mina
insatser pa jobbet.

A27 Jag upplever att min 1 2 3 4 5
ndrmaste chef dr med-
veten om och forstir pro-
blemen som jag och mina
kollegor méter.

Del B: Arbetsgivare

Under denna del onskar vi att du identifierar dina attityder gentemot din arbetsgi-

vare. Med arbetsplats menar vi den avdelning du arbetar pa.
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Virdena rangordnas fran 1 till 5, dir 1 4r “instimmer inte alls” och 5 ar “instimmer

helt”.

Identifiering

B1

Jag kinner mig stolt nér jag
beréttar for andra var jag ar-
betar.

B2

Jag beskriver min arbetsplats
som en bra arbetsplats for
mina vénner.

B3

Jag kénner en tillhorighet till
min arbetsplats.

B4

Jag anser att min arbetsplats
vérderingar speglar mina
egna.

BS5

Jag ser min arbetsplats fram-
ging som min egen fram-
ging.

B6

Nér jag pratar om min ar-
betsplats sé pratar jag i “vi-
termer” snarare dn “de-ter-

99

mer

Lojalitet

B7

Jag har inga intentioner att
byta arbetsplats just nu.

B8

Jag skulle gérna spendera
resten av min karridr pa
denna arbetsplats.

B9

Jag skulle acceptera néstan
vilken arbetsuppgift som
helst for att fortsitta arbeta
for min arbetsgivare.

B10

Jag kénner ett personligt an-
svar for hur min arbetsplats
presterar och agerar

B11

Jag ér villig att engagera
mig mer dn vad som kravs
av mig personligen, fOr att
arbetsplatsen ska na fram-
gangsrika resultat.

B12

Min arbetsplats inspirerar
mig till att vilja prestera

mitt allra bésta.
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B13

Jag bryr mig verkligen om
hur det kommer gé for min
arbetsplats i framtiden.

B14

Det krévs en stor forsam-
ring av de rddande omstén-
digheterna, for att jag skulle
lamna min arbetsplats.

B15

For mig dr denna arbets-
plats den bésta mojliga,
jamfort med andra alterna-
tiv.

B16

Jag skulle lika gérna kunna
arbeta pd en annan arbets-
plats, sé lange jag hade fatt
liknande arbetsuppgifter.

B17

Det krivs en stor forbéttring
av de rddande omsténdig-
heterna, for att jag ska ar-
beta kvar pa denna arbets-
plats tills jag gér i pension.

Del C: Mote med patienter och anhoriga

Under denna del onskar vi att du definierar vilken typ av roll du antar vid motet

med patienter och anhoriga.

Virdena rangordnas fran 1 till 5, dir 1 ar “instimmer inte alls” och 5 ar “instimmer

helt”.

Cl

Jag kan framgangsrikt upp-
fylla de krav som stills pa
mig av min arbetsgivare.

C2

Ibland misslyckas jag med
att uppfylla vissa aspekter av
mitt jobb, dir jag forvintas
leverera enligt arbetsplatsens
satta standard.

C3

Kvaliteten pa min service
uppfyller de formella kraven
som dr uppsatta av min ar-
betsgivare.

C4

Jag uppfyller de forvént-
ningar patienter (och dess an-
horiga) har pd mig, utifrén
den standard som min arbets-
plats vanligtvis levererar.
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Del D: Arbetsforhillanden

Under denna del dnskar vi att du identifierar dina attityder gentemot dina arbetsfor-

hallanden.

Virdena rangordnas fran 1 till 5, dir 1 ar “instimmer inte alls” och 5 ar “instimmer

helt”.

Dl Det ar viktigt for mig att min | 1 2 3 4 5
arbetsplats erbjuder konkur-
renskraftiga loner och for-
méner.

D2 Det ar viktigt for mig att min | 1 2 3 4 5
arbetsplats erbjuder mig stod
for att kunna balansera ar-
bete och privatliv.

D3 Det ar viktigt for mig att min | 1 2 3 4 5
arbetsplats erbjuder mojlig-
heter att gora karriédr.

D4 Det ar viktigt for mig att min | 1 2 3 4 5
arbetsplats erbjuder virde-
fulla arbetserfarenheter
(d.v.s. mojligheter till att ut-
vecklas i mitt arbete)

D5 Det ar viktigt for mig att min | 1 2 3 4 5
arbetsplats erbjuder en 6ppen
och accepterande arbetsmiljo
med effektivt samarbete.

D.6 Ovriga kommentarer (fritext)
Har kan du ge feedback pé studien i sin helhet eller fortydliga ndgot som du upp-
levde inte framkom nér du fyllde i enkdten. Det dr hogst frivilligt att lamna kom-

mentarer.

Del E: Personlig data

Denna data kan inte anvéndas for att identifiera personer utan &r enbart till for att

kunna kategorisera utifran exempelvis alder.

E.1 Alder
A. under 20 ar
B. 21-25ar
C. 26-30 ar
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D. 31-35 ar
E. 36-40 ar
F. 41-45 ar
G. 46-50 ér
H. 51-55 ar
I. 56-60 ar

J. Over 60 ar

E.2 Kon

A. Man
B. Kvinna
C. Annat

E.3 Vilken ér din hogst avslutade utbildning?
A. Gymnasial

B. Eftergymnasial mindre &n 3 ar

O

Eftergymnasial 3 ar

o

Eftergymnasial mer &n 3 ér

=

Eftergymnasial mer &n 5 ér

E.4 Var arbetar du?

Fritext

E.5 Vad arbetar du som?
A. Lékare
B. Sjukskoterska
C. Underskoterska
D. Annat (fritext)

E.6 Hur liinge har du arbetat pa din nuvarande arbetsplats?
Med arbetsplats menar vi den avdelning eller motsvarande du arbetar pa. Om du
har arbetat pd samma sjukhus, men olika avdelningar, inkludera endast tiden pa din
nuvarande avdelning.

A. under 2 éar

B. 24 ar
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C. 5-7ar
D. 8-10 ar

E. mer an 10 ar

Bekriftelsemeddelande

Tack for att du deltog 1 enkiten!

Har du ndgra frdgor om enkiten eller dr intresserad av resultatet av studien, kan
hora av dig till oss via e-mail.

Cajsa Andersson: ca5203an-s@student.lu.se

Ebba Jakobsson: eb&8701ja-s@student.lu.se
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7.2 Regression analysis

Conducted using IBM SPSS Statistics Version 25.

Dependent variable: Brand attitudes

Independent variables: ICS dimensions (communication climate, relation to su-

pervisor, horizontal communication, personal feedback), employment factors

(work/life balance, salary & benefits, career possibilities, meaningful work experi-

ences, nurturing work environment), age, gender, education.

7.2.1 Correlations

Correlations
BA cc RS HC PF WLB S&B c MWE NWE Age  Gender  Edu
Pearson BA 1,000 0,621 0,498 0478 0576 0,089 -0,098 0,006 0,061 0,039 0,155 -0,001 -0,044
Correlation ¢ 0,621 1,000 0,571 0,535 0,610 0,099  -0,038 0,147 0,054 0,048 0,055 0,008  -0,058
RS 0,498 0,571 1,000 0,355 0,560 0,146 -0,049 0,104 0,102 0,064 -0,056 0,062 -0,062
HC 0,478 0535 0,355 1,000 0460 0,041 -0,049 0,056 0,051 0,077 0,096 0,086 -0,037
PF 0,576 0,610 0,560 0460 1,000 -0,001 -0,025 0,077 -0,019 -0,024 0,109 0,024 -0,080
WLB 0,089 0,099 0,146 0,041  -0,001 1,000 0,166 0,311 0,367 0,353 -0,003 -0,061 0,148
S&B -0,098 -0,038 -0,049 -0,049 -0025 0,166 1,000 0,392 0,342 0,301 0,096 -0,020 0,149
© 0,006 0,147 0,104 0,056 0,077 0,311 0,392 1,000 0,529 0,270 -0,145 -0,046 0,144
MWE 0,061 0,054 0,102 0,051 -0,019 0,367 0342 0529 1,000 0649 -0,157 -0,048 0,055
NWE 0,039 0,048 0,064 0,077 -0,024 0,353 0,301 0,270 0649 1,000 -0,094 0,010 0,025
Age 0,155 0,055 -0,056 -0,096 0,109 -0,003 0,096 -0,145 -0,157 -0,094 1,000 -0,116  -0,040
Gender -0,001 0,008 0,062 0,08 0,024 -0,061 -0020 -0,046 -0,048 0010 -0,116 1,000 0,220
Edu -0,044 0,058 -0,062 -0,037 -0080 0,148 0,149 0,144 0055 0,025 -0,040 0,220 1,000
Sig. (1- BA 0,000 0,000 0,000 0000 0,100 0079 0465 0,192 0,288 0,012 0492 0,263
tailed) cc 0,000 0,000 0000 0000 0077 0294 0017 0218 0246 0216 0456 0,201
RS 0,000 0,000 0,000 0,000 0,018 0239 0068 0072 0,78 0,211 0,188 0,186
HC 0,000 0,000 0,000 0,000 0,277 0,241 0,212 0,231 0,134 0,083 0,109 0,300
PF 0,000 0,000 0,000 0,000 0,496 0,361 0,135 0,393 0,363 0,058 0,368 0,124
WLB 0,100 0,077 0,018 0277 0,496 0,008 0,000 0,000 0,000 0484 0,192 0,017
S&B 0,079 0294 0,239 0,241 0,361 0,008 0,000 0,000 0,000 0,085 0,387 0,016
c 0,465 0,017 0,068 0212 0,135 0,000 0,000 0,000 0,000 0018 0,253 0,019
MWE 0,192 0,218 0,072 0,231 0,393 0,000 0,000 0,000 0,000 0012 00247 0,216
NWE 0,288 0,246 0,78 0,134 0,363 0,000 0,000 0,000 0,000 0,090 0445 0,359
Age 0,012 0216 0,211 0,083 0058 0484 0,085 0,018 0012 0,090 0,048 0,285
Gender 0,492 0456 0,188 0,109 0,368 0,192 0,387 0,253 0,247 0,445 0,048 0,001
Edu 0,263 0,201 0,186 0,300 0,124 0,017 0016 0019 0216 0,359 0,285 0,001
7.2.2 Model summary
Model Summary®
Change Statistics
Adjusted R | Std. Error of | R Square Sig. F Durbin-
Model R R Square Square the Estimate Change F Change df1 df2 Change Watson
1 7162 0,513 0,483 1,89986 0,513 17,102 12 195 0,000 1,801

a. Predictors: (Constant), Communication climate, Relation to supervisor, Horizontal communication, Personal feedback, Work/life balance, Salary & benefits,
Career possibilities, Meaningful work experiences, Nurturing work environment, Age, Gender, Education
b. Dependent Variable: Brand attitudes
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7.2.3 ANOVA

ANOVA?

Sum of Mean
Model Squares df Square F Sig.
1 Regression 740,741 12 61,728 17,102 ,000°
Residual 703,849 195 3,609
Total 1444,590 207

a. Dependent Variable: Brand attitudes
b. Predictors: (Constant), Communication climate, Relation to supervisor, Horizontal communication,
Personal feedback, Work/life balance, Salary & benefits, Career possibilities, Meaningful work
experiences, Nurturing work environment, Age, Gender, Education

7.2.4 Coefficients
Coefficients?
Unstandardized Standardized 95,0% Confidence
Coefficients Coefficients Interval for B Correlations
Lower Upper ‘
Model B Std. Error Beta t Sig. Bound Bound Zero-order Partial Part
1 (Constant) 1,313 1,703 0,771 0,442 -2,046 4,672
Communication 0,898 0,211 0,310 4,254 0,000 0,481 1,314 0,621 0,291 0,213
climate
Relation to 0,351 0,174 0,134 2,021 0,045 0,008 0,693 0,498 0,143 0,101
supervisor
Horizontal 0,549 0,196 0,173 2,795 0,006 0,162 0,937 0,478 0,196 0,140
communication
Personal 0,567 0,174 0,228 3,266 0,001 0,225 0,910 0,576 0,228 0,163
feedback
Work/life 0,111 0,198 0,032 0,563 0,574 -0,278 0,501 0,089 0,040 0,028
balance
Salary & -0,327 0,212 -0,089 -1,542 0,125 -0,745 0,091 -0,098 -0,110 -0,077
benefits
Career -0,280 0,172 -0,105 -1,628 0,105 -0,619 0,059 0,006 -0,116 -0,081
possibilities
Meaningful 0,613 0,345 0,135 1,775 0,077 -0,068 1,293 0,061 0,126 0,089
work
experiences
Nurturing work -0,121 0,364 -0,023 -0,333 0,740 -0,840 0,598 0,039 -0,024 -0,017
environment
Age 0,806 0,291 0,149 2,770 0,006 0,232 1,380 0,155 0,195 0,138
Gender -0,140 0,358 -0,020 -0,390 0,697 -0,845 0,566 -0,001 -0,028 -0,020
Education 0,069 0,107 0,034 0,643 0,521 -0,143 0,281 -0,044 0,046 0,032
a. Dependent Variable: Brand attitudes
7.2.5 Residuals statistics
Residuals Statistics?
Std.
Minimum Maximum Mean Deviation N
Predicted 5,6656 14,8054 11,0192 1,89168 208
Value
Residual -5,06288 5,14678 0,00000 1,84397 208
Std. -2,830 2,001 0,000 1,000 208
Predicted
Value
Std. -2,665 2,709 0,000 0,971 208
Residual

a. Dependent Variable: Brand attitudes
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