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Abstract 

Over the last three years, Heimstaden, a real-estate company based in Sweden, has gone 

through a complex process of redefinition of its identity, defining values and principles. This 

process is especially delicate in one of the neighborhoods managed by the company, Flogsta, 

where Heimstaden owns and administrates 2014 student apartments. 

In the context of this identity definition process, this study analyzes the communication 

strategies and the organizational identity transmission practices within the company, focusing 

on the local-level employees’ understanding and experience of Heimstaden’s identity and 

strategies. From a theoretical standpoint, the research parts from Hallahan, Holtzhausen, van 

Ruler, Verčič and Sriramesh´s (2007) initial ideas on strategic communication, and 

implements van Ruler´s (2018) approach to the role that communication plays within 

strategic communication, as well as to the dichotomy between one-way vs two-way strategies 

of communication. The analysis also incorporates Schinoff, Corley and Roger’s (2016) views 

of organizational identity. The research consists of 6 semi-structured interviews with 

Heimstaden employees. In addition to that, participant observations were also carried out 

daily over a period of 5 months, due to my position as a Heimstaden employee stationed in 

Uppsala. 

The findings of the study reveal that many of the one-way communication strategies currently 

in use within Heimstaden, are failing at making the local-level employees aware and 

participant of the company’s identity and changes. Consequently, this study identifies great 

differences in the way that local-level employees relate to the company’s new identity and 

principles with respect to the way in which top-level employees do. These differences, in 

turn, generate that the company’s identity and new way of doing things is not projected 

properly towards the clients, generating, arguably, reputational problems for Heimstaden in 

the studied area. 

 

 

Keywords: Strategic communication, organizational identity, local-level employees, bottom-

up studies. 
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1) Introduction 

 

Over the last 3 years, Heimstaden, a real estate company based in Sweden has gone through a 

complex process of redefinition of its brand, values and principles. During this time, the 

company entered a strategic communication process, aimed at implementing the company's 

communication tools and channels to carry information on the company's new identity from 

the headquarters, towards the different local offices from the cities in which the company is 

present. The main reason why Heimstaden has entered this redefinition process, is to 

establish a strong, unified corporate brand capable of speaking for itself and of making 

current and potential customers aware of the way in which things are done and prioritized 

within the company. This is, a brand culture that is identifiable by its values and principles, 

and by always placing the customer in the spotlight (Heimstaden, 2019). 

 

Brand and identity redefinition processes like the one that Heimstaden is going through are 

not simple, and in the majority of cases they are not uniform either. For Heimstaden, each of 

the 26 cities in which the company owns and administrates properties are different. The local-

level employees from each city have their own way of understanding and doing things, their 

own routines, directives and action protocols. Due to this, although Heimstaden intends to 

unify all its cities under the same brand identity and values, the aforementioned redefinition 

process is not being received uniformly in the 26 cities. 

 

One of these 26 cities, and the one this study is going to focus on, is Uppsala. Uppsala 

represents one of the most important assets for Heimstaden when it comes to student 

accommodations, due to the 2014 student rooms and apartments that the company 

administrates in an area called Flogsta. This location also represents one of the biggest 

challenges for the company within the above-mentioned redefinition process, as it is a 

neighborhood where the reputation of the company has been facing difficulties over the last 

few years. Additionally, the customer-company relationship, although better than in the past, 

is still challenging according to the researched employees, as well as the last Customer 

Satisfaction Index (see Appendix 5). Moreover, Flogsta is a neighborhood in which the 
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external communication towards the customers (tenants) has always been problematic since, 

reportedly, local-level employees working in the area have continuously had difficulties 

establishing and maintaining a good flow of communication that allows them to reach the 

clients / tenants whenever there has been a need to do so. According to these employees, 

communication is constantly practiced, and the messages sent through several channels, 

however, communications do not seem to have the expected effect. This is an issue that 

Heimstaden Uppsala has been facing for several years, and that is very present within the 

working atmosphere of the Uppsala office. In fact, it is much discussed among local-level 

employees and it has been the subject of meetings on several occasions, as it is believed to be 

one of the factors that make the client-company relationship so difficult in the area. Having a 

good relationship with its tenants is imperative for Heimstaden, as prolonged feelings of 

discontent and dissatisfaction among its clients seem to have already started affecting the 

company’s image and reputation in the area. (See Asker, 2017; Johansson, 2017; Korbutiak, 

2016; Swahn & Korbutiak, 2016 and Appendix 5). This, in turn, could play against the 

aforementioned redefinition process, since reputational and communicational problems, can 

pose great barriers when communicating and establishing a new brand identity to customers 

in the area. 

 

Yet, this apparent communication problem must not be attributed solely to the employee-

tenant communication process. Instead, this study´s assumptions are based on factors that 

appear to indicate that the core of the communication problems that Heimstaden Uppsala 

seems to be facing, lies on the internal communication processes going on within Heimstaden 

In this sense, this study will focus on Heimstaden´s internal communication, more 

specifically on the communication strategies that are followed internally throughout the 

above-mentioned redefinition process. Following these assumptions, the overall purpose of 

this thesis is to carry out a comprehensive study to the internal communication strategies 

practiced within Heimstaden, in order to find out to what extent those strategies are 

effectively reaching and informing Uppsala’s local-level employees about the company´s 

newly adopted identity. To achieve this, the paper will first attempt to identify and map 

Heimstaden´s communication strategies, to later analyze the impact that these strategies have 

on the local-level employees. In addition to that, this study aims to understand how these 
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local-level employees experience and make sense of the organizational identity content that is 

communicated to them through these strategies.  

 

This study intends to achieve these objectives through the implementation of two qualitative 

research methods: First, a participant observation process carried on during five months from 

my position as one of the local-level employees working for Heimstaden in Uppsala. Second, 

six in-depth interviews with Heimstaden employees working at different levels: four local-

level employees (which cover the entire population of Uppsala’s office employees) and two 

management-level employees (CEO and Marketing and Communication Manager), which 

will allow me to contrast the levels of engagement, participation and awareness of the local 

employees, with that of the management-level employees. Although the data from these two 

management-level employees will be implemented along the analysis chapter, the focus of 

the study is located on the Uppsala office of Heimstaden, therefore it offers a “bottom up” 

perspective that has rarely been used by scholars in the field (see Heide & Simonsson, 2011). 

In most of the cases in which the communicative exercise of a company has been studied, the 

utilized point of view has been that of communication professionals working from 

communication departments, situated at the higher levels of the corporate ladder. More 

specifically, if we look into the concept of strategic communication, we will see that it is 

often understood and studied exclusively from a managerial perspective, a perspective that 

has dominated the research field and communication practice (Lövgren, 2017). This 

perspective will not be implemented for my study, as the management-level employees, the 

ones who plan and develop Heimstaden’s identity and strategies are not the ones who 

ultimately project them in Flogsta, therefore their experience will be only utilized to contrast 

that of local-level employees. In this sense, opposed to the managerial perspective, the 

“bottom-up” perspective implemented in this thesis will offer a more adequate framework to 

analyze Heimstaden’s communication strategies and identity transmission awareness from 

the local-level employees’ point of view. 

  

At a theoretical level, this study is based on two theoretical concepts, first, the above-

mentioned concept of strategic communication, and second, the concept of organizational 
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identity. As it will be developed along this paper, specifically throughout the “previous 

research” chapter, these two concepts have been related and jointly implemented by 

researchers in the field and will also be used together in this paper. The first of them, strategic 

communication, has been defined by Hallahan et al. (2007) as “the purposeful use of 

communication by an organization to fulfill its mission”, this is, “communicating 

purposefully to advance in its mission” (Hallahan et al., 2007., p.3). The second concept, 

organizational identity, is defined as “those features of an organization that in the eyes of its 

members are central to the organization’s character, make the organization distinctive from 

other similar organizations, and are viewed as having continuity over time” (Schinoff et al., 

2016). 

This study will make use of these two concepts to try to answer the Research Questions that 

are raised in the following point. 

 

1.1) Research Questions 

 

RQ1: What are the communication strategies that Heimstaden is currently implementing 

internally? 

 

RQ2: How do the local-level employees from Uppsala’s office understand and experience 

these strategies? 

 

RQ3: To what extent do these local-level employees relate to and make sense of 

Heimstaden’s organizational identity?  
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1.2) Relevance and contribution to the field 

 

I consider this research task both academically relevant and interesting first because of this 

study’s bottom-up perspective. A perspective that, as it was mentioned above, has rarely been 

implemented by scholars in the field of strategic communication (see Heide & Simonsson, 

2011; Heide & Simonsson, 2018). It is important to clarify that this bottom-up perspective 

does not imply leaving the management-level employees out of the picture, that would make 

this study miss important pieces of the puzzle. Instead, the idea behind the implementation of 

the bottom up perspective is to focus the scope of this study primarily on the local-level 

employees of Uppsala (among which this research covers the entire population), and contrast 

the data gathered from the study to these subjects with the data acquired from the study to 

two of the most representative profiles of the management level. Thus, this study covers both 

levels (local and management), but from a study perspective that starts from the base of the 

organization, and that will therefore allow me to reach a greater understanding of these local-

level employees experience and make sense of the communication strategies and the 

organizational identity content that is transmitted to them. 

 

In addition to that, this study has an originality that many similar studies carried out in the 

same field are lacking, which is my position as an employee. Doing research within the 

company that I work for has led to numerous ethical and formal difficulties along the five 

months in which I combined my roles as local-level employee and researcher. Nevertheless, 

this has also allowed me to study the organization as an insider, without having to deal with 

all the difficulties and barriers that an outsider researcher would have had to deal with. In this 

sense, researching from my position has given me the opportunity to schedule interviews with 

employees from both the management and the local-level of the organization; perform 

participant observation to the local-level employees’ tasks on a daily basis; talk and discuss 

openly with stakeholders who were familiar with me and therefore, comfortable enough to 

open up completely to me; etc. All these advantages have played in my favor in getting 

relevant results that I believe will make this study an important contribution to the field of 

Media and Communication Studies. 
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On a personal level, I consider this study highly beneficial for me both as a student as well as 

an employee. My interest in studying this topic is in that it will allow me to make sense of 

some of the theories and methods studied along the Digital Media and Society Master 

Program, and implement them practically to try to improve, or at least understand some of the 

problems that I have experienced from my point of view as one of the local-level employees 

of the office of Heimstaden Uppsala. Additionally, this will allow me not only to acquire 

skills as a researcher and complete my academic training, but also to improve as a 

professional and gain experience working with communication strategies and theories in a 

practical way. 
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2) Background 

 

This section offers a more comprehensive introduction to the studied company, Heimstaden. 

This background will be based on the material and information that I have gathered during 

the 26 months that I´ve been working for Heimstaden, as well as on data from the interviews 

and observation process, and material on the company’s self-positioning and definition. The 

last part of the section introduces the reader to Heimstaden’s current situation in Flogsta, to 

achieve this, a brief review to the main articles and news published about Heimstaden on the 

local press will be presented. 

 

2.1) Introduction to Heimstaden 

 

Heimstaden is one of the largest residential real estate companies in the Nordic countries. Its 

business goal is to acquire, develop and manage real estate in Sweden, Denmark, Norway and 

Germany (Heimstaden, 2019). With 346 employees at the beginning of 2019 (Heimstaden, 

2019), Heimstaden has gone from being a relatively small player in the Swedish real estate 

market, to being one of the most important companies in its sector in just 10 years. This 

relatively quick development has occurred through its entry into the real estate exercise of a 

total of 26 cities, where the company acquires, renovates and rents out properties. 

 

As it was briefly mentioned in the introduction chapter, this study will be approached from 

Heimstaden´s office in Uppsala. Uppsala offers a very interesting placement for this study, as 

it is both an important and profitable asset for the company, as well as a very challenging to 

administrate one according to the researched employees. Uppsala´s office currently employs 

eleven people, who, in collaboration with other subcontractors and associations, are 

responsible for the operation and maintenance of the apartments owned by the company in 

the entire city. 
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Figure 1. Organigram of all the employees of Heimstaden Uppsala. 

 

Among the three types of housing that Heimstaden offers to its clients in Uppsala (apartments 

in the Nyby Gård area, apartments around the city center and student apartments in Flogsta), 

this study will focus specifically on the latter: Flogsta, where the company owns and 

administrates 12 buildings with a total of 2014 student apartments. Following the structure 

shown by the organigram, the eleven employees of Uppsala combine and organize their tasks 

in order to be as efficient as possible in taking care of the three different types of housing 
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mentioned above. In this sense, although the tasks of the local-level employees are divided by 

areas so that they focus specifically on the neighborhood that corresponds to each of them, 

they all collaborate at some point for the optimal functioning of Flogsta. This means that 

while some of the employees that are assigned to Nyby Gård might not have the 

responsibility to help in the city, or vice versa, they all have to cooperate in the Flogsta area. 

This gives an idea of the enormous amount of work involved in managing the 2014 student 

accommodations that Heimstaden administrates in Flogsta.  

 

2.2) Heimstaden’s communications 

 

Although this study will focus on Heimstaden Uppsala, and therefore most of the interviews 

and observations will be performed to the local-level employees working from that office, 

two of the interviews as well as some notes resulting from the participatory observation 

process correspond to my research to other departments located in Heimstaden’s 

headquarters, in Malmö. One of the departments that is part of Heimstaden’s headquarters is 

the Marketing and Communications Department. This department is in charge of all internal 

and external communications, as well as of creating, developing and delivering marketing 

strategies and campaigns that adjust to the identity negotiation and brand definition process 

that the company is going through (Karmen Mandic, 2019). 

 

Despite the fact that the Marketing and Communications Department is ultimately 

responsible for the internal and external communications of Heimstaden, and even thought all 

the identity and strategic content of Heimstaden is developed by this department (Karmen 

Mandic, 2019), most of the communications issued from this department are internal. This 

does not mean that they do not issue external communications, they do; However, the 

employees working from the Marketing and Communications Department are not the ones 

who daily produce the communicative content transmitted externally from the local offices at 

the  local-level of the corporate ladder. Instead, it is the local-level employees of the 26 local 

offices who, in addition to carrying out their daily responsibilities, oversee the daily 
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communication with the clients. These local-level employees are the staff who have the duty 

to communicate, inform, solve problems, overcome communicational barriers and provide 

customer service. They experience the need to communicate with the tenants and do their 

best to develop and broadcast messages using all the available channels. 

 

Regarding the aforementioned internal communications that are issued from the Marketing 

and Communications Department, this study intends to identify the communication strategies 

that this department implements to keep the local-level employees informed of the changes 

going on within the organization. In addition to that, the identity content that is transmitted 

from the Marketing and Communications Department towards the local-level employees will 

also be identified and analyzed from the local-level employees’ perspective with the aim to 

provide an answer to the proposed research questions introduced in the previous section. 

 

2.3) Heimstaden as a changing company 

 

Heimstaden is a changing company, over the last three years the company has experienced a 

great process of growth and definition of its brand and identity. The purchase of real estate in 

Denmark and Germany during 2017 and 2018 respectively, generated a starting point to an 

unprecedented growth in the company both in the number of properties that it owns as well as 

in the number of people that it employs. This starting point also marked the beginning of an 

identity search and brand definition process, aimed to identify a set of values and principles 

representative of a unified "Heimstaden" brand, regardless of the city or country in which the 

company present. The result of this process of identity definition shapes the values and 

identity with which Heimstaden defines itself today. 
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2.3.1) Heimstaden’s formal identity 

 

Following the self-definition that Heimstaden provides to its vision and values, Heimstaden’s 

strategy consists of four main building blocks, which serve as a basis to sustain the identity of 

the company: 

• Heimstaden is a principle-driven organization that always prioritize the customer. 

“Our aim is to become an attractive employer by engaging and involving employees 

who by acting as strong and positive role models, will attract new employees” 

(Heimstaden, 2019). 

 

• Excellence in customer experience: “We will have a deep understanding of our 

customers' needs and offer a good and safe living environment” (Heimstaden, 2019). 

 

• Sustainable development of real estate: “We will focus on a continuous improvement 

of our portfolio's technical quality, operating economy and energy efficiency” 

(Heimstaden, 2019). 

 

• Sustainable and profitable growth: “We will build strong and long-term relationships 

with financial institutions, investors and municipalities. All of our operations are 

imbued with a balanced risk management” (Heimstaden, 2019). 

 

Thus, building on the basis of these four blocks Heimstaden uses three defining principles to 

establish its identity as an organization: 

• Consideration (Omtanke): “We care about and respect employees, partners and 

customers, and take good care of our properties by safeguarding good living 

environment and sustainability” (Heimstaden, 2019). 
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• New thinking (Nytänkande): “We are flexible, open, change-oriented and innovative. 

We encourage diversity and are constantly looking for new ways to promote growth 

and productivity” (Heimstaden, 2019). 

 

• Authentic (Autentiska): “We are honest, trustworthy and transparent. We take 

responsibility for our actions and work long-term to create value for all our 

stakeholders through solutions that contribute to a long-term sustainable society and 

environment” (Heimstaden, 2019). 

 

2.4) Difficulties in the studied area 

 

The last part of this section, aims to introduce the reader to Heimstaden’s current situation in 

Flogsta through a review to the main articles and news about Heimstaden, published on the 

local press in recent years. 

 

An article published in 2017 by SVT Nyheter, explained the vandalization of Heimstaden 

Uppsala´s office arguing that the motive behind these acts might be the fatigue and frustration 

that Heimstaden generates in its tenants by increasing the rental price of its apartments 

(Johansson, 2017). The article also gives voice to a member of the Uppsala University 

Student Union (Studentkår), who reasons that Heimstaden’s intention to lift the standards in 

some of its accommodations by turning the student rooms into student apartments will not be 

beneficial for the students, mainly because of the impact that this reform would have on the 

rental price. In addition to that, a press release from the same Student Union (Studentkår) 

states that the above-mentioned reform is “unreasonable” and even invites Heimstaden to sell 

the student apartments to someone with more interest on keeping them the way they are 

(Johansson, 2017). 

 

Another news that echoed this vandalization was published in the newspaper Ergo. In this 

case, the newspaper follows the statements of Pontus Rode, Heimstaden’s senior investment 
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manager, and claims that because of the vandalization, Heimstaden is planning to rebuild the 

student rooms into ordinary apartments, making more than 2000 student accommodations 

disappear (Ergo, 2017). It is important to clarify that these articles circulate around a project 

that does not intend to reduce the number of apartments available, but to include individual 

kitchens in each of the rooms in order to improve hygiene and cleanliness in the corridors 

(something that is regarded by the local-level employees as one of the main reasons of 

complaint among the tenants). Unfortunately, this project has not been adequately 

communicated or publicized yet, which appears to have created a gap of disinformation open 

to interpretation that has generated negative reactions in the local press. Related to this 

apparent gap of disinformation, Anja Andersson, business developer at Hyresgästföreningen 

Uppsala Studentbostäder (HUS), addresses the way in which Heimstaden communicates with 

its tenants in a very critical way. For her, Heimstaden has been bad at communicating its 

lease negotiations. “They have been bad at informing, if you raise the rent, you should be 

able to show that you are doing something for it” (Ergo, 2017). This is also not the first time 

that Hyresgästföreningen has criticized Heimstaden. In another SVT publication from 

December 2016, HUS regional manager Johan Pelling accused Heimstaden of “playing with 

the tenants fear of losing their home” and claimed that Heimstaden even sent bluff invoices 

with a rent that was higher than it should (Swahn & Korbutiak, 2016). 

 

The tenants have also expressed their dissatisfaction with the overall situation, an article also 

published by SVT Nyheter includes some of the most common complaints and frustrations 

among the students living in Flogsta (Korbutiak, 2016). Some of the complaints mentioned in 

the article are related to issues mentioned above such as the rent prices, problems with the 

Internet and the cleaning levels in the common areas. There is however one point that must 

be highlighted as what I understand is the key to this section: “Heimstaden does not want to 

answer” (Korbutiak, 2016). All the articles mentioned in this section take the reader to the 

same conclusion, it seems like Heimstaden does not communicate. The company is being 

accused of raising rental prices, speculating with the fear of its tenants and even of sending 

bluff invoices but still, Heimstaden does not seem to be offering any response that addresses 

all these problems. All this appears to have a significant negative impact on the reputation 

that the company has among its tenants in Uppsala. The aim with this review to the local 
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press’ publications about Heimstaden, together with the case about the locks, is to help the 

reader to understand the serious difficulties that Heimstaden appears to have it comes to 

connecting with its tenants in Uppsala. At the same time, it aims to map the extent to which 

the exposed lack of communication or at least understanding between the Heimstaden and its 

tenants could be negatively affecting the reputation of the company in the area. 

 

The next section will introduce the reader to both the field of strategic communication, as 

well as to the field of organizational identity. To achieve this, some of the most relevant 

academic articles in relation to this paper’s approach will be reviewed. This will also help me 

position my study within the research field, and to introduce the research gap in which this 

paper intends to fit. 
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3) Previous Research 

 

As a concept, strategic communication is multidisciplinary (Lövgren, 2017). This 

multidisciplinarity of the concept has allowed its study from diverse theoretical perspectives 

and in relation to several approaches. In this sense, while some of the reviewed papers focus 

only on strategic communication and its different applications at a practical level, some 

others will link the concept of strategic communication with other fields, e.g. Organizational 

identity, change communication, crisis communication, reputational studies, employee 

branding, etc. In addition to that, the concept and theory of strategic communication has been 

applied to a great number of practical cases, therefore the research field includes not only 

studies conducted to / within private organizations such as Heimstaden, but also cases in 

which strategic communication theories have been implemented in the research of practical 

cases within public diplomacy, social activism, sustainability and governmental agencies, 

military, terrorism, and NGO’s among others. With this in mind, this section will first present 

some of the most relevant studies to strategic communication with respect to this paper. The 

second part will review studies that make sense of the above-mentioned mutidisciplinarity of 

the strategic communication concept, and that therefore research on strategic communication 

in relation to the field of organizational identity. The last part of this section will introduce 

the reader to the identified research gap. 

 

The selection of articles for this section was performed regarding to the approaches that they 

follow, and their contribution to the field in relation to my particular study case. 

 

3.1) Strategic communication studies  

 

This first articles that this section presents and discusses are previous studies that focus only 

on the field of strategic communication, without linking it to the field of organizational 

identity. As argued by Heide and Simonsson in their 2011 article, there is an identified need 

to understand the relationship between communication and the organization from a co-worker 
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perspective. According to them, such research will broaden and bring new and valuable 

knowledge to the field of strategic communication (Heide & Simonsson, 2011). Following 

this statement, this point will review a few strategic communication studies in order to show 

if it really is possible to identify a clear focus in managerial perspective and a lack of studies 

from the perspective of the local-level employees. Thus, attending to the point of view from 

which research is conducted, there is two identified tendencies within the field of strategic 

communication: research from a co-worker perspective, this is, the same local-level 

perspective that this study aims to implement; and research from a traditional managerial 

perspective (see Zerfass & Sherzada, 2015; Aggerholm & Asmuß, 2016).  

 

3.1.1) Managerial perspective 

 

Following the reading that Heide and Simonsson made of the current state of the field of 

strategic communication, the most common line of research is the managerial perspective. 

Within this perspective, we find the largest number of articles that carry out research in the 

strategic communication of organizations. In this line, an example of an article that fits with 

Heide and Simonsson’s above-mentioned statement, is the one published by Aggerholm and 

Asmuß in 2016. In words of the authors, “this study is in line with recent calls within 

strategy-as-practice research for a need to broaden the scope of strategy process and practice 

research to include levels, actors and sites that have not yet been addressed in greater detail in 

traditional strategy research” (Aggerholm & Asmuß, 2016., p.199). The aim of their paper is 

to study “how strategic actors use various discursive resources to legitimize strategic 

decisions and how these resources constitute the discursive basis of strategic communication 

as a managerial practice” (Aggerholm & Asmuß, 2016., p.199). For that purpose, the authors 

link the communicative activities, to the institutionalized practices within an organization, 

e.g. communication strategy during change processes. Thus, their concern is with the 

“relationship between institutionalized strategic management processes and management´s 

discursive activities aimed at gaining legitimacy among organizational members toward these 

processes” (Aggerholm & Asmuß, 2016., p.199). At the theoretical level, their study starts 

from the same understanding of strategic communication defined by Hallahan et al. (2007) 
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and Holtzhausen and Zerfass (2015) that my study follows and that will be addressed 

throughout the theoretical framework section. 

 

However, although their study takes into consideration stakeholders working at several levels 

in the organization, their focus is to implement these theories for the understanding of how 

the CEO creates understanding and legitimacy among the organizational members regarding 

management decisions. Therefore, even though the study does highlight the importance of 

taking both management and employees’ communicative actions into account, and even the 

importance to understand the individual co-worker’s discursive practices and how they relate 

to organizational goals (Aggerholm & Asmuß, 2016); it is still a study that follows a 

managerial perspective. 

 

The second article mentioned in the introduction to this point is the study conducted by 

Zerfass and Sherzada (2015) to the conceptualization and value that top executives (CEO’s) 

give to strategic communication. The paper aims to “explore the perceptions and expectations 

of chief executive officers (CEO’s) and executive board members concerning: the relevance 

of public opinion and contribution of communication performance to organizational success, 

the communicative role of top executives and their interaction with professional 

communicators and the objectives and values of corporate communications”, with focus on 

strategic communication as a discipline (Zerfass & Sherzada, 2015., p.291). In contrast with 

the previous article, in this case the data is gathered through quantitative methods, and 

focusing exclusively on top executives, not taking into account other stakeholders. The 

findings of the study identify a traditional mindset among top executives, who conceptualize 

communications in a traditional way. Moreover, “advanced visions of strategic 

communication developed in academia and practice have not yet arrived in many 

boardrooms” (Zerfass & Sherzada, 2015., p.291). Another aspect why it is relevant to 

mention Zerfass abd Sherzada’s article, from the perspective of my own study, is because 

they introduce a view of communication as a two-way model “where perceptions and 

orientations are shaped subjectively, but meaning and reality are socially constructed” 

(p.293); In contrast to this, the above-mentioned traditional conceptualization of managers to 
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strategic communication conforms the description of the one-way model. The next chapter of 

my thesis will also introduce and explain the one-way and two-way models of 

communication, with the difference that for my own study, these models will be implemented 

to study Heimstaden’s strategic communications without excluding the lower level 

stakeholders (local-level employees) involved in the studied communicative strategies. 

 

Also looking at the article from my thesis’ perspective, another of the findings in Zerfass and 

Sherzada’s article that I consider relevant for this paper, is that “empirical research also 

indicates a gap between the perceived importance of communications and the indicators of its 

relevance in organizations” (Zerfass & Sherzada, 2015., p.291); or put in another way, a gap 

“between the rising importance of communication for corporations and the relatively slow 

advancement of professional communication functions” (Zerfass & Sherzada, 2015., p.292). 

In this sense, the authors argue that this gap, can be explained by taking a closer look at the 

distribution of communication responsibilities in any organization. Furthermore, according to 

their approach, “the core responsibility for communications as well as all other strategic 

decisions and activities is located within the boardroom” (Zerfass & Sherzada, 2015., p.292). 

This approach means that the CEO should be the person most involved with developing the 

overall strategy for communications as well as delivering consistent messages. CEOs 

communicate with stakeholders and they decide on the basic understanding and priorities of 

communication as well as on communicational key structures and resources (Zerfass & 

Sherzada, 2015). Although Zerfass and Sherzada carry on an extensive study on the value 

that top managers give to strategic communication, not taking into account other stakeholders 

involved within the communication strategies of the organization leaves a gap for future 

research.  

 

3.1.2) Employees’ perspective 

 

Related to Zerfass and Sherzada’s article, and their study of communication involvement and 

responsibility from the management perspective, is Andersson’s article (2018). In this case 
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however, we find ourselves before a study that takes into account stakeholders at other levels, 

not only managerial actors. As it will be further developed throughout the analysis section of 

this thesis, communication involvement and responsibility is an important matter to take into 

consideration when researching within the field of strategic communication. According to 

Rickard Andersson (2018), “although organizations increasingly acknowledge the 

communicative importance of employees, and increasingly frame communication as an 

employee responsibility, communication responsibility remains an unexplored topic in 

strategic communication research” (Andersson, 2018., p.60). In order to address this gap, 

Andersson’s study introduces the concept of employee communication responsibility within 

the strategic communication research area and offers insight into the factors that influence 

employee’s predisposition towards taking communication responsibility (Andersson, 2018). 

Andersson’s study answers to “numerous requests from strategic communication researchers 

calling for more research into employee’s communication” (Andersson, 2018., p.72). The 

findings of his study show that “employee communication is a complex issue, and that 

communication practitioners need to take several organizational factors into account in the 

strategic management of organizational communication to improve employee’s own sense of 

responsibility” (Andersson, 2018., p.72). The findings of Andersson´s study can also be 

related to the aim of my study in that one of the main parts of my analysis chapter will also 

deal with the concept of employee communication responsibility. As it was introduced above, 

this concept will be studied from the perspective of the local-level employees and contrasted 

with that of the managers at the top-level of the organization in order to find out the 

differences between these actors’ experience and understanding of Andersson’s newly 

introduced concept. 

 

The next study that I want to highlight in order to position my study within the research field, 

and especially regarding the similarities that it has with mine in its research topics and 

findings, is the one conducted by Ahmad and Aldakhil (2012) to employee engagement and 

strategic communication in Saudi Arabian banks. In this case, the article not only implements 

the concept of strategic communication, but it relates it to the level of employee engagement 

within the organization. As argued by the authors, “quality service, high customer satisfaction 

and better organizational performance depend upon high level of employee engagement and 



   
 

 
 

 

28 

management participation” (Ahmad & Aldakhil, 2012., p.8). However, that engagement is 

impossible without giving employees all the knowledge and information they need. Thereby, 

the results of their study show that employee engagement can’t be isolated from the concept 

of strategic communication, and organizations need to be aware of the importance of 

communication for a successful employee engagement and an optimal organizational 

performance (Ahmad & Aldakhil, 2012). Furthermore, the results highlight “the importance 

of two-way communications in the organization and its impacts on the employees’ attitudes, 

behaviors and level of satisfaction with their jobs, which ultimately influence their 

engagement. Thus, this study contrast with the above-mentioned managerial perspective and 

provide a good example of strategic communication research within organizations that 

focuses on the co-workers. The scope of Ahmad and Aldakhil’s research is 250 local bank 

employees from different levels who were researched using quantitative methods.  

  

There are also other cases in which strategic communication has been combined with the 

field of employee engagement and focus on the employees understanding and role within an 

organization. A good example is the study performed by O’Sullivan and Partridge (2016) to 

the appliance of strategic communication to processes of organizational change and renewal 

with study case on the University of Southern Queensland. The study offers an understanding 

of strategic communication as a concern not only limited to managers and directors as the 

managerial perspective posits, but as the product of the organization’s internal culture and the 

engagement off all actors with the organization’s brand. Thus, when the attitude and behavior 

of library stuff does not reflect the library’s and the university’s branding or goals, the value 

of the library gets compromised (O’Sullivan & Partridge, 2016). It is therefore important for 

the management to understand and influence how every library staff member views her/his 

role in the organization, so that their communication is “reflective of a confidence in 

themselves and their profession, and a solid understanding of their institution and the higher 

education landscape” (O’Sullivan & Partridge, 2016., p.282). The aim of their study is to 

“show how a people centered change process, rather than adversely affecting staff buy-in, 

could instead increase buy in to the organizational change” (O’Sullivan & Partridge, 2016., 

p.282). In the pursuit of this goal, the USQ Library followed Mazzei’s seven communication 

strategies to promote employee engagement (see Mazzei, 2014) to develop a variety of 
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methods intended to build capacity for the library staff to fully understand and participate in 

the change process, and enhance their understanding both of the university strategy and goals, 

and the higher education context in which they operate (O’Sullivan & Partridge, 2016). 

 

The results show that looking deeper at these librarians’ own motivation, values, experiences 

and understandings of the library profession and the higher education environment, library 

staff at all levels can communicate more effectively. Furthermore, when library staff 

members view themselves as other to or separated from the university itself or do not have a 

deep understanding of and empathy for their clients and colleagues, their communication will 

reflect those perceptions (O’Sullivan & Partridge, 2016). Thus, it is important to “understand 

and influence how every library staff member views his or her role in the organization such 

that their communication is reflective of a confidence in themselves and their profession, as 

well as a solid understanding of their institution and the higher education landscape 

(O’Sullivan & Partridge, 2016., p.292). With O’Sullivan and Partridge article, we can see an 

approach to strategic communication that also includes concepts of identity. My research on 

Heimstaden communication strategies, builds its theoretical framework on foundations that 

belong to the field of both strategic communication as well as organizational identity. 

Furthermore, the way in which this thesis studies the local-level employees at Heimstaden, 

and their experiences and understandings of the strategies going on within the company 

reveals similarities with the findings achieved by O’Sullivan and Partridge study. So far this 

section has introduced some of the most relevant studies that can situate my paper within the 

research field of strategic communication and its current status, the next point will provide 

more examples of research within the strategic communication field, but this time related to 

the field of organizational identity, so that the context in which this thesis aims to fit within 

the field of both strategic communication and organizational identity becomes clearer. 
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3.2) Strategic communication and organizational identity studies 

 

The beginning of this chapter established the multidisciplinarity of the concept of strategic 

communication, a multidisciplinarity that has allowed its study from several approaches and 

linked it to other fields of study. Furthermore, the previous point introduced and explained 

two articles that linked the concept of strategic communication with the study to employee 

engagement within organizations. Additionally, the above-mentioned article by O’Sullivan 

and Partridge (2016) provides an example of research within the field of strategic 

communication, that also embraces the study to the identity of the employees as a relevant 

variable. This link between the concepts of strategic communication and identity, or in this 

case, organizational identity has also been implemented by other authors in the field. In this 

sense, an example of research within strategic communication that also delves into the field 

of organizational identity, is the study performed by Henderson, Cheney and Weaver (2015) 

to “the organizational identities and related strategic communication of Zespri, the world’s 

largest marketer of kiwifruit, and Fronterra, a cooperatively owned diary company” 

(Henderson, Cheney & Weaver, 2015., p.13). The aim of their study is to reveal the roles that 

employee identification and organizational identity play in strategic communication and 

organizational issues management. To achieve that goal, the study describes “how 

participants identified with particular values and discursive positions that were sometimes in 

tension with each other” and “examine the organizational levels at which these different 

positions (including their ambiguities) were held, and how they related to the collective 

organizational positioning and strategic communication” (Henderson, Cheney & Weaver, 

2015., p.23). The analysis of the study establishes connections between “the organizational 

voice”, represented in issues management, and individual members’ identifications. It also 

offers evidence on how the latter could be taken into account in the development of strategic 

communication (Henderson, Cheney & Weaver, 2015). In this sense, the study makes an 

important theoretical contribution to the strategic communication field, offering theoretical 

foundation for “the ways in which identity and organizational identification play a role in 

strategic communication” (Henderson, Cheney & Weaver, 2015., p.34). 
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The last paper I want to mention in this section, also in the line of Henderson, Cheney and 

Weaver’s one, is the study on organizational identity change and its impacts on leadership 

and employee wellbeing conducted by Sandra Sun-Ah Ponting (2019). The paper explored 

“real-life implications” of a transition to a people-centric organizational identity in the 

context of the hotel industry through a qualitative study of an anonymous multinational hotel 

corporation referred to as “Z-corporation” (Ponting, 2019). The study undertook the analysis 

from the property leaderships perspectives as they conceptualized and operationalized the 

new purpose-driven and people-centric identity of the organization (Ponting, 2019). 

However, the study does not explore the perceptions of local-level employees and therefore 

its contribution to the field is from the management perspective. 

 

3.3) The research gap 

 

From this chapter’s review to the previous research in the field, it is possible to grasp that the 

concept of strategic communication, although mostly from a managerial perspective (see 

Zerfass & Sherzada, 2015), has also been studied considering the employees’ impact within 

the organization (see Aggerholm & Asmuß, 2016). Furthermore, strategic communication 

studies have linked the concept of strategic communication with concepts and fields such as 

employee communication responsibility (see Andersson, 2018), and employee engagement 

(see Ahmad & Aldakhil, 2012). In addition to that, the last two articles show that strategic 

communication field has even been linked to the concept of organizational identity for its 

study within organizations both from a managerial perspective (Ponting, 2019), as well as 

taking into consideration the co-worker's perspective (O’Sullivan & Partridge, 2016). In this 

sense, this chapter, does not aim to show a field unexplored, but rather give an overview of 

the position that my paper aims to occupy within the field. Strategic communication is a 

largely studied field, however, as it was stated by Heide in Simonsson in 2011 (see Heide & 

Simonsson, 2011), and reviewed and reaffirmed by them in their 2018 article (see Heide & 

Simonsson, 2018), there is still a gap in the field for research within strategic communication 

from the co-worker's perspective. Taking this into consideration, the gap in which my thesis 

intends to fit, is the gap for strategic communication research from the perspective of the co-
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workers (local-level employees), not only taking them into consideration, or including them 

into the scope of the study as the above-mentioned studies, but researching specifically from 

their point of view, from my position as one of the local-level employees working from the  

office in Uppsala. With this in mind, my thesis intends to fit in the above-mentioned gap as a 

qualitative study that links the concepts of strategic communication and organizational 

identity within the context of a private-owned organization, by following a bottom-up 

perspective that focuses on the co-workers' (local-level employees) experience of the 

company’s strategies and identity, while also contrasting it with that of the management. The 

next chapter will present the theoretical framework implemented for this study, introducing 

and explaining the concepts of strategic communication and organizational identity, as well 

as the linkage between them. 
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4) Theoretical Framework 

 

The first part of this section will present and review current and former definitions of 

strategic communication. It will also attend to the most relevant theories and approaches 

on/to strategic communication with regards to my empirical case, Heimstaden. The second 

part will provide an overview of the concept of organizational identity, as well as to the 

theoretical model that will be implemented for the analysis section. Additional key concepts 

to my case will also be reviewed and contextualized. 

 

4.1) The concept of strategic communication 

 

Strategic communication is a “relatively new field of study, it emerges as a discipline after 

the year 2000” (Holtzhausen, D.R. & Zerfass, A., 2015., p.234). Among all the definitions of 

strategic communication that exist, the most accepted and referenced by scholars in the field 

is the one formulated by Hallahan, Holtzhausen, van Ruler, Verčič and Sriramesh in the 

inaugural issue of the International Journal of Strategic Communication (2007). In that 

article, the nature of strategic communication is defined as “the purposeful use of 

communication by an organization to fulfill its mission” (Hallahan et al., 2007., p.3), this is, 

“communicating purposefully to advance in its mission” (p.4). Authors of this definition 

argued that strategic communication could more fully explain the communication function of 

organizations because “it examines organizational communication from an integrated, 

multidisciplinary perspective by extending ideas and issues grounded in various traditional 

communication disciplines” (Hallahan et al., 2007., p.4). This multidisciplinary 

conceptualization of strategic communication has provided a foundation for its study from 

diverse theoretical approaches (Zerfass, Nothhaft, Verčič, 2018). Specifically, strategic 

communication draws from organization theory, communication theory, leadership and 

management theory, message effects, narrative theory, crisis communication, public relations 

theory, socio-cultural theory, political science, organizational communication, 

communication philosophy, critical theory, branding, reputation management, ethics, and 
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business, among others (Zerfass, Nothhaft, Verčič, 2018). The plurality of approaches to the 

process and function of strategic communication led to a refinement of the initial definition. 

Specifically, strategic communication was later defined as “the practice of deliberate and 

purposive communication that a communication agent enacts in the public sphere on behalf 

of a communication entity to reach set goals” (Holtzhausen & Zerfass, 2013., p.284). 

Aditionally, Holtzausen and Zerfass issued one more definition of strategic communication in 

2015, when they focused on the reputation management approach of strategic communication 

to enunciate that the ultimate aim of strategic communication is to maintain a healthy 

reputation for the communication entity in the public sphere” (Holtzausen and Zerfass, 2015.,  

p.5-6). 

 

This chronological review shows how the definition of strategic communication is evolving 

over time. The next point will come back to Hallahan et al.´s (2007) first approach, in which 

strategic communication cannot be understood without making a distinction between each of 

the terms that compose it, this is “strategy” and “communication”, and these terms’ 

implications. 

 

4.2) Communication: One – way and two – way model 

 

By definition and following Hallahan’s above-mentioned approach, communication is an 

integral part of the field of strategic communication, therefore it can be considered as the 

pillar on which the field rests (van Ruler, 2018). However, according to van Ruler (2018), 

strategic communication scholars have very different ideas of the role that communication 

plays in the context of strategic communication. Some see it as a one-way process of a 

sender, who is attempting to gain approval from the audience; and others as a constituting 

process in which decisions are made (van Ruler, 2018). 
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One way: The one-way model is mostly used by early theories of mass communication. It is 

more traditional than the two-way model and it rests on the assumption that communication is 

a process in which a sender, sends a message to one or more receivers. In this model, 

reaching the receiver is enough to make the communication successful (van Ruler, 2018), no 

feedback is required. This model is also considered as the “transmission model of 

communication”, and its focus is oriented exclusively to the sender (Hallahan et al, 2007). 

Although this model has traditionally had a great acceptance between scholars in the field, 

more recent approaches to the concept of communication view it as a two-way process that is 

interactive by nature and participatory at all levels (van Ruler, 2018), which takes us to the 

two-way model. 

 

Two way: The two-way model is an interactive model of communication which understands 

communication processes in terms of action-reaction and involves the creation and exchange 

of meaning between the parties in a communication activity (Hallahan et al., 2007).  

Strategic communication research can focus on several different types of interactions with 

and within organizations, interactions with customers, employees, investors, leaders, other 

organizations, etc. It is therefore very important to be open to all conceptualizations of 

communication when studying the strategic communications activities of organizations, 

including the actions of communications professionals and models, regardless of whether 

they conceptualize communications as either a one-way or a two-way interactive process 

(Hallahan et al. 2007). 

One-way model Two-way model 

 

• Traditional approach. 

• Focus exclusively on the sender. 

• No interaction or participation is 

required. 

• No reaction from the receiver is 

required. 

• No exchange of meaning. 

 

• Modern approach. 

• Focus in both the sender and the 

receiver. 

• Interactive and participatory model. 

• Communication as an action-reaction 

process. 

• Exchange of meaning between the 

parties is required. 

Figure 2. Characteristics of the one-way and two-way models of strategic communication. 



   
 

 
 

 

36 

This study will implement these two strategic communication models in the study of 

Heimstaden’s internal communication strategies. For this purpose, I will first find out which 

of the two models, if not both, are currently in use within Heimstaden. Additionally, this 

paper will adopt the earlier mentioned “bottom-up” perspective to study the one-way and 

two-way models concerning how they facilitate or work against Heimstaden’s redefinition 

process in relation to how these strategies are effectively reaching and informing Uppsala’s 

local-level employees about the company’s newly adopted identity. To achieve this, this 

study will focus on the impact that these one-way and / or two-way communication strategies 

have on the local-level employees.  

 

4.3) Strategy: managerial perspective vs alternative approaches 

 

While the previous point introduces and explains two models through which to understand 

communication within the field of strategic communication, this point will go through the 

two theoretical conceptions of the term "strategic" within the field of strategic 

communication, this is the traditional managerial perspective and the new approaches. 

 

The concept of “strategic communication” suggests that not all communication can be 

strategic (van Ruler, 2018). A definition from Wikipedia that van Ruler highlighted in her 

2018 article on Communication Theory, states that “communication is strategic when it is 

completely consistent with the organization’s mission, vision, values and when it is able to 

enhance the strategic positioning and competitiveness between their competitors” (van Ruler, 

2018., p.372). In other words, communication is strategic when it integrates all those 

communications that are associated with organizational goals and strategies (van Ruler, 

2018). 

 

According to Torp (2015), “in the present day, strategy is often defined as a plan or action 

intended to accomplish specific goals”. This perspective suggests that “strategy” is just 

another word for “plan” (van Ruler, 2018), in which case strategy would be understood as a 
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process that consists of some phases and stages through which one must proceed. This vision 

fits with the more traditional models of strategy development, in which the term strategy is 

associated with power and decision making (Hallahan et al., 2007). Thus, strategic 

communication is often understood and studied from a managerial perspective, directing 

attention to what is described as rational decision making and a top-down implementation of 

activities in organizations (Lövgren, 2017). 

 

There is however another, more recent approach known as “emergent strategy”. This 

approach understands strategy as an ongoing process that needs to be reflected upon in order 

to adapt to internal and external emergent changes and determine whether one is still doing 

the right things in the right way (van Ruler, 2018). Such an approach implies that in today´s 

organizations, strategy is presented and promoted by communication, but also rebuilt by it in 

a continuous and reflective way (van Ruler, 2018). This second approach is closer to the line 

of argumentation of this study, that does not imply an understanding of communication from 

a managerial perspective. Instead, strategy development is seen as a continuing learning and 

developmental process in which the organization uses communication to build, define, 

present, realize and rebuild strategy (van Ruler, 2018). This, in contrast to more traditional 

approaches, does not imply power and control of management over other stakeholders, it also 

allows for the study of participatory communication practices that include stakeholder 

communication (Hallahan et al. 2007). 

 

4.4) Organizational Identity 

 

The first part of this section, as well as the introduction of the “previous research” section, 

have presented and explained the multidisciplinarity of the concept of strategic 

communication. A multidisciplinarity that has allowed its study from diverse theoretical 

perspectives and in relation to several approaches (see Zerfass, Nothhaft, Verčič, 2018; 

Lövgren, 2017). In addition to that, the “previous research” section provided examples of 

research within the strategic communication field where the concept of strategic 
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communication was combined and implemented together with the concept and theories of 

organizational identity. Besides, coming back to the aim of this study, the purpose is not only 

to identify Heimstaden’s communication strategies and study their impact on the local-level 

employees, this study also aims to understand how these local-level employees experience 

and relate to the organizational identity content that is communicated to them through these 

strategies. In order to achieve that, this point will introduce the concept and theory of 

organizational identity that will be implemented along the analysis section of this thesis and 

describe the three identified ways I which identity content can be transmitted. 

 

At its core, organizational identity is about how a collective defines itself (Pratt, M., Schultz, 

M., Ashforth, B., & Ravasi, D., 2016). A more complete view of organizational identity 

defines it as “Those features of an organization that in the eyes of its members are central to 

the organization’s character, make the organization distinctive from other similar 

organizations, and are viewed as having continuity over time” (Schinoff et al., 2016). Just 

like a company’s strategy is presented and promoted by communication (see van Ruler, 

2018), the responsibility of crafting and delivering identity messages on behalf of the 

organization falls on organizational members (co-workers). These co-workers are known as 

“identity-custodians” in organizational identity theory and their role into the organization is 

to speak and act on behalf of the organization to sustain a collective identity. In this sense, 

The literature on organizational identity presents 3 main ways in which these identity-

custodians communicate identity content: by saying, showing, and staging  (Schinoff et al., 

2016). 

 

4.4.1) The saying 

 

Saying implies “sending a verbal or written message containing identity content to one or 

more members of the organization”. This may happen through a variety of means and 

channels, but it mainly occurs through conversations (Schinoff et al., 2016., p. 223). The 

above-mentioned identity-custodians likely engage in “saying” as it is the most direct and 



   
 

 
 

 

39 

easy way to communicate labels and meanings (Schinoff et al., 2016). In addition to that, as 

observed by Pratt and Rafaeli (1997), “verbal language is the most obvious means of 

transmitting identity throughout a collective” (Schinoff et al., 2016., p. 176). Furthermore, 

“saying” also reflect individuals’ interpretations of the identity content of the organization 

they represent. Therefore “they represent real, idealized or even fantastical representations of 

who the organization was, currently is, or may become” (Schinoff et al., 2016., p. 223). In 

addition to that, “saying” also includes “widely disseminated information” on “who we are” 

as an organization. This category includes for example emails, letters, press releases or 

articles in newspapers or magazines. Most of these communications are sent via identity-

custodians (e.g., an email on behalf of the CEO sent to all the employees of the company) 

(Schinoff et al., 2016., p. 224). 

 

4.4.2) The showing 

 

Showing is referred to “modeled behaviors or displayed artifacts that communicate identity 

content to one or more members of the organization” (Schinoff et al., 2016, p. 224). As it was 

the case with “saying”, “showing” also occurs through one-to-one interactions displays of 

identity-related behaviors. Identity-custodians engage in “showing”, as “it provides grounded 

examples to identity enactment that convey meaning when identity content is difficult to 

verbalize (Schinoff et al., 2016., p. 224). There is two identified main ways of “showing” 

identity: Through mentoring programs and relationships meant to develop bonds between 

senior individuals and less experienced individuals; and through displays of physical objects 

that can serve as symbols of organizational identity content (e.g., how individuals dress, 

company’s logo, company’s products, etc.) (Schinoff et al., 2016., p. 224). Showing is 

conceptualized as the form “through which identity-custodians are most likely to 

communicate identity content without realizing it” (Schinoff et al., 2016., p. 224). This means 

that the fact that certain individuals might be perceived by others as identity-custodians, 

doesn’t necessarily mean that they are aware of their role in showing organizational identity. 

This turns out to be particularly true for those individuals with highly visible roles within the 

organization (Schinoff et al., 2016, p. 224). 
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4.4.3) The staging 

 

Through staging, “identity-custodians provide a context in which one or more members of 

the organization can experience or enact organizational identity” (Schinoff et al., 2016., p. 

225). Arguably, identity-custodians engage in staging because it enacts a visceral experience 

that being shown or told cannot and might therefore transmit identity content in a more 

apprehensible way. Furthermore, staging allows individuals to experience identity content in 

similar ways, which produces high levels of agreement among these individuals’ perceptions 

of the identity content (Schinoff et al., 2016). Some of the main ways of staging include 

rituals or routines enabled and supported by organizational structures. These routines are 

mainly meant to both maintain and change an organizations’ self-concept, and generate value 

that transmits organizational identity to the members (Schinoff et al., 2016). Another way of 

staging is through the organization’s structure itself. “By setting and reinforcing the 

organizational structure, custodians provide members opportunities to gain a sense of 

organizational identity through enacting certain roles or interacting with other members (e.g., 

sharing new ideas with multiple supervisors from different departments in a matrix-structure 

organization) (Schinoff et al., 2016., p. 226).  

 

As it was the case with the one and two-way strategic communication models explained 

earlier in this section, these three ways of transmitting organizational identity content will be 

applied to Heimstaden's case to see whether they are currently in use within the company. 

Additionally, these models will also be implemented to study how the local-level employees 

from Uppsala relate and make sense of the content on Heimstaden´s identity that is 

transmitted to them within the context of the brand-definition process that the company is 

going through. 
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4.5) Summary 

 

This chapter has introduced and explained the two theoretical concepts that will be combined 

and implemented for this study: Strategic communication and organizational identity. First, 

the reader was guided through a review of the evolution of the definition of strategic 

communication as a concept. Second, the two terms that constitute the concept of strategic 

communication, this is “communication” and “strategy” were addressed; in this sense, within 

“communication”, this study highlights van Ruler´s (2018) one-way and two way models of 

strategic communication, models that will be implemented in the study of Heimstaden’s 

strategic communications. Regarding the “strategy” concept, this section went through the 

theoretical conceptions of the two approaches implemented by researchers in the field of 

strategic communication, as the last chapter explained / showed. The second part of this 

chapter clarified how the relationship between strategic communication and organizational 

identity will be managed in this study: According to (Holtzhausen & Zerfass, 

2015), organizational identity serves as a nexus concept, a “place” where other theories can 

meet and “hang out”. In this sense, the literature on organizational identity presents 3 main 

ways in which these identity-custodians communicate identity content: by saying, showing, 

and staging (Schinoff et al., 2016). Once the two theoretical concepts and models that will be 

implemented for the realization of this study have been presented, the next section will 

provide a throughout review to the selected theoretical methods. After that, the analysis 

chapter of this paper will combine the data gathered through the research methods with the 

theoretical concepts explained along this chapter in order to provide an answer to the 

proposed research questions.  
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5) Methodology 

 

Based on my theoretical approach, and before moving on to the purely analytical part of this 

study, this section will present the research methods that will be implemented together with 

the theories reviewed along the theoretical framework.  

 

5.1) Operationalization of the purpose 

 

As described in the introduction of this paper, the overall purpose of this thesis is to carry out 

a comprehensive study to the internal communication strategies practiced within Heimstaden, 

in order to find out to what extent these strategies are effectively reaching and informing 

Uppsala’s local-level employees. In addition to that, this study aims to understand how these 

local-level employees experience and relate to the organizational identity content that is 

communicated to them through these strategies. To do this, I will adopt an abductive research 

approach from which to perform an ethnographic study within Heimstaden Uppsala in the 

first instance, but also including data gathered through research in other locations and actors 

stationed in the headquarters. The research methods selected to fulfill this purpose are 

participant observation, in-depth interviews and, to a lesser extent, document analysis on 

Heimstaden’s Intranet. 

 

5.2) The abductive approach 

 

This study can be termed as an abductive ethnographic research (see Timmermans & Tavory, 

2012). This approach is characterized by its “openness to producing new hypotheses and 

theories based on surprising research evidence” (Timmermans & Tavory, 2012., p.167). 

This approach seems to be the best fit for my study, as both my three research questions, as 

well as my initial assumptions have been subject to change during most of the research 

process. This abductive research process is composed of both induction and deduction. 
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According to Peirce (1958), abduction suggests explanations, which are later formalized into 

deductions, while induction confirms them through empirical testing. This is: Abduction 

seeks a theory while induction seeks for facts. (Peirce, 1958). Taking this into consideration, 

adopting the most common deductive methodological approach, where the hypothesis is 

derived from existing theory, and the data collected in order to test the truth or falsity of the 

hypotheses, would have significantly limited the findings of my study. This is even more 

evident if one takes into account the previously mentioned lack of strategic communication 

studies that adopt a “bottom-up” perspective, like the one in this study.  

 

5.3) Ethnographic research 

 

The term ethnography has been broadly defined and interpreted by a large number of authors. 

As stated by Hammersley and Atkinson (2007), “ethnography usually involves the 

ethnographer participating, overtly or covertly, in people’s daily lives for an extended period 

of time, watching what happens, listening to what is said, and/or asking questions through 

informal or formal interviews, collecting documents and artefacts – in fact, gathering 

whatever data are available to throw light on the issues that are emerging focus of inquiry” 

(p.3).  Following this description, this study can be considered an ethnography, since my role 

as researcher has been to involve myself within Heimstaden as an employee, and from my 

local-level emplacement perform qualitative methods with the goal of gathering as much data 

as possible in order to provide an answer to the announced research questions. 

 

Regarding the above-mentioned research methods selected for this study, this is a 

methodological qualitative study. As argued by Lövgren (2017), an ethnographically inspired 

approach allows multiple opportunities to study strategic communication in its social context 

(Lövgren, 2017., p.63). Moreover, ethnography involves necessarily direct and sustained 

contact with the subjects of study in the context of their daily lives, their social context, over 

a prolonged period of time (O’Reilly, 2012). In order to gain understanding about this social 

context, and in general the social world we live in, participant observation and interviews of 
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different kinds are the most suitable methods (O’Reilly, 2012). Hence, this study is based on 

a throughout process of participant observation from my position as Heimstaden’s employee 

from Uppsala, complemented by a series of semi-structured interviews that will enhance the 

interpretation and understanding of the outcomes achieved during the participant observation 

process. 

 

5.3.1) Participant observation 

 

O’Reilly (2012) argues that participant observation is the main method of ethnography. For 

her, ethnography as a method suggests that we learn about people’s lives (or aspects of their 

lives, their experiences at work in this case) from their own perspective and from within the 

context of their own lived experience. This involves not only talking to them and asking 

questions, but also learning from them by observing them and participating in their lives. It 

involves doing this over time, collecting relevant data. (O’Reilly, 2012). 

 

Thanks to my current job position as housing lessor and advertiser (Bostadsuthyrare) at 

Heimstaden, I am in the perfect situation to carry on participant observation within the 

organization. Being involved actively in the daily work tasks, facing challenges and reaching 

goals together with my colleagues as a part of the Uppsala department, has given me a deep 

understanding of the situation, as well as of my colleagues’ perspectives and experiences. In 

addition to that, my participation in workshops, trainings, company trips and social events 

during the two years that I’ve been working for Heimstaden, has allowed me not only to get 

acquainted with my colleagues in Uppsala and with the way they have to function and 

understand things, but also to see how the organization works in different cities and at 

different levels. This has also given me the opportunity to meet and discuss with some of the 

senior officials and executives and know more about them and their point of view. 

 

Another very important aspect of participant observation, also directly related to my 

experience after working two years for Heimstaden in Uppsala, is the timing. In O’Reilly’s 
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above-referenced definition of participant observation, she clarifies that observation as 

method involves doing it over time. One of the aspects that distinguish Malinowski’s 

ethnography, is the time that he devoted to it, as he spent between one and two years in the 

field. For Malinowski, “an ethnographer needs to spend a considerable amount of time in the 

company of the people that he or she is studying for three reasons: To become a part of the 

daily routine, which will limit the effects on the research subjects of your presence as an 

outsider; to have time enough to learn and understand as an insider; and to have time to add 

to your questions and guide the research in alternative directions”. (Malinowski, 1922., p. 8).  

According to Malinowski, whenever a researcher begins an ethnographic study and enters a 

new field of study, not only the researcher will feel strange and obtrusive, but also will affect 

those who spend time with her/him. “Trying to learn about people by spending time living or 

working alongside them has one obvious problem: they know you are there, and this might 

affect how they behave. How can you know if they are doing the same things in the same 

way as if you were not there?” (Malinowski, 1922., p.8). For him, a way to avoid this is for 

the researcher to be there long enough for the people to get used to her/him and stop feeling 

strange about the researcher being there (Malinowski, 1922) 

 

Applying this to my study, as mentioned above, I started working for Heimstaden about two 

years ago (in June 2017), which has given me time enough to make strong connections and 

get fully involved within the organization. This, together with the fact that I was an employee 

to Heimstaden, and a co-worker to my colleagues before I was a researcher, has assured me a 

position from which to participate, observe, take notes and collect data that does not alter the 

behaviour of any of the people studied. 

 

5.3.1.1) Time on the field and data gathering 

 

Regarding the time I spent making observations exclusively for this study (leaving aside my 

previous observations during my time as “employee” and not “employee and researcher”), it 

can be delimited as a 4-month period, from December 2018 to April 2019. This is from the 
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moment both University and Heimstaden gave me approval to carry on this study, until I had 

enough data to move on to the analysis of results. 

 

The data collection during this period was performed by taking field notes from my 

observations and daily interactions both with clients and employees at different levels of the 

organization. Most of these fieldnotes were taken at the office in Uppsala, although 

participation was also performed in other offices in scenarios such as Gävle, Malmö and 

Stockholm. These fieldnotes consist mainly on a document saved in my office computer, 

where I have been daily writing all the information that I have considered relevant while 

carrying out my responsibilities as employee. The way in which I have combined this with 

my job is by having this document open at all times in my computer, so that I could quickly 

note any sort of comment, reaction or idea at the same time that I was working. The other 

way in which I have taken notes is by using a more traditional notebook. Whenever I have 

been traveling to other cities for work, attending meetings, participating in workshops, etc. I 

have always taken my blog of notes with me, so that I could quickly write small annotations 

that would later be added to the above-mentioned word document. 

 

5.3.2) In-depth interviews 

 

Alongside with the participant observation process, a series of interviews were performed 

with the aim of reaching a deeper understanding of the entire strategic communication 

process within Heimstaden, as well as a sample of how employees from different levels of the 

organization experience Heimstaden’s communications and its identity. As it was the case 

with the participant observation, the research interview is one of the most important 

qualitative data collection methods (Sandy Q. Qu & John Dumay, 2011). Given the wide 

application of interviews in research, there is extensive literature on the interview method, 

including different types of interviews, strength, limitations, etc. (Sandy Q. Qu & John 

Dumay, 2011). 
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Based on the literature, the type of interview that I have selected to conduct for this study is 

the semi-structured interview, performed from a localist point of view. According to Qu & 

Dumay (2011), the localist position is based on understanding interviews in a social context 

(in this case a given employee-level within Heimstaden), instead of treating it as a tool for 

collecting data. A localist argues that: social phenomena do not exist independently of 

people’s understandings of them, and that those understandings play a crucial role (Sandy Q. 

Qu & John Dumay, 2011). Concurrently, Heimstaden’s strategic communication and identity 

can’t be thoroughly examined without its staff’s understanding and experience of them. 

 

Enclosed into the localist position, the method chosen for my interviews is semi-structured, 

which involves prepared questioning guided by identified themes interposed with probes 

designed to elicit more elaborate responses (Sandy Q. Qu & John Dumay, 2011). According 

to Brinkmann and Kvale (2015), the semi-structured interview aims to obtain descriptions of 

the life world of the interviewee with respect to interpreting the meaning of the described 

phenomena, therefore, the interview guides elaborated for my interviews were relatively 

loose. The aim was to assure obtaining complete descriptions of each interviewee’s 

experiences. 

 

The study contains a total of 6 interviews, performed during the months of March and April 

2019 both in Uppsala and Stockholm. The sample of individuals selected can be divided in 

two groups: 
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Senior Management staff (highest-level 

employees from the headquarters in Malmö) 

                                                               

Local-level employees from Uppsala 

 

• Maria Petterson: CEO / Managing 

Director. 

• Karmen Mandic: Communication 

and Marketing Manager. 

 

• Real Estate Manager 

(Fastighetsförvaltare) 

• Assistant Real Estate Manager 

(Biträdande fastighetsförvaltare) 

• Housing Lessor and Advertiser 

(Bostadsuthyrare) 

• Receptionist 

Figure 3. The employees selected for the interview process, classified with respect to their 

position within the company 

 

The first group of interviewees corresponds to the senior management of Heimstaden. Over 

the 2 years that I’ve spent working for Heimstaden, I have had the opportunity to meet and 

talk to both Ms. Maria and Ms. Karmen, however, individual interviews with them were 

necessary for me to reach a deeper understanding of their view and experience of the studied 

topics. Both of them were familiar with my position as employee and student and with the 

aims of this research, therefore they were comfortable granting me with an interview. After 

the interviews, their answers were analysed, coded and contrasted to the ones from the second 

group. 

 

The second group corresponds to the co-workers at the local-level, my direct colleagues. 

Here, a much bigger data collection had been performed through the process of participant 

observation, as I work with them daily and I am familiar with their routines and tasks. 

Nevertheless, individual interviews with each of them were also necessary to in-depth discuss 

personal experiences and points of view. The sample here is larger and covers the entire 

population of Heimstaden Uppsala’s office-employees (the rest of the employees of 

Uppsala’s office, do not work sitting in the office). The reason why this sample is larger (four 

local-level interviews against the two performed with the top-management) is to match the 
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“bottom-up” perspective of the study, where the phenomena are studied from the local point 

of view, at the lowest level of the corporate level. 

 

The interviews for each of the participants were approximately one hour long, they were 

recorded with prior consent using an iPhone and a laptop and were performed both in the 

Uppsala and Stockholm offices of Heimstaden. Preparatory tasks were similar but including 

differentiating nuances for each of the interviewees. As it was previously mentioned in this 

subsection, the scripts of the interviews were relatively open. I prepared a total of 20-22 

questions for each of the interviewees structured into four blocks: 

• A first individual block adapted for each of the interviewees where they were asked 

about their position within the company, their experiences and roles and 

specialisations. 

• A second part focused on the interviewees experience of Heimstaden’s 

communication strategies and their opinions about them. 

• A third block about how they understand and experience Heimstaden’s organisational 

identity. 

• A fourth and last block about Heimstaden´s reputation in Flogsta with focus on their 

awareness about the reputation. 

Most of the questions had a fairly open formulation and sough long answers with great 

content, not concise and concrete answers. 

 

It is important to mention at this point, that some of the interviews, as well as the entire 

participant observation process, were conducted in Swedish in order to ensure the comfort of 

the individual studied. This helped to encourage their expressiveness and openness during the 

process and thus, helped me collecting better data. Even though ethnographers most often 

conduct fieldwork in societies and languages foreign to them, as it is Sweden, Swedish and 

even English for me; and although ethnographic interviews play a significant role in research, 

there is little discussion in the methods literature about the special strategies and techniques 

needed in the foreign-language interview (Winchatz, 2006). 
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Sweden is a highly-educated country, therefore all the interviewees selected for this study 

could, at least, communicate correctly in English. Nevertheless, most of them affirmed 

feeling more comfortable doing the interview in Swedish. As stated by Winchatz (2006), “it 

seems evident that the ethnographer who can master the foreign language well enough to 

personally conduct the interviews may be at an advantage” (p.84). This argument proved to 

be right in my case in the sense that all the participants who preferred to do the interview in 

Swedish confessed feeling “a bit nervous” (From my interviews’ sample) about doing it in 

English, as they do not feel equally comfortable using the latter. 

 

Taking the decision to perform some of the interviews in Swedish was positive and 

appreciated by the interviewees who could express many nuances that otherwise would have 

been left out of the interview, lost in translation. However, at the same time this brought 

difficulties to me as a researcher. Winchatz (2006) focuses her study on “possible 

misunderstandings that can arise between the ethnographer and respondents in a foreign-

language interview”. Specifically, she focuses on “those moments when the researcher’s 

lexical knowledge of the foreign language does not suffice” (p.85). (Winchatz, 2006). The 

way I followed to overcome these lexical barriers was, as recommended by Winchatz’s 

article, to “work out the vocabulary and phrasing of questions and probes” (p.94) by 

exhaustively preparing the interviews. This is something imperative as the researcher cannot 

afford to lose information due to lack of lexicon when asking the questions or disrespecting 

interviewees for not being able to interpret and give feedback to their answers during the 

interview process. 

 

5.3.3) Document analysis: The intranet 

 

Before introducing Heimstaden’s intranet, it is important to clarify that I have not 

implemented this as a research method on itself, but more as a source of information that has 
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helped me as a researcher during the preparatory tasks previous to the performance of the 

above-explained methods, as well as during the data gathering process.  

 

As it will be further developed in the next section, one of the main internal communication 

channels that Heimstaden uses to share information among its employees is the intranet. This 

system, contains hundreds of documents regarding guidelines, renting policies, tips and 

templates to make it easier for the employees to carry on their daily responsibilities. It also 

contains updated information on new things happening within Heimstaden, as well as other 

tools such as general information on employee rights and benefits or contact lists with the 

phone number and email of all the employees of the organization. The analysis to the intranet 

has consisted mainly of exploring, downloading, translating and analysing the documents 

regarding Heimstaden’s communications, identity and policies available there. No specific 

analysis has been performed of it as an information tool during the period of this study, 

because as one of Heimstaden’s employees, I have been in daily contact with this tool since I 

started working, and therefore I am familiar with it. Instead of that, my aim has been to get 

acquainted with all the useful information that is available there, in order to better understand 

to what extent the local-employees have been using (if at all) and why. Once I was familiar 

with all the possibilities that the intranet offers to the local-level employees, and since it was 

clear from my position that the intranet functions as one of the main tools that Heimstaden 

uses to communicate identity and transmit information to its employees, I decided to include 

it as one of the topics in the second and third blocks of the interviews.  

 

5.4) Data analysis and coding 

 

Analysis of data is an ongoing process (O’Reilly, 2012), it involves making sense of all the 

information gathered by “sorting, summarising, organising, translating and eventually turn a 

mass of data into a coherent argument” that will be presented to an audience (O’Reilly, 2012., 

p. 186). Following that idea, all the data extracted from the participant observation, the 

interviews and the intranet was translated, processed, coded and classified into three groups, 
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one for each topic to be discussed in the analysis: Communication strategies, organizational 

identity and reputation. This implies that all the documents extracted from the intranet, as 

well as the transcripts of the interviews and the notes extracted from the participant 

observation processes; were first translated. Then, the most valuable information was sorted 

and categorised according to its relevance to each of the mentioned groups. Once the 

information was classified and divided into those three groups, a throughout and more 

extensive analysis was performed to the information that each of the groups contained, in 

order to make sure that all the relevant data would be included into the analysis section. This 

second analysis was also meant to discard those emails, documents, quotes, notes or 

interview fragments that did not have enough weight to be part of to the study. Just as with 

the first round of analysis, no specific data management or coding software were 

implemented for this process.  

 

As a result of this coding and data-highlighting process, the following subcategories were 

generated: 

• Strategic communication: 

o An identified problem among the local employees. 

o One-way vs two-way models in use. 

o Very problematic intranet. 

o Feeling alone? The local-level employees’ perspective. 

 

• Heimstaden’s organizational identity: 

o One company, different identities. 

o Feeling disenchanted? The local-level employees’ perspective. 

o Saying, showing and staging. 

o Old Heimstaden vs new Heimstaden. 

o Awareness as a key. 

o Unity and integrity. Be perceived as a whole. 
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These categories represent the most relevant themes regarding to the data gathered 

throughout the research process. It is important to mention, that these categories were created 

and developed while the research process was being conducted, not after. According to 

O’Reilly (2012), it is of great help to systematically go through the data as the research is 

being conducted, so that we get acquainted with all the information we have gathered 

throughout the entire research process and we do not miss any of it when performing the 

analysis, which could happen taking into consideration the great amounts of data that a 

researcher gathers for a study like this one. 

 

After this process was complete, and all the information was coded and classified in the 

above-mentioned categories, I implemented these categories to structure the analysis and 

presentation of data.  

 

5.5) Limitations 

 

A natural way to start this point would be referring to the above-mentioned difficulties raised 

by the Swedish language into which some of the interviews were performed, however as it 

was explained in the interviews section, those difficulties turned out to be just that, 

difficulties. They did not transcend to block or jeopardize the study, so I do not consider them 

limitations. 

 

Another limitation often addressed by ethnographers who enter a new field of study is related 

to the degree to which the researcher may affect the routines and behaviours of those who are 

subject of study (Malinowski, 1922). This was mentioned in the participant observation 

subsection above, and as it is the case with the interviews, I do not consider it to be a 

limitation in my particular case. The same can be applied to the ethnographic study time-

related limitations of the study. Malinowski argued that an ethnographer needs to spend a 

considerable amount of time in the company of the people that he or she is studying 
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(Malinowski, 1922). Nevertheless, the fact that I have been involved with Heimstaden since 

June 2017 has allowed me to perform my interviews as well as the participant observation 

process in an atmosphere where I already felt as an insider, I have not had the need to go 

through a process of adaptation to the field as I was already a part of the daily routine. This is 

therefore not considered a limitation for the study either. A very significant time-related 

limitation that I´ve suffered during the realization of this study, is related to my personal time 

limitations. Although I was advised to not immerse myself in such a time-consuming study 

while working full-time, the fact that I could combine my academic training with my job, and 

through this study, apply some of the theories studied during my Masters to a practical real-

world scenario, made me not want to quit my job. The fact that I decided to continue working 

allowed me to be able to see for myself, as an employee and researcher, and not only 

researcher, how this study affected the situation on the field. While this allowed me to 

continue studying Heimstaden as an insider, which as reflected in the previous points of this 

section was only positive, the day is still only 24 hours long, and I dare to say with certainty 

that these last 5 months have been the most stressful and exhausting of my life. 

 

One more timely-related limitation that is necessary to mention in this point is the scope of 

this study. As it was explained along the introduction chapter, Heimstaden is a large 

organisation going through a complex process of brand-definition and identity negotiation. 

Both the CEO as well as the Communication and Marketing Manager, explained during their 

interviews, how Heimstaden is currently trying to establish its own “brand-image”, associated 

to a unique customer-centred organizational identity. Studying the identity and the 

communication strategies of a company going through such a large changing process during a 

period of under five months is a very complex and limitative task. The researcher must ignore 

and discard very interesting data and information that could have served to expand the scope 

of this study and get into other areas of study within Heimstaden’s changing process if there 

were more time to carry it out. Some examples of the areas that would have been interesting 

to analyse are participation studies, change communication studies, and identity/strategic 

communication studies expanding our scope to other cities and areas, not just Flogsta. 

 



   
 

 
 

 

55 

5.6) Research as an employee  

 

Along the first chapters of this paper, I have mentioned my position as Heimstaden employee 

in several occasions. Before moving on the analysis and presentation of data, it is important 

to reflect on the benefits and difficulties that I have encountered during the five months in 

which I combined my tasks as a researcher with my daily work as “bostadsuthyrare”. 

 

5.6.1) Challenges 

 

One of the biggest challenges has been without a doubt maintaining a neutral position, free of 

personal judgments and of both the positive or negative feelings that I might or might not 

have towards the organization. As it was explained before, I have been working for 

Heimstaden for more than two years now, during that time, it is almost impossible not to 

develop my own feelings and opinions towards the organization, as well as towards me 

colleagues. These feelings, if not properly controlled can become prejudices and 

consequently affect the perspective from which the study is conducted. This would mean 

producing a study biased that would lack credibility and therefore academic and professional 

value. However, taking a step back from these prejudges is not an easy task. In order to keep 

this study as objective as possible I have had to thoroughly analyze the data gathered from the 

interviews, contrasting it with the information obtained from the participant observation 

process (as the observation process is the most subjective one), to make sure that the 

comments and notes from the observation process would not contain my own positive or 

negative connotations. In addition to that, the language implemented as a writer can also 

denote subjectivity. A detailed and intensive revision and rewriting process has also been 

carried out before the final submission of this thesis, with the aim of getting rid of all the 

language choices that denoted subjectivity and therefore could potentially jeopardize the 

objectivity of this study. 
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Another challenging aspect that has not been easy to deal with, related to the previous one, is 

the fact that my direct colleagues, this is, the local-level employees that are studied in this 

project, have been working daily with me at Heimstaden Uppsala’s office for almost two 

years. During that time, it is almost impossible not to develop bonds and even friendships 

with your colleagues. In addition to that they have always been very helpful and willing to 

collaborate with me for this project, knowing how important this research is for me. With that 

in mind, it has not always been easy to ask deep or tough questions to them or dealing with 

data and results that showed negative outcomes from their actions within the company. This 

is an aspect that is also related to the ethical considerations of this study that will be 

developed bellow. 

 

5.6.2) Benefits 

 

Although it is not an easy task, facing and overcoming these challenges, can bring great 

rewards to the researcher. As it has already been developed throughout this section, doing 

research from my position as Heimstaden’s employee has opened many doors to me in order 

to obtain the best and most relevant results possible. First of all, entering into the study of a 

field with which I am already familiar, has saved me a lot of time in the sense that it has not 

been necessary to go through a period of adaptation, as that adaptation was already done. 

Also related to saving time, which has been very important considering that this full-time 

research was conducted while also working full-time, is the fact that doing research within 

my workplace, has allowed me to combine research and work, doing both simultaneously and 

efficiently, taking the most out of my time at the office. Second, regarding the attitudes of the 

researched population, as it was briefly mentioned earlier in this section, all the employees 

included in this study were familiar with me, and aware of my position as a researcher. This 

familiarity has helped in the sense that none of them have changed their attitudes or behaviors 

during the time they were being studied. As colleagues they were used to see me every day, 

and therefore they did not have the feeling of being researched and consequently the need to 

alter their behavior in any way. In addition to that, the fact that I have been first an employee, 

and later employee and researcher has allowed me to be able to check and identify any 
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possible behavioral changes of the employees studied during the research process, something 

that would not have been possible if I just had entered the field as an external researcher. I 

already knew how they behave daily, I just needed to check if their behaviors were any 

different during the research process. 

 

Another of the benefits of doing research within an organization that I'm a part of, is the 

facilities that have been granted to me when it comes to accessing documents, contacting 

people and planning interviews. I strongly believe that the people I work with trusts me, and 

they have given me total confidence to access all the necessary information, as well as to 

schedule interviews with very busy employees that would not have been easy to get as an 

outsider. In adition to that I have been allowed to even dedicate time to advance with the 

research process during my working hours. 

 

Overall, I consider that doing research has an insider is not an easy task, it has both 

difficulties and facilities, however I think the whole experience has been rewarding looking at 

the results. The last point of this section will discuss some of the ethical considerations taken 

during the performance of this research. 

 

5.7) Ethics  

 

Qualitative research often raises ethical issues which need to be addressed (O’Reilly, 2012) 

and this study is no exception. As argued by O’Reilly (2012) we should always do our best to 

protect the rights and interests of all involved in the research process. Being this a study 

performed within a private company, the first aspect to take into consideration is related to 

the people´s position in the organization. This study addresses issues as important and 

delicate as the co-worker’s capacities and skills to carry on their communicational duties. 

These issues should therefore be treated with extreme caution, and thus avoid a scenario in 

which the findings could in any case jeopardize the job or the position of any of the studied / 
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interviewed within the organization. For example, this study could come to the conclusion 

that certain actors are lacking the skills necessary to perform their job. This, in hands of the 

management could turn out to be negative for these actors’ position within the company, thus 

this is a very difficult research to conduct. One way in which I have tried to deal with this 

ethical problem has been to conduct this project as an overt research (see O’Reilly, 2012), 

during which I have been completely open with all participants about what I am researching 

and what I will do with the material. Nevertheless, even though all participants knew my 

intentions and goals with this study, and the fact that the outcomes of it (both negative or 

positive) could potentially reach the management of the company, none of them asked me to 

remain anonymous.  

 

 

Another important ethical aspect to take into consideration is directly connected to me both as 

a student at Uppsala University as well as an employee for Heimstaden. As students, we are 

expected to conduct independent and academically relevant researches. If we apply this to my 

particular case, which means conducting a study within the company that I work for, this 

implies that in any way may I allow my study to be influenced or contaminated by the private 

interests of the company. It is imperative to stay on the fine line between conducting an 

independent academic research relevant for academia, and at the same time perform a study 

whose findings and conclusions result also interesting for the organization. In this sense, I 

must add that Heimstaden has not in any case tried to influence or difficult this study, but 

rather the opposite. I have been given access to all kinds of data, all the participants I have 

reached for an interview have accepted and I have even been permitted to work in this project 

during office hours as long as all my other tasks were well taken care of. In addition to that, 

the management of Heimstaden has shown interest in receiving a copy of this project once it 

has been completed, in order to evaluate the findings and find possible solutions to the 

communicative problem that this study addresses. 
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6) Presentation and analysis of results 

 

This section will present and discuss the data gathered from the participant observation 

process, as well as the results from the interviews performed with Heimstaden employees.  

The data will be presented in two blocks, a first block with focus on strategic communication 

results, and a second one on Heimstaden’s identity. Each of the blocks will contain several 

subsections corresponding to the main topics resulted from the data coding and content 

analysis mentioned in the previous chapter. Each of these subsections will be addressed using 

the bottom-up perspective followed throughout this study and will not only be a rough 

presentation of results, but rather a discussion of the interpretation of these results. The 

concluding part of this section will connect with the conclusions chapter, which include a 

critical reassessment of the theoretical framework in terms of how well it facilitates the 

understanding of the empirical data. 

 

6.1) An identified problem: Communication 

 

The first chapters of this study introduced the reader to the way in which communication 

processes currently work within Heimstaden. Along the problem placement of this paper, the 

reader was also introduced to the problem behind the internal communications of 

Heimstaden, emphasizing the lack of coordination between Heimstaden´s communications 

department, and the local-level employees who daily perform the external communication 

towards the tenants in Flogsta, Uppsala. The analysis performed to the data gathered from the 

interviewing as well as from the participant observation processes shows that all employees 

at different levels are more or less aware of the problems that exist to communicate 

effectively with the student tenants in Uppsala. There are however several different 

perspectives when it comes to determine the cause of the miscommunication between 

company and client (student tenants, in this case). First, the employees’ perspective, who 

think that the problem lays with the students: 
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“It’s mostly up to the students, these same situations would not happen in other 

neighborhoods as Nyby or the city. They all would have picked up the keys in 

advance. - Referring to the installation of a new lock system, that required the 

students to come and receive a new electronic key -. Here, the students either did not 

know that they had to, or they forgot… They do not care so much”. 

-Receptionist 

 

Against the employees who believe that students are easy to deal and communicate with: 

 

“I think students are so easy to deal with, giving a little you can get many good things 

from them, they are much easier to keep happy than our regular tenants”. 

-CEO 

 

There are also remarkable differences on the way in which employees at different levels 

understand and relate to the company´s internal communication strategies, as well as how 

they relate to them and feel accounted responsible towards them. This is, a tendency that 

gives the responsibility to keep themselves informed to the local-level employees: 

 

“I believe we are ultimately responsible to keep ourselves informed about what 

happens in the company, about the changes and new things coming”.  

-Receptionist 

 

And an opposite tendency that believes that the responsibility to keep every employee well 

informed about what happens within the company is up to the management: 

 

“No, I think the management needs to make sure that we are informed, is not up to us. 

If the marketing and communications department come up with something new, it is 
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up to them to inform our direct managers, and then our managers need to inform us. 

After that, it is our responsibility as employees to take this to the clients, as we are the 

face of the company”.  

-Biträdande Förvaltare  

 

Before moving on to addressing these differences, it is necessary to review some of the 

theoretical concepts previously introduced in this study, but now applying them to the reality 

of Heimstaden communications. 

 

6.1.1) One-way or two-way model? 

 

When reviewing the concept and models of strategic communication for my theoretical 

framework, I emphasized specifically two models of communication: The one-way and the 

two-way model. After the performance of the fieldwork process, it can be stated that the 

company is communicating following techniques that fit both models, the first one being the 

most used to the eyes of Uppsala´s local-level employees. Not only it is the most used but 

also the most problematic in that a model that focuses only on the sender, and does not 

require any feedback to consider the communication successful (van Ruler, 2018), leaves 

very little space for the analysis of whether the receivers have not only received, but also 

understood and internalized the message. This proved to be particularly relevant when asking 

the local-level interviewees on some of the above-mentioned email communications that are 

performed internally in Heimstaden. They identified these top-down mass-sent emails as the 

easiest way to spread information, but they do not consider them an effective way to transmit 

important information.  
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“It is obvious that the email is the best way to send out information fast, but in many 

cases, we do not have time for it. Being completely honest I do not care so much 

about it, sometimes I even delete some of them or leave them for later and then forget 

about them. It’s too much in my opinion”.  

-Bostadsuthyrare 

 

These local-level employees experience that, especially during periods of high stress some of 

these email communications can get read and forgotten, deleted or just left behind in the 

email inbox. This has resulted to be a problem for Heimstaden in that many of the new 

routines, company values, general changes and information updates are sent using this 

method. Furthermore, the data gathered during the interviews and observation processes 

shows that many of these routines that are massively sent to the local employees, are 

understood by them as an option instead of a directive, as something they can read and adopt 

or not, depending on them. This perception results in that some employees read and adopt 

these new routines / updates and some of them don´t, which in turn generates different ways 

of working at the same office. This, as developed later in this section, can play against the 

reputation of the company, since one of the keys of a strong organizational identity is the 

perception of unity, and without a unified way of working and doing things, projecting sense 

of corporate unity is almost impossible. Thus, provide our customers with different answers 

depending the employee they communicate with, can be understood as a sign of 

unprofessionalism and therefore affect the company’s image, as it will develop later in this 

section. 

 

In opposition to this type of one-way communications, the interviewees affirmed to be 

inclined towards other communicative techniques that are also followed in Heimstaden, but 

to a lesser extent. These other communications could be classified within the two-way model 

mentioned earlier in this section. The weekly and monthly meetings were highlighted by the 

interviewees as the most important and effective communications. These meetings allow and 

encourage the participation of employees at all levels, facilitating the local-level employees 

to engage with the information that is transmitted to them, while involving them in the 
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creation and exchange of meaning throughout the entire communication process (Hallahan et. 

Al,. 2007). This two-way model stood out as particularly relevant for organizational identity 

communication, as the employees emphasized a better understanding and learning of the new 

values and principles with which Heimstaden defines itself, when they have been transmitted 

and explained to them through meetings and workshops instead of emails. This also 

reinforces the creation of an employee identity through the above-mentioned creation and 

exchange of meaning of the process. 

 

“The information should come through the bosses, not via email from every other 

department. There is too many who send them. It would be better if our manager 

received the information, gathered it through a period of time and then organized 

meetings with the employees in order to inform them. Only important information that 

is relevant should reach us”.  

-Biträdande Förvaltare 

 

As it was explained throughout the theoretical framework, this two-way model is more akin 

to the bottom-up perspective in that it allows the local-level employees to be listened, be 

participants in the identity negotiation and reputation management processes of the 

organization. As stated by Heide and Simonsson in 2011 and reinforced in 2018 (see Heide & 

Simonsson, 2011; Heide, Simonsson & Falkheimer, 2018) co-workers have received very 

little attention in research and practice within this field. Given the growing influence of co-

workers in the organizational identity and reputation projection processes of organizations, it 

is very important to include these employees in the processes of identity transmission and 

creation within the organization and in that process, the two-way models play a key role.  

Moreover, this two-way model could eliminate some of the problems mentioned by 

employees and that came with an over implementation of the one-way model. Specifically, 

gathering different communications and new strategies during a given period of time, in order 

to discuss them in well planned meetings at the right moment, reserving a time for it. This 

specifically could eliminate the identified information overload that several employees 

mentioned during the interview process, eliminating the passivity or stress-related frustration 
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that made some of the above-mentioned emails fall into oblivion and keeping these feelings 

from creating a barrier of negative predisposition to the adoption of new strategies. 

 

“It’s too much information, I think the marketing and communications department 

comes up and send too many unnecessary things that we forget because we do not 

need them”. 

-Receptionist 

 

“Oh god yes, it’s way too much information, I do not have time for everything that 

comes all the time”. 

-Bostadsuthyrare 

 

 

It is important to clarify that none of the interviewed employees thought that communications 

via email should disappear, that would not work either, but the local-level ones specifically 

did complain about an information overload, and asked for a better time allocation when it 

comes to when and how distributing new information to them. They wanted information to be 

primarily distributed to their supervisors, and through those supervisors, receive the 

information that was considered relevant for them to have. 

 

“They need to send only the necessary information to us; we receive so many things 

that aren’t useful for us. It’s too much to deal with”.  

-Bostadsuthyrare 

 

6.1.2) Heimstadens Intranät 

 

Also identified as one of the main internal communication channels used by Heimstaden at 

the moment, the intranet has been heavily criticized by most of the interviewed employees. 
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The idea behind the intranet is to serve both as an informative portal for the employees to 

read about new things happening, the latest changes within the organization, as if it were a 

newspaper, as well as to function as database, a tool containing all the information that 

employees may need to perform their daily tasks. The data gathered during the research 

period reveals that while some of the employees affirm using it occasionally to read some of 

the news updates regarding the company that are posted there, they consider it “terrible” as a 

database / tool to help them with their tasks. Admittedly, the reason why most of the 

employees dislike and even try to avoid using the intranet is because of the way in which 

information is displayed in it.  

 

“No, I don’t use it much. When I do is because I need to download a form, they are 

always updated there, otherwise I don’t use it at all. It’s overcomplicated and almost 

impossible to use when you need to download something from there. I try to avoid it”. 

-Biträdande Förvaltare 

 

As I briefly mentioned in the methods chapter, Heimstaden’s intranet contains hundreds of 

documents that are well designed, easy to understand, and could be very useful for the 

employees if properly displayed. However, as stated by some of the studied employees, the 

intranet seems to be a good idea poorly executed. Yes, there are hundreds of documents of 

great help stored in it, however the employees affirm having serious difficulties finding them 

or even knowing which documents are available there.  

 

“No, it doesn’t work to find anything, I think is very difficult to find things. When I go 

to -search- and I click -go- nothing ever comes up…”. 

-Receptionist 

 

When asked about their opinion on some of the exemplary templates, informative documents 

regarding the company’s policy or informative notes on communication and identity within 

the organization, most of the employees affirmed not having read or even not knowing of the 
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existence of these documents. Arguably, this is mainly caused by two reasons: First, because 

of the intranet’s search engine deficiency, which does not work properly generating 

exhaustion and frustration among employees, who consequently stop using it. And second, 

due to the lack of promotion that has been given to the intranet from the department 

responsible for it; many of the employees argue not knowing what to find in the intranet or 

how to search in it. This connects with the discussion of whether the local-level employees 

are to be accounted responsible for taking initiative and find their way to all the available 

documents in order to keep themselves informed or if otherwise, the responsibility falls on 

the upper-levels of the organization who in this case must ensure that all the employees are 

kept properly informed. Here the interview process revealed two opposing points of view: 

That of the management and upper-level of the organization who coincide with that the 

responsibility falls on the local-level employees, and that of the local-level employees who 

think that is the management who must ensure that all the employees are properly informed.  

 

“But is up to them, you have a responsibility as an employee to search for information 

and you can do that either digitally or in person, so you have two different 

touchpoints: Managers, colleagues, in person or through the digital channels that you 

can look through”. 

-Marketing and Communications Director  

 

A similar discussion to this one, also addressed during interviews with the employees is 

related to the way in which new employees should be informed once they start working at 

Heimstaden. Two of the employees interviewed for this study had been employees for just 

over a year, which provides a recent insight in the way Heimstaden handled their 

incorporation to the positions. Following the line of thought of this study, all the employees 

should be included within the company’s strategy and identity, even from the beginning of 

their employment, as they all play an important role in the creation and transmission of these. 

Therefore, all employees must be correctly informed from the start. 
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Here the data also shows differences in the opinions of the interviewees in this regard, 

however these differences are not linked to the position of the person within the organization, 

but to the preferences and personal experiences of each interviewee. Thus, some employees 

do want to have an introductory meeting while others consider it unnecessary. At the same 

time, some employees mentioned how positive it is to be able to coincide with the person 

who leaves the position to which they are incorporated if the possibility exists, this is seen as 

a way to receive training and the direct vision and experiences of the person who occupied 

that same spot within the organization. 

 

Regarding the personal experience of the local-level employees interviewed when they 

started working for Heimstaden, some of them claim to have received large amounts of 

information while others say they have not been well informed about Heimstaden's identity, 

way of communicating or tools such as the intranet for example. In any case, what all 

employees seem to agree on is that receiving good information when joining a company is 

positive, as long as there is no "bombardment of information", because joining a new position 

requires time and receiving too much information suddenly, may turn out to be ineffectual, 

producing the same effect as with the one-way mass-sent emails mentioned earlier in this 

section. 

 

6.1.3) Being left alone 

 

The last point to be included in this part of the analysis section corresponds to an identified 

feeling of being left alone among some of the local-level employees when it comes to plan, 

organize and issue the communications from the local office in Uppsala towards the student 

tenants in Flogsta. This feeling was identified during the participant observation process, 

previous to the interviews, therefore, a few questions of the interviews were intended to 

confirm or on the contrary reject the validity of this idea. Now that the interviews are 

performed, the data indicate that this feeling of being alone is not as evident as I had initially 

thought. Even though half of the local-level employees interviewed do identify and can relate 
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to this feeling of being “left alone”, they do not consider it a priority when it comes to change 

the way things are working in Flogsta at the moment. They do think that the communication 

towards the students in Flogsta should be improved, but they do not consider that this is 

something achievable only through higher control by the management / communications 

department to the communications issued from the local office. In fact, they expressed they 

desire to continue being in charge of planning, designing and issuing the external 

communications toward the tenants.  

 

“I believe that we are very different offices in very different cities, and what we 

communicate here is not the same as what they need to communicate in Malmö, 

therefore I do not think that more information or better control from them would help, 

cause they do not really know what is going on here”.  

-Bostadsuthyrare 

 

This clashes with the fact that these local-level employees admit not having a solution to the 

problem, and not knowing how to improve the situation; and yet, they do not wish to receive 

more assistance from the communications department. It is also relevant to mention that most 

of these local employees declare not believing that unifying Heimstaden's communications in 

order to communicate the same externally in each of the cities in which they have properties 

makes sense. Instead, they think that the communications and the way things should be done, 

should be adjusted to each site. That being said, even if the left alone feeling resulted not to 

be as evident as expected, the results from the interviews have found however, a significant 

feeling of disenchantment with what happens in Flogsta really, with respect to the image 

projected by Heimstaden in the workshops and major events of the company. This however 

belongs more to the parcel of organizational identity and will be addressed in the next 

section.  
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6.2) Heimstaden’s organizational identity. One company, 

different identities 

 

Organizational identity was defined in the theoretical framework of this study as how a 

collective defines itself (Holtzhausen & Zerfass, 2015). More specifically, organizational 

identity corresponds to those features of an organization that in the eyes of its members are 

central to the organization’s character, making it distinctive from other organizations 

(Schinoff et al., 2016). Reading these two definitions, it becomes evident the centrality that 

they give to the figure of the member / employee, also referred to as “identity custodian”. 

This centrality gives us an idea of the importance and weight that this figure has within the 

organization for the field of organizational identity. 

 

This second part of the analysis section will present and discuss the data from the participant 

observation process, as well as the interviews, with regards to the employees’ experience and 

understanding of Heimstaden’s organizational identity. The experiences and understandings 

from the local-level employees will also be contrasted with the ones gathered from the study 

to the higher-level profiles.  

 

6.2.1) Feeling disenchanted 

 

That feeling of disenchantment that was mentioned in the previous section, has resulted to be 

particularly important when gathering data on the employees’ perception of Heimstaden’s 

identity. When I say disenchantment, I refer to a mismatch with respect to the vision of 

Heimstaden, the content on the company’s identity, principles, and values that is transmitted 

to the local-level employees in conferences and corporate workshops; with respect to the 

reality they live in the day to day of their work. To exemplify this, one of the employees 

interviewed explained this feeling with her / his own words as it follows: 
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“When we meet for the big events, there is a lot of talk about the future, and plans, 

and how good Heimstaden is going to be, but very little or none of that is perceived 

here in Flogsta. Nothing happens”. 

- Bostadsuthyrare 

  

Statements like these seem to be involved in a certain feeling of passivity or indifference 

regarding the expectations that some of the local-level employees have towards Heimstaden’s 

future projects and plans, and in general regarding to the change of image that the 

communication and marketing department is trying to give to the company and that was 

introduced in the previous section. 

 

This is however, according to my participant observation process, a fairly odd outcome, 

because there have been several projects going on in Heimstaden Uppsala, and specifically in 

Flogsta during the last few months. For example, the installation of a new lock system with 

new electronic keys briefly mentioned at the beginning of this section, as well as the 

beginning of the installation of solar panels in some of the student buildings in Flogsta. In 

addition to that, the staff in Uppsala is still waiting for the approval of the remodeling project 

to begin converting the student rooms into individual student apartments. 

 

So, things do happen, there are changes and projects going on in the area, and yet employees 

do not seem to connect with them, they do not feel part of or benefit from these projects and 

therefore do not perceive the change in the organization. This contrasts radically with the 

image that the management has on the subject. The interviews with the CEO, as well as with 

the leader of the communication and marketing department show a strong attitude of 

motivation and positivity. There is much more engagement with the changes to the 

organizational identity and the challenges and objectives that are planned for Heimstaden in 

the short and medium term. It gives the impression that there is a lack of motivation towards 

the local-level employees from the higher levels of the organization. As it was mentioned 
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before, in order to change the identity perception that tenants and clients have of the 

company, first it is necessary to work on the employees’ perception and experience of this 

identity, as it is them, as “identity-custodians” who transmit directly and indirectly this 

organizational identity to external stakeholders.  

 

One way to address this problem that was discussed with different employees during the 

research period, would be to emphasize and expand the transmission of Heimstaden’s identity 

within internal communication strategies developed within the company. Heimstaden’s 

identity already exists, it is already present in the agenda and the day to day of the 

departments and employees allocated at higher levels of the organization, it just needs to be 

transmitted on a better way to the local-level, avoiding the problematic one-way mass-sent 

communications mentioned above. 

 

6.2.2)  Saying, showing and staging 

 

Coming back to the theoretical framework once more, the literature on organizational identity 

presents three main ways in which identity-custodians can communicate identity content. 

The results from the participant observation process, together with the interviews reveal that 

so far identity messages have been transmitted through saying, e.g., the identity 

communication via email; and to a lesser extent through showing, e.g., mentoring programs 

and workshops. Then again, none of those two ways allow for the employees to be included 

and experience or enact organizational identity in such an apprehensible way as staging does. 

As argued by Schinoff et al., (2016), staging allows individuals to experience identity content 

in similar ways to one another, which produces high levels of agreement among these 

individuals’ perceptions of the identity content of the organization. 

In that line, engaging employees in routines and rituals enabled and supported by 

organizational structures, and meant to enhance the Heimstaden’s self-concept, would 

provide the employees with opportunities to gain a sense of Heimstaden’s organizational 
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identity, e.g., local-level employees exchanging identity ideas with more motivated and 

engaged supervisors from other cities / departments within Heimstaden’s matrix. 

In this way, interacting with other members and reinforcing the organizational structure, 

Heimstaden would boost its organizational identity at the same time that it would unify 

largely the perception that employees from different levels and cities have of this identity. 

Following these types of strategies appears to be a great opportunity for Heimstaden to reach 

its goals, even more so in the process of identity change that the company is going through 

and that has been mentioned earlier in this study. 

 

6.2.3) Old Heimstaden vs new Heimstaden, a changing identity 

 

Heimstaden has been earlier defined as a changing company, a company that is trying to 

move forward towards new goals at the same time that tries to define and set a new identity 

and customer experience that follows Heimstaden's way of doing things. As it can be deduced 

at this stage of the study, the way argued as the best alternative to do this is through the 

integration of the internal stakeholders, employees. That is why a large part of the interviews 

has been dedicated to this changing vision of Heimstaden and how this affects its 

communication strategies. The result of the interviews conducted at different levels of the 

organization, reinforces the ideas expressed in the previous point in that they reflect large 

differences in the perception that employees have of Heimstaden depending on their position 

and responsibilities, and therefore these differences are reflected in the way these employees 

have to do things. 

 

The CEO addressed this in terms of the “old Heimstaden vs the new Heimstaden”, and 

argued that: 

 “For many years, Heimstaden -referring to Uppsala and Flogsta but also to other 

cities and departments- have been sort of stuck in an old way of doing things”.  

-CEO 
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Moreover, the data gathered during the performance of this study shows that the same 

dichotomy that existed regarding the way in which local-level employees and higher-level 

employees experience identity and engage with the changing environment at Heimstaden, 

gets translated to the way in which these employees face and adopt changes in the routines 

and in the way things are done. This means that some of the employees who have been 

working for Heimstaden longer, and who are therefore accustomed to the old way of doing 

things (the "old" Heimstaden), are more difficult to deal with when installing and spreading a 

new organizational identity. This has shown to be a problem because as argued by the 

management, Heimstaden needs to change its identity and establish new values in order to 

move forward, move forward and leave behind the old and "not so good" way of doing 

things. This forward movement is also meant to leave behind the negative reputation that 

Heimstaden has in Flogsta and that was explained and exemplified with the SVT Nyheter 

articles commented for the background of this study. 

 

That is why both the CEO and the director of the communication and marketing department 

insisted so much on this topic during their interviews. While some of the employees remain 

stuck in this old and "wrong" way of doing things, the "old" Heimstaden will never be left 

behind, and therefore the reputational problems will not get solved. 

 

“But we have talked a lot about this in several meetings and I would like to put it like 

this: It is not an option to change with the company, to adapt and do things better. I 

think there is many employees that believe that this is an option because we have no 

history working like we do now. I think we at the management need to be much more 

specific and say: No, it's not an option to evolve with the company and face changes. 

If you don´t like it, okay, that’s a pity, but you have to do it”. 

-CEO 
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It is interesting to note that, contrary to expectations, the results of the interviews do not place 

management as the only employees aware of this dichotomy between the old Heimstaden and 

the new one. Also, the results do not show that the awareness on this matter is connected with 

the time the employee has been working for the company. The results have therefore shown 

both local-level employees with only one to two years of experience who were aware of this, 

as well as staff in higher positions and with several years of experience who did not know of 

this dichotomy. To conclude this point, it is important to note that all the employees who 

were aware of this (both higher and local-level), attached great importance to the topic and 

expressed to be annoyed and almost irritated about the task performing of some of the 

employees that remain stuck in this old way of doing things. 

 

“I think there are many employees who think like: “It does not matter, we don’t need 

to give that little extra or bother too much, the tenants don’t care any way. Things are 

okay how they are, there is no need to effort”. But I do not think so, things do not 

work like that and we all need to understand how important it is to improve the 

situation”. 

-Biträdande Förvaltare 

 

In conclusion, so far the results have shown that even though Heimstaden presents itself as a 

principle-driven company with strong values and the aim of changing towards a strong and 

customer-centered identity, it does not yet have clear defined values that are extended among 

all its employees, which implies that it is extremely difficult for these values to be transmitted 

to customers, since it is precisely these employees who, as we have seen, transmit and 

communicate ultimately. 
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6.2.4) Awareness is key 

 

Previously in this study, I have raised the question of how identity is transmitted to 

employees working at the local-level in Heimstaden Uppsala. That question is key for this 

study to find out how this same identity is later transmitted to the tenants / clients in Flogsta. 

The reason why this is key, is because these local-level employees are the ones who have the 

chance to interact and communicate with the clients more often, they are the employees who 

most directly transmit identity content to the tenants, and in turn, the most-likely to affect the 

vision that these clients have of Heimstaden. 

 

Coming back once more to the theoretical framework, according to Schinoff et al. (2016) it is 

the identity-custodians who speak and act on behalf of the organization to sustain its identity. 

Moreover, these custodians (employees) can communicate identity content even without 

realizing it (Schinoff et al., 2016). This, the fact that the local-level Heimstaden employees 

might be perceived by the tenants as identity-custodians, does not necessarily mean that they 

are aware of their role showing this identity, as it was revealed by the participant observation 

process. This observation process, as well as the reputational block of the interviews were 

largely aimed at finding out to what extent these employees are aware, from their local point 

of view, of the role that they have as identity-custodians for Heimstaden with their daily 

interactions and tasks, and therefore, of affecting the reputation that the company has in the 

area. The results show that all the studied actors were aware to a greater or lesser extent about 

their role as communicators and about the importance that communicating timely, accurately 

and properly, has for the company. Furthermore, when asked about who they place as 

responsible for the good functioning of the daily communications towards the tenants, all the 

local-level employees placed themselves as the first, followed by customer service call centre 

(kundtjänst). This is important to take into consideration, as it shows that the local-level 

employees consider that external communicating is one of their responsibilities, and not a 

task that they can delegate to other departments. 
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“It is the customer call service (kundtjänst), they are responsible for the daily 

communications, after them it’s janitors (fastighetsskötaren) and after them, the 

housing lessors (bostadsuthyraren) I would say.” 

-Förvaltare 

 

“The receptionist is the first, together with the janitors (fastighetsskötaren) who are 

out around the properties and who have direct contact with the tenants. Also, it is the 

customer call service who has the first contact with the tenants when someone calls, 

so I also think they are highly responsible for the communications. Other from that, I 

would also say that the cleaning staff (städarna) is important for the communications, 

their positive or negative energy and behaviour when they are out cleaning and they 

meet a tenant is very important. It can even affect the way in which a tenant behaves 

regarding the cleaning responsibilities of the tenants in the common areas”.  

-Biträdande Förvaltare 

 

“Yes, it’s me. I would say I’m responsible for the daily communications with the 

tenants, I am the receptionist so it’s me”. 

-Receptionist 

 

However, these local employees had not identified a direct connection between their daily 

communications with the tenants, and the identity transmission that comes with it. To give an 

illustration, observations performed to the way in which some of the cleaning employees 

interact with the tenants during the performance of their daily tasks reveal a significant lack 

of awareness of being transmitting information about the identity of Heimstaden through 

something as simple as speaking with the tenants on behalf of the organization, or simply 

wearing the company’s logo on the jacket. That being said, the data does show differences on 

the awareness that are related to the level that the employees occupy within the organization: 

the higher up, the more aware of representing Heimstaden´s identity. With this in mind, this 

study has identified four different levels of awareness: 
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• Cleaning and maintenance staff: The fact that they are working daily in the 

facilities, makes them have the most contact with the tenants, however they have the 

lowest level of awareness of acting as identity-custodians, and of influencing 

Heimstaden’s reputation with the way they work and interact with clients. 

• Local-level: We include in this category both the real estate lessors and the 

receptionist. They are one step forward in terms of their awareness level, they know 

that their dealings with customers can affect Heimstaden’s reputation, but they are 

still not fully aware of their role as identity-custodians. They also have daily direct 

contact with clients and tenants. 

• Higher local-level: For this part of the analysis, I have made a division of the local-

level in two groups, the previous one and this. Into this higher local-level I include 

real estate managers and assistant real estate managers. They have less contact with 

the clients than the previous groups however they have higher levels of awareness 

regarding both their role, and their employees’ role as identity-custodians. They also 

showed higher levels of concern regarding how all the employees affect to the 

company´s reputation in one way or another. 

• Management: They rarely have contact with the tenants, and their connection with 

what happens on the local-level of the organization is through meetings with the local 

managers. Despise not having direct contact with the clients and tenants, they show 

the highest level of awareness of the four, and their concern and knowledge about 

how reputation can be affected by the daily work of all employees is also the most 

significant. 

 

Overall, the results show that the higher the level that the individual occupies in the 

organization, the higher her/his level of awareness and concern about identity transmission 

and the impact on reputation. This result is odd, as the higher the level, the less contact with 

the clients, and therefore less opportunities to connect, transmit identity and generate 

reputation. In an ideal situation, these levels of awareness should be equal, or even shifted 

towards the local-level employees. It is of little use that only employees who have less direct 
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contact with the outside world are the most aware of the importance of transmitting identity 

and affecting reputation.  

 

This takes us to the conclusion that Heimstaden must make an effort to unify and match these 

awareness levels if it wants to raise the reputation it has as landlord in Flogsta. Making the 

local-level employees equally aware of their importance as identity-custodians / ambassadors 

of the identity of Heimstaden would allow them to understand how their actions can affect 

the image of the company and engage on the improvement of their daily communications 

with the tenants.  

 

6.2.5) Awareness and reputation 

 

Another interesting result, also related to the awareness of employees, is the awareness that 

these employees have, not of their role as identity-custodians as in the previous point, but 

about the awareness they have about the reputational problems that Heimstaden has recently 

faced in Uppsala. The data from the study process shows two different employee groups in 

terms of their awareness of the reputational problems in Flogsta: 

• “Newer employees” (1-3 years in the company): This group did not seem to be aware 

of the reputational problems in Flogsta before I informed them about them. They 

reacted surprised to the articles published in SVT Nyheter mentioned in the 

background of this study and claimed to not have experienced anything that might 

have made them think that Heimstaden has reputation problems in Uppsala. 

• “Older employees” (+3 years in the company): Conversely, the group of local 

employees that had been working at Heimstaden for a longer period of time did know 

about the reputational problems in Flogsta and were not surprised by the SVT Nyheter 

articles. It is relevant to mention here that in most cases, these employees seemed to 

react in a tone of resignation with respect to the reputational problems in Flogsta, as if 

this reputation was something they had been wanting to get rid of for some time and 

they had failed, or stopped trying to do so. 
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This difference in reactions on the part of employees, together with the results from the 

observation process, takes us to understand that there is no direct connection between the 

negative reputation that Heimstaden has in Uppsala, and the daily experiences of the local 

employees when interacting with tenants. There is an identified bad reputation, and some of 

the employees know about it, but some other did not. Furthermore, all the local-employees 

agree in that this bad reputation is affecting the company, but that is certainly not creating a 

bad / difficult working atmosphere for them in Flogsta. 

 

“I guess is not so bad, we do not get so many complaints from the tenants anyway. 

They normally complain about that is not well cleaned, but not about that we aren’t 

helpful. I guess a person who is going to move to Uppsala and has heard about the 

Flogsta can think that we have a bad reputation like: “Oh Heimstaden, yeah they are 

not so good as a landlord in Flogsta””. 

-Biträdande Förvaltare 

 

In addition to that, the reputation of the company in other areas of Uppsala and towards 

normal apartments, not student rooms, is much better. This, together with the fact that this 

reputation is not clearly visible on a day-to-day basis, and that there are not so many 

complaints from the tenants directed to the employees, can make it very challenging for the 

employees to realize and be aware of the bad reputation in Flogsta. 

 

“It is different with the students, is not the same thing with our normal tenants in 

other areas. We have a better reputation with the rest of the tenants, I have never 

heard anything bad about Heimstaden”. 

-Receptionist 
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As a result, some of the interviewees do not see the need to address these reputational 

problems and give that “little extra” or make an effort that would start reverting the situation. 

Coming back to the previous dichotomy between the “old Heimstaden” and the “new 

Heimstaden”, it is very important according to the management, to leave behind 

Heimstaden’s “old way” of doing things and adopt the new values through which the 

company defines itself. 

 

6.2.6) To be perceived as one 

 

Earlier in this analysis section, this study has mentioned the importance of being perceived as 

one when it comes to communicate identity. Coming back to the theory, this idea of 

integrated communication focuses on creating a central communication function, as the 

legitimate way to organize communication (see Christensen, Firat & Torp, 2008., p.424). 

When asked about this matter, the local-level employees did not agree in that an integrated 

centralized communication model would be the answer for Flogsta. Instead, they consider 

that the best way to organize communications would be from their local office, as they have 

been doing until now. They do however realize the necessity to unify all the communications 

that are issued from the local office. 

 

As showed by the participant observation, the above-explained appearance of consistency has 

not been followed in all cases where an attempt has been made to respond to the problems or 

the requests of some of the tenants. Contrarily, sometimes different answers have been 

provided to the same problem A clear example of this is complaints related to the cleaning 

inspection of the student apartments, which takes place after the tenant has moved out and 

handled in the keys to us: According to Heimstaden’s policy and to the terms of their rental 

agreements with the tenants, all the rooms and apartments must be inspected once the tenant 

has cleaned and is ready to move out of her/his accommodation. In most of the cases, the 

accommodation is meeting the cleaning standards followed by the inspector and no further 

action is required. There are some cases however, in which the tenant has not cleaned 
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according to the standards, and therefore Heimstaden has to send a cleaning company to get 

the room/apartment ready for the next tenant. This has a cost of course, and the person 

responsible for dealing with the payment is the moving-out tenant. 

 

When a tenant complains about the payment, and refuses to pay for the cost, it is the 

employees’ duty to show pictures taken during the inspection in order to prove that further 

cleaning was necessary in order to prepare the room for the next tenant. According to some of 

the interviewees, as well as to my own experience as Heimstaden employee, there have been 

a couple of cases in which the photos were not good enough to show that the room was not 

clean, because it is very difficult to photograph lime on the walls of the bathroom or dust 

between the inside and outside of the windows for example. In those cases, the decision taken 

has been to remove the invoice. The rest of the cases go forward to the finance department. 

The issue with some of the cases in which the invoice has been removed, is that word has 

been spread through media, and it has been understood as if Heimstaden had tried to send a 

bluff-invoice in case it worked, and since it has not worked, decided to remove it without 

further action. That is, as a fraudulent way to keep the tenants' money, (see Swahn & 

Korbutiak, 2016). 

 

“We cannot just give and give, and we can definitely not let the complaints jump over 

us and to the management. Sometimes we must say “no, I’m sorry but you have to pay 

for this invoice” or “no, I’m sorry but you cannot have your walls painted”. 

Sometimes it can be very difficult for our bosses to answer in situations where the 

tenants go directly to them. A tenant can call one of our bosses and ask for something 

and complain about that we do not let him have it, and the manager will react like: 

“What? Of course, you are going to have that!”, only to please the tenant. Here 

communication is super important, because cases like this causes some tenants to 

avoid paying for invoices or receiving things that they do not have right to have. That 

is not correct, one should not drive over their staff”. 

-Biträdande Fövaltare 
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All this throws a terrible image of unprofessionalism and of little seriousness that affects very 

negatively the reputation of Heimstaden, that loses credibility in the eyes of tenants who do 

not know the reason why these invoices are sent and, in some cases, withdrawn. Provided 

that, this study supports the opinion of the local-level employees who believe that all external 

communications issued to the tenants in Flogsta should be unified. The situation explained, 

and all the issues that come with it, could be reverted if all the employees’ communications 

were coordinated and organized with the aim of providing a clear and consistent answer to 

the reason why invoice that was sent or withdrawn. 

 

6.2.7) Communicate the possibilities 

 

One last aspect that must be highlighted from the interview and observation processes, is the 

fact that, although there are good intentions on the part of management, and that all the 

employees interviewed claimed to be willing to improve, there seems not to be an 

understanding regarding the tools available or needed to reverse the current reputation / 

identity / communication situation. 

 

On the one hand, when it comes to the “needed” tools, the local-level employees talked about 

their wishes of being able to SMS the tenants for important matters, as well as their wish to 

receive digital information boards to install in the entrance of the buildings. However, it is 

not clear to what extent these wishes are communicated to the management or the department 

that has the means to make those resources possible. In this sense, the local-level employees 

consider that it would be useful to have better coordination between departments so that they 

get consulted and they also provide feedback on the investments that are made for the area, in 

order to make these investments more fruitful and improve the overall situation. On the other 

hand, regarding the available tools or resources, this study has also found here a lack of 

coordination and information between levels. Thus, while the management and higher-level 

employees seemed to be motivated and willing to come up with ideas and to use part of the 
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budget to organize events and improve the situation in the area, the local-level employees do 

not appear to know that the possibility even exists. 

 

“As an employee, you have to explore new things and new ways of being attractive to 

the students and so on. There is so many more things that can be done in Flogsta that 

would improve the situation so much...”. 

-CEO 

 

“It does not take so much effort to do things better for the students. We can 

communicate and transmit so much with simple activities and events. Just to call the 

ice-cream truck, put up the Heimstaden flags and be there to invite the tenants to a 

cup of coffee... It does not take not that much”. 

-Marketing and Communications Director 

 

In other words, the same local-level employees that claimed that “nothing really happens in 

Flogsta” as I reflected earlier in this section, do have the possibility to organize events and 

make things happen for the improvement of the tenant-employee relationship and 

communication in the area according to the management; and still they do not seem to know 

about it. Consequently, the results of this research suggest that there is a need to establish a 

clear and continuous dialogue between the different levels of the organization regarding the 

possibilities that exist to do things in the area. Some of the possible ways to address this issue 

will be comprised in the next chapter of this paper. 

 

The next section will summarize and discuss the conclusions that this study has generated, 

providing an answer to the proposed research questions as well as a few theory-grounded 

approaches that according to the results from the research process could help improving the 

overall situation in the studied area. In addition to that, the next section will also propose 

some interesting lines for future and follow-up studies. 
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7) Concluding discussion 

 

After conducting this study to Heimstaden’s communication strategies and identities, as well 

as the impact and experience of these from the local-level employees’ perspective, I could 

state that the results have confirmed the initial thoughts that I raised at the beginning of the 

paper, which postulated that Heimstaden Uppsala's external communication problem is not 

due to the lack of attention on the part of the students, but to a problem of internal 

communication. The identified one-way communication strategies that are currently being 

followed within Heimstaden, namely the mass-sent top-down emails and the information 

posted in the intranet, have shown not to be successful in reaching and affecting the local-

level employees at Uppsala’s office. Furthermore, some of the employees themselves 

affirmed how these communications are failing at making them aware of many of the 

changes, new policies and updates that are planned and applied from the headquarters of the 

organization in Malmö. In addition to that, this study has identified a difference in who has 

the responsibility to keep the local-level employees informed about all the changes that 

happen in the organization, depending on which group of actors is asked. Thus, the 

management argues that the “employee communication responsibility” (Andersson, 2018) 

lies with the local-level employees themselves, who have the duty to keep themselves 

actively informed. On the other hand, most of these local-level employees believe that this is 

the management’s responsibility.  

 

Regarding the perceived lack of support experienced by the co-workers in Uppsala, as well as 

the feeling of being “left alone” that this study raised along the first chapter, the results show 

that while the local-level employees could relate to a greater or lesser extent to the feeling of 

being left alone when it comes to plan and issue all the communications towards the tenants 

in Flogsta, none of them wanted to receive more assistance or directives from the 

communication department. They claim to be comfortable with the independence they have 

when planning their own communications. Additionally, these local-level employees argued 

that the communicational needs that they have for Flogsta differ a lot with respect to those 
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that the company has in other locations, and that therefore a unified system of communicating 

would not solve the problems they have. 

 

About the local-level employees’ experience and identification of / with Heimstaden’s 

identity and principles, this study has showed that while there is no big differences in how the 

employees from the local-level and the management define these principles, there are great 

contrasts in the way in which the management relate to and experience these principles with 

respect to local-level employees. In this sense, the management works and gets involved with 

the organization’s principles, and they are highly connected to the company’s newly-adopted 

identity. On the other hand, the local-level employees affirm not being able to relate to the 

company’s identity from their local positions. They even claim feeling disenchanted or 

disappointed by the differences between what Heimstaden communicates on a large scale, at 

the corporate events and celebrations; and what really happens at the local-level, the reality of 

what they experience as employees.  

 

In addition to that, regarding the local-level employees’ understanding and experience of the 

company’s new identity, this research has identified difficulties among some of the 

employees with more seniority to adapt to the company’s new identity and way of doing 

things. Moreover, some of these employees seemed to be stuck with Heimstaden’s old 

identity, creating stress and irritation among the employees that had already adopted 

Heimstaden’s new ideals, as well as among the managers, who demand their employees to 

adapt to the new Heimstaden, and do not understand change just as an option, but as a duty. 

 

Connected to that dichotomy between the old and the new Heimstaden, as well as dependent 

on the extent to which the employees transmit the organization’s identity to the tenants in the 

area, is the reputation of Heimstaden in Flogsta. Throughout this thesis, the supposed 

reputational problems experienced by Heimstaden in the area have been mentioned several 

times (See Asker, 2017; Johansson, 2017; Korbutiak, 2016 and Swahn & Korbutiak, 2016). 

This study has posed these problems as the consequence of a lack of coordination and 

communication between departments at different levels, along with the absence of a clear and 
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strong organizational identity to be understood and shared among all the employees of the 

organization. The results showed that while these reputational issues seem to have affected 

Heimstaden’s situation in the area, and even though some of the employees were aware of it, 

these employees do not think that the situation is by any means critical, and therefore it is not 

a priority for them to work on it. Furthermore, the fact that some of the local employees who 

are daily in contact with the tenants (maintenance and cleaning staff) are not aware of the role 

they play when it comes to positively or negatively influence that reputation, causes them to 

not make any extra efforts when it comes to improve the image they project as employees. 

 

In fact, based on the results, this study suggests that the management should invest more time 

and work harder in communicating, inspiring and transmitting “what the new Heimstaden” is 

to the local-level employees, as well as the image that these employees should project as 

Heimstaden employees. With this, I do not mean that the marketing or communication 

department should communicate for them, or take over on the communications that are issued 

from Uppsala. However, in order to start doing things better and growing away from the 

reputational issues, the management needs to make sure that each of the employees receives, 

understands and interiorizes the available information on the company’s new identity and 

goals. 

 

The results of this study also suggest that this should not be done through one-way mass-sent 

emails or through posting documents in the intranet, both highly criticized techniques by the 

local-level employees. Instead, this study suggests that this could be done more effectively 

through two-way communications and planned meetings and workshops where a specific 

time is allocated for these employees to move their attention from their daily tasks in order to 

reflect and learn about these new needs. If the employees are not participants and do not 

experience Heimstaden’s identity, there is a risk that they fall into the already mentioned 

feeling of disenchantment and therefore they will not know how to transmit this identity and 

these principles to the current and potential tenants.  
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Additionally, the results of this study also show that many of these new initiatives are 

understood as “optional” by the employees, as something they could and should adopt, but 

nothing that they need to do. Contrasting this with the management revealed that this is not 

understood as an option by them, but as something that has to happen. This study also 

suggests that this is something that should be made clearer among local-level employees. 

 

Overall, this study identified a general agreement both among local-level employees, as well 

as among managers on that Heimstaden is doing things better, and that changes are 

happening in a positive direction. The findings of this study will help managers to understand  

how local-level employees understand, experience and participate in the communication 

strategies that are projected from the top of the organization towards the lower levels, as well 

as to evaluate how the identity of the company is accepted and in turn transmitted to potential 

and current clients.  

 

Moreover, this study could serve as a starting point for researchers interested on performing 

qualitative studies to strategic communication and organizational identity within 

organizations from a bottom-up perspective, keeping the local stakeholders as the main focus 

on the study, implementing other perspectives to contrast these stakeholders’ experiences. As 

it was mentioned along the first chapters of this paper, there is an identified lack of studies to 

the communication strategies within organizations from the perspective of the stakeholders, 

this is the local-level employees in our case. This study, although has also included 

interviews and observations performed to actors belonging to the management of the studied 

organization, has always have its main focus on the local-level employees, who were located 

in the spotlight, and whose reactions and experiences with respect to Heimstaden´s identity 

and communication strategies, have been the focus and point of view from which the study 

has been performed. In addition to that, I believe it is reasonable to conclude that the study 

makes a valuable contribution to the field of media and communication by offering a 

perspective in which the researcher is not only familiar with the organization, but also has 

position within it from which to research as a true assessor of the situation, a position that 

allows me in this case to gather data from which to generate results and draw conclusions, 
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knowing firsthand that the data truly reflects the situation going on within the organization. 

This situation makes me believe that this study has a great relevance for the aforementioned 

field, since none of the studies included in the previous research chapter, or the numerous 

studies that I have encountered during my academic training, share a research position quite 

like the one that this study has. 

 

Methodologically, as it was noted along the methods chapter, this has not been easy to deal 

with. It is an arduous and challenging task to conduct research studying your colleagues and 

within the organization you work for, while keeping an objective position, staying in the 

middle between the University and Heimstaden; in the fine line between conducting research 

beneficial for the organization that has allowed you to do research within, and that at the 

same time is academically independent and valuable to the field of media and 

communication. In this sense, I believe the chosen methods have allowed me to stay in this 

line and gather the necessary material to meet the aims of the study. All the interviews were a 

success regarding the amount of material that I could extract from them, the comfort of the 

participants during the performance process, and also their willingness to open up to me and 

speak freely. The observation process, taking into account the facilities that carrying it out as 

an insider imply, has also been a success. Looking back, I therefore consider that the 

methodological selection has been adequate.  

 

Regarding future studies, an interesting follow-up study would be to include in the scope of 

the research the ultimate receiver of all these communications, strategies and identity 

projection, the clients. Additionally, it would also be of interest to see how these same 

strategies and identity communications are experience and understood by other local-level 

offices and how these affects their daily interactions with the tenants and in turn the 

reputation they have among them. 

 

 

 



   
 

 
 

 

89 

References 

 

Aggerholm, H. R., & Asmuß, B. (2016). A practice perspective on strategic communication: 

The discursive legitimization of managerial decisions. Journal of Communication 

Management, 20(3), 195-214. https://doi-org.ezproxy.its.uu.se/10.1108/JCOM-07-

2015-0052 

Andersson, R. (2019). Employee Communication Responsibility: Its Antecedents and 

Implications for Strategic Communication Management. International Journal of 

Strategic Communication, 13(1), 60-75. https://www-tandfonline 

com.ezproxy.its.uu.se/doi/full/10.1080/1553118X.2018.1547731 

Arshad, A., & Aldakhil, A. M. (2012). Employee Engagement and Strategic Communication 

in Saudi Arabian Banks. Management Department, College Of Business 

Administration, KSU, Saudi Arabia. IBIMA Business Review, 9 pages. 

https://ibimapublishing.com/articles/IBIMABR/2012/383929/ 

Asker, S. (2017). Sabotage droppen för Heimstaden: 2000 studentbostäder kan försvinna. 

Retrieved February 12, 2019, from ERGO: http://www.ergo.nu/nyheter/20170109-

sabotage-droppen-för-heimstaden-2000-studentbostäder-kan-försvinna 

Brinkmann, S. & Kvale, S. (2015). InterViews: Learning the craft of qualitative research 

interviewing. Los Angeles: Sage Publications 

Christensen, L. T., Firat, F., & Torp, S. (2008). The organisation of integrated 

communications: toward flexible integration. European Journal of Marketing, 42(3-

4), 423-452. 

Cornelissen, J. (2014). Corporate communication: a guide to theory and practice, 4th edn, 

SAGE Publications Ltd, Thousand Oaks, CA. 

Falkheimer, J. (2014). The power of strategic communication in organizational development. 

International Journal of Quality and Service Sciences, 6 (2/3), 124-133. 



   
 

 
 

 

90 

Frandsen, F., & Johansen, W. (2015). The Role of Communication Executives in Strategy 

and Strategizing. In D. Holtzhausen & A. Zerfass (Eds.), The Routledge handbook of 

strategic communication, 229-243. New York: Routledge. 

Hallahan, K., Holtzhausen, D. R., Van Ruler, B., Verčič, D., & Sriramesh, K. (2007). 

Defining strategic communication. International Journal of Strategic Communication, 

1(1), 3-35. 

Hammersley , M. & Atkinson , P. (2007). Ethnography. Principles in Practice , 2nd edn, 

London : Routledge.    

Heide, M., & Simonsson, C. (2011). Putting Coworkers in the Limelight: New Challenges for 

Communication Professionals. International Journal of Strategic Communication, 

5(4), 201-220, DOI: 10.1080/1553118X.2011.605777 

Heide, M., von Platen, S., Simonsson, C., & Falkheimer, J., Lund University, Institutionen 

för strategisk kommunikation, Department of Strategic Communication, & Lunds 

universitet. (2018). Expanding the Scope of Strategic Communication: Towards a 

Holistic Understanding of Organizational Complexity, International Journal of 

Strategic Communication, 12(4), 452-468.  

Heimstaden. (2019). Heimstaden - vår affärsidé, vision och kärnvärderingar. Retrieved 

February 14, 2019 from Heimstaden: https://heimstaden.com/o 

Henderson, A., Cheney, G., & Weaver, C.K. (2015). The Role of Employee Identification 

and Oranizational Identity in Strategic Communication and Organizational Issues 

Management about Genetic Modification. International Journal of Business 

Communication, 52(1), 12-41.https://search-ebscohost-

com.ezproxy.its.uu.se/login.aspx?direct=true&db=ufh&AN=99969516&site=ehost-

live 

Holmstöm, S. (2005). Reframing public relations: The evolution of a reflective paradigm for 

organizational legitimization. Public Relations Review, 31(4), 497-504. 

https://heimstaden.com/o


   
 

 
 

 

91 

Holtzhausen, D.R. & Zerfass, A. (2015). The Routledge Handbook of Strategic 

Communication, Routledge, Abingdon, Oxon; New York, NY. 

Holtzhausen, D. R., & Zerfass, A. (2013). Strategic communication: Pillars and perspectives 

of an alternative paradigm. In K. Sriramesh, A. Zerfass, & J.-N. Kim (Eds.), Public 

relations and communication management: Current trends and emerging topics, 283–

302. New York, NY: Routledge. 

ILOQ. (2019). Om oss-iLOQ. Retrieved February 23, 2019 from iLOQ: 

https://www.iloq.com/sv/foretag/om-oss/ 

Johansson, J. (2017). Uppsala studentkår kritiserar Heimstaden. Retrieved February 7, 2019 

from SVT Nyheter: https://www.svt.se/nyheter/lokalt/uppsala/uppsala-studentkar-

kritiserar-heimstaden 

Korbutiak, J. (2016). Hyresgästerna i Flogsta har tröttnat. Retrieved February 7, 2019 from 

SVT Nyheter: https://www.svt.se/nyheter/lokalt/uppsala/hyresgasterna-i-flogsta-har-

trottnat  

Lövgren, D. (2017). Dancing Together Alone. Inconsistencies and Contradictions of 

Strategic Communication in Swedish Universities. Uppsala Studies in Media and 

Communication 13. Uppsala: Acta Univesitatis Upsaliensis. ISBN 978-91-513-0148-

8. 

Malinowski, B. (1922). Argonauts of the Western Pacific: an Account of Native Enterprise 

           and Adventure in the Archipelagoes of Melanesian New Guinea, New York: Dutton. 

Mazzei, A. (2014). Internal communication for employee enablement. Corporate 

Communications: An International Journal, 19(1), 82–95. doi:10.1108/CCIJ-08-

2012-0060 

O'Reilly, K. (2012). Ethnographic methods. London: Routledge. 

O'Sullivan, C., & Partridge, H. (2016). Organizational Change and Renewal: Can Strategic 

Communication Methods Ease the Pain? A Case Study from the University of 



   
 

 
 

 

92 

Southern Queensland. New Review of Academic Librarianship, 22(2-3), 282-293, 

DOI: 10.1080/13614533.2016.1195418 

Peirce, C. (1958). Science and Philosophy. In A. W. Burks (Ed.), Collected Papers of 

Charles Sanders Peirce, Vol.7. Cambridge, MA: Harvard University Press. 

Ponting, S. S. (2019). Organizational identity change: impacts on hotel leadership and 

employee wellbeing, The Service Industries Journal, DOI: 

10.1080/02642069.2019.1579799 

Pratt, M., Schultz, M., Ashforth, B., & Ravasi, D. (2016). Introduction: Organizational 

Identity: mapping where we have been, where we are, and where we might 

go. In  (Ed.), The Oxford Handbook of Organizational Identity, Oxford University 

Press.  

Schinoff, B., Corley, K. G., & Rogers, K. (2016). How do we communicate who we are?: 

Examining how organizational identity is conveyed to members. (1st ed., ) Oxford 

University Press. doi:10.1093/oxfordhb/9780199689576.013.8 

Qu, Q. S., & Dumay J. (2011). The qualitative research interview. Qualitative Research in 

Accounting & Management, 8(3), 238-264. 

https://doi.org/10.1108/11766091111162070  

Swahn, J., & Korbutiak, J. (2016). Hyresgästföreningen: Heimstaden skickar bluffakturor. 

Retrieved February 11, 2019 from SVT Nyheter: 

https://www.svt.se/nyheter/lokalt/uppsala/hyresgastforeningen-heimstaden-skickar-

bluffakturor 

Timmermans, S., & Tavory, I. (2012). Theory construction in qualitative research: From 

grounded theory to abductive analysis. Sociological Theory, 30(3), 167-186. 

doi:http://dx.doi.org.ezproxy.its.uu.se/10.1177/0735275112457914 

Torp, S. M. (2015). The strategic turn in communication science: On the history and role of 

strategy in communication science from ancient Greece until the present day. In D. 

R.Holtzhausen & A. Zerfass (Eds.), The Routledge handbook of strategic 

communication, 34–52. New York, NY: Routledge. 



   
 

 
 

 

93 

Van Ruler, B. (2018). Communication Theory: An Underrated Pillar on Which Strategic 

Communication Rests. International Journal of Strategic Communication, 12(4), 367-

381, DOI: 10.1080/1553118X.2018.1452240 

Werder, K. P., Nothhaft, H., Verčič, D., & Zerfass, A. (2018). Strategic Communication as an 

Emerging Interdisciplinary Paradigm. International Journal of Strategic 

Communication, 12(4), 333-351,DOI: 10.1080/1553118X.2018.1494181 

Winchatz, M. R. (2006). Fieldworker or Foreigner?: Ethnographic Interviewing in Nonnative 

Languages. Field Methods, 18(1), 83–97. https://doi.org/10.1177/1525822X05279902 

Zerfass, A., Sherzada, M. (2015). Corporate communications from the CEO’s perspective: 

How top executives conceptualize and value strategic communication. Corporate 

Communications: An International Journal, 20(3), 291-309. https://doi-

org.ezproxy.its.uu.se/10.1108/CCIJ-04-2014-0020 

 

 

 

 

 

 

 

 

 

 

 

 

https://doi-org.ezproxy.its.uu.se/10.1108/CCIJ-04-2014-0020
https://doi-org.ezproxy.its.uu.se/10.1108/CCIJ-04-2014-0020


   
 

 
 

 

94 

Appendix 

 

Appendix 1: The invitation emails for the participation in the interviews. 

Original version: 

Hej, 

Som du kanske kommer ihåg skriver jag just nu mitt masterprojekt samtidigt som jag arbetar 

som bostadsuthyrare på Heimstadens kontor i Uppsala. 

  

Studie ämnet för mitt projekt är Heimstaden, mer specifikt de kommunikationsstrategier som 

följs på olika nivåer inom Heimstaden. Mitt mål är att identifiera dessa strategier och hitta ett 

sätt att förbättra kommunikationen med våra hyresgäster här i Uppsala. Vi behöver göra det 

bättre, och mer effektivt. 

Vid detta moment i mitt projekt behöver jag utföra några intervjuer med medarbetare både 

från organisationens högsta och lägsta nivå. 

 Anledningen till att jag kontaktar dig är för att jag skulle vilja ha en kort intervju med dig 

som skulle hjälpa mig att förstå hur du förstår och upplever vår interna och externa 

kommunikation. 

Intervjun skulle inte publiceras i någon media, och skulle inte ta mycket mer än 40 minuter 

av din tid. Om det här låter som något du skulle vara villig att hjälpa till med, skulle jag vara 

mycket tacksam. 

 

Att ha din synvinkel skulle verkligen förbättra resultaten av min studie. Vänligen låt mig veta 

vad du tycker. 

Tack på förhand! 

Med vänlig hälsning / Best regards 
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English translation: 

Hi, 

As you might remember, I am currently writing my maser thesis, at the same time that I work 

as housing lessor and advertiser for Heimstaden´s office in Uppsala. 

 

The study subject for my project is Heimstaden, more specifically the communication 

strategies that are followed at different levels within Heimstaden. My goal is to identify these 

strategies and find a way to improve the communications with our tenants here in Uppsala. 

We need to do it better and more effectively. 

At this stage of my project I need to perform a few interviews with co-workers both from the 

organization’s lowest and highest levels. 

 The reason why I contact you is because having the possibility to schedule a short interview 

with you, would really help me to understand how you understand and experience oure 

internal and external communication. 

The interview would not be published in any media, and it would note take much more than 

40 minutes of your time. If this sounds like something you would be interested in helpin with, 

I would be very thankful. 

 

To have your perspective would really help me improve the results of my study. Please let me 

know what you think. 

Thank you in advance! 

Best regards 
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Appendix 2: Interview guide for managers. (CEO & Marketing and Communications 

department). Please note that Appendix 3 and Appendix 4 will only contain those questions 

that differ from the ones asked to the high-level managers, as some of the questions were 

common for all the participants. 

 

Introductory questions 

 

1) What can you tell me about your position? Role, main tasks, responsibilities, etc. 

-Vad kan du berätta om din position? Roll, huvuduppgifter, ansvar etc. 

 

2) How do you understand communication within the organization? How do you evaluate its 

role and importance within Heimstaden? 

-Hur förstår du kommunikation inom organisationen? Hur utvärderar du dens roll 

och betydelse inom Heimstaden? 

 

3) As CEO / Communication and Marketing Director, with which departments and co-

workers do you communicate more often? 

-Som VD / Kommunikations- och marknadsdirektör , med vilka avdelningar och 

medarbetare kommunicerar du oftast med? 

 

4) Do you ever experience / have experienced problems when it comes to communicate with 

other departments within Heimstaden? 

-Upplever du eller har du någonsin haft problem när det gäller att kommunicera med 

andra avdelningar inom Heimstaden? 
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5) What is your relationship with the marketing and communications department, do you 

collaborate with them? In which ways? Do you ever get assistance / support from 

them when it comes to communicate?  

-Vad är ditt förhållande till marknadsförings- och kommunikationsavdelningen, 

samarbetar du med dem? På vilka sätt? Får du någonsin hjälp / stöd från dem när det 

gäller att kommunicera? 

 

Internal values / Identity questions  

 

6) Heimstaden defines itself as a principles-driven company: 

“En värderingsstyrd organisation “Vi ska odla en företagskultur som alltid sätter 

kunden i centrum. Vi blir en attraktiv arbetsgivare genom att engagera och involvera 

medarbetare som genom att verka som starka och positiva förebilder attraherar nya 

medarbetare.” (Heimstaden, 2019).  

How do you define these principles? 

-Heimstaden definierar sig som ett principdrivet företag: Hur definierar du dessa 

principer? 

 

7) How do you experience these principles; how do you apply these principles to your work 

on a daily basis? 

-Hur upplever du dessa principer; hur tillämpar du dessa principer till ditt arbete 

dagligen? 

 

8) Do you consider that we are successful at transmitting these principles to our clients? At 

showing that we are driven by them? 

-Anser du att vi lyckas överföra dessa principer till våra kunder?Att visa att vi drivs 

av dem? 

 

9) Who is responsible for transmitting these principles inside and outside the organization? 

-Vem ansvarar för att överföra dessa principer inom och utanför organisationen? 
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10) How do you think co-workers at the lowest level of the company experience them? How 

should they represent these principles when in contact with the clients? 

-Hur tror du medarbetare på den lägsta nivån av företaget upplever dem? Hur ska de 

representera dessa principer när de är i kontakt med kunderna? 

 

11) How do you keep yourself informed about what happens at the lowest level or the 

organization (Flogsta, Uppsala). To what extent are you involved with what happens 

at that level? Connected to: Do you have any contact with our tenants / clients? 

-Hur håller du dig informerad om vad som händer på den lägsta nivån av 

organisationen (Flogsta, Uppsala). I vilken utsträckning är du involverad i vad som 

händer på den nivån? Ansluten till: Har du någon kontakt med våra hyresgäster / 

kunder? 

 

12) How do you think our tenants see Heimstaden? Do you think they know and understand 

the company values and identity (What the company stands for)? 

-Hur tror du att våra hyresgäster ser Heimstaden? Tror du att de känner till och 

förstår företagets värderingar och identitet (vad företaget står för)? 

 

13) How do you evaluate our external communications? With this I mean: Do you think we 

are good at reaching our clients? At keeping them informed about what we do and 

what happens in Heimstaden? 

-Hur utvärderar du vår externa kommunikation? Med detta menar jag: Tror du att vi 

är bra på att nå ut till våra kunder? Att hålla dem informerade om vad vi gör och vad 

händer i Heimstaden? 

 

14) Do you consider that Heimstaden is good at being aware of the wishes / needs of its 

clients? 

-Anser du att Heimstaden är medveten om sina kunders önskemål / behov? 
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Communication questions (For the Marketing and Communications Director) 

 

15) Can you tell me about your department? How many people work there? How does it 

function?  

-Kan du berätta om din avdelning? Hur många människor jobbar där? Hur fungerar 

det? 

 

16) What are the strategies / communicational models put in practice from your department?  

-Vilka strategier / kommunikationsmodeller läggs i praktiken från din avdelning? 

 

17) How are the communications created and transmitted? Is there a follow up process to the 

communications from the department to the co-workers and to the clients? Meaning: 

Does your department create and send the messages to the offices, so that the co-

workers can then transmit the messages to the tenants? Or do the offices create their 

own messages and content? Do you produce different content for the different cities? 

How does it work? 

-Hur skapas och överförs kommunikationerna? Finns det en uppföljningsprocess på 

kommunikationen från avdelningen till medarbetarna och till kunderna? 

Betydelse: Skapar din avdelning och skickar meddelandena till kontoren, så att 

medarbetarna sedan kan skicka meddelanden till hyresgästerna? Eller skapar 

kontoren sina egna meddelanden och innehåll? Producerar du olika innehåll för de 

olika städerna? Hur fungerar det? 

 

 

18) Who is in charge of the daily communication with our tenants? Who carries out these 

communications? Meaning: Distinction between who is in charge and who does the 

communicational work 

-Vem ansvarar för den dagliga kommunikationen med våra hyresgäster? Vem utför 

denna kommunikation? Jag menar: Skillnad mellan vem som är ansvarig och vem gör 

det kommunikationsarbete 
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19) How does your department keep a flow of information/communication between 

departments at different levels (if it does at all)? 

-Hur håller din avdelning ett flöde av information / kommunikation mellan 

avdelningar på olika nivåer (om det ens gör det alls). 

 

20) How do you keep yourself informed about what happens at the lowest level or the 

organization (Flogsta, Uppsala). To what extent are you involved with what happens 

at that level? Connected to: Do you have any contact with our tenants / clients? 

-Hur håller du dig informerad om vad som händer på lägsta nivå eller organisationen 

(Flogsta, Uppsala). I vilken utsträckning är du involverad i vad som händer på den 

nivån? Ansluten till: Har du någon direkt kontakt med våra hyresgäster / kunder? 

 

21) How would you evaluate our external communications? Do you think we are good at 

reaching our clients? At keeping them informed about what we do and what happens 

in Heimstaden? 

-Hur skulle du utvärdera vår externa kommunikation? Tror du att vi är bra på att nå 

våra kunder? Att hålla dem informerade om vad vi gör och vad händer i Heimstaden? 

 

22) There is an identified lack of communicational skills among employees who also lack 

resources to communicate on an optimal level. Do you often provide assistance to co-

workers who need help on communicating with Heimstaden’s tenants? (Documents 

intranet, co-workers do not know about them. Have you advertised these documents?) 

-Det finns en identifierad brist på kommunikationsförmåga bland anställda som 

saknar resurser för att kommunicera på en optimal nivå. Ger du ofta hjälp till 

medarbetare som behöver hjälp med att kommunicera med Heimstads hyresgäster? 

(Documents intranet, medarbetare vet inte om dem. Har du annonserat dessa 

dokument?) 
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Reputation questions 

 

23) How do you consider Heimstaden current reputation? 

-Vad anser du om Heimstaden nuvarande rykte? 

 

24) During my time working for Heimstaden in Uppsala, I have noticed some negative issues 

regarding the company’s reputation. Repeated complaints from the tenants, 

vandalization to the office, coverage in the local press and critiques from 

Hyresgästföreningen and Studentkår, accusations of sending bluff invoices, Facebook 

group (Explain this to her). All this lead us to think that Heimstaden does not have a 

good reputation in Flogsta. Did you know about this? 

-Under min tid som jag arbetat för Heimstaden i Uppsala har jag märkt några 

negativa problem för företagets rykte. Upprepade klagomål från hyresgästerna, 

vandalisering av kontoret, täckning i lokalpressen och kritik från 

Hyresgästföreningen och Studentkåren, anklagelser för att skicka bluffakturor, 

Facebook-grupp (förklara detta för henne). Allt detta får oss att tro att Heimstaden 

inte har ett gott rykte i Flogsta.Visste du om det här? 

 

25) To what extent is a priority / important to improve our reputation in Flogsta? How do you 

think we can do it? How can we do better? 

-I vilken utsträckning är det en prioritet / viktig att förbättra vårt rykte i Flogsta? Hur 

tror du att vi kan göra det? Hur kan vi göra det bättre? 

 

26) Biggest challenges for Heimstaden / Heimstaden Uppsala? 

-Största utmaningar för Heimstaden / Heimstaden Uppsala? 
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Apendix 3: Interview guide for local-level managers. (Förvaltare & Biträdande 

Förvaltare) 

 

1) How are you involved in the communication strategies of Heimstaden? Do they send you 

information for you to distribute around us? Do they tell you how you must do it, or 

the things they expect from us on communication? Is it even a big topic or 

requirement that they have for you as local manager? 

-Hur är du involverad i kommunikationsstrategierna för Heimstaden? Skicka de dig 

information för att du ska kunna distribuera runt oss? Berätta de för dig hur du måste 

göra det, eller de saker de förväntar oss av kommunikationen? Är det till och med ett 

stort ämne eller krav som de har för dig som lokal chef? 

2) What is it so difficult about working / communicating with students? Difficult to reach? 

They do not care?  

-Vad är det så svårt att arbeta / kommunicera med eleverna? Svårt att nå? De bryr 

sig inte? 

3) Do you think is worth to put more time and effort on them, to do more things with them? 

Events, activities, etc? Or they won´t care? Will it pay off? 

-Tror du att det är värt att lägga mer tid och ansträngning på dem, att göra fler saker 

med dem? Händelser, aktiviteter mm? Eller har de inte bryr sig? 

4) When it comes to these new efforts, come up with new ways of connecting, do you 

collaborate with the communications department? Would you like more assistance? 

Do you feel like maybe we are left alone? 

-Vad är ditt förhållande till marknadsförings- och kommunikationsavdelningen, 

samarbetar du med dem? På vilka sätt? Får du någonsin hjälp / stöd från dem när det 

gäller att kommunicera? 

5) Do you think we have everything we need to do a better job at reaching our tenants? Do 

we lack something? Skills that would require assistance?. 
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-Tror du att vi har allt vi behöver för att göra ett bättre jobb när vi når våra 

hyresgäster? Saknar vi något? Färdigheter som skulle behöva hjälp? 

6) I’m going to ask you about the intranet. Do you use it? Have you ever seen the templates 

there? Is it useful? Easy to use? 

-Jag kommer att fråga dig om intranätet. Använder du det? Har du någonsin sett 

mallarna som finns där? Är det användbart? Lätt att använda? 

7) When it comes to all the information that is available in the Intranet, who do you think has 

the responsibility? Us at the local-level have the responsibility to find and read them? 

Or should we be informed about them and instructed to follow these documents? 

Maybe the management should push it on us? 

-När det gäller all information som finns tillgänglig på intranätet, vem tror du har 

ansvaret? Vi på lokal nivå har ansvaret att hitta och läsa den informationen? Eller 

ska vi informeras av ledningen om dem och instrueras att följa dessa dokument? 

Kanske bör ledningen ge oss lite press på det? 

8) Time allocation: As a changing company, there is a lot of new things coming all the time: 

Routines, rules, products, Kontek, Winningtemp... How do you deal with it? Is it too 

much information? What do you prioritize? Old vs new? 

-Tidsfördelning: När ett företag går igenom förändringsprocessen finns det många 

nya saker som kommer hela tiden: Rutiner, regler, produkter, Kontek, Winningtemp… 

Hur hanterar du det? Är det för mycket information? Vad prioriterar du? Gamla vs 

nya? 

9) This company was not driven by or did not follow the same values as it follows now when 

you started working here. Has someone transmitted them to you? How did they 

introduce them to you? 

-Detta företag drivs inte av eller följde inte samma principer som det följer nu när du 

började arbeta här. Har någon överfört dem till dig? Hur presenterade de dem för 

dig? 
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10) How do you think our tenants see Heimstaden? Do you think they know and understand 

the company values and identity (What the company stands for)? 

-Hur tror du att våra hyresgäster ser Heimstaden? Tror du att de känner till och 

förstår företagets värderingar och identitet (vad företaget står för)? 

11) Heimstaden is a changing company: There is a lot going on regarding Heimstaden’s 

employee branding, customer experience, etc. Do you experience this from your 

position? What’s your opinion on it? 

-Heimstaden är ett företag under en förändringsprocess: Det handlar mycket om 

Heimstaden’s employee branding, kundupplevelse etc. Upplever du detta från din 

arbetsroll? Vad är din åsikt om det? 

 

Apendix 4: Interview guide for local-level employees. 

 

1) Did you get an introduction to Heimstaden’s identity and values when you started working 

here? Has someone transmitted them to you? 

-Fick du en introduktion till Heimstadens identitet och värderingar när du började 

arbeta här? Har någon överfört dem till dig? 
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Apendix 5: Customer Satisfaction Index (N.K.I.) 2019 

 

1) 
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2) 
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3)

 

 

 

 

 


	Abstract
	Acknowledgements
	Table of Contents
	Table of figures
	1) Introduction
	1.1) Research Questions
	1.2) Relevance and contribution to the field

	2) Background
	2.1) Introduction to Heimstaden
	2.2) Heimstaden’s communications
	2.3) Heimstaden as a changing company
	2.3.1) Heimstaden’s formal identity

	2.4) Difficulties in the studied area

	3) Previous Research
	3.1) Strategic communication studies
	3.1.1) Managerial perspective
	3.1.2) Employees’ perspective

	3.2) Strategic communication and organizational identity studies
	3.3) The research gap

	4) Theoretical Framework
	4.1) The concept of strategic communication
	4.2) Communication: One – way and two – way model
	4.3) Strategy: managerial perspective vs alternative approaches
	4.4) Organizational Identity
	4.5) Summary

	5) Methodology
	5.1) Operationalization of the purpose
	5.2) The abductive approach
	5.3) Ethnographic research
	5.3.1) Participant observation
	5.3.2) In-depth interviews
	5.3.3) Document analysis: The intranet

	5.6) Research as an employee
	5.6.1) Challenges
	5.6.2) Benefits


	6) Presentation and analysis of results
	6.2.5) Awareness and reputation
	6.2.6) To be perceived as one
	6.2.7) Communicate the possibilities

	7) Concluding discussion
	Appendix
	Original version:
	English translation:
	Internal values / Identity questions
	Reputation questions


