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Abstract 

With this study, the authors will examine what generation Y values the highest when applying, 

and accepting, a job. The study will also examine if this is something that changes if the 

organization has a harmed reputation. The authors own experience is that the business students 

at Linköping University, who belong to generation Y, tend to look for jobs and organizations that 

would make their classmates envious. The status symbol could be seen as an extrinsic factor 

according to Ryan & Deci’s (2000) definition, leading us to the belief that extrinsic factors are a 

great motivator for generation Y. However, literature such as studies from Universum (2016) 

indicate that generation Y are more motivated by intrinsic values.  

The study is divided into three parts where the first part examines to what extent intrinsic 

motivational factors affect generation Y in the recruitment process. The second part examines to 

what extent a harmed reputation affects generation Y in the recruitment process. In the third and 

final part, the study aims to seek if there is a match between what organizations with harmed 

reputation offer and what generation Y wants. The data collection methods are interviews and 

document studies of five organizations, in order to examine the organizational view. However, 

only three of the organizations had time for an interview. The result of the organizational view 

was also used when a survey was designed to understand generation Y’s view. The survey was 

sent out to, and answered by, 49 last year business and industrial engineering and management 

students at Linköping University. 

The findings of the study are that when generation Y is asked out of context, ceteris paribus, they 

value intrinsic motivation factor highest, but when retested in various scenarios generation Y 

lean towards extrinsic motivation factors. Regarding the question about what impact a harmed 

reputation has on the decision of new-graduate students of generation Y, it seems that it only 

affects when the harmed reputation is connected to a lack of transparency. Furthermore, the 

study concludes that value congruence is of importance for generation Y and this is something 

that has been observed that the organizations of the study are lacking in some cases. However, 

one source of error in the process of matching could be the impact of brand name, that could be 

seen as a significant factor to make an organization attractive according to employer branding, 

has been taken away in this study and this could be interesting to look into in further studies. The 

study has a low respond rate, this is why no generalization could be done. 

Keywords: generation Y, motivational factors, harmed reputation, employer branding 
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1 Introduction	
We have noticed a trend among business students at Linköping University. It started in year one 
with an admiration-phase of the older students that quickly turned into a race to have the best 

extra-curricular activities, well-developed resume, a vast network and finally: a good job. THE 
job that will turn heads and make your classmates jealous. Just as a debutant balls introduces 

your social standing in the world, are employment offers a concrete evidence on your ranking, 
compared to your peers. The names of the “The big four” (KPMG, Deloitte, EY, PWC) are 

whispered in the hallways and to get a job in one of these firms gives you a high ranking. 

However, university can work as an incubator, building a confidence without connection to the 
real world. The truth is that these students have little to no work-experience. Regardless, this is a 

behavior that has been enforced with flashy LinkedIn profiles, profiling on social media and an 
overall culture-development towards a more individualistic mindset. Your place of employment 

is moving away from being an income-generator towards being an elongation of your personal 
goals and values (Story et al., 2016; Chhabra & Sharma, 2014), a part of how you identify 

yourself.  

The importance of identity is relevant for Sweden especially. As a people, we are more egalitarian 

and value pride in our work almost as highly as a high salary (Kaufman & White, 2015). We, the 

young, are also living in a world with more opportunities on the labor market. As the baby 

boomers are closing in on retirement, while being followed by a smaller generation, organizations 

are having difficulties finding suitable “talent” to fill the void, a “right fit” (Beechler & Woodward, 

2009 in Vanderstukken et. al, 2016). It is therefore in the best interest of organizations to find 

what factors would attract these “talents”. Trends are pointing towards a more intrinsic focus, 

where pride and image takes a big role, especially in Sweden (Kaufman & White, 2015). However, 

Vanderstukken et.al (2016) argues that even though people want to believe that intrinsic values 

are most important, in reality, extrinsic values are highest valued. As Maslow (1943) stated, you 

need to fulfill your basic needs, and needs of safety before focusing on non-vital factors.  

Regardless of how individualistic Swedes like to be seen (Kaufman & White, 2015), they are 

actually quite afraid of taking risks (Studio ett, 2016). We are living in a world where we see our 

first job as a bragging right, a world where the labor market speaks to our favor but also in a 

world where organizations are struggling with “matching” their talent. So, what happens to 

organization with a harmed reputation, but otherwise a successful business? Does a lack of 

bragging rights and trust outweigh a solid job-offer? In reality, most organizations that attract 

business students are quite homogenous, it is mostly the brand image that differ. The question 

arises, what is it really that the buyers and sellers on the labor market are looking for? Is it a 

dream job, or simply safety in employment? 
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To summarize, in this thesis we wish to test how a harmed reputation could affect the recruiting 

process and what students are searching for when they are looking for a job. We have with 

theoretical studies and our own experience examined that business students feel attracted to 

organizations that seems to match their personal values, and that the work could be seen as a way 

to brag about themselves. According to this we assume that an organization with harmed 

reputation will find it more difficult to recruit talent employees. However, other studies have 

showed that what truly motivate job-seekers are the extrinsic values such as salary, which give us 

argument to question how important the organization’s reputation really is. We want to study to 

what degree there could be a match between students and organizations with a harmed 

reputation. 

1.1 Problem	statement	

This study will focus on employer branding, generation Y and motivational factors. The idea is 

that by understanding the driving forces of generation Y, the group of people that make up the 

majority of new entrants on the job market, organizations will be more effective in conveying 

their message as well as developing job offers that would attract the right fit. As the focus is 

motivational factors, it will also show what factors, specifically intrinsic or extrinsic (Ryan & Deci, 

2000) are the most significant when it comes to motivating that segment overall. The field of 

studies about motivation factors has been researched heavily, but as it is more based an 

interpretation of human behavior it makes it difficult to find a “universal truth”. We have also 

seen a lack of research for motivation factors in the context of a harmed reputation. In this thesis 

we will use five main theories and sources. Parment & Dhyre (2009) is our main source regarding 

employer branding and will show us how employer branding is created, interpreted and used. 

This book focuses especially on generation Y and the developments that have been made during 

the few years, which makes it relevant for our study. Added to this employer branding section is 

Ambler & Barrow (1996), an article that makes a connection between the consumer brand and 

the employer brand. This will help us find a different perspective and add a new level to our 

analysis, as it allows us to look at different factors than simply what is employer-adjacent. By 

knowing how an employer brand is communicated, we hope to find more insight on what factors 

would actually harm it and actually affect the recruitment-process.  

Furthermore, Universum (2016a, b & c) with its generation studies, will help us to get an 

overview of generation Y. As well as how they differ from previous generations. This will give us 

insight on the behavior of generation Y as well as what their main focus are. By comparing an 

overview of this generation with our sample group, we will see to what extent this behavior can be 

translated across a generation. Finally, we have two sources focused on our motivational factors. 

Ryan & Deci (2000) gives us our definition of what is intrinsic and what is extrinsic. Combined 

with Herzberg’s (1974) two-factor theory we wish to test and see what is more important to 
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generation Y, as we have noticed changes in trends during these past years. In conclusion 

generation Y is entering the job market, and as they as a generation differ from their predecessors 

we wish to examine how they react to different motivational factors, and what they value highest. 

We also wish to see if this is something that is affected by a harmed reputation, as 

communication of messages has changed with the vast spread of the internet and social media. 

However, the communication process is out of this study's interest and in this lays one of the 

limitations. 

1.2 Aim	and	research	questions	

The aim of this study is to examine what generation Y values the highest when applying, and 

accepting a job, and if this is something that changes if the organization has a harmed reputation.  

We will therefore structure the thesis based on the three following research questions:  

1. To what extent does intrinsic motivational factors affect the decision making of 

generation Y students in the recruitment process of their first job? 

2. To what extent does a harmed reputation of an organization affect the decision making of 

generation Y students in the recruitment process of their first job?  

3. To what degree is it possible to find a match between what is offered and what is sought 

between organizations with harmed reputation and generation Y students?  

1.3 Definitions		
• Harmed reputation. How a reputation is perceived is very individual. We will 

therefore, in this paper, refer to a harmed reputation as a decrease in trust in the 

population. Important to keep in mind is that this is not related to the overall financial 

health of the organization in question.  

• "Talents". A talent is referred to as a person that could create extra value to the 

organization (McCracken, 2016). In the context of this paper specify it as a person with a 

university degree that can create value to their employer. 	

• Organizational identity.  The values the organizations are reflecting in their strategy, 

philosophy, culture and organizational design (Gray & Balmer, 1998). The organizational 

identity affects its reputation.  

• Personal identity. The combination of values, intellect and engagement that a person 

embodies (Hinchcliffe & Jolly. 2010). The identity is the basis of a person's personality. 

• Value congruence. The match of values between organizations and employees or job-

seekers.  
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2 Theoretical	framework	
To get an understanding of the field of motivation and employer branding previous studies of 

motivation, employer branding and generation Y are presented in this chapter. The chapter 

starts with a review of which motivation factors seem to be the most important. In the second 

section employer branding is defined and employer branding in the context of harmed 

reputation is discussed. In the third, and last section, studies about generation Y’s expectations 

and behavior are raised. Each section ends with a summary or a model, which combines what 

the authors found was of importance in the different studies. Lastly, a summary of the overall 

theoretical discussion, combining motivation factors, employer branding and generation Y, is 

presented. 

2.1 Motivational	factors	

The discussion regarding what motivates people has been widely discussed over the years and 

many different approaches have been taken in the field. In this section, a discussion and 

comparisons of the existing theories are done and in the end of the section a merge model is 

presented. One theory that has got a lot of support is Herzberg’s two-factor theory (1974) and 

that is why the section starts by presenting this theory.  

2.1.1 Herzberg’s	two-factor	theory	

Herzberg’s two-factor theory states that there are factors that are necessary to satisfy in order to 

avoid dissatisfaction; these factors are called hygiene factors. If the hygiene factors are not 

fulfilled, the employees will feel unhappy. However, to add more to these factors when they are 

sufficiently satisfied will not result in any further motivation. Examples of hygiene factors could 

be find in table 1 below. To achieve a higher motivation for the employees the employer needs to 

focus on the truly motivational factors, factors that could make people more motivated if more of 

them are added. The motivational factors, according to Herzberg, are factors such as; 

achievements, recognition for achievement, work itself, responsibility, advancement and growth. 

The idea of hygiene- and motivational factors could be supported by Maslow’s hierarchy of needs, 

whom argues similar to Herzberg: that you need to satisfy your basic need before continuing with 

the rest (Maslow, 1943). Tonnquist (2016) has elaborated on Maslow’s theory in order to fit into 

the management field, the model is showed in figure 1 below. By combining Tonnquist’s model 

and the two-factor theory one can see that hygiene factors correspond to the three first stages of 

the hierarchy of needs, and motivation factors to the two last steps. One can therefore argue that 

hygiene factors cannot add motivation but create dissatisfaction just as Herzberg suggested.  
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Table 1 Motivation factors according to Herzberg (1974) 

 
Figure 1 The hierarchy of needs (source: Tonnquist, 2016, inspired by Maslow, 1943) 

Some years after Herzberg’s theory was presented, additional studies were executed in the 

physiological field regarding human motivation. One theory that came from this was the self-

determination theory. The most important motivation factors seem, according to this theory, to 

be intrinsic and extrinsic motivation (Ryan & Deci, 2000). Intrinsic motivation can be seen as 

motivational when you find the task itself interesting or enjoyable. Compared to extrinsic 

motivation, which is focused on what you receive from performing the task (ibid.). Another 

definition that supports this is from Anthony et al. (2014), which defines extrinsic factors as 

rewards that concern everything a person gains from carrying out a certain task. While intrinsic 

rewards concern satisfaction of carrying out a task and reaching the goal (Anthony et al., 2014). 

The distinction therefore lies in if you do something for a separable outcome or for the sheer 

enjoyment in the task. In the context of job recruitment, the self-determination theory, and 

intrinsic versus extrinsic motivation factors, can be connected to applying for a position because 

the job itself would be interesting, contra applying for the position because of the wage, bonus 

system, benefits etc.  

 	

Hygiene factors Motivation factors 

Security, status, salary, working conditions, 

interpersonal relations, supervision and company 

policy, and administration 

Achievements, recognition for achievement, work 

itself, responsibility, advancement and growth 
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2.1.2 Intrinsic	and	extrinsic	factors	

Table 2 Explanation of intrinsic and extrinsic motivation factors by the self-determination theory (Source: 
Ryan & Deci, 2000) 

Extrinsic motivation factors Intrinsic motivation factors 

Motivation comes from the outcome of the task. The 

rewards you get from caring out the task, such as 

salary or recognition. 

Motivation comes from the work itself. The work 

itself is something you find satisfying, interesting or 

enjoyable.   

Some similarities can be found between the two-factor theory by Herzberg (1974) and Ryan & 

Deci’s self-determination theory’s definition of intrinsic and extrinsic factors (2000). Ryan & 

Deci’s extrinsic motivation factors could be seen as the hygiene factors in Herzberg’s model and 

the intrinsic motivation factors could be seen as motivation factors according to Herzberg’s 

model. For example, salary is a hygiene factor in the two-factor theory (Herzberg, 1974) and as 

salary is one of the outcomes you get by fulfilling a task, this is an extrinsic factor (Ryan & Deci, 

2000). 

As an expansion of the self-determination theory with intrinsic and extrinsic factors, the 

motivation crowding theory was created. It argues that extrinsic motivation factors can only be 

motivating for a person to a certain degree (Frey & Jegen, 2001), just as the hygiene factors in the 

two-factor theory. What is added in the self-determination theory that does not exists in the two-

factor theory, is that an excess of extrinsic motivational factors can decrease the overall 

motivation (ibid.). Therefore, it could have huge drawbacks in the sense of motivation to focus 

too much on extrinsic motivation and neglect the intrinsic motivations. However, the self-

determination theory does not examine if the extrinsic factor should be seen as the base and need 

to exist (as hygiene factors) in order for intrinsic factors to create motivation.  

2.1.3 Motivating	generation	Y	

Modern studies have shown that the younger generation seems to question the hierarchy of 

needs (Universum, 2016b), and thereby Herzberg’s two-factor theory. Especially generation Y 

seems to prioritize differently, which leads to a different type of motivation (Universum, 2016b). 

For generation Y, the social belonging and self-esteem seem to have increased in importance 

compared to previous generations. This indicates that there is a need of redefining intrinsic 

versus extrinsic factors, as well as hygiene and motivation factors in their respective theory.  

The new priorities could also be observed in the studies by Story et al. (2016) and Chhabra & 

Sharma (2014), which stress that younger generations seem to stress the importance of value 

congruence between the organizations and the employees. Furthermore, generation Y also seems 

to have a desire to contribute to the whole organization (Story et al., 2016). Both internally, as a 
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direct impact on the workplace, and externally. That is, the feeling that one contributes on a 

global scale, CSR, environmental issues et cetera, which are examples of intrinsic factors (ibid.). 

This topic will be discussed further in the section regarding employer branding.  

Despite the importance of intrinsic factors that is heavily stressed in modern literature, there is 

still a large group that emphasizes the significance of extrinsic motivation. Vanderstukken et al. 

(2016) is one of them who argues that for some people are extrinsic motivation factors of bigger 

importance than intrinsic and vice versa. This leads us to the signification of segmentation. There 

are several examples of what aspects to consider when discussing segments. Pink (2008) 

discusses two types of people who are motivated by different factors, type X (extrinsic factors) 

and type I (intrinsic factors). Gokulada’s (2010) focus is on factors such as gender as social 

standing. His findings state that it is men that are more motivated by intrinsic factors, while 

female react stronger to extrinsic factors. While Gokulada’s focus is on India, similar research 

and findings have been made in Sweden. Kaufman & White (2015) findings state that females in 

Sweden value monetary rewards highest, which is an extrinsic reward. Men on the other hand 

care more about the work-life balance (ibid.). Different working segments are also motivated 

differently. People with a work, which do not require a degree, are not affected by intrinsic 

motivation to the same degree as people with a work that requires a degree (Albinger et al, 

2000). The work-force of today, however, wants to be self-directive and get a feel that they 

contribute to something, just as mentioned previously. A clear example of this could be seen with 

the web sources Wikipedia and Linux, which are websites where people give their time to 

develop, but they do it voluntary and do not get any monetary reward (ibid.). This type of website 

have grown during the recent years, and support the idea that people today want a purpose to 

their work rather than a monetary reward.  

To sum up, the extrinsic factors such as salary are of high importance to a specific level but as 

Herzberg (1974) suggested the true motivation come from intrinsic factors. However, the reality 

does not seem to be that easy. Research indicates that people are more affected by the reputation 

of an organization, as the need for belonging and value congruence is becoming increasingly 

important (Universum, 2016a&b; Gardner et al., 2012; Twenger et al., 2010). That is, intrinsic 

factors are becoming a basic need for the younger generations, as is indicated by the increased 

level of volunteer work. It therefore suggests that the employer brand, and the projection of an 

organization’s values, is of importance. Regardless of it not being supported in older literature. 

(Herzberg, 1974; Frey & Jegen, 2001). This will be further developed in upcoming sections.  
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2.1.4 Our	motivation	model	of	motivation	factors	

As previously mentioned, a person's motivation is affected by several factors. However, in this 

thesis the authors have decided to focus on the intrinsic and extrinsic value factors from the 

definition of Ryan & Deci (2000), in combination with Herzberg’s two-factor theory. The authors 

think that most of the values that people feel are motivating could fall under either intrinsic or 

extrinsic motivation factors. And as the authors have discussed, intrinsic factors could be seen as 

motivations factors, while extrinsic factors are similar to hygiene factors. Motivation crowding 

theory, and the relationship between intrinsic and extrinsic factors, is not something that will be 

studied in this thesis.  

Table 3 Our model concerning motivation (Fusion of Herzberg (1974) and Ryan & Deci (2000)) 

Extrinsic motivation factors/Hygiene factors Intrinsic motivation factors/Motivation 

factors 

Motivation comes from the outcome of the task. The 

rewards you get from caring out the task, such as 

salary or recognition. 

• Security, 

• Status,  

• Salary,  

• Working conditions,  

• Interpersonal relations,  

• Supervision and company policy, and 

• Administration 

Motivation comes from the work itself. The work 

itself is something you find satisfying, interesting or 

enjoyable.   

• Achievements,  

• Recognition for achievement,  

• Work itself,  

• Responsibility,  

• Advancement, and  

• Growth 

2.2 Employer	branding	

In this section employer branding is discussed, as this could be seen as an important tool for 

becoming an attractive employer (Parment & Dyhre, 2009). A definition is presented, and 

examples of how it could be used in practice are discussed. Moreover harmed reputation is also 

discussed in the context of employer branding. Lastly a summary is given which states what 

aspects are most significant when judging an employer brand.  

2.2.1 Defining	employer	branding	

MSG (managementstudyguide.com) discusses a new wave in employer branding. Describing it as 

“a company’s reputation in a job market as an employer” they suggest that focus should not be on 

an organization’s voluntary spreading of message, but instead puts emphasis on the people. 

Employer branding, according to MSG, is a living entity where encounters with a brand has left 

an imprint in the employee or prospect. A more theoretical definition of this subject would be 
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Parment & Dyhre’s (2009). They state that a strong brand is the glue that holds the organization 

together. Strong organization culture and good leadership does the same (Ambler & Barrow, 

1996), and employer branding includes all of these areas. It is all about attracting, recruiting, and 

maintaining the right people. It should, however, be separated from recruiting, a short-term 

process in comparison. Parment & Dyhre (2009) also states that an organization is attractive and 

has good chance to stay successful in the future when it knows its identity, and understands the 

new workforce generation.  

Organizational identity and culture shares a common ground and can be explained as the values, 

beliefs and behaviors of the organization (Weyland 2011). However, organizations are in general 

bad at showing their identity and how they operate (Elving et al, 2010). The negative implications 

of this can be critical according to Parment & Dyhre (2009) as in the failure of developing an 

employer brand, there are risks such as cost of wrong recruitment, lesser financial performance 

et cetera. Due to these growing trends the authors have made a choice to focus on this emotional 

and people based definition of employer branding, where a parallel is made between the 

company and consumer brand, and employer branding (Ambler & Barrow, 1996). The employer 

brand is therefore something that is reflected in consumer behavior as well, as they are all alike. 

For instance, Parment & Dyhre (2009) compares this phenomena with that people more and 

more defining their careers based on who they would want to work for, instead of with. They 

exemplify by mentioning Mercedes Benz, and how the strong reputation of that specific brand 

attracts more employees as the brand itself carries weight. This is especially important in a world, 

and with an emerging generation, that puts more emphasis on transparency regarding 

communication and information (Parment & Dyhre 2009), as well as being able to prove that the 

“brand” is there for the employee regarding loyalty and trust (Ambler & Barrow, 1996).  

So, to define what employer branding is the authors take help of Parment & Dyhre (2009) who 

state that employer branding is a living entity that aims to attract, recruit and maintain the right 

people, where transparency in the organization as well as a strong consumer brand will help to 

strengthen it. The role of employer branding is to establish long term relationships, where quality 

in employees outweighs quantity.  

2.2.2 Employer	branding	in	practice	

In the process of recruitment Kavanagh & Drennan (2008) state that work experience and earned 

skills should not be that valued, focus should instead be on the person itself. By looking at the 

person itself the focus should be on finding the person that have the best fit for the organization. 

This is something that Parment & Dyhre (2009) state is important, as generation Y sees work as 

something one does for self-fulfillment not as a right or duty (ibid.). Concerning self-fulfillment it 

is crucial for organizations to attract the talent, or students, with similar values and drive as the 

organization (Story et al., 2015). A clearly defined and perceived employer brand will aid this 
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process, as it enables the identification process on for both parties (Parment & Dyhre, 2009). For 

value congruence reputation plays a big role (Ambler & Barrow, 1996) especially as competence, 

consistency and integrity are the drivers that create the organizational values. Job seekers are 

receivers of the message that organizations send out, which are one part in the creation of the 

reputation (Gardner et al, 2012). This could play out as conscience advertising, but most 

commonly as a reaction to the consumer brand, and the feedback of the customers (Parment & 

Dyhre, 2009). Therefore, in order to attract the right talent, it is important that the reputation 

and the message that is sent out reflecting the organization’s values and is coherent with the 

values of the students that you want to attract. Moreover, the organization needs to be aware of 

its own identity as well, in order to better produce a profile. Which could be used in order to 

create a reputation. If the organization’s reputation reflect the organizational value, it is more 

likely that the applicants are of higher quality. Students want to work in an organization where 

the organization’s value matches their own personal attributes (Story et al., 2016) achieving value 

congruence. The shaping of organizational values in order to try to attract the best fitted 

employees could be seen as one important part in the work with employer branding (Parament & 

Dyhre, 2009).   

There are several examples of how employer branding is being used in practice. As stated above 

emphasis is often put on communication and projection of a certain brand (Parment & Dyhre, 

2009). However, there are differences in the practical application of this brand building exercise. 

As it is stated above, that consumer brand is similar to employer brand, and in that do business-

to-consumer business in communicating their employer brand, as business-to-business tend to 

have less vocal reviews and customers (Parment & Dyhre, 2009). This has led to a development 

on certain trends to help differencing organizations from their competition. These focus points 

include political, ethical, financial and ecological trends, and is exemplified using CSR (Corporate 

Social Responsibility) for instance (Parment & Dyhre, 2009). In this exemplification there are 

two different types of CSR, internal and external (Branco & Rodrigues, 2006; Turker, 2009; Story 

et al., 2016). The internal perspective has a direct impact on the employer attractiveness (Story et 

al., 2016), as it increases motivation and moral for employees (Branco & Rodrigues, 2006). The 

external perspective is connected to corporate reputation, and is related to activities such as 

environmental projects. This could have an impact on the attractiveness of the employers but the 

perspective does not have a direct impact on the motivation (Story et.al, 2016), as the 

attractiveness of the external CSR is related to the tendency of bragging and feeling proud of their 

workplace, if not related to value congruence. However, again, this is a matter of communication. 

If internal CSR is loudly expressed through word of mouth reputation, then it would positively 

improve the brand of the employer, at least according to MSG (managementstudyguide.com). In 

contrast, if the external CSR is positively shared with social media, and becomes a solid part of 

the identity building of an organization then it could help improve a positive image of a brand, 

which would reflect in the recruitment process as well (Parment & Dyhre, 2009).  
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If CSR can be seen as a tool, then the culture of the organization summarizes the entire entity 

that attracts, or rejects, people to a brand. People seem to feel comfortable in situation they know 

how to master and people therefor tend to look for this type of situations (Tonnquist, 2016). That 

the organization have a culture that match the values of the employees are in other words of 

highly importance for job-seekers. As different situations and ways of working affect people in 

the same situation differently, it is important to communicate efficiently what the organization 

looks like (Engwall, 2002). How this is communicated differ, but the trends that people are 

heading towards are the use of platforms, such as facebook and other communication tools. 

However, this is not something that will be exemplify further, as there are too many different 

communication methods to list (Parment & Dyhre, 2009) and may differ due to factors such as 

budget, size of the company, what type of factors the organization already is associated with 

(such as CSR) et cetera. The key is to stay on message and be transparent in the organization. If 

the consumer, employer et cetera can clearly see what the organization stands for, then they will 

achieve a match (Parment & Dyhre, 2009). A risk with this is the sensitivity to negative reviews 

and publicity as well, which is why it needs to be clear that a single mistake does not define the 

actions and credibility of the entire organization (Gray & Balmer, 1998).  

2.2.3 Employer	branding	and	harmed	reputation	

As stated above employer branding is related to the communication and perception of a brand. 

Efficient transparency and sharing of an organization’s identity, values et caetera will attract the 

best fit in regard of employees (Parment & Dyhre, 2009). The connection to an organization’s 

reputation is therefore not too farfetched when discussing branding. However, as the focus of this 

thesis is on the perception of organizations, not the creation of a brand, this study will not discuss 

the building of a reputation, signal theory and too in depth in social media and other 

communication tools. Reputation could be seen as a sign of trust for an organization and is 

something that is built over time. This is described as strong foundation with time put in 

establishing a solid relationship. The effect of being less sensitive to changes and negative events, 

it takes more than one event to rupture it (Gray & Balmer, 1998). Reputation should not be 

combined with brand image as brand image could be seen as something that is easy to create with 

help of smaller activities to create a favorable brand image in peoples’ mind (Collins, 2002), but 

it is not built within the organizations value in mind as the reputation (Gray & Balmer, 1998). 

In other words the reputation can be seen as the product of the organization’s identity (Moroko & 

Uncles, 2008; Elvin et al., 2010). A strong reputation, and with that the competitive advantage 

on the market, is based on the identity of the organizations and how they are presented in the 

media (Gray & Balmer, 1998). As stated above, students want to work in a company where the 

company’s value matches their own (Story et al., 2016), something that adds weight to the 

significance of reputation. In this context, the students can also be seen as job seekers, and are 

receivers of the message that organizations send out. This message concerns the identity of the 
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organization, and could therefore be seen as highly influenced about the reputation of an 

organization (Gardner et.al, 2012).  

The question then arise, “what effect does a harmed reputation have on an organization?” 

Kaufman & White (2015) performed a survey showing that organizations with a harmed 

reputation has to offer at least a 10% higher salary than their competition, but is not always 

applicable. This is especially important among generation Y, as they are more aware of brands 

than their predecessors (Parment & Dyhre, 2009). However, it all depends on the type of harmed 

reputation. Again, employer branding is all about efficient information sharing to reach a match 

between employees and employers and in a more individualistic world where news feeds are 

adapted by preferences (facebook) different people react differently to different situations 

(Tonnquist, 2016) and if you look at reputation as the three components: competence, 

consistency and integrity, then it is very up to the eyes of the beholder if negatively impacting 

event really does affect those three corner stones (Ambler & Barrow, 1996). It could however be 

argued that due to the significance of value congruence any aspects that goes against this (ibid.), 

it will be especially harmful if a harmed reputation is related to this. The areas especially 

significant in this context could be the trends mentioned above; political, ethical, financial and 

ecological (Parment & Dyhre, 2009). In this thesis the authors will test scenarios based on the 

last three trends, based on real life examples.  

2.2.4 Summary	of	employer	branding	

To summarize, employer branding is a living entity that can differ from organization to 

organization. Transparency and communication, employer branding tools, have a positive effect 

on brand perception (Parment & Dyhre, 2009). Employer brand can also equal the consumer 

brand, as young people tend to listen to different communication channels when making up their 

opinion, including social media and platforms where consumers tend to be vocal (Ambler & 

Barrow, 1996). The reputation, which is in the beholders eyes, could also be seen as a big part of 

the employer brand and thereby it has strong impact on the attractiveness for an organization.  

The identity and the values of an organization is what is being projected with its reputation. 

Furthermore, it is important to remember that generation Y search for value congruence between 

employer and employee (Parment & Dyhre, 2009), and the value congruence should therefore be 

stressed when organizations aim to attract talents (McCracken, 2016). However, employer 

branding should not be confused with recruitment, as recruiting is a short-term process while 

employer branding is a continuous process that requires investment (Parment & Dyhre, 2009).  
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2.3 Generation	Y	
In this section, the trends of generation Y, born between 1984 and 1996, are discussed and 

compared to previous generations. At the end of the section a short summary is added and a 

model of what generation Y seems to be expecting from an employer is created.  

2.3.1 The	motivation	of	generation	Y	

Trends come and go over the years and the generations have a significant impact on them. The 

baby boomers are the parents of generation Y and are often described as a generation that strives 

for a career and wants high monetary rewards or are motivated by other more extrinsic factors, 

something that has affected the desires of generation Y (Universum, 2016b) as well as the 

technological changes and new opportunities (Twenger et al., 2010). The generation that is 

hottest on the labor market today is generation Y (also named as the millennial or generation 

“Me”). Generation Y was born between 1984 and 1996, and have therefore recently entered the 

labor market or are currently studying (Universum, 2016a). They tend to be highly educated and 

is the first generation to use technology to such a high degree (ne.se/generationY). They also tend 

to be more tolerant to dissimilarities and are more confident in themselves (ibid.). This has 

affected the application of the classical hierarchy of needs from Maslow (Universum, 2016b) and 

as a result forces employers to change their attraction methods directed to generation Y.  

Twenger et al. (2010) states that generation Y values flexibility in their work and leisure higher 

than previous generations. That is why, the balance between work and life is important and 

something employers should keep in mind when they are recruiting people from generation Y 

(Universum, 2016a & Randstad, 2017). Unlike previous generations where the relation to your 

employer is important, generation Y seems to change their employer more often and the relation 

to their workplace is weaker (Twenger et.al, 2010; Cennamo & Gardner, 2008). This change in 

mindset might be the more optimistic approach generation Y has regarding future work and the 

increased reliance on a talented workforce (Universum, 2016b). In addition to this research 

indicates that 50 % of generation Y are afraid of “getting stuck” at their current position, which 

may explain this behavior as well (Universum, 2016b) 

Studies indicate that generation Y is an individualistic generation (Parament & Dyhre, 2009; 

Universum 2016c; Twenger et al., 2010; Cennamo & Gardner, 2008), which is not to be confused 

with selfish tendencies. Parament & Dyhre (2008) state that generation Y is more willing to work 

as a team in the sense of helping and learning from each other. Social issues are important to 

generation Y as they “wish to change the world” (Universum, 2016c). Therefore, in order for an 

employer and to reach value congruence, organizations need to be aware of this. For emphasis, a 

study from Universum states that 50% of generation Y are willing to accept a lower wage in 

exchange for work in an organization that matches their personal values (ibid.) However, 

research has found that generation Y strives for social status and are highly influenced by the 
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opinion of their surroundings (Cennamo & Gardner, 2008; Weyland, 2011). A subconscious 

influence nevertheless, that a majority would argue (Kulkarni and Nithyanads, 2012), 

highlighting the individualism mentioned above (Parament & Dyhre, 2009; Universum 2016c; 

Twenger et al., 2010; Cennamo & Gardner, 2008). In other words, generation Y s others opinion 

which could affect their choice of employer, adding significance to employer branding.  

2.3.2 Our	model	of	generation	Y	behavior	

On the next page is a summary of the differences and similarities between generation Y and the 

previous generations. The figure is inspired from Parament & Dyhre's (2008) table of talent 

profiles in their book "Sustainable Employer Branding: guidelines, worktools and best 

practices".  

To conclude, generation Y is motivated by an equal amount of extrinsic and intrinsic factors, the 

study from Twenger et al. (2010) shows that the intrinsic motivators are of high importance for a 

section of generation Y. For others the extrinsic values, such as recognition for achievements or 

social status, are of higher importance. The authors can observe that value congruence plays a 

central part, as well as flexibility and work-life balance, which could be seen as a reaction on what 

the behavior of baby boomers (Universum, 2016b). Overall observations stress the significance of 

a combination of both extrinsic and intrinsic factors, and not one factor individually. As 

recognition for achievements or social status, are of higher importance. The authors can observe 

that value congruence plays a central part, as well as flexibility and work-life balance which could 

be seen as a reaction on what the behavior of baby boomers (Universum, 2016b). Overall 

observations stress the significance of a combination of both extrinsic and intrinsic factors, and 

not one factor individually. Generation Y do share some similarities with previous generations. 

They all value extrinsic factors such as wage and job security (Twenger et al., 2010). Similar to 

Herzberg’s two-factor theory generation Y requires a base of extrinsic factors in order to reach 

the lowest level of satisfaction (Herzberg, 1974). They also value flexibility in their work (Twenger 

et al., 2010) and a work-life balance. Furthermore, it seems that both employer brand and 

organization values are valued higher and thus differently than for previous generations 

(Universum, 2016b) 
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Table 4 What matters to generations? 

Talent profile Previous generations Generation Y 

Work-life balance Less important. Work hard and no 
clear distinction is made between work 

and leisure time. 

Very important. The leisure time is a 
key to feeling satisfied. When 

generation Y are at work they work hard 

but do not think about it during their 

time off. 

Developing 
opportunities 

Important. Want to develop in order to 

climb in the career stage 

Very important. Feeling a fear of getting 

stuck without personal development 

Relation to employer Very important. In order to feel secure 

at the labor market you stay, being are 

loyal to your employer. 

Less important. Generation Y change 

their employer often.  

Challenging work Less important. Want to work with 

assigned tasks. 

Important. Want to be creative and 

challenge existing norms 

Career status Very important. Work to get a career in 

order to get power 

Less important. Work to get a career in 

order to perform tasks that are 

satisfying 

Employer brand Less important. Does not feel like your 

choice of employer brand will affect 
your identity 

Important. The employer brand will 

affect your personal identity. See value 
congruence below 

Value congruence Less important. Do not pay a lot of 

emphasize on organizational values 

Very important. The organizational 

values are of high importance in order 

for generation Y to work at an 

organization.  

Individualism Important. Want to work without 

direct control, but want someone to 

give them a clear task 

Very important. The flexibility of when 

and how a work should be carried out is 

crucial. However, generation Y want to 

feel like they are a part of something 

bigger. 

Monetary/authority 
rewards 

Important. People get motivated from 

climbing career latter or getting bigger 

payments 

Less important. If the basic salary is 

reached in order to live a pleasant life, 

rewards are more appreciated if they 

contribute to personal satisfaction. 
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2.4 Summary	of	the	theoretical	framework	

Plenty of previous research have been done in the field of intrinsic and extrinsic factors (Ryan & 

Deci, 2000), and their role in various parts of people work life. Based on our research on these 

areas however the authors can see that they both carry equal weight and are both necessary to a 

certain extent (Frej & Jergen, 2001). Generation Y irrefutably requires extrinsic satisfaction in 

order to be contempt but still consider intrinsic factors as the purest sense of motivation 

(Herzberg, 1974). However, what is also clear in this modern, individualized generation 

(Universum, 2016b) is that they are very scattered and difficult to define. For instance, 50% of 

generation Y would accept a job with lower wage if the work matches their personal values 

(Universum, 2016c), but they change employer quite often (Twenger et al, 2010; Cennamo & 

Gardner, 2008). Also, some view intrinsic values more important than others, indicating a 

diverse generation. It is therefore important, in the context of employer branding, to identify 

these differences in order to find perfect matches on the labor market (Parment &Dhyre, 2009).  

Faulty recruitment is costly, and it is therefore important to effectively project the identity of the 

organization, and to be transparent. By transparency it will be easier for different segment of 

generation to find the right organization for them (Engwall, 2002). The way employer branding 

is performed in society is mostly through consumer branding (Ambler & Barrow, 1996), which is 

why organizations today need to be both transparent as well as consistent in their strategy and 

execution (Parment & Dhyre, 2009). By efficiently showing this, those from generation Y that are 

more attracted to extrinsic values can seek out organization with a fitting focus, and vice versa. It 

is not simply the success of an organization that is important, but also the identity match between 

organization and employee. However, as generation Y is not afraid to change employer and lacks 

loyalty to organizations (Twenger et al, 2010; Cennamo & Gardner, 2008), it is possible that they, 

generation Y, change demand after time. 
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3 Methodology	
In this chapter a presentation of the methods and tools that was used in the research is done. 

The limitations, the perspective and the strategy are presented as well the collecting methods 

and the analyzing method of the data. Moreover is the ethical- and quality aspects discussed.  

3.1 Limitations	

The study is limited to Sweden and particularly to Linköping for convenience reasons. The 

authors find it easy to collect the material from an area that is well known for them. The study 

took place during a limited amount of time, which also is one main reason why the authors chose 

a well-known area. However, even if the authors thought the sample should be easier to collect 

due to the well-known area only 49 students answered the survey. Because of the few 

respondents the opportunity for generalization is small and this is, according to Bryman & Bell 

(2011), important to keep in mind. According to the section regarding organizations’ offer and 

requirements one limitation is that only three of the five organizations had time for an interview. 

The lack of interviews for two of the organizations limited the opportunity to get a complete 

understanding of the organizations’ recruiting processes. 

3.2 Research	approach	and	perspective	
As the study is conducted to understand how generation Y can be motivated, the research has a 

qualitative approach with a phenomenological perspective. At the same time the authors want to 

find a result that could be partly generalized to the studied population, generation Y. The 

research will therefore have some parts that fit better with the quantitative approach as it 

provides opportunity for generalization (Bryman & Bell, 2011). However, the main focus is on the 

qualitative approach and phenomenological perspective, as the aim is to understand how people 

are attached to things in their lives (Taylor & Bogdan, 1998). In a qualitative study emphasis is 

put in the past and the situation in which the population find themselves in right now (ibid.), the 

approach does not show a true reality, as the reality could be changed over time and could be 

different depending on the context of the study.  

The phenomenological perspective has been chosen in order to get an understanding of the 

experience of the students and organizations that take part in the study. According to Bryman 

and Bell (2011), the phenomenological perspective should be used when the understanding of a 

phenomenon, with help of the perspective and experience of the studied group, is essential. The 

phenomenological perspective assumes that the human behavior is a product of how they define 

the world (Taylor & Bogdan, 1998). For this study, the approach is appropriate mainly as the 

authors believe that the experience and the individual perceptions of a job highly affect the job-

seeking students. The way individual makes sense of the world around them, in this study the 
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labor market, are of special interest for a study with the phenomenological perspective (Bryman 

& Bell, 2011).  

Another perspective that would have fit the study is the realistic perspective, where the scientists 

assume that it is an objective world that is independent from the scientist (Justensen & Mik-

Meyer, 2013). A realistic study aim to create a result that describes the phenomena objectively 

and neutrally and to in the study have the mindset that it exists one single truth (ibid.). However, 

with this study the authors think it is difficult to say that there is only exist one single truth, as 

every individual will have his or her own perception of the phenomena.  

What is important to keep in mind for the phenomenological perspective is that the researchers 

own perspective and assumption of the world should be set aside in order to reach subjectivity, 

however this will be more discussed in the quality part further below.  

3.3 Literature	review	
To get an understanding about the field of employer branding, motivation factors and generation 

Y a literature review was performed. A literature review could be made in order to know what 

previous studies have examined in the same field and is a help when you should analyze the data 

you have collected (Bryman & Bell, 2011). In this study, a narrative literature review was made as 

the goal was to find what the study could contribute within the field. The review started with the 

authors searching for previous studies with help of key words such as; generation Y, brand image, 

brand reputation and motivation factors. From these keywords the review continued and no clear 

view of where the authors should end up was set. The narrative literature review goes well in 

hand with a qualitative approach and the iterative way the study was examine (ibid.). With help 

of the literature review was the design of the survey and theoretical framework set. 

3.4 Iterative	strategy	
 An iterative way of working has been used where relevant theories have been collected parallel to 

the data collection. The iterative way of working is helpful when you require some knowledge of 

the specific topic before the start of data collection, but you feel that you need to complement the 

theory afterwards to make the data you collect reliable and valuable (Bryman & Bell, 2011). 

Theory is often used as background in the data collection in order to obtain validity in the study. 

However, to only collect theory before the data collection will have the drawback of taking away 

the opportunity of finding theory that is necessary to establish and understand uncertainties in 

the result of data collection (ibid.). The collected data might show results that could not be 

understood just with help of the collected theory and eventually some theories needed to be 

added.  The iterative way to work is also supported by the study's design of the various parts, as 

the result from the first part will affect the approach of the second section. 
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3.5 Data	collection	
The study has been divided into two parts where different sampling methods, approaches and 

analyzing methods are used. The various parts rely on each other and the results of the first part 

are reflected in the next part. In the first part, the authors examine the organizational view, and 

in the second part are the pre-graduate students view studied. Important to keep in mind is that 

only three of the five chosen organizations had time for an interview and that only 49 students 

responded to the survey.  

3.5.1 Part	1:	The	organization’s	perspective	

The data collection regarding the organization’s perspective has a qualitative approach where 

both document study and interviews were used as the collection methods. Five organizations 

were chosen with the variables that they have a big Swedish operation area, they recruit students, 

and have during the last years experienced some negative incidents that have been written about 

in the media. The sample is based on a yearly study from Medieakademin 

(Förtroendebarometern 2017) in Sweden which list some big, well known Swedish organizations 

and rank them based on how much trust the Swedish population has for these organizations. The 

five organizations that have been chosen are in the lower segment of trusted organizations. The 

organizations have also been written about a lot in different media outlets, and often with a 

negative tone. To ensure anonymity for the organizations they have been given names ranging 

from Organization A-E. However, this sample could be discussed in the content of 

representativeness for organizations that have a harmed reputation as the assumption of harmed 

reputation is based on one study and the authors own perceptions. Even with this in mind, the 

five organizations were chosen mostly for the lack of time for the authors and as the 

organization’s perspective is not the principal focus in this paper.  

3.5.2 Part	1:	The	document	study	

The document study has been done in order to get to know the background of the organizations, 

what media has written about them and how they display themselves. Documents both produced 

by media and the organizations themselves have therefore been analyzed. Regarding the 

documents that have been produced by the organization itself, it gives a background and an 

understanding of what the organization want to be associated with, what they are searching for in 

future employees and how their operations are operating. The documents created by media show 

the discussion topics that has been associated with the organizations. The document study was 

based on the documents study template that can be found in appendix 4. The template helped the 

authors to ensure that they were looking at the same things for all of the organizations. To ensure 

a trustful study the documents were collected from well-known newspapers and the 

organizations' own website to create a picture that could be created by job-seekers themselves, 

which should fulfill the criteria that is important to keep in mind for a document study; 
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authenticity, credibility, representativeness and meaning (Bryman & Bell, 2011). However, the 

main focus of this paper is not on the organizations’ view and therefore the authors have limited 

themselves to a smaller study and have not look at special document of for example how happy 

the employees at the different organizations are. 

3.5.3 Part	1:	The	interviews	

To get a deeper understanding of what the organizations’ expectations are of future employees, 

and what they offer their employees, interviews have been done with three of the five 

organizations (organization A-C). The other two organizations did not have time for an interview, 

for them only the document study was used. The interviews were conducted in Swedish and were 

of a semi-structured character in order for the authors to react on interesting topics that is raised 

during the interview (Justensen & Mik-Meyer, 2013; Sreejesh et al., 2014). Open-phrased 

questions were used during the interview in order to get all the respondents to reflect on their 

own experience, which support the phenomenological perspective. The semi-structured interview 

is especially useful to use when the authors aren’t that familiar with the field and it is important 

to let unpredicted answers be spoken (Bryman & Bell, 2011). Furthermore, semi-structured 

interviews have the advantage of letting the interviewer to add complementing questions in order 

for all the respondents to reflect on the same topic (Justensen & Mik-Meyer, 2013). Before the 

interviews were executed, an interview guide was conducted (to be found in appendix 3). The 

advantage of an interview guide is that the interviewer does not forget any important parts in the 

interview and that all the participants receive the same questions and information (Taylor & 

Bogdan, 1998). The interviews were done over phone and recorded in order for the authors to 

afterwards ensure that they understood everything correctly. During the interview both authors 

introduced themselves, and one of the author took notes at the same time as the other one held 

the interview.  

3.5.4 Part	2:	The	job-seeking	students	view:	

For the data collection from the students a quantitative approach was used with a survey as the 

data collection method. The sampling method was a convenience sampling where the authors 

handed out the survey to business students and industrial engineering and management students 

who are in their last year of studies at Linköping University. The convenience sampling method is 

suitable to use when you want responses from a large group that you have easy access to (Bryman 

& Bell, 2011), which therefore suit this study with the time limit in mind. The business and 

industrial engineering and management were chosen due to the author’s own observation 

previously mentioned in the introduction, regarding the first job’s role as a signal of the student’s 

social ranking. The survey was distributed with the Internet by sharing in facebook-groups, 

which mainly consists of last year students. The survey was also e-mailed to the business students 

with help of the student adviser. A drawback with this sample is that the respondents in other 

words might know who the authors are and that they therefore might feel a commitment for 
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responding to the study and they do not feel any interest for the study and their answer could 

therefore be arbitrary instead of carefully considered. The survey was conducted in Swedish to 

make it more convenient and avoid language misunderstandings from the respondents’ side. This 

is important to keep in mind because the answers from the survey have to be translated by the 

authors who thereby could influence the interpreting of the answers a lot. The whole translated 

survey can be found in appendix 5. 

3.5.5 Part	2:	The	survey	

The survey was divided into four sections. In the first section, background information about the 

respondents was collected in order to create profiles of the respondents. After the first section the 

respondent were asked to choose the factors that they found motivating while looking for a job. 

The factors concern different areas that could be found motivating based on previous studies. The 

factors have been divided in to intrinsic and extrinsic factors by the authors, with help of the 

literature, to get a deeper understanding of the profiles of the respondents (the dividing could be 

find in appendix 1). A possible source of error here are that the authors have given themselves the 

right to interpret and translate the factors and divide them into intrinsic and extrinsic factors 

with help of the definition done in previous literature. 

In the third section of the survey, different scenarios of example organizations (Organization 1-7), 

invented by the authors, were presented for the respondent. The organizations were partly based 

on the answers from first part of the study, what organizations were offering, and partly of what 

literature previously has said that generation Y value in an employer. The respondents were 

asked to imagine that they were looking for a job and with help of some background information 

that stress factors of a harmed reputation related to costumer, ethical, financial and ecological 

issues, based on the real life organizations. They were asked if they would like to work at that 

organization (with “Yes”, “No” or “Yes if…”). If they might be interested of working at the 

organization they were asked what type of factors that could convince them. The last section is a 

section of free text where the respondents had the opportunity to mention things that came to 

their mind during the survey or things that they think the authors should know about that have 

affect their decisions.  

The advantage of data collection with help of a survey is that all the respondents get exactly the 

same questions and are not affected by if the interviewer phrases the questions differently to 

different people (Sreejesh et al., 2014). Furthermore, the data gets a high degree of reliability 

(ibid.) and as it could be sensitive to talk about if you are motivated by money direct to anyone 

instead of answer it in a survey which is anonymous. However, a survey has some drawbacks as 

well. The biggest drawback is that misunderstandings can easily happen and with a survey the 

respondents do not get an opportunity to ask about their confusion (Bryman & Bell, 2011).  
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The authors have discussed the alternative of collecting data from the students’ perspective by 

help of experiments with focus groups as another method but decided to design the data 

collection as a survey in order to get a result that could be more generalized as the survey will be 

answer by more people than a focus group experiment would have. Within a focus group the 

respondents affecting each other a lot and the interaction between people are of highly 

importance (Justensen & Mik-Meyer, 2013). In this study, the authors decided to not focus on 

how students affect each other’s’ choices, but this could be interesting to look at in future studies.   

3.6 Analyzing	methods	of	data		

What students are searching for has previously been discussed in plenty of studies but the 

question has not been stressed in the context of an organization with harmed reputation. In other 

word this study is trying to catch the complexity with what graduates and organizations search 

for in a stressed situation and thereby are the connection to the reality be essential. The study 

explored a less studied area and hoped to find a new way of considering recruitment. All this 

could seem to fit in to the analyzing method grounded theory. The aim with grounded theory is to 

come up with a new theory, concepts or categories that have not been explored yet (Bryman & 

Bell, 2011). In grounded theory, it is common that you find theories, collect data and analyze it 

parallel, and the analyze, data collection and theories will refer back to each other (ibid.) as with 

an iterative approach (Sreejesh et al., 2014). What result the study contribute to in the field could 

not be seen at the beginning of the study because the questions that were asked to the graduate 

students were based on the data collected from the organizations and on findings in the 

literature.  

Some tools that are important with grounded theory, such as an analyzing approach, are the 

theoretical sampling, coding, theoretical saturation and constant comparison (Bryman & Bell, 

2011).  The theoretical sampling was done with convenience sampling as previously discussed. 

Coding was done differently in the different parts of the study, and this will be discussed below. 

To fulfill the requirements of theoretical saturation the authors started to ask three organizations 

and continue until the theoretical saturation was achieved, with five organizations. The constant 

comparison is about to make sure that the correlation between indicators and categories are 

correct, this is done with help of a close connection of data and conceptualization (Bryman & Bell, 

2011). In the work with the data collection have the authors work a lot back and forth in the 

comparison with different parts of the collected data and the theory in order to not lose the slight 

of the research aim. 
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3.7 Coding	of	data	
Coding is a way to separate, organize and categorize data (Bryman & Bell 2011).  In qualitative 

studies the data should be seen as indications on concepts, which should be compared to each 

other in order to categorize them under the right code. The codes should be changed during the 

data collection and the coding phase in order to find the best way to organize the data (ibid.). In 

this study, the authors have set the codes from expressions that is used in the literature in the 

field that was find in the literature review and with help of the document study template. The 

data was categorized in codes in order to find relevant links between what organizations are 

searching for when they are recruiting a pre-graduate student and what they offer the same 

person. This categorization is, in combination with findings in the literature review, the base for 

the imagined cases that will be in the second section of the survey to the graduate students. 

During the literature review the authors found plenty of reports that reporting the same things 

but with different expressions and the authors therefore believe that different expressions could 

have the same meaning and thereby could be categorized under the same code. However, the 

coding could have a huge drawback when it is used in a study with the phenomenological 

perspective (Bryman & Bell, 2011). The authors have done the coding and their own thoughts and 

previous knowledge of the subject are probably reflected in the outcome. In a phenomenological 

study the experience of the studied object are essential, and the authors should in a 

phenomenological study set their own knowledge aside in order to achieve subjectivity 

(Justensen & Mik-Meyer, 2013). This drawback has been handled with help of awareness and the 

authors have used expressions that have been written in previous literature to code, and their 

own thoughts and previous knowledge of the subject are probably reflected in the outcome. In a 

phenomenological study the experience of the studied object are essential, and the authors 

should in a phenomenological study set their own knowledge aside in order to achieve 

subjectivity (Justensen & Mik-Meyer, 2013). This drawback has been handled with help of 

awareness and the authors used expressions that have been written in previous literature to code. 

In the second part of the study, the survey to the graduate students, the authors kept the codes 

that are contributed from the data from the organizations. The authors have shaped the different 

invented cases with the codes in mind, and the codes where therefore set beforehand. By using 

the same codes in the first two parts, the matching, in the last part of the study, have been 

simplified. The authors had no intention for analyze if there is a strategic significance in the 

result because of the limitation of time and resources. The authors wanted to examine the 

phenomena of reactions of a harmed reputation in the first stage but left it to future studies to dig 

deeper in to the significance of it.  
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3.8 Ethical	discussion	
To make sure that the study is ethically executed the principles about science ethics, from the 

Swedish authority; Vetenskapsrådet have been followed. Vetenskapsrådet has four principles 

which are; the requirement about information, the requirement of informed consent, the 

requirement of confidentiality, and the requirement of data usage (Vetenskapsrådet, 2002).  

The principles were followed as the participants in the study were informed about the aim of the 

study and were of course allowed to skip a question, however the information about the aim of 

the study were presented at the end of the survey as the authors did not want it to affect the 

result. The results that were collected in the study have just been used in this study in the line 

with the requirement of data usage. Regarding the requirement of confidentiality, the 

participants in the survey were anonymous and as the survey was sent out to a big amount of 

people it will be difficult to know what specific person answered. Regarding the interviewed 

organizations the authors have used new names on the organizations (organization A-E) that 

could not be connected to the organizations, however some background information is presented 

and some connections to the real organization might be possible to see. Though the authors do 

not believe that this study is going to hurt the organizations if the name of them will be found out 

and anonymously are permitted.  

3.9 	Quality	discussion	
To make the study reliable the authors will have a shorter discussion about some quality aspects 

which concerns that whole study that is important to keep in mind for a qualitative and 

phenomenological study. 

3.9.1 Subjectivity	

As previously mentioned, respondents’ experience of a phenomenon is essential when using a 

phenomenological perspective (Bryman & Bell, 2011). In order to achieve this is it important that 

the scientist try to set their own experience and preconceptions aside, but as the phenomena is 

also affecting the authors a collective reality is reached (Justensen & Mik-Meyer, 2013). In other 

words the authors also affect the result and a true objectivity could not be reached, and 

subjectivity should therefore be discussed instead. Kvale & Brinkmann (2014) mention biased 

subjectivity as when the scientists only notice the things that support their own experience and 

disregard things that would question their own perception.  

According to the document study the authors are the one who collected the material and thereby 

are the ones who interpret the findings and decide when sufficient amount of data were collected. 

A risk is that the presented material in other words could be seen as biased and according to this 

could the subjectivity be questioned. The authors not take in mind the students view and 
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experience when collecting the data, but with help of the awareness of the possible biased 

subjectivity the data could still be seen as reliable. 

3.9.2 Reliability	

Reliability is an important quality aspect in order to reach a reliable study. Reliability is 

important to discuss when qualitative data collection is used (Bryman & Bell, 2011). Reliability 

concerns the question if the result of the study would have been the same if the study was done 

again, and if the results could be found as indisputable (ibid.). The reliability in this study could 

according to the first part of data collection about the organizations’ views be questioned. As 

previously discussed, the authors have an interpretative prorogation and could thereby affect the 

result a lot. This has been attempted to be handled with help of the document study template. 

However, the part of the organizations’ view is not of most important and the reliability on the 

rest of the study could still be seen as high. Furthermore, the authors do not believe that any 

specific circumstances have affected the result which support a higher reliability.  

3.9.3 Validity	

Validity is a quality aspect which regarding if the research and data collection is measuring the 

things that it is supposed to measure, and is of high relevance in a qualitative study (Justensen & 

Mik-Meyer, 2013). Validity can be divided into two different aspects, an internal and an external 

(Sreejesh et al., 2014). The internal validity examines to what extent a dependent variable can be 

explained by the independent variable and the external validity examines to what extent the 

result of the study could be generalized to the real environment (ibid.). In this study, the validity 

could be found quite low. The internal validity can be questioned as the authors by themselves 

have created the measurement with inspiration from previous studies and the data collection. 

The measurement has, in other words, not been tested by anyone else before and it is a risk that 

some mistakes have been made by the authors when they chose the independent versus the 

dependent variables of the organizations in the survey. The external validity is a question about 

generalizability and here the small sample could cause some problems. In the study only 49 

students answered the survey, which is maximum 15 % of the asked population. Moreover, the 

generalizability can be questioned as the study only was conducted at one university in Sweden.   
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4 Empirical	study	
In this chapter the findings received from the document studies, the interviews and the survey 

are presented. The document studies and interviews are related to the same type of questions in 

order to get an understanding of the organization. Therefore, the findings are presented 

together under “organizations”. In the second phase, “survey of students” the results from the 

survey are presented. The interview guide, the template for the document study and the whole 

survey can be found in appendix 3, 4 & 5. In this empirical study the existing organizations are 

named A to E, and our example organizations are named 1 to 7. 

4.1 Organizations	
The empirical result is based on three interviews that were done with Organizations A, B and C. 

As well as documents studies (of all of the five organizations) where the material was collected 

from the organizations website and newspapers. The interview guide could be find in appendix 

3 and the template for the document study in appendix 4.  

4.1.1 Background	information	

All of the organizations that we have looked at are active in the segment of business-to-consumer, 

even if Organization B and E also could be seen as active in the segment of business-to-business. 

All organizations can be described as somewhat well-known, and by mentioning the name of any 

of the organization most of the Swedish population should know in which operation area they 

operate. Organization B is a big, decentralized organization with around 40 smaller divisions or 

subsidiaries. However, the organization's brand name are closely connected to the divisions and 

subsidiaries. Organization C is also a big, partly decentralized organization that has its 

headquarters outside of Sweden. In this case, we have chosen to only focus on the Swedish 

division according to the background and employee offer, however when it comes to the harmed 

reputation we have looked at what could be associated with the whole brand's name.  

As seen in the table below, all the organizations we have looked at have a big or medium market 

share, and according to our document study we have not seen any signs of that any of the 

organization are in the risk zone of a bankruptcy. Furthermore, it could be interesting to mention 

that Organization A operates in a sustainable market and Organization B and C operate in 

markets where sustainability issues are widely discussed and the branches are often accused to 

have negative impact on the environment.  

According to the organizational structure of the organizations we have found that Organization D 

and E have had a lot of changes in their structure. In Organization C and E, the top-managers 

have been changed quite frequently during the past years.  
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Table 5 Background of the organizations 

Organization Market 

share 

Innovation 

focus 

Employees Market Business segment 

A Very big Small About 4500 Sweden Service 

B Big Medium About 20000 Sweden/ 

Western 

Europe 

Production 

C Medium Medium - Big About 450 (in 

Sweden) 

Internatio

nal 

Production 

D Big Small About 30000 Sweden Service 

E Big Big About 16000 (in 

Sweden) 

Internatio

nal 

Production/Service 

 

4.1.2 Organizational	values	

Sustainability is something that is important for all the organizations. For Organization A, 

sustainability is highlighted as one of the two main things in the organization's strategy.  For 

Organization B sustainability is mentioned in two out of four strategic definitions, and they also 

stated that they want to become a leader of sustainability both on the production and 

consumption side. Organization C operates in a branch where there is a big focus on the 

sustainable development, and on their website, it is stated that they want to become a leader in 

providing sustainable products.  For Organization D sustainability is one of their guiding stars in 

how the work should be done within the organization and they also work to minimize the 

environmental footprint. And lastly in Organization E they talk about sustainable development as 

a key to deliver value to the society. 

By looking at the answers from the interviews and on the document of our study, we observe that 

all of the organizations value the employees highly but only two of the five have mentioned the 

employees in their vision or strategic definition (Organization B and C). Organization C also 

mentioned that trust between employees is of importance and that all the employees should be 

seen as a team that likes to work together. However, in the interview Organization C stated that 

both the team and the individual are of high importance as you get a lot of own responsibilities 

that you are responsible to carry out in mostly whatever way you want.  
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4.1.3 The	organization's	offer	to	employees	

All the organizations recruit newly graduate students. Some of them recruit multiple graduate 

students regularly, at least on a yearly basis and others just when they feel a demand of it. When 

they recruit, the organizations offer different roles and positions. Organization A and E both offer 

a trainee program. Organization B offer a similar position, but where the employees receive a 

long-term contract from the beginning. In trainee positions however, you got one kind of 

"project-employment" that last for about a year.  All of the organizations offer a salary that is 

around average for the position or branch and vacation that is about 30 days per year.  Two of the 

organizations (A and C) also state that they offer wellness benefits and specific benefits 

depending on the specific position an employee has. In other words all of the organizations are 

offering a safe employment. 

Table 6 The organizations’ specific offer 

Organization More specific offers 

A • Work at a huge workplace with big variance of people and work tasks 

• Work with competent people 

• Work with interesting tasks 

• Work in an organization whose aim is of importance for the society 

• As an employee you got great opportunities to climb the corporate latter 

B • An easy way to climb in the general career 

• An opportunity to grow into your position with help of mentorship 

• A balance between the work and leisure time with help of flexibility 

• Work in an international environment 

• A great opportunity to climb internally within the organization 

C  • Work in an interesting environment 

• Easy to change position within the organization, even to have a more 

international position 

• You could get a great career fast if you work hard 

• A balance between the work and leisure time 

D • Responsibilities  

• Developing opportunities 

E • Work at an organization that support diversity 

• Opportunity to make an international career 

• Proactive career planning 

• Support development by different development programs 
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As seen in table 6, the opportunity for career development is something that all the organizations 

offer. The balance between leisure time and work is something that both Organization B and C 

offer. Organization A offers work with competent people and interesting tasks while the other 

organizations do not seem to focus on these aspects. The organizations that have an organization 

with international offices (Organization B, C and E) also state clearly that as an employee you 

have opportunities to work in an international environment.   

4.1.4 The	harmed	reputation	

All of the organizations that have been observed are on the lower spectrum on Medieakademin’s 

study (2017) of how much trust the Swedish population has for the specific organization. By 

looking historically on the studies from Medieakademin one could see that during the last three 

years Organization C, D and E have been declining in trust. Organization B however is on the 

same level and Organization A has increased its trust. However, none of the interviewed 

organizations have experienced any decline in applications due to the harmed reputation. 

Something we have been unable to examine for Organization D and E. Below the findings from 

the document study about the causes of the harmed reputation will be presented. 

Organization A 

The low trust and the harmed reputation of Organization A is, according to the document study, 

mostly based on the struggle to reach the expected quality required by the customers. During the 

last year, the organization has worked a lot with this, which probably is why the organization has 

experienced a higher trust from the Swedish population. However, the organization does not 

reach its own quality goal. The struggle to reach the quality goal is in many cases affected by 

things out of the organization’s control.  

Organization B 

Organization B has during the last three years been ranked low on Företagsbaromentern’s list. 

This could be seen as one reaction on the bad investments that the organization has made. Since 

the millennium shift the organization has brought other companies and fabrics both inside and 

outside of Europe that later has shown up as bad investments and huge depreciations of the 

firms' assets have been made.  

Organization C 

The trust for Organization C has been low during the past years. A few years ago the organization 

was in the middle of the list by Företagsbarometern, but the year after the organization was 

placed in the lower spectrum. The organization has been accused to not follow the regulations 
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and has been cheating in order to show an accepted result. Some questions were raised regarding 

how well informed the board of directives was about this. However, this was an issue for the 

whole organization and thereby was the brand name affected, but the Swedish division did not 

have a clear connection to this accept to work under the same top-managements. 

Organization D 

Organization D stated on their webpage about themselves that “almost everyone has an opinion 

about the organization” and since 2016 the organization has had a lot of struggle with the trusts 

from customers’ side. The organization is accused to not deliver the required quality and to not 

do what is expected from the customers’ side. As for Organization C Organization D was falling 

down to the lower spectrum of the list by Förtroendebaromentern a few years ago. The 

organization was doing one of the biggest decline you could see during the last five years.    

Organization E 

This organization has been accused to do illegal operations with countries in order to reach new 

markets or bigger market shares. The top-managers are accused for being well aware of the non-

ethical operations and some of them are even accused to push the operations. Furthermore, the 

organization received a harmed reputation as they have multiple changes within the 

organizational structure and a lot of people have been fired in Sweden the last years. The firing 

process was made in order to move some operations outside the country and to start up new 

operations in Sweden. In other words, the organization fires a lot of people but at the same time 

they are recruiting new ones. 

4.2 Survey	of	students	
This part of the empirical study is based on a survey that was sent out to last year business 

students and last year industrial engineering and management students at Linköping 

University. The survey received 49 responses and the sample group may have had their 

answers affected by their relationship to the writers. The survey can be found in appendix 5. 

4.2.1 Background	information	

The students responding to the survey were all students at Linköping University and were in the 

process of, or had already found, their first job after finishing their university degree. The 

majority of the respondents where business students with a 67% representation, and female with 

a 55% representation. The age span of the respondents runs from 22 to 35 years of age, and 

therefore all qualify for being generation Y.  Out of the respondents 86% indicated that they had 

been involved in extra qualifications besides school such as work, different boards, projects and 

program divisions (figure of this could be seen in appendix 2). 
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4.2.2 Motivational	factors	

When given a list of different motivational factors and asked to pick six out of 20 that appeared to 

the respondents to be the most attractive and important when applying for a job, the majority, 

63% chose factors that the authors defined as intrinsic. The list of the factors divided in extrinsic 

versus intrinsic could be found in appendix 1. 

 

 Figure 2 The motivation factors that the respondents felt most attracted by 

The alternative that had the greatest affect in the job searching process is "Interesting work 

tasks", an intrinsic factor, with 36 students choosing that alternative. The second and third most 

popular answers where "The work itself", intrinsic, and "Good working environment", extrinsic, 

with respectively 35 and 24 votes. Other popular answers had to do with challenging, new and 

interesting tasks and possibilities on the intrinsic side, and "A desirable geographical location" on 

the extrinsic side. This shows that the most popular alternatives are intrinsic, as well as the 

majority votes. However, due to some confusion in the phrasing regarding alternatives, "Flexible 

work" and "Balance between free time and work" could both be read and interpreted as extrinsic 

alternative, even though the former was supposed to be intrinsic. Combined the alternatives 

aggregated 32 votes, which shifts the scale slightly to the extrinsic side. Same problem occurred 

with "To feel that your work is appreciated by others" and "You are seen", the exemplification 

made them similar and combined they tallied 23 votes. This shows that the work itself, with 

interesting tasks, challenges, development are crucial intrinsic values. But the environment and 

location themselves as well as appreciation and work-life-balance also carry weight.  

Before being asked to pick what factors attracted them the most, the students filled in 

information about themselves. This allowed us to see if there where variations to the answers, 

and whether or not they preferred extrinsic or intrinsic motivational factors regarding these 

variations. Worth to mention is that 6 students chose equal amounts intrinsic and extrinsic 

37%	

63%	

Extrinic	versus	Intrinsic	moYvaYon	factors		

Extrinsic	 Intrinsic	
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motivational factors, and are therefore not included in this segmentation, which is why the sum 

adds up to 44. What we could gather from this is that more females than males leaned toward 

extrinsic motivation, 12% of the females preferred a majority of extrinsic factors compared to the 

2% for the males. This pattern is the same in the comparison between business and industrial 

engineering and management students, with 12% of the business students preferring extrinsic 

factors, and 2% for the industrial engineering and management students. Regarding age, it was 

only the students in the age range between 22 and 25 years of age that had a majority of extrinsic 

factors, with a representation of 14% for extrinsic and 86% for intrinsic. Grade wise did 7% with a 

grade average higher than 75% VG or 4.0 chose extrinsic values, same goes for those with a grade 

average of higher than 50% VG / 3.5 and below 75% VG / 4.0. No one with lower grades than that 

chose a majority of extrinsic factors. There was no difference between if they had done any 

extracurricular activities or not.  

Table 7 Percentage of motivation by extrinsic and intrinsic separated in different segment 

  Extrinsic Intrinsic % extrinsic % intrinsic 

Female 5 38 12% 88% 

Male 1 42 2% 98% 

Business students 5 38 12% 88% 

Industrial 

engineering and 

management 

students 

1 42 2% 98% 

22-25 years 6 37 14% 86% 

26-30 years 0 43 0% 100% 

30-32 years 0 43 0% 100% 

75% VG / 4 3 40 7% 93% 

50% VG / 3.5 3 40 7% 93% 

>50% VG 0 43 0% 100% 

Extra activities 3 40 7% 93% 

No Extra activities 3 4 43% 57% 
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There were two parts in the survey where we asked if the students preferred intrinsic or extrinsic 

motivational factors. The first part was when they were asked to choose what factors attracted 

them the most. In the second part the participants were asked a more direct question where they 

answered if they had to choose, would they chose more money et cetera, factors that we link to 

extrinsic factors, or factors that are more typically intrinsic. The majority had corresponding 

answers with the first and the second part. However, there were six exceptions. For these 

students they either chose intrinsic factors first and then extrinsic, or vice versa. It was an equal 

amount that switched from extrinsic to intrinsic, as from intrinsic to extrinsic. The students who 

changed their mind all chose similar motivational factors, all had location, and all except one had 

the work itself, and the rest was variations of work-life balance and freedom in work. Most of 

these factors can be difficult to categorize and depending on interpretation can be placed in 

either of the intrinsic and extrinsic category. Regarding their responses in the latter part of 

scenarios the majority chose a mix of intrinsic and extrinsic positive organizations, the 

convincing factors was also a mix of this and it is therefore difficult to make a strong connection.  

4.2.3 Example	organizations	

In this section of the survey we examined and tested the motivational factors in example 

situations with organization partly based on part one in the empirical study. In this we wanted to 

see if the respondents responded differently and valued different factors depending on different 

situations and circumstances. In Organization 1 and 3-5 and 7, the organization itself offers 

strong extrinsic rewards, but are facing various challenges with their employer branding. In 

Organization 2 and 6 the focus is more intrinsically rewarding, but has shortcomings regarding 

extrinsic rewards. In the survey we also clarified that factors such as wage, benefits, location et 

cetera was the same for all organizations, if nothing else was mentioned.  

Organization 1 

In Organization 1 an older organization was presented, with a very large market share but lower 

growth. The external variable that was tested here was consumer opinion connected to faulty or 

disappointing products which has led to the brand diminishing in the eyes of the consumer. The 

challenge for the future employees would therefore be to rebuild the brand of the organization of 

the brand. A majority, 51% would accept an employment at this organization and 25% would 

accept it if some conditions where changed.  
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Figure 3 The percentage of respondent that would consider working at Organization 1 

For the question regarding what would convince the respondents to accept the work while 

answering "Yes if..." the most popular option with nine out of twelve students choosing it, was the 

possibility of further education, an intrinsic motivation. Followed by financial and responsible 

based factors, as well as the possibility for foreign transfers.  

Table 8 If answered Yes if... what would convince you to accept a work in Organization 1? 

Number of 

answers 

The offer 

6 5% higher wage than the market adapted wage 

5 20% higher wage than the market adapter wage 

4 The possibility for bonus when the organization is doing well 

0 2 days of extra vacation 

3 1 week of extra vacation  

9 The possibility of further education within a subject that both you and the organization find 

is of interest 

7 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

5 The possibility of foreign placement  

1 Other:  

Combination of the what is written above	

 

51%	

25%	

24%	

Would	you	consider	working	at	
OrganizaYon	1?	

Yes	 Yes,	if…	 No	
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Organization 2 

Organization 2 was described as an innovative organization with new projects in the horizon that 

would ensure its position on the market. However in this case the organization was facing a high 

employee turnover due to a harsh jargon at the workplace. The description links this organization 

more to intrinsic factors with interesting tasks and challenges, but lacking in the safety and 

comfort department. In this situation the division between yes and no to employment was quite 

similar, but the majority, 43%, would not accept an employment here. Only 16% would accept an 

employment if other factors were added.  

 

 Figure 4 The percentage of respondent that would consider working at Organization 2 

For the question regarding what would convince the respondents to accept the work while 

answering "Yes if..." the top alternative factors where all extrinsic and weighed in heavy on 

factors such as wage, financial reward in general and promotions.  

  

41%	

16%	

43%	

Would	you	consider	working	at	
OrganizaYon	2?		

Yes	 Yes,	if…	 No	
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Table 9 If answered Yes if… what would convince you to accept a work in Organization 2?  

Number of 

answers 

The offer 

3 5% higher wage than the market adapted wage 

5 20% higher wage than the market adapter wage 

4 The possibility for bonus when the organization is doing well 

0 2 days of extra vacation 

1 1 week of extra vacation  

2 The possibility of further education within a subject that both you and the organization 

find is of interest 

3 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

2 The possibility of foreign placement  

1 Other:  

• Combination of the what is written above and that you feel trustful to the 

management	

Organization 3 

Organization 3 is operative in a market with high competition and potential for growth, and the 

opportunities for great financial success are there. However, they have been audited and 

convicted for not living up to the environmental demands that exist within the branch. 

Something that the top management knew about beforehand, but were not doing anything about. 

This organization was invented to test and see if the extrinsic benefits of a growing business 

outweighs intrinsic factors such as value congruence and transparence. A majority of the students 

would not accept an employment at Organization 3, 55%, and 22 % would accept it if some 

factors where added.  

For the question regarding what would convince the respondents to accept the work while 

answering "Yes if..." the top four factors that would convince the students were connected to 

financial rewards and promotions. However, those who answered "Other" discussed factors such 

as the opportunity to make changes and to drive the organization forward.  
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 Figure 5 The percentage of respondent that would consider working at Organization 3 

Table 10 If answered Yes if… what would convince you to accept a work in Organization 3? 

Number of 

answers 

The offer 

4 5% higher wage than the market adapted wage 

6 20% higher wage than the market adapter wage 

6 The possibility for bonus when the organization is doing well 

1 2 days of extra vacation 

1 1 week of extra vacation  

3 The possibility of further education within a subject that both you and the organization find 

is of interest 

6 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

0 The possibility of foreign placement  

4 Other:  

• Everything else in the organization fit me, for example the working environment, 

the tasks and it is in the right country	

• If I could affect how the organization in the future will work to reach the 

environmental requirements	

• Combination of the what is written above and that you feel trustful to the 

management	

• Get the opportunity to drive a change in the organization	

23%	

22%	
55%	

Would	you	consider	working	at	
OrganizaYon	3?		

Yes	 Yes,	if…	 No	
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Organization 4 

Organization 4 is a solid organization with good chances of growth, good prospects for the future. 

However, the top management of the organization has experienced vast restructures as they have 

been accused of bribery on multiple occasions, accusations that have proven to be true. This is 

again to test value congruence, transparence and moral implication in relation to an otherwise 

stabile organization. A majority would not want to work there, 63%, and 23% would accept an 

employment under different conditions.  

 

Figure 6 The percentage of respondent that would consider working at Organization 4 

For the question regarding what would convince the respondents to accept the work while 

answering "Yes if..." the majority of the convincing factors are extrinsic, connected to financial 

and promotional rewards. The difference is for those who chose "Other", where the majority 

mentioned that they would work there if the problem was dealt with.  

  

14%	

23%	
63%	

Would	you	consider	working	at	
OrganizaYon	4?		

Yes	 Yes,	if…	 No	
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Table 11 If answered Yes if… what would convince you to accept a work in Organization 4? 

Number of 

answers 

The offer 

3 5% higher wage than the market adapted wage 

4 20% higher wage than the market adapter wage 

3 The possibility for bonus when the organization is doing well 

1 2 days of extra vacation 

1 1 week of extra vacation  

2 The possibility of further education within a subject that both you and the organization find 

is of interest 

4 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

1 The possibility of foreign placement  

4 Other:  

• Combination of the what is written above and that you feel trustful to the 

management	

• Everything else fit me	

• My decision will be based on how the board of management work i this question. If 

they work in order to similar thing to not happen again I could accept the job	

• Yes if the problem have been recognized internally	

 

Organization 5 

Organization 5 is an old and solid organization that is well established on the market. However, 

they have faced a multi-million loss due to misplaced investments. This has led to their stock 

value dropping, which is an indication of a loss in trust among the public. In other words, the 

extrinsic values and rewards exist, but there is a risk the employee won't feel pride in their work. 

A majority, 57%, would accept an employment at Organization 5.  
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Figure 7 The percentage of respondent that would consider working at Organization 5 

For the question regarding what would convince the respondents to accept the work while 

answering "Yes if..." the top three answer of convincing factors are extrinsic, with a vast majority 

wanting a key role higher up in the organizational hierarchy. However, three people wanted 

something intrinsic, further education.  

Table 12 If answered Yes if… what would convince you to accept a work in Organization 5? 

Number of 

answers 

The offer 

4 5% higher wage than the market adapted wage 

2 20% higher wage than the market adapter wage 

3 The possibility for bonus when the organization is doing well 

1 2 days of extra vacation 

2 1 week of extra vacation  

3 The possibility of further education within a subject that both you and the organization find 

is of interest 

9 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

2 The possibility of foreign placement  

1 Other:  

• If I got the opportunity to work directly to something that give value for the 

costumer	

57%	27%	

16%	

Would	you	consider	working	at	
OrganizaYon	5?		

Yes	 Yes,	if…	 No	



41 
 

Organization 6 

Organization 6 is verbal in several debated and active in different societal issues, an example 

being equal rights. This has given them positive publicity in media during the past years. 

However, the employment conditions are slightly different with a 20% lower wage than the 

branch of industry-standard and no specific benefits to their employees. That is, Organization 6 

is focusing heavily on intrinsic motivation, and fairly little on extrinsic. The majority therefore 

would not accept an employment there, 53%, but there are more respondents who answered yes 

than "Yes if...".  

 

Figure 8 The percentage of respondent that would consider working at Organization 6 

All of the top convincing factors for the respondents which answered "Yes if..." are extrinsic 

connected to further recognition bonus, vacation etc. The persons that answered "Other" said 

that he/she would accept an employment if the job itself was interesting with possibilities for 

promotions and a career.  

  

29%	

18%	
53%	

Would	you	consider	working	at	
OrganizaYon	6?		

Yes	 Yes,	if…	 No	
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Table 13 If answered Yes if… what would convince you to accept a work in Organization 6? 

Number of 

answers 

The offer 

5 The possibility for bonus when the organization is doing well 

0 2 days of extra vacation 

2 1 week of extra vacation  

1 The possibility of further education within a subject that both you and the organization find 

is of interest 

4 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

2 The possibility of foreign placement  

1 Other:  

• It is a job that I am truly interested in and I got the opportunity to climb in the 

career stage	

 

Organization 7 

Organization 7 is young but has made an impact during the past years, and has a strong brand 

among consumers and a solid workplace community. The mood and the people at the 

organization are in line with the student, but the tasks are not that interesting. This tests a 

different segment of extrinsic, where the tasks themselves are not that rewarding, but the 

circumstances are. Here the respondents are not as heavily opinionated, and the majority, 47% 

would accept the job under different conditions.  

For the question regarding what would convince the respondents to accept the work while 

answering "Yes if..." the greatest convincing factor is an intrinsic one, possibility for further 

education, others are more diverse with promotion being a deciding factor. 
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Figure 9 The percentage of respondent that would consider working at Organization 7 

Table 14 If answered Yes if… what would convince you to accept a work in Organization 7?  

Number of 

answers 

The offer 

2 5% higher wage than the market adapted wage 

6 20% higher wage than the market adapter wage 

1 The possibility for bonus when the organization is doing well 

0 2 days of extra vacation 

1 1 week of extra vacation  

16 The possibility of further education within a subject that both you and the organization find 

is of interest 

9 A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

4 The possibility of foreign placement  

2 Other:  

• If you have the opportunity to change to a funnier position in the future	

• Opportunity to work with other tasks in the future	

 

 	

24%	

47%	

29%	

Would	you	consider	working	at	
OrganizaYon	7?		

Yes	 Yes,	if…	 No	
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4.2.4 Observations	from	example	organizations	

Derived from this data, one can observe two outliers regarding positive reaction to employment. 

In Organization 5 as well as Organization 1 a majority of respectively 57% and 51%, would want to 

work there without any further adjustments to the job offer. Neither of these are in a situation 

with moral implications, or managerial knowledge to the respectively negative incidents. In 

Organization 5 the organization had made a poor investment and in Organization 1 the products 

of the organization did not live up to the expected standard. In both cases it was listed in the 

description that they lost trust among shareowners respectively customers. However nothing was 

mentioned regarding the workplace itself or working conditions for the employee.  

The organizations that received a majority of negative, "No", responses was Organization 3, 55%, 

Organization 4, 63% and Organization 6, 53%. Organization 4 also received the lowest level of 

"Yes" answers, 14%, and its "problem" was bribery and restructures among the top management. 

Organization 3 had broken environmental standards, and the top management had been aware of 

the situation beforehand. Both scenarios describe situations with involvement in the managerial 

department, as well as issues that can be interpreted as immoral. The organizations both offer 

positive extrinsic factors, but lack in the intrinsic department. Same goes for the positive results, 

Organization 5 and 1, but they did not break any moral codes. Regarding Organization 6 they 

focused on offering intrinsic factors, but at the cost of a 20% lower wage.  

The most divided answers with almost equal "Yes" to "No" responses were for Organization 2. 

This organization described more internal issues and not something that is seen to the consumer, 

but had bright future prospects in the task department and therefore strong on the intrinsic 

motivational factors. 41% of the students would work at Organization 2 regardless of the harsh 

jargon, and 43% would not. Out of those that chose intrinsic as the most important factor in the 

end of the survey, 60% would in fact accept an employment at this intrinsic focused organization, 

40% would not.  

Table 15 The motivation factors in Organization 2 

Organization 2 Number Percentage 

No and intrinsic 10 40% 

Yes and intrinsic 15 60% 

Total 25 100% 

Regarding which factors that convinced the most there is no clear answer, but differ based on the 

scenario. In Organization 1 and 7 the possibility of further education is the greatest convincing 

factor and Organization 7 had the greatest number of respondents choosing it, where 16 out of 23 
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believing it would convince them to accept an employment. This was in a scenario where the 

tasks themselves where not that rewarding, but the workplace was satisfying and had the highest 

number of respondents choosing "Yes if...".  

Vacation was not that relevant of a factor in any scenario, but financial rewards were more 

effective. In four out of the seven scenarios 20% higher wage or the chance of a bonus was the 

greatest most convincing factor, and is therefore the most common in the top in the options given 

for "Yes if...". The chance for further education was the only intrinsic factor that we included in 

the options when answered "Yes if..." and there seem to be no correlation between if they chose 

that and if they saw intrinsic as the most important factor in the end of the survey. However, as it 

was the only intrinsic factor among eight (not counting other that can be categorized however 

one wants) it is difficult to make a connection and is a liability to our survey and the results 

derived from it.  
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5 Analysis	
In this chapter the empirical findings about both the students and the organizations are 

connected and discussed with help of the theoretical framework. The structure is based on the 

research questions of the study. Firstly the general effect of motivation factors are discussed, 

after that focus is on what effect a harmed reputation could have for an organization, and 

lastly a discussion about if there is a match between what organizations offer and what 

students are searching for is raised. 

5.1 The	motivation	of	students	

In this section the first research questions is discussed; “To what extent does intrinsic 

motivational factors affect the decision making of generation Y students in the recruitment 

process of their first job?" Firstly the effect of intrinsic motivation and then the necessity of 

extrinsic motivation is discussed. Lastly a conclusion regarding which motivation factor that is 

of highest important is presented. 

5.1.1 Intrinsic	motivation	

Our initial analysis and perception of generation Y was that intrinsic factors carry the greatest 

weight. This was supported in our survey when a majority, 63%, chose both a majority of intrinsic 

factors in the initial part, as well as intrinsic over extrinsic in the final question. Interesting work 

tasks, and the work itself were the two most important factors. The focus on intrinsic factors 

could be due to generation Y being more open to accept dissimilarities and have confidence in 

themselves (ne.se/generation), and when asked to choose important factors in a work situation 

extrinsic satisfaction is assumed and they can therefore focus on other aspects to increase the 

motivation (Maslow, 1943). Especially since extrinsic factors only satisfy to a certain degree (Fred 

& Jegen, 2001). For further motivation, the most important, ceteris paribus, is factors that focus 

on making the work enjoyable. This mentality is something that seems to be a norm in the 

recruiting world, as intrinsic factors is something that the organizations lift in their profile; they 

offer challenges, development, interesting work tasks et cetera to their future employees (Table 

5). 

The significance of intrinsic values is also noticed in the high degree of extracurricular activities 

among the students, 86%. This is a trend that can be seen in society today, where no further 

reward than own enjoyment or development can be found (Pink, 2008), for instance the 

development of Wikipedia and Linux (ibid.). The trend indicates a behavior where generation Y 

care more about what is interesting for them. They view work in a more interpretive way where 

they find their balance themselves, with the option to create their own possibilities. The 

importance of own enjoyment is also supported by the answers in Organization 7 with the highest 

“Yes if…” response, 47%. Here the greatest convincing factor was further development, an 
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intrinsic motivation that indicates that even though the task itself is mundane, there is still a 

chance to learn. However, it could be argued that these types of extra activities may be for long 

run improvement of one’s career and resume, and would therefore be more of an extrinsic 

motivation. Worth to mention here however, is that development possibilities were the only pure 

intrinsic option we had, and more alternatives may have given a different result.  

5.1.2 The	necessity	of	extrinsic	factors	

Even though intrinsic factors are important people require a certain degree of extrinsic factors, 

according to Herzberg’s (1974) hygiene factors. Organization 6 is a prime example of this when 

intrinsic factors were in focus, but the offer included 20% less in wage. This led to 53% not 

wanting to work there, which is not exactly coherent with Universum’s (2016c) survey which 

showed that 50% would accept a lower wage if there is value congruence between employer and 

employee and that statement and to care about social issues is important. In this scenario 

however, wage carried more weight. Although this could be related to what type of values that 

was in focus, as more immoral issues, such as in Organization 3 and 4 also received a negative 

feedback. Another argument that goes against the importance of intrinsic values is the fact that 

even though a majority chose intrinsic factors when the surroundings was ceteris paribus, the 

convincing factors in the example situations was heavily leaning towards extrinsic factors. 

Factors such as higher wage, bonus and promotion were the most frequent answers. Therefore, it 

would not be out of line to say that in a perfect world intrinsic factors may be the most important, 

but in today’s society other factors need to be taken into consideration as well. Also, the thirdly 

most important motivational factor was a good working environment, an extrinsic factor. 

Indicating that extrinsic factors are significant as well.  

5.1.3 The	most	important	motivational	factor	

The ratio when choosing factors was usually four to two in favor of intrinsic. Even though that is 

a majority, it is not that convincing or clear. The question of trustfulness is based on the fact that 

there was a confusion regarding the definition of the different variations of flexibility in the work 

place, where the line between intrinsic and extrinsic was not that clear. It is difficult to clearly 

state that the intrinsic factors did in fact receive a majority; it could be argued that it is more 

evenly divided. Especially as work-life balance is among the most important to generation Y, 

according to research (Universum 2016b; Twenger et al., 2010). Even though vacation is not that 

important according to our survey, indicating that the work itself should be balanced on an 

everyday basis not with highs and lows.  

If we compare these parts, intrinsic versus extrinsic, we can see that a clear division is easier said 

than done. On one hand, even though intrinsic factors were in a majority when asked, it was quite 

an even distribution on an individual level between their choices. Also, the confusion among the 

flexibility factor, where we were a bit unsure how to explain it to becoming an intrinsic versus 
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extrinsic factor in the survey, can make us question the interpretation. The fact that extrinsic 

motivators were the most significant when requiring further conviction also raise some question 

marks. It seems that intrinsic factors are more important when asked out of context and when 

other factors are not questioned. This could be connected to that a certain level of compensation 

is assumed, which is the norm in a well-developed nation such as Sweden. This is supported by 

Tonnquist (2016) who states that development in the modern society allows us to focus on 

intrinsic factors instead. Our survey shows us that in a convincing situation however, if the 

student is unsure, then extrinsic factors are more important, a less attractive job is okay as long 

as financial compensation is there such as in Organization 3. However, when the student is 

indecisive and the work tasks are not that interesting, further education is the most important. 

An intrinsic factor that perhaps could affect future prospects, or simply give enjoyment on its 

own. 

To conclude intrinsic factors matters a great deal when deciding out of context, which is why it 

might be such a prominent factor in the recruiting process, as it is not tested in a real-life 

situation. However, when convincing in an indecisive situation, extrinsic factors, especially 

financial compensation and promotion possibilities are more effective. This change depending on 

scenario as well. If an employer is associated with an active negative implication, where moral 

and values are questioned then extrinsic factors is not that important. But when the reputation 

aspect is connected to faulty products, bad investments et cetera, then it is.  Another interesting 

observation is that even though the students preferred intrinsic motivators and chose interesting 

work tasks as their main focus, a majority did not want to work for an organization that offered 

simply that, as they had to accept a lower wage.  

5.2 Harmed	reputation	

In this section the second research question is discussed; "To what extent does a harmed 

reputation of an organization affect the decision making of generation Y students in the 

recruitment process of their first job?" Firstly the effect of a harmed reputation is discussed and 

after an analysis of different convincing factors is presented.  

5.2.1 The	effect	of	a	harmed	reputation		

In this question we seek to find a connection between a harmed reputation for an organization 

and the recruitment process. What we can observe in the results received from our survey is that 

Organization 3 and 4, the organizations related to immoral activities connected to environmental 

issues and bribery, both was among the most unpopular organizations. In these scenarios, the top 

management was involved, and the reputation was damaged to quite a high degree. As we 

concluded from the research that transparency in an organization is very important (Parment & 

Dhyre, 2009; Universum, 2016c), to have top management being involved in an immoral 
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situation seems to be coherent with our research and are key aspects related to employer 

branding. The result from Organization 3 and 4 also proves that what could damage a reputation 

is perhaps not a single event, but if an organization kept up suspicious activity then attraction will 

drop, which is supported by Gray & Blamer (1998). In our survey Organization 1 and 5 was not 

negatively linked to transparency or value congruence, and they received a majority of positive 

feedback, which goes well in line with Universum's study (ibid.). 

However, depending on the individual and the individual values, the transparency may attract 

certain students that are attracted to change. In Organization 3 which addressed environmental 

issues, one respondent would consider working there in exchange for the possibility to make a 

change, and based on generation Y’s individualistic nature and sense of entrepreneurship this is 

an adamant that may occur in several situations (Universum, 2016b). The negative impact of a 

reputation is something that the organizations themselves express. On Organization D’s website 

they even mention their harmed reputation as a warning. However, none of the organization did, 

in real life, experience any decrease in application pressure after their respective incidents even if 

the transparency could be questioned for both Organization C and E.  

In our real-life examples, Organization C and E had similar problem with lack of trust in top 

management, however they did not notice any changes in application frequency. The opposite 

observation can be drawn for a comparison between Organization 1 and D. They both has 

problems with product quality, but while Organization D has been affected negatively with a 

decline in trust by this in real life, Organization 1 was one of the more popular organizations in 

our survey. This could however be due to our sample group and their own perception.  

Cennemo & Gardner (2008) states that generation Y strive for social status, and care about what 

people think, which supports the significance of a harmed reputation. However, a similar 

argumentation could be carried as the previous discussion that implications of Organization 3 

and 4 are active negative reputation factors. While the alternative organizations had factors that 

may cause some sort of issue, but perhaps not in the long run as they are easily addressed. You 

can improve a product but it is difficult to recover from bribery verdicts, or as Gray & Blamer 

(1998) state, reputation is built over time and cannot be ruined by a single activity, though 

continuous problems with top management knowledge, can.  

However, simple because an organization suffers from a harmed reputation, it doesn’t mean that 

they are without value as an employer. Firstly, if a harmed reputation may lead to an applicant 

not wanting to see a long career there, then it does not really matter as that it something that, 

according to Universum (2016b) is not that important to generation Y. Also, regardless of what 

Universum (2016b) has shown, our survey showed that the option for a promotion in regard of 

becoming a key player is very much effective when it comes to convincing a student to work at an 

organization, regardless of the situation. The option for promotion is also something four of the 
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organizations in the study have mention as one of their offers (Organization A, B, D and E).  Our 

study on motivational factors also shows that work tasks themselves and flexibility in the job is 

crucial, despite reputation. The only negative influence would be if this was at the cost of a lower 

salary. The survey also indicated that further monetary rewards are often required to motivate a 

student to accept an employment. This is not something that the sample organizations did not 

mention in real life, however they only discussed their actual applicants. Therefore, by increasing 

monetary rewards the organizations with a harmed reputation can receive a higher degree of 

matches.  

5.2.2 Convincing	factors	for	organizations	with	harmed	reputation	

According to Kaufman & White (2015) in a majority of cases, a higher salary can convince 

students to accept an employment offer. This is supported in our study as well, where a majority 

chose financial compensation as a convincing factor, regardless of reputation or scenario for the 

organization. This is evident in Organization 6 where a strong employer brand, but weaker 

financial compensation led to a majority not wanting to work there. Also for Organization 1 and 5 

a lost in trust among customers and shareowners was experienced, as is mentioned in the 

description, and therefore a negative impact on the employer brand could be seen. However, they 

were still the most popular organization. This may be connected to the transparency factor 

(Parment & Dhyre, 2009) as it was not evident in the case that they tried to conceal the problems, 

nor did it go against any core values. That leads us to believe that value congruence is more 

important than the reputation of the organization, with a fit that is dependent on the individual 

student and the individual organization (Tonnquist, 2016).  

Value congruence and the issue of sustainability is something that both research on generation Y 

(Universum 2016c; Story et al., 2016), as well as our document study on the organizations, stress. 

However, our results contradict this somewhat. Organization 6 received a majority of “No” 

answers despite being an active supporter of various social issues. While Organization 3 and 4 

received a majority of “No” answers by doing the opposite, going against their values. However 

this can be due to a transparency issue instead, or by a faulty identification of what the students’ 

values are. Otherwise the employer brand and its attraction should be reflected in the behaviors 

of the customers (Ambler & Barrow., 1996), which is not clearly found in our survey.  

So is a harmed reputation really that important for students looking for a job? On one side yes, 

long term damage led to a majority of the students asked to refuse a job offer at those 

organizations. The scenarios does not describe exactly the reaction among the public, but are 

examples of scenarios that has been written about frequently in media and are more of a long 

term quality. Transparency is one of the crucial elements in employer branding (Parment & 

Dhyre, 2009), and this was something that had been overlooked in both Organization 3 and 4. 

However, in our theoretical framework we lift consumer opinion and actions as a direct sign of 
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the employer brand (Ambler & Barrow., 1996) but in our survey it was organization that tested 

negatively on this that was the most popular. This shows that a weaker employer brand, and a 

harmed reputation may not carry that heavy of a weight. We therefore have different sides to this 

argument. However, same as for the motivational factors, this connection may be more linked to 

the specific scenarios than an overall truth. The survey indicated that value congruence and 

transparency seem to be the most important factors, as there were negative reactions if not 

fulfilled. This highlights the importance of trust in the top management, with a trust in the 

organization itself, external factors seem to be less important.  

To conclude, it is the nature of the factors and scenarios that matter the most. Moral 

consequences and activities going against value congruence are something that is received in a 

negative sense. This could be related to Cennemo & Gardner (2008) which states that generation 

Y strives for social status and care about what people think. As a lower social status would lead to 

a negative effect on reputation, it matters more, also it can be related to the transparence that is 

wanted when observing employer brands. Pride of product or organization and intrinsic factors 

however, is not that important, and wage goes before enjoyment in tasks. Our findings also state 

that students are willing to work at an organization with a low consumer trust. Perhaps as lack of 

pride does not have an active, negative effect on the employee’s reputation and is therefore 

irrelevant when searching for a job. And as reputation is built over time and cannot be ruined by 

one single activity (Gray & Blamer, 1998) one incident in a harmed reputation is not that 

significant in the recruitment process. 

5.3 The	matching		

In this section the third and last research question is discussed; “To what extent does intrinsic 

motivational factors affect the decision making of generation Y students in the recruitment 

process of their first job?" The question is answered with an argumentation regarding what 

generation Y is searching for and what the organizations offer. 

Regardless of harmful incident, if consumer brand in fact is equal the employer brand, as it is 

according to Ambler & Barrow (1996), then by definition, the employment-process should suffer. 

Herzberger’s two-factor theory (1974) is redefined and combined with the self-determination 

theory (Ryan & Deci, 2000) in our theoretical framework, and to generation Y some intrinsic 

factors seems to have become hygiene factors in its necessity to feel motivated which gives 

greater focus to value congruence and transparency and therefore highlights the negative 

consequences of a harmed reputation.  

In the table below we can see a comparison of the Organizations we discussed (organization A-E) 

and generation Y. 
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Table 16 The match between organizational offer and student request 

 Generation Y 

literature 

Generation Y 

our result 

The 

Organization’s 

offer 

Is there a 

match? 

Work-life 

balance 
Very Important Important Important for some 

of them 

Partly 

Developing 

opportunities 
Very important Very important Very important Yes 

Relation to 

employer 
Less important --- Important --- 

Challenging 

work 
Important Very important Important for some 

of them 

No 

Career status Less important Less important Very important No 

Employer 

Brand 
Important Important --- --- 

Value 

congruence 
Very important Important Important Yes 

Individualism Very important Important, want 

flexibility but do 

not value 

responsibility 

Not important No 

Monetary 

reward 
Less important Very important Not mentioned No 

 

By summarizing our findings, we only could find a perfect match in two of the seven offers that 

the students search for and organization’s offer. According to the relation to employer and the 

employer brand, our data collection does not answer how important the two different parties 

seems to think it is. The low degree of matches is very interesting as the concurrence of the best 

employees or talents are very high according to Beechler & Woodward (2009). The work-life 

balance seems to be something Organization B and C put a lot of emphasis on, and something 

they think is important for attracting students. However, the other organizations do not mention 
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anything about work-life balance in the interview or on their career websites. The lack of focus on 

the work-life balance is something that truly could be improved as both our research and 

Paramont & Dhyre (2009) stress the importance of this for generation Y. The mismatch could 

also be observed for the factor career status and challenging work. All the organizations except 

Organization D seems to think that career status is important as they all mention the opportunity 

for a career in their offer for employees. However the students do not value the possibility for 

making a career that much. Regarding the challenging work just a few of the organizations 

mention this but a lot of the students stressed the importance of working tasks. However could 

mismatch this be questioned as the organizations might address challenging work more specific 

when searching for a specific employee.  

For the factors individualism and monetary rewards a mismatch could be seen as well, and we 

would recommend the organizations to put more emphasis in this. In our survey Organization 6 

was the only organization with a lower wage and it received a low percentage of “Yes”. 

Furthermore, monetary and promotional compensation were the most popular convincing 

factors when answering “Yes if…”.  None of the organizations we have studied mention monetary 

rewards, nor is this something our researched theories emphasized. However this might, as well 

as challenging work, be something the organizations address when they wish to recruit a specific 

employee.  

What we can conclude from this is that on a greater scale there are some opportunities for 

organizations with harmed reputation. Some applicants look for a challenge and would apply 

because of that, some does not care and the majority believe it depends on the situation. 

Transparency, promotion and financial compensation are tools organizations can address the 

issues, but it is only efficient to a certain degree. Value congruence for instance is something that 

needs to be kept in focus, and if the individual feel that the values of the organization does not fit 

them, then there will be no match. However, by observing our table and isolating what is 

important for generation Y, then there is possible for the organizations to make adjustments in 

the offer itself, without changing ground of the organization, by increase their number of 

matches.  
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6 Conclusion	
The aim of this study was to examine what generation Y values the highest when applying, and 

accepting a job, and if this is something that changes if the organization has a harmed 

reputation.  In this chapter we therefore raise our main findings and conclusion according our 

aim and answer our research questions shortly. We will discuss some drawbacks with the data 

collection which might affect the result of this study. And at the end of the chapter some 

suggestion for further research is done. 

6.1 The	conclusion	according	to	the	aim	and	research	questions	

In conclusion, what we have found is that the intrinsic is the most attractive out of the 

motivational factors, especially the significance of having interesting work tasks, when asked out 

of context. However, is it important to keep in mind that the students still require some extrinsic 

factors such as wage and the lower limit could not be compensated by for example value 

congruence, which is an intrinsic factor. However could some differences be seen between 

different segments but as the respondent rate was small no trustful conclusion could be done of 

this. 

In the context of a harmed reputation the students seems to value differently and the factors that 

seems to motivate them the most are extrinsic factors, especially financial compensation and 

promotion possibilities are more effective. There is a limit to the effectiveness of this though, if 

the negative implication is where moral and values are questioned then they lose significance, 

and the highest rate of students that would not accept the job could be seen. In other words does 

a harmed reputation matters, but mostly if the organization in question fails to be transparent 

and goes against value congruence. Onetime incidents that does not affect the core values does 

not affect the willingness to accept a job. However, in this we did not calculate longevity as an 

isolated variable, which might affect the result. The way the survey was designed made it also 

hard to test value congruence and transparency separately and it is hard to draw any conclusion 

about which factors that exactly affect an organizations attraction. 

Regarding matching these organization with our generation Y students we have found that the 

organizations could do a lot in order to become more competitive on the labor market. In the case 

of work-life balance the students seems to value this high but only a few of the organizations 

stress this in their offer to employees. Other offers that the organizations could improve is   

transparency, financial compensation and the individualism. Furthermore do the organizations 

think the opportunity for making a career is important but our research show that generation Y 

value this low. However, what is clear in all cases is that value congruence for instance is 

something that needs to be kept in focus, and if the individual feel that the values of the 

organization does not fit them, then there will be no match and the motivation will decrease.  
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An aspect that needs to be taken into consideration in our thesis is that we focus on the effect of 

the employer brand, and look at real life organization and their results. However, when building 

these scenarios around these organization we have removed their brand name. This may have 

affected the results, and may explain why we received one result in our survey, but the 

organization had experienced a different reality where the amount or applications does not seems 

to have been affected by the harmed reputation. The conclusion we have reached may therefore 

be most applicable for organization with less recognition and less recognizable brand names.  

Furthermore is it important to keep in mind that the survey received only 49 replies, which 

makes it difficult to generalize on a greater scale. This low response rate can be explained by 

several reasons. Firstly, we shared the survey via facebook and therefore it could has been lost 

among other information there or notification may have been turned off among our goal-group. 

Also, at Linköping University surveys tend to be heavily shared on facebook from time to time, 

and the feed may have been saturated with questionnaires. Besides that, we also received 

comments regarding the structure of the survey. It was quite long and can be perceived as a bit 

confusing regarding what phenomena was that we examined, the may have reduced its attraction 

as well. The survey was also sent out without any clear information regarding what the aim of the 

study was, this was done in order to not affect the respondents. However, this can be viewed as a 

weakness as the respondents was not given an opportunity to take a stand whether or not they 

were interested in the subject. An introduction letter could have solved this problem and might 

have led to a higher respondent rate (Bryman & Bell, 2012). 

6.2 Further	studies	
This study and its result has been devoted toward finding a connection between generation Y, 

motivational factors and organizations with a harmed reputation. However, regardless of our 

findings, we haven’t offered or found any practical applications. As we do give some advice 

regarding how organizations should act in general, further studies should take this a step further 

and focus on more of a hands-on approach. That is, research regarding signal theory to see how 

to best communicate their values to job-seeker, as value congruence is significant according to 

our research. Are there any specific actions or measures for instance that the organizations can 

benefit from? Any how do you find the values that resonate best with their individual target 

group? As of now the majority of organizations that we have looked into focus on the same 

values, such as sustainability.  Another factor that could benefit from a more practical approach 

is how the organization in question should handle its transparence. For instance, how to become 

more transparent, what aspects of the organization should be transparent and to what degree.  

There are also some variables that our research indicates as relevant, but that we have not looked 

further into. Such as the time aspect of negative incidents, if it is the action itself that is harmful 

to the reputation, or if it is related to how long it is been going on. The relationship to the 
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employer is a factor that both research and the organizations themselves stated was of 

significance. However, this is not an aspect that we explored in our thesis.  

Another interesting thought that has been raised during the work is that the culture in Sweden 

might have some impact on the behavior of generation Y. As this study is conducted in 

Linköping, Sweden. It would have been interesting to investigate the cultural impact and perhaps 

compare it with another country and culture. Different cultures may be more or less open-

minded to work at an organization with a harmed reputation. As the radio program Studio ett 

(2017) suggested, Swedes seem to be less inclined to take risks compared to other countries, and 

a comparative study with other countries may therefore have led to a different result.  

Moreover in this study, we decided to not focus on how students affecting each other's choices 

but this could be interesting to look at in future studies. As Cennemo & Gardner (2008) stated 

seems the social status be important for generation Y and an assumption could be done that 

students therefore affecting each other a lot.  
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8 Appendix	

8.1 Appendix	1	-	Motivation	factors	
Table 1. Motivation factors 

Extrinsic Intrinsic 

Wage Development possibilities (for instance to be 
faced with new tasks) 

More vacation days Access to further education/courses  

Possibility for a bonus The work itself (for instance rewarding and 
interesting tasks) 

Wellness benefits Challenges in the work (for instance more 
responsibility) 

A desirable geographical location (for 
instance Stockholm, abroad etc.) 

A lot of own responsibility 

Good working environment (for instance 
fair stress levels, nice coworkers etc.)  

To feel that one makes a difference/contributes 
(for instance by being viewed as a key player, 
more responsibility) 

  
Safety in work (for instance low employer 
turnover, safe employment) 

Exciting possibilities (for instance the chance to 
try new things) 

To feel that your work is appreciated by 
others 

Flexible work (for instance the possibility to plan 
your day) 

The possibility for a promotion The work matches my own values/interests (for 
instance environmental focus) 

Nice venues Interesting work tasks (that is tasks that you 
find interesting) 

Balance between free time and work (for 
instance by not being available through e-
mail during evenings and weekends) 

Freedom in the work (for instance the possibility 
to affect your work tasks) 

No overtime  

You are seen (your achievements are being 
noticed)  
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8.2 Appendix	2	–	Figures	with	segment	information	

 
 Segmentation information from the survey – Exam title Figure 1.

 
 Segmentation information from the survey – Gender Figure 2.

 
 Segmentation information from the survey – Age Figure 3.
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8.3 Appendix	3	-	Interview	guide	
Interview guide  

Before starting the interview: 

1. Introduce our self 

2. Explain the aim of the study:  

b. Understand how the recruitment of students take place. Younger generations 

seem to be motivated by other factors than previous generations. 

c. Understand the match or mismatch between organizations and students in order 

to help organizations to understand what student are looking for. 

4. Explain the sample:  

a. The organization have been written about in to quite a high degree in the media 

during the past years and in many cases with a negative tone. But we still see the 

organization as a stabile and large organization with good values. 

5. Explain the aim of the interview: 
a. The answers will be used to build different cases/example organizations that offer 

different attributes when recruiting newly graduated students.  
6. Explain the anonymously 

a.  The name of your organization will not be mentioned, but your answers will build 

the foundation for the made-up organizations. 
7. Ask if it is okay that we record? 

The interview: 

Explain that in the scenario they will recruit a newly graduated student that has studied business 

or a similar education.  

1) How often do you recruit from universities? 

2) What positions do you usually offer newly graduated staff (internship, trainee, work 

tasks)?  

3) What tasks are included in this? 

4) What authority is included in this? 

5) What personal attributes do you search for when recruiting personnel? 

6) How important do you believe that previous accomplishments (such as grade and work-

life experience) when recruiting personnel? 

7) Is there usually a high/medium/low application frequency for the different positions? 

Have you experienced any changes over time? 

8) What type of package (wage, benefits) do you usually offer newly graduated? 

9) What do you believe is the foremost aspect that you can offer newly graduated students?  
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8.4 Appendix	4	-	Document	study	template	

Template for document study 

The main sources for the document study will be the website of the respective organization and 

how they portray themselves primarily based on values and workplace focus. In this process 

listing where they post vacancies will also be taken into consideration. The external factors will be 

analyzed through well-known online newspapers such as “Dagens Industri”, “Svenska 

Dagbladet”, “BBC” etc.  

The structure of the document study are: 

1. Background of the company. This part will contain basic information regarding the 

organization in question and focus will be on: 

a. Turnover 

b. Financial background (if they are listed on the market for instance) 

c. Number of employees 

d. Size of organization 

e. What countries the organization operates in 

f. The nature of the business of the organization 

Internal focus of the organization 

1. This section will include information about the organization that relates to values, focus 

of the business as well as how they view their employees. This will be examples of the 

official message from the organization, and does not necessarily reflect how they act in 

practice. We will mostly look at the organizations career webpages. 

External focus of the organization 

1. This section will include what has been written about the organization with focus on the 

respective incidents or factors that has harmed the organization’s reputation. This will be 

a section of an incident and not a historical representation how the organization is doing, 

or is viewed, on a greater scale. Here we will search information on online news-papers. 
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8.5 Appendix	5	-	The	survey	
Translation of survey 

Thank you for taking your time! 

This survey is aimed towards business or industrial engineering and management students 

that are in their final year of studies and aim to examine what students believes to be 

motivating when searching for their first job. If you do not belong to this segment please refrain 

from answering. 

Part 1: 

Background information 

1. Age: 

2. Gender:  

Only chose one answer 

• Male 

• Female 

• Rather not say 

3. What type of degree will you receive (plus area): 

4. What is your point average? (alternately % of VG): 

5. Have you been active in anything beyond school during your student-time?  

Only chose one answer 

• Within a sector of my program 

• As a board member for the program/association 

• Job besides studying 

• No 

• Other: 

Part 2: 

Motivational factors 

6. What factors are the most crucial for you when applying for a job? (PICK THREE) 

• A desirable geographical location (for instance Stockholm, abroad etc.) 

• Challenges in the work (for instance more responsibility) 

• Wage 
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• The work itself (for instance rewarding and interesting tasks) 

• A lot of own responsibility 

• To feel that one makes a difference/contributes (for instance by being viewed as a key 

player, more responsibility) 

• Access to further education/courses  

• Wellness benefits 

• Development possibilities (for instance to be faced with new tasks) 

• Good working environment (for instance fair stress levels, nice coworkers etc.)  

• Possibility for a bonus 

• More vacation days 

 

Motivational factors 

7. What factors are the most crucial for you when applying for a job? (PICK THREE) 

• The work matches my own values/interests (for instance environmental focus) 

• Freedom in the work (for instance the possibility to affect your work tasks) 

• Nice venues 

• To feel that your work is appreciated by others 

• No overtime 

• The possibility for a promotion 

• Exciting possibilities (for instance the chance to try new things) 

• You are seen (your achievements are being noticed)  

• Interesting work tasks (that is tasks that you find interesting) 

• Balance between free time and work (for instance by not being available through e-mail 

during evenings and weekends) 

• Safety in work (for instance low employer turnover, safe employment) 

• Flexible work (for instance the possibility to plan your day) 

Part 3: 

Model organizations 

Below different model organizations will be described. 

If nothing else is mentioned all model organizations are mid-sized with steady/high turnover 

and international presence. They find themselves in a stabile branch of industry with room for 

growth, and turn to the end consumer in their business-strategy. The organization’s brand is 

sturdy and well-known. They offer you a full-time job with market adapted wage as well as 

benefits that are to par with the branch of industry-standard.  
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Imagine yourself in a situation where you are applying for jobs and then evaluate whether or 

not you could see yourself working at any of these organizations.  

8. Organization 1 is an older organization and hold a very large market share but are 

experiencing a lower growth. The organization has however, during the past few years, 

experienced problems with their customers, as they do not believe that the organizations’ 

products live up to the expected quality, and therefore the value of the brand has 

diminished in the eyes of the consumer. An employment at Organization 1 would give you 

great challenges in rebuilding the organization’s brand. Would you consider working at 

Organization 1? 

• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

9. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 

• The possibility for bonus when the organization is doing well 

• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

 

10. Organization 2 is an innovative organization that is on the threshold of new 

launches and is considered by experts to be right in time. The organization has a stable 

market share but the new launch is believed to be crucial for the organization to keep its 

position on the market by the consumers. However, lately the organization has 

experienced a high employee turnover due to a harsh jargon at the workplace. Would you 

consider working at Organization 2? 
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• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

11. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 

• The possibility for bonus when the organization is doing well 

• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

 

12. Organization 3 is an organization in a branch of industry with high competition 

and potential for growth. However, they have been audited and convicted for not living 

up to the environmental requirements that exist within the branch of industry. 

Apparently this is something that the top management knew about beforehand, but did 

do nothing about. Would you consider working at organization 3?  

• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

13. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 

• The possibility for bonus when the organization is doing well 
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• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

 

14. Organization 4 is a solid organization with good chances of growth. The 

organization has however experienced great restructures within top management, as the 

management has on multiple occasions been accused of bribery, which after 

investigations has proven to be true. Would you consider working at organization 4?  

• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

15. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 

• The possibility for bonus when the organization is doing well 

• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

 

16. Organization 5 is a solid organization that has existed during several generations. 

But after a multi-million loss due to misplaced investments, has their stock value 

dropped. Which is an indication of diminished loss in trust among the public. Would you 

consider working at Organization 5?  
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• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

17. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 

• The possibility for bonus when the organization is doing well 

• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

 

18. Organization 6 is an active participant in multiple debates and is actively working 

with different societal issues such as equal rights. This is something that has been 

highlighted as something positive in media during the past years. However, the 

organization offer a 20% lower wage than the branch of industry-standard and they do 

not offer specific benefits to their employees. Would you consider working at organization 

6? 

• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

19. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 
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• The possibility for bonus when the organization is doing well 

• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

 

20. Organization 7 is a younger organization that has made a big splash during the past 

years. The brand is strong in the eyes of the consumers, which is also reflected in a strong 

sense of community between the employees of the organization. But despite how fond 

you are of the mood and the employees are the work tasks not really what you are 

interested in. Would you consider working at Organization 7? 

• Yes, I would consider working at the organization.  

• No, I would not consider working at the organization during the given conditions.  

• Yes, if… 

 

21. If your answer was “Yes, if…” at the previous question what would convince you to 

accept the job? (Each alternative is to consider individually and not in combination with 

anything else, more than one answer however, is allowed) 

Mark all possible answers 

• 5% higher wage than the market adapted wage 

• 20% higher wage than the market adapter wage 

• The possibility for bonus when the organization is doing well 

• 2 days of extra vacation 

• 1 week of extra vacation  

• The possibility of further education within a subject that both you and the organization 

find is of interest 

• A key role that is higher up in the organization’s hierarchy, with more responsibility than 

normal for a newly graduated student 

• The possibility of foreign placement  

• Other:  

Part 4: 

22. If you had to choose, which of the following two options do you prioritize the 
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highest when you apply, and accept a position in all organizations? 

• An employment where the work itself is not that satisfying but you have the opportunity 

to a good wage, nice benefits, and comfortable vacation days 

• The dream job with work tasks that you burn for but the wage is sub part, and no special 

benefits are offered.  

 

Other opinions and thoughts 

23. Do you have anything to add? For instance any factor that affected your answers? 

 

Thank you for your participation! 

Your answers will be used in our bachelor thesis where we examine which factors that are the 

most relevant when generation Y is applying for work, as well as if these answers are affected 

is the organization has received negative publicity.  

 

If	you	have	any	questions,	please	contact	stier911@student.liu.se	or	elibo809@student.liu.se 

 

Once again, Thank you for your time! 

/Stina Erlands and Elin Börjesson  

 


