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Abstract

Today, in a world after COVID-19 the office needs to have a different meaning for employees, the
office has to compete with the comfort and flexibility of working from home. Therefore this thesis
paper researched the topic of how the interior of an office can be used to signal different things to
employees. Signals are something that we humans both use and receive all day to communicate
something without using words to do this. They are also used by companies to attract and share
different things with both existing and potential employees. The theory that explains how signals
are used is called the signaling theory and the signaling timeline model is the specific framework
used. When a person goes on a job interview they will show (signal) how right they are for this job,
this in regards to the way they dress, act, and how the resume looks. In regards to the timeline
model, it is a way to explain how a signal “travels” from the signaler to the receiver and then
feedback returns to the signaler. For this thesis, and the signing timeline, the concept of design has
been used as the signal and employer brand and brand credibility in the form of the feedback. The

signaler has been the company and the receiver the employees.

With this in mind two research questions were developed, how do companies work with signals
when designing their offices? and are the signals sent by a company as those received by
employees? To answer the questions, semi-structured interviews and observations were conducted
with two different companies in different countries. In order to cover both questions interviews

were held with both facility managers (or equivalent) and employees.

The interviews and observations gave us a result proving that there are many signals that a company
sends out to employees, some intentional and some unintentional. Companies signal more with a
holistic view while an employee sees more in the details. There were five signals found, team, calm
and environmentally friendly that the company tried to send. Employees did not perceive the
environmentally friendly but found considerate to private matters and utility to be two other
important ones. Another interesting finding was that one of the companies interviewed had decided
to have their new office small in order to come back to their roots and to work with their brand
image.

Keywords: Signaling theory, design, employer brand, brand credibility



Sammanfattning

Idag, i en vérld efter COVID-19, maste kontoret ha en annan betydelse for de anstéllda, kontoret
méste konkurrera med bekvamligheten och flexibiliteten med att arbeta hemifran. Déarfor har detta
examensarbete undersokt hur interioren pa ett kontor kan anvindas for att signalera olika saker till
anstéllda. Signaler dr ndgot som vi ménniskor bade skickar och tar emot hela dagarna for att
kommunicera ndgot utan att anvidnda ord. De anvédnds ocksa av fOretag for att attrahera och
kommunicera olika saker med bade befintliga och potentiella medarbetare. Den teori som forklarar
hur signaler anvinds kallas for ”signaling theory” och “signaling timeline model” &r det specifika
ramverk som anvéinds. Nar en person gér pa en anstillningsintervju kommer de att visa (signalera)
hur rétt de ar for det hér jobbet, detta med avseende pa hur de klér sig, agerar och hur CV:t ser ut.
Nir det géller “timeline model” &r det ett sétt att forklara hur en signal "fardas" frén signalisten till
mottagaren och sedan aterkopplas till signalisten. I den hér uppsatsen, och i ”signaling timeline”,
har begreppet “design” anvénts som signal och ”employer branding” och “brand credibility” i form
av feedback. Aktoren som har skickat signalerna har varit foretaget och mottagarna till dessa ar

anstéllda.

Med detta i atanke utvecklades tva forskningsfragor, hur arbetar foretag med signaler ndr de
utformar sina kontor? och dr det samma signaler som skickas av ett foretag som tas emot av de
anstdllda? For att besvara frigorna genomfordes semistrukturerade intervjuer och observationer
med tva olika foretag i olika ldnder. For att fa svar pa bada frdgorna holls intervjuer med bade

”facility manager” (eller motsvarande) och anstéllda.

Intervjuerna och observationerna gav oss resultatet att det finns manga signaler som ett foretag
sander till sina anstéillda, vissa avsiktliga och andra oavsiktliga. Foretag signalerar med en mer
holistisk syn medan en anstilld ser mer i detaljerna, vilket pévisades i de fem signalerna som
hittades. Foretagen forsokte skicka tre signaler: “team”, ”calm” and “environmentally friendly”
samtidigt som de anstillda inte uppfattade “environmentally friendly” men istillet tyckte att
“considerate to private matters” och “utility” var tvd signaler som skickas. En annan intressant

upptéckt var att ett av de intervjuade foretagen hade bestdmt sig for att ha sitt nya kontor litet for

att komma tillbaka till sina rétter och arbeta med sin varumérkesimage.
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1. Introduction

This chapter will be an introduction to the thesis topic. First, there is a background explaining what the
thesis will be about. Here the theory and key concepts, signaling theory, design, brand credibility, and
employer branding, will be introduced. There will also be a brief section about the effect COVID-19 has
had on offices and expected changes. After this, a problem discussion will be following where we dive
deeper into what is mentioned in the background. Third, the overall purpose, an overview of the thesis will

be provided, and some delimitations that were made.

1.1.  Background

Companies are always working towards being attractive employers to existing and potential
employees, this is often done with the help of different signals. Maybe signals are not only the
company name and brand but also the interior and design of the office. When a person goes on a
job interview they will show how right they are for this job, this in regards to the way they dress,
act, and how the resume looks (Spence, 1973). This is done to send out the signals that you are the
one that the company is looking for. Even if we humans today use a lot of signals while
communicating we did not come up with it on our own, it was first seen in the animal kingdom
(Dunham et al., 2011). Male animals often have a lot of colors on their feathers to attract females,
they also use different colors and objects to show that they are strong in case predators are coming

too close.

As mentioned signals are not only used by individuals and animals, today many companies use
signals to communicate for example the company values (Vaziri et al., 2023). The concept of using
signals to communicate is studied by signaling theory and has been around for a long time. When
a person uses physical or behavioral habits so much in their life that it influences others to be
similar it is called personal signaling (Dunham et al., 2011). This way of transferring habits is
often very productive since the receiver often does not actively pick up on the habits, it is done
more unconsciously. One company that has been working a lot with this kind of signaling theory,

for the purpose of recognition, is Apple. Throughout the years, they have changed the look of their



headphones many times, but the white color has always been the same shade. As the world
becomes more and more global, companies get more competitors meaning they will need to look
appealing to customers, therefore many work with signals for their brand credibility (Bairada et
al., 2021). Companies can also use signals to attract new or current employees. For example, more
and more companies are using corporate social responsibility (CSR) for their employer brand as a
signal to increase the attractiveness factor (Carlini et al., 2019). Meanwhile, many scholars are
talking about the importance of the companies recruiting process on social media to signal to
potential employees what the companies have to offer (Carpentier et al., 2019). According to
Keppeler and Papenful3 (2020), it is important for companies to be early on their persuasive signals

in the recruitment process so they do not lose the interest of possible future employees.

While companies work with CSR and other signals that they send out to employees, some
researchers, such as Hensher et al. (2023) and Cooke et al. (2022) both suggest that working life
as we know it has changed permanently since the outbreak of COVID-19. Before the outbreak
people would commute to the office every day, however, the pandemic forced people into their
homes and many seemed to like it there (Hensher et al., 2023). Employees seem to enjoy the
freedom of working from home and the spontaneity that it allows, and can therefore not see
themselves going back full-time to an office. Cooke et al., (2022) studied offices in the United
Kingdom (UK) and saw that many of them have shifted to a hybrid strategy where they can choose
where to work. Many companies have also switched to shared offices, resulting in lower costs.
Working remotely does however seem to have some negative effects as well, it seems like ” on-
site work™ sparks creativity, and meeting other co-workers during the day increases mental health
(Birimoglu Okuyan & Begen, 2021). These two factors make many companies lobby for a full-
time return to the office. Because people liked working from home companies now have to
compete with this and make the office a better place to work at than staying at home. Maybe having
an attractive office space with an interior that makes employees feel welcome will make this

transition back easier.

To summarize, people today send out signals showing who they are to a company. A company
sends out signals to potential and existing employees with the help of for example CSR and their

products to create brand credibility to make a name for themselves. These signals can be sent out



in many different ways and they can have a big impact on and for the company. If a company is
known for good CSR it might be looked upon as a good and caring employer, meaning they have
a working employer brand. Could the interior/design at a company have the same effect, could the
layout of the office be something that makes the company more attractive for the employees and
potential employees. Therefore this thesis aims to figure out if and how a company actively uses
the interior of the offices to signal who they are, the thesis will also look at COVID-19 to see if
this has made any long-standing effects on how an office is laid out and portrayed for their

stakeholders.

1.2. Problem Discussion

Previous research has focused mainly on how the company as a whole and its products affect its
different stakeholders but lacks to look at the office interior and design. Sweeney and Swait (2008)
researched how brand credibility affected customer loyalty for a service company. They took their
standing point in the fact that it is a lot more expensive for companies to acquire new customers
than to keep existing ones. The study then conducted research on what had an effect on the
company’s credibility, finding out that word-of-mouth has one of the biggest effects. Customers
who are satisfied with a brand and spread this through word-of-mouth is what will help a company
the most, it will seem sincere and honest and therefore will attract other customers to the company.
Another study made by Vieira et al., (2021) looked at the relationship between customers'
perceived quality of the product and their intentions to repurchase. The authors found that there is
a strong positive correlation between the quality of the product and customer satisfaction, in turn
leading to positive brand credibility. Both of these studies and many more look at how companies
work with signals such as products, CSR or brand credibility but lack the input of how design and
design plays a role. There is also a lot of research conducted on how customers perceive a company
but there is information missing on how potential and existing employees might perceive the
company and how this could impact the company. Thus, this thesis will focus on the potential or
existing employees and fill that gap, this based on the fact that it is a concept that reoccurs when

looking at signals and it fits into what the thesis is investigating.

As mentioned in 1.1 many companies use signals to communicate. Signaling theory is a theory

that facilitates the description of the behavior that exists when two parties possess or have access



to dissimilar information; this theory can be applied to individuals as well as organizations
(Connelly et al., 2011). To present this theory in an understandable way, Spence (1973) used the
description of the labor market in order to explain education's signaling role. Potential employers
know little or nothing about the quality of job candidates. As a result, applicants obtain education
in order to transmit signals about their abilities and lessen information asymmetry. This is a solid
signal since other applicants with lower quality are unlikely to achieve the criteria of higher
education. This interpretation of signaling theory can be reversed to reflect our thesis. The
companies work with signals as they try to signal different things to their potential and existing
employees, to reduce the information asymmetry between them. We will investigate if the design
of the office works as a signal to attract potential and existing employees to choose their company.
There is a large gap in the literature when it comes to studying office design/interior as a signal

and this gap is something this thesis will attempt to fill.

While researching the subject of what an office signals, the brand credibility concept is something
that comes up often. This phenomenon plays an important role for companies to convey to their
employees to know what and who they are as a company. Therefore it should also be discussed
when it comes to the company's choice behind the physical office decisions (Erdem & Swait 1998).
According to Erdem & Swait (2004), brand credibility is defined as something that refers to the
information about a product s stance that is implanted in a brand and depends on consumers’ views
of the brand’s willingness and ability to consistently execute its promises. There are two main
components when it comes to brand credibility and that is trustworthiness and expertise,
trustworthiness means that companies are willing to deliver what they have promised. Expertise is

based on a company's ability to actually do what they have promised (Baek et al., 2010).

Another concept that needs to be introduced in order to understand a company's full brand is the
employer brand. This concept refers to the reputation a company has as a workplace, and how the
values and environment are perceived (workable, n.d). Everything that a company does in order
to promote its identity as an employer does therefore affect the brand, whether the action is done
intentionally or not (workable, n.d). Luki¢-Nikoli¢ and Lazarevi¢ (2022) write in their study that
each and every different generation has different needs, motivators, desires, and attitudes. To be

an attractive employer a company needs to make sure that they are appealing to the employees that



are both already working within the company and those who are potential ones. Therefore
companies need to think about what they are sending out in order to attract the employees that they

desire.

We have now presented one theory, signaling theory, and two main concepts, brand credibility,
and employer branding, that will be used in this thesis. Signaling is the main way that companies
use to communicate to their potential and existing employees. These signals can, if communicated
correctly, create brand credibility for the company, and have a positive impact on the employer
brand. In the following chapter “Literature Review” these three topics will be further explained
and a third concept, design, will be introduced. This third concept will play an important role in
the following chapters to see how signals are sent through the interior/design of the office to create

brand credibility and an effective employee brand.

1.3.  Overall Purpose

The research purpose for this thesis is to look at a company and understand if they place any
specific meaning to how they develop their offices. If they consider some features (signals) in
order to attract a specific group of employees or if this is mainly done through the company
branding. The research will be looking at two companies in four different countries and establish
if there are any signals provided through the interior. To solve this problem and define the overall

purpose two research questions have been formed:

RQ1: How do companies work with signals when designing their offices?

RQ2: Are the signals sent by a company the same as those received by employees?



1.4. Delimitation

In order to prevent the thesis from becoming overly comprehensive, several delimitations have
been implemented to ensure it is manageable and to successfully achieve the thesis objectives. As
mentioned earlier, this thesis will look at how companies work with office design as signals and
how the employees and potential employees are receiving these signals. In addition, the thesis has
chosen to only look at companies that work with B2B, to avoid that the thesis goes towards how
customers perceive the company, which is a risk if B2C companies are included. This will allow
the thesis to enlighten an under-studied area of how employees receive the company's signals.
Furthermore, the thesis will not include the financial aspect of the company's work on and with

the signal, as companies are often reluctant to share their financial data.

1.5. Overview

This thesis will have a traditional outline, starting with the background as above. This will be
followed by chapter two, the literature review, which will dive even further into the different
theories and concepts that were introduced in chapter one. Chapter three will consist of an in-depth
explanation of how the thesis has been constructed and the data collected, also how the collection
went, how the selection was made, and finally explanations as to why all these choices were the
right ones. In chapter four the data collected will be introduced and portrayed, and we will give
you as a reader all the important knowledge needed to understand the results. The analysis and
discussion of the data will then finally be discussed in chapter five, where further possible research
and our conclusions will be discussed in chapter six. In chapter seven there will be a list of all the

resources used.



2. Literature review

In the following chapter the different important keywords and elements will be further introduced,
to understand the result that is to come in later chapters. The chapter will start with a deeper
understanding of signaling theory, followed by the three concepts that are going to be vital for this
thesis: design, employer branding, and brand credibility. The aim of reading this chapter is to
know what signaling theory is, how a signal can be portrayed in different ways, and what it can

mean for a company.

2.1.  Signaling theory

The perceptions of individuals within and outside an organization could be influenced by the
appearance of the office, which this thesis is going to look closer at with the help of signaling
theory (Spence, 1974; Rynes & Barber, 1990). According to Spence (2002), the primary focus of
signaling theory is to decrease the existence of information asymmetry between two parties. So,
the theory proposes that in the absence of complete information people will rely on available
signals to reduce information asymmetry (Connelly et al., 2011). In the context of human resource
management, signaling theory has frequently been used to address why individuals are attracted

to specific organizations (Ehrhart & Ziegert, 2005).

Many researchers have touched upon and researched the topic of signaling theory, however, they
all seem to go back to an older definition of what it is. This is the definition by Spence made in
1973, therefore this is the definition that also will be used in this thesis. Even the source from 2011
by Connelly et al. Is a little older, however, this is also an approach researchers have somewhat
adapted over the years but see as this original model to fit this research the best that is the one that
will be used. Spence (1973) started to dig deeper into the world of information economy, also
called signaling theory, and came up with a hypothetical example of how signaling can influence
employment in the job market. Many scholars have continued using signaling theory in different
ways, this has made the main point of the theory a little fuzzy, especially in regard to organizational

concerns (Connelly et al., 2011). To utilize this theory effectively and enable optimal outcomes in



the thesis, the approach taken by Connelly et al. (2011) regarding signaling theory will be used.
They focus on the primary elements of signaling theory in a timeline form as shown in Figure 1,
where the timeline is seen as the signaling environment which includes the signaler, signal,

receiver, and feedback.

t=0 t=1 t=2 t=3
SIGNALER SIGNAL is sent to RECEIVER observes FEEDBACK is sent
(person, product, or firm) receiver and interprets signal. to signaler
has underlying quality Receiver chooses

person, product, or firm.

N— S
—

Signaling Environment

Figure 2-1 Signaling timeline

Source: Connelly et al., 2011, p.44

The signaler and the receiver are the primary actors along with the signal of course. The feedback
aspect will also be a part of this thesis since the possibility of interviewing the receivers, this thesis
will be able to retrieve potential feedback data. So what will be used in this thesis is the signaler,
the signal, the receiver, and the feedback as mentioned before (Connelly et al., 2011), where the
signaler in this case will be the company and the receiver will be the employees. To get a better
understanding of how this thesis will utilize the signaling theory with the help of the timeline

model, it is necessary to dive deeper into the four elements.

Signaler

In this thesis the signaler will play an important part to be able to come close to an answer to the
research questions. In previous studies, where scholars have used signaling theory they have had
different representatives for the signaler role. Ehrhart & Zeigert (2005) had recruiters as signalers,
other scholars had entrepreneurs, activist funds, and products (Bafera & Kleinert, 2022; Vasudeva
et al., 2018; Kirmani & Rao, 2000) to name a few. However, when it comes to business economy

and management literature, a signaler is typically an individual, product, or a company (Connelly



et al., 2011). In this thesis, the company will be referred to as the signaler, although it could be
argued that the interior of the office could have been the signaler instead as both reflect a
significant role in the thesis. However, the decision was made that the company was more
appropriate as the signaler to find a deeper understanding of how the company works with interior
design to attract employees. As this thesis will seek answers to the questions “How do companies
work with signals when designing their offices?” and “Are the same signals sent by a company
received by employees?” The core of signaling theory is that signalers, which in this case is the
company's management team, possess information that is not available to someone that is not
sitting in the same position (Spence, 1973). More details on employer branding will be found in

Chapter 2.3.

Signal

In the context of signaling, the costs incurred by the signaler may extend beyond monetary
expenditures and may also include non-monetary costs. The signaler must always weigh the
benefits before taking action (Connelly et al., 2011). For instance, suppose a company (the
signaler) desires to enhance its employer branding by upgrading its outdated workspace to a more
modern one; in that case, this process would be both time-consuming and expensive (Voordt &
Jensen, 2018). Nevertheless, the workspace transformation could potentially allure potential
employees (Maier et al., 2022). In this scenario, the company might perceive the change as an

advantage, despite having to pay the cost, in both time and money.

Previous studies that have explored signals sent by companies to stakeholders have been studying
different types of signals. A study conducted by Su et al. (2014) among other scholars studied how
companies work with CSR as a signal. Maier et al in their study from 2022 studied how creative
workspace could be seen as a signal to people outside the office. Apart from the studies mentioned,
there have been several studies that have studied how companies work with signals and with
different types of signals. However, to our knowledge, no previous study has looked at an office
interior and the office as a whole as a type of signal. Therefore, our goal will be to fill this gap that
exists, by looking at the office interior and the office as a signal, more about the signal will be

covered in Chapter 2.2.



Receiver

In the timeline model proposed by Connelly et al. (2011), the third element is the receiver, which
is perceived as an outsider in the context of signaling theory. Specifically, for this thesis, the
receiver is represented by current and prospective employees who lack information possessed by
the signaler, the company. Despite this asymmetry of information that exists, the receiver desires
to obtain it. To ensure that a signal is worth it, the signaler expects a return from the receiver, such
as the choice of a prospective employee to work for the company instead of another company. It
is crucial that the receiver can benefit by utilizing the information gathered from these signals,

while the signaler expects some form of give and take according to Connelly et al., (2011).

As mentioned earlier, this thesis will focus on seeing what companies are signaling or trying to
signal to their employees and potential employees, with the design of the office. In this specific
scenario, the potential and existing employee is therefore considered to be the receiver of the signal
and will be researched when discussing how the signals get interpreted. Therefore potential and

existing employees will be conducted as the receiver(s) in the signaling theory timeline.

Feedback

In the context of organizational signaling theory, a growing number of scholars have recognized
the significance of receiver feedback in assessing the effectiveness of signals sent by signalers
(Connelly et al., 2011). The feedback provided by receivers serves as a critical mechanism for
signalers to gauge the success of their signaling efforts (Gupta et al. 1999). Taj (2016) also
confirms that the feedback component of signaling theory is crucial for achieving success, as
evidenced by the company's ability to generate high employee satisfaction and motivation. The
feedback for this thesis is how the company is perceived by the target market, new and existing

employees, and if the feedback reflects the company's employer brand and brand credibility.

2.2. Design

When planning an office there are many different aspects that need to be considered, in order to

signal the right things to employees and therefore become an attractive employer. Maier et al.,

10



(2022) found four main categories of effect in regard to the physical environment in an office:
social, mental and physical health, work performance and organizational culture. All of these can
if operated correctly help employees improve their work performance and overall attitude toward
the company. Eismann et al., (2021) established that the workplace can have big effects on the
communication and collaboration between employees. Bjornstad, Patil, and Raannaas (2016)
instead did their research on the mental and physical health environment, where results showed
that green and natural elements will bring a calming effect on the staff. It was also shown that this
will reduce sickness absence for many because they feel more at peace while working. Natural
elements in the office can consist of windows that open up to daylight, trees, and nature but also
plants and flowers inside the office in pots. Shibata and Suzuki (2004) also found that plants and
natural elements will help with productivity and creative performance in a workplace. They
realized that a plant can make people less tense and therefore be less receptive to distractions and
stress. Thoring, Mueller, and Badke-Schaub (2019) observed through their study that a company's
workspace is an expression of the innovation culture, therefore this can foster cultural changes and

be used for motivation and attraction towards potential and existing employees.

Hameed and Amjad (2009) described an office design as an arrangement that allows work to be
performed in the best possible way, it is the collaboration between place and tools in an office
environment that creates comfort, efficiency, workflow, effectiveness, productivity, and
engagement. The authors continued by saying that the space has a big effect on the communication
and interaction between employees. Kamaruzzaman and Zawawi (2010) wrote about how
important the color scheme is, and the effects different colors have on people's minds. Depending
on how colors are used they, therefore, have an important role in employees' well-being and what

feeling they associate with the office and therefore the company as a whole.

Maier et al. found in their study from 2022 that having an office with many different layouts and
areas will help manage the employee's needs in different situations. They found that an area with
couches and pillows creates a home-like feeling and therefore will reduce stress and improve their
well-being. A good place to hang out with colleagues, a café or lounge for example, can improve
well-being and the feeling of belonging while taking a mental break. Similarly, McElroy and

Morrow (2010) realized that a person who moved from a cubicle to an open office layout shifted

11



their perception of the company from formal and bureaucratic to more welcoming and open-
minded. Maier et al. (2022) set their opinion on the matter of a creative workplace very clearly, a
space that incorporates unique and design elements into their offices will also inspire employees
to become more creative. The employee will also feel like the company values them and this will
create a signal to outsiders that this company cares about their employees and lets them be creative
as well as innovative, they grow together. Brennan, Chugh, and Kline (2002), among some authors,
wrote in their article that low privacy and an open environment can cause an environment with
loud noises and things happening in the periphery that they cannot ignore and therefore

productivity will be lowered.

Eismann et al. (2021) investigated how different office layouts would affect the work and
atmosphere at the company. They found that desk-sharing would lead to much more unofficial
communication between employees. When discussing things openly without making an
appointment or drafting an email, people would ask more for help and therefore come up with
more creative solutions together. Spontaneous communication can however also lead to some
miscommunication and the risk of one or more parties forgetting that they have committed to
something increases, so, therefore, the authors found it very important for employees to understand
these risks and make sure to write things down as well. Desk-sharing does also improve
transparency in the company, this makes lower-level employees feel like they are part of the whole

picture and therefore are more motivated to feel like they will succeed as the company succeeds.

All of the papers mentioned have something in common, they try to understand what effect
different objects and components have on the office. The authors have conducted studies to figure
out what is best: an open office layout and individual offices, they have tried to see what colors
can do and how plants and colors can play an important role. These researches have all been
focused on one aspect of the design; e.g. the layout, colors, or light in the office, where this thesis
is to look at the office as a whole and see all the different signs that a company sends out instead
of looking at one specific. Previously mentioned studies mainly focus on what the signal is while
this thesis will try to also see how and if the signal is perceived by the employees and if these
signals help with the employer brand and brand credibility. As previously mentioned the signaling

timeline refers to a signaler, in this case the company who sends out a signal, the design. The
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signaler (company) then needs to think about these different elements discussed above in order to
send the right message with the interior. E.g. if they want to signal a home-like feeling they should
use couches and pillows, this could then lead to a positive emotion towards the company which
can enhance the employer brand and brand credibility, further explanation on this can be found in

the following two chapters.

2.3.  Employer branding

Luki¢-Nikoli¢ and Lazarevi¢ (2022) refer to the working place as a "place that provides meaning
and purpose, a sense of fulfilment, pride, satisfaction and happiness” (p.203) rather than a place
where people just come every day to work and earn money. In order for the company to attract top
talent and become this meaningful place, employer branding has become increasingly important
(Sarabdeen et al., 2023). Loyd (2022) described employer branding as a way for companies to
send a message, with the help of signals, to current and potential employees that this is a good
place to work. According to Sarabdeen et al. (2023), employer branding has gone from a low-
prioritized strategy into a must-have strategy in today’s society. Sarabdeen et al. (2023) found in
their study that a good reputation, innovative products, and services, and financial and market
success are important factors when building an employer brand. Luki¢-Nikoli¢, and Lazarevié¢
(2022) say that a strong employer brand leads not only to attracting potential employees but keeps
their existing employees satisfied. Satisfied employees will stay committed and loyal to the
company, they might even spend their entire work life in this one place. Having loyal and
committed employees will also attract new talent to the company since the employee will advocate
for the company and work as a brand ambassador while talking to friends and family. When
understanding and applying the concept of employer branding correctly the company can attract

the best possible talent while keeping their existing and achieving the company goals (ibid).

Today, reputations travel very fast and it is a lot more than word of mouth that can affect the
company's reputation (forbes, 2014). Dabija, Benjan, and Puscas (2020) found that many
employees will look online for reviews and comments on the company before accepting or
applying for a job there. This means that negative reviews from a stranger can have a negative
effect on the company as a workplace. Today basic ethical principles, social responsibility, and

how the company deals with environmental problems is valued highly, sometimes higher than the
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quality of the product, therefore these are important concepts for a company to work with
proactively. Knowing the key characteristics and traits that employees today value highly is very
important for a company to know what they should include in their value proposition and build a

desirable employer brand.

The concept of employer branding is as mentioned above how a company is perceived as an
employer by people both inside and outside a company. A company can send signals to
communicate how they are and how they treat their employees. If the company successfully can
signal what they want with the interior and design of the office the employees will understand how
they are valued and feel in a profitable way for the company. If the employees work with the
company values and have common goals this will be shown in their attitude towards the company
and therefore talk positively about the company and the employer brand will be improved. Having
a positive employer brand can also help the company be attractive outward and help build its brand

credibility.

2.4. Brand credibility

A customer's options on brand when buying a product has increased a lot in the past decade,
meaning that it is only more important to have a strong brand that a consumer trusts (Keller, 1998).
It is now more than ever important to build a strong relationship between the customer and the
brand, relationships such as unspoken agreements are often formed where the customer stays loyal
in exchange for rewards and satisfaction. Credibility has two main components, expertise and
trustworthiness, so to build brand credibility these two components need to be highly prioritized
(Erdem et al, 2006). Sweeney and Swait (2008) suggests that brand credibility can be the result of
effective communication between the consumer and the brand. Both Erdem and Swait (2004) and
Maathuis et al. (2004) established a positive relation between brand credibility and its influence
on consumer decision-making. In today’s digital world many people read a blog or reviews about
a product before purchasing it (Kim et al., 2022). According to Sagin (2021) approximately 89%
of todays’ millennials trust a recommendation from a friend or family rather than claims by the
brand themselves. Kim et al. (2022) proceed to discuss the big impact a blogpost or family

recommendation has on a person's trust in the product or company.
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Local and global competitiveness in different product and service markets have become normal in
today's world, because of the World Bank incentive towards a free global market by the rapid
communication and exchange (Ghorban & Tahernejad, 2012). Which has led to companies
fighting for keeping their customers/clients as well as attracting new customers. For companies to
have a chance to compete for their customers they need to work on the company's brand credibility,
which plays a major role in the customer's pre-purchase decision-making process (Erdem & Swait,
2004). In their study, Ghorban and Tahernejad (2012) revealed that brand credibility influences
customer attraction. Similarly, Jeng (2016) discovered that the credibility of airline brands leads

to an increase in consumer purchase of airline tickets.

To establish and maintain a trustworthy and reliable brand, companies employ various methods to
work with brand credibility. for example some companies work with keeping the product or service
high quality (Sallam, 2015), others work more with corporate social responsibility (Abu Zayyad
et al., 2021) and lastly some work with integrating transparent disclosure in their communication
practice (Hopp & Fisher, 2021) to be seen as credible for customers. As mentioned in the problem
discussion we authors have searched at many different databases and literature without any success
of finding anything about employees' perception of brand credibility. However, we chose to keep
the concept as it is important for answering the research questions and as it is a recurring concept

in previous studies that have studied signals.

15



| | |
SIGNALER SIGNAL RECEIVER FEEDBACK

the company the design potential new brand credibility
and interior of and existing employer brand
the office employees

. T il

Signaling environment

Figure 2-2 Signaling timline adapted
Adapted from: Connelly et al., 2011

To conclude the literature review chapter, have we chosen to describe it through our adapted
timeline model (Figure 2). The figure above contains the concepts that have been mentioned in
this chapter to demonstrate their importance in this thesis and how they are included to look at
signals. Signaling timeline model has different parts, first is the signaler who in this case is the
company; the signal which is the interior and the design of the office; receiver being the potential
and existing employees; lastly the feedback being how the outside world perceives the world
through brand credibility and employer brand. This is the signaling environment that will be

studied, to answer the research questions.
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3. Methodology

This chapter will include the purpose of research, the approach of the research, the strategy that
is chosen, how the data has been collected, how the sample was picked and lastly a discussion

about the quality of the thesis, through its authenticity and trustworthiness.

3.1. Research Purpose

Lind (2019) wrote that the way that a research question is formulated will determine what the
research purpose is and thereby also determine what the right strategy for the paper would be.
Saunders et. al. (2015) describes three different types of research purposes: descriptive,
explanatory, and exploratory studies. An exploratory study is best to use when the research is done
to provide the world with new insight and/or research the phenomena from a new point of view
(Lind, 2019). This type of study is often characterized by two questions: “what” or “how”, and
this way of thinking is often shown within the research questions and text itself (Saunders et al.
2015). An exploratory study is often done through three principal ways: literature search,
interviews with “experts” or focus group interviews. This method is particularly suited for this
thesis work, the aim has been to find out how signals are sent, to potential and existing employees,
from a company with the use of the interior of the office. This was conducted through mainly
interviews but also with the help of literature to understand phenomenons like signaling theory,
design, brand credibility, and employer branding. One of the main advantages of exploratory
research is that it is adaptable and flexible to change with the new information that appears
throughout the study, a study with a broad focus will then be narrowed down as the study goes on

(Saunder et al., 2012).

3.2.  Research Approach

Research can be divided into qualitative or quantitative studies depending on the aim (Lind 2019).
A qualitative study is often characterized by a hermeneutic approach, where the aim is to interpret

the situation or results. For this reason, the qualitative approach was best fitting for this thesis, the
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aim has been to find if companies intentionally work with signals, and if they are received by
employees like they are intended. When conducting research there are also two different
approaches to take: the deductive or inductive approach (Saunders et al. 2012). An inductive
approach will build a theory at the end of the research, it aims to make conclusions and to

understand the phenomenon better.

3.3. Research Strategy

As Saunders et al. (2012) put it, a strategy is a plan to achieve the goal, therefore the research
strategy is the pathway of how the research will be conducted. How the thesis will be planned out,
how data will be collected, and how it then will be approached. Yin (2018) explained that a case
study is a good choice when the question(s) aim to explain why or how a social phenomenon
operates. Eisenhardth and Graebner (2007) said that a case study is the right choice of method
when one wants to understand the context of the researched subject more closely. All something
that Saunders et al (2012) agree with, a case study is a good fit when researching a phenomenon
in its own context or within a real-life context. The authors continue to explain that a case study is
often a good way to get answers to questions like “why”, “what” and “how”. Yin (2009) also said
that a case study then fits best with explanatory and exploratory research. This all led us to
understand that a case study was the best possible choice to understand how the phenomenon

(signaling theory) is used within the company to attract employees (real-life context).

Yin (2009) explained the method of triangulation, this means that often different methods of data
collection is a good idea to create more trust in the results and to gain an even wider and fuller
understanding of the topic at hand. For this thesis triangulation was used by interviewing different
people in different positions in the company and then compared this data to what we as
interviewers observed when looking at pictures and videos of how the office looks and what the
theory says in the literature. Yin (2009) also explained that there are two different dimensions of
a case study: a single case versus multiple cases and a holistic case versus an embedded case.
During the research process, there have been two case studies conducted that had the same
approach just at four different offices, where we observed and looked if there were any differences
and similarities. A holistic view was conducted because the thesis was looking at the office as a

whole and not just a branch or part of the office.
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3.4. Data collection

There are six main approaches to use when collecting data for a case study: documentation,
archival records, interviews, direct observations, participant observations, and physical artifacts
(Yin, 2009). These approaches all have both negative and positive aspects, therefore they are often
used together to minimize the margin of error. Based on this the primary source for this thesis
became interviews and these was backed by direct observations in the office. Even though the
observation was done via pictures and videos, we argued that they are primary sources as the

videos and pictures were taken specifically for the purpose of this study.

For this study, the interviews were conducted in the form of semi-structured. A semi-structured
interview according to Saunders et al. (2012) is when the interviewer has a few themes and key
questions written down as a guide but will then let the interview be guided more by what the
interviewee talks about. This is the reason why this kind of interview method has been best for the
study, there were a few base questions that made a conversion going between us and the
interviewee. Since the study did not look for any specific signals the interview did not have to be
as strict, but it was instead interesting to see what the company and employees had to say about

the different signals and experiences.

The interviews were held on the online platform teams. The reason for this was that one of the
offices was located in Sweden, Denmark, and Spain, due to the distance being too far and the lack
of possibility for them to welcome us there. Because the interviews were held online the
observation was also in an online form, a little different depending on the company. For one of the
companies the observation was conducted simultaneously as the interview was held, where the
interviewee was showing us around the office. For the other three offices pictures of the office
were sent over to be analyzed afterward the interviews were conducted. The main risk of doing
observations like this is that the company has full control over what is observed and how much the
observer sees, material could also be older when sending pre-taken pictures (Saunders et al, 2012).
To avoid this problem as much as possible, different aspects of the pictures were asked to the
employee at the company to see if they were agreeing with how the layout looked. We also saw
what the company believed the pictures were spoken about while conducting the interview to see

what is placed there by convenience and what is planned to be a signal.
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3.5. Sample Selections

When conducting a case study on a specific company, it is crucial to keep in mind the importance
of selecting the appropriate individuals to interview (Yin, 2009). The respondents selected must
possess the relevant knowledge and information necessary to provide data that can effectively
answer the research questions and contribute to achieving the research purpose. According to
Marshall (1996), these individuals are commonly referred to as key informants, and they can hold
various positions within the company, ranging from regular employees to top managers in a
company. The objective of the thesis has been to investigate how a specific company utilizes office
interiors to attract existing employees and potential employees and how these signals are perceived
by the receiver(s). The study was conducted on four offices located in different countries, the
company names have been kept anonymous upon request from the companies because of client
confidentiality. In the thesis, the facility manager (or equivalent) was interviewed, since the facility
managers are knowledgeable about the signals the office design intends to convey. Then
employees were interviewed to answer how signals are received and how the office communicates
company values. In this thesis there are two different companies being researched, these two
companies have been chosen because of accessibility and within the right scope. Robinson (2013)
writes about the importance of selecting interviews with the right person, for this thesis scope that
was chosen is companies within the business-to-business (B2B) field. These companies also
mainly focus on making their offices attractive to employees and do not have to think as much
about how customers perceive the environment. The two companies chosen were chosen mainly

because of accessibility, these companies were quick to answer.

The two companies are working in two very different fields, one is in the gaming world and another
in the sphere of e-health solutions. That these companies work in different fields was something
that was not seen as a negative thing but instead, an opportunity to gain a wider perspective and
more knowledge about the field. In total, there were six interviews held with different
constellations of the company. For every office one of the interviews was with the facility manager
(or equivalent) these people then provided one or two employees that could be interviewed for the
second viewpoint. Eriksson-Zetterquist and Ahrne (2015) explained the snowball effect as a

method where one interviewee recommended the next one.
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Since this is a case study for business research, a sampling frame has not been necessary as it did
not fit to address the research questions for this thesis. Therefore, an alternative method has been
used to select the sample, known as non-probability sampling (Saunders et al., 2012). Self-
selection is a non-probability sampling technique that was utilized in this case, which enables us
as researchers to choose individuals from the population that are most suitable for the thesis (Yin,
2009). In this thesis, the facility managers were chosen to interview because they are the people

who hold the information necessary for how the company works with the interior.

3.6. Data Analysis

When it came to analyzing the collected data and then presenting it, we have chosen to use the
thematic analysis method. Thematic analysis serves as a systematic approach to recognize,
examine and present consistent patterns, in the form of themes, in the collected data (Braun &
Clarke, 2006). The authors Braun and Clarke (2006) continue mentioning that it goes beyond the
simple organization and provides comprehensive descriptions of the data, thoroughly capturing its
complexities. Since thematic analysis is based on putting the collected data into themes, it is
important to know what counts as a theme. Braun and Clarke (2006) emphasize in their article that
“A theme captures something important about the data in relation to the research question, and
represents some level of patterned response or meaning within the data set” (p.82). However they
write that because it is a qualitative analysis there is no right or wrong in the choice of themes,
what you choose to have as a theme does not have to be something that has been repeated
throughout the collected data, however, it is ideal if you choose a theme that occurs throughout the
data set. Therefore it is important according to Braun and Clarke (2006) that the researchers'

judgments are existing when choosing what a theme is.

To be more specific, this thesis has used inductive thematic analysis, which means that the themes
of the thesis are directly linked to the data collected solely for this purpose (Braun & Clarke, 2006).
The data in this thesis has been presented initially in five different themes, which does not reflect
the questions asked to the participants or this thesis research questions. However, we chose to
present it this way in the data collection chapter because it makes it easier for the reader and these
themes emerged naturally from the interviews and therefore we started coding the data in these

themes. Given that the five themes we chose to present the data with are not very representative
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of what this thesis is trying to answer. We chose to highlight keywords from each theme in bold
to show consistent patterns in the data set and also words that were considered significant (see
Table 2). Subsequently, five new subthemes (see Table 3) were created, these were identified as
the strongest signals that were sent by the company both intentional and unintentional. One thing
that was important to keep in mind when using the thematic approach, was that even if you divided
the data set into different themes, the data as a whole still needs to be analyzed. This is more than
often a recurring problem in previous studies that have utilized this approach according to Braun

and Clarke (20006).

3.7. Authenticity and Trustworthiness

Lind (2019) wrote in his book Vidgat vetande that for a qualitative study the two concepts one
should be concerned with are: authenticity and trustworthiness. If all of these concepts can be

proven to be taken into consideration and used while conducting a study it is one to believe in.

3.7.1.  Authenticity

The authenticity of a study is proven if the data collected and used is proven to be correct (Lind
2019). To ensure that the data collected are correct in this project the interviews have been held
just for this scenario and only primary sources have been used for the current state of the offices.
In regards to the secondary data about previous studies, the articles used have been focusing on
new ones that have been quoted by many and published by good journals. The interviews held
have been done individually so that the employees could not have been influenced by what the

facility coordinator and head of operation have said before.

3.7.2. Trustworthiness

Trustworthiness can according to Lind (2019) be proven in a study when there has been a
consistent system throughout the whole study. In this thesis, this has been done by having different
stages of the study, starting with chapter one and then working downwards. Trying to be done with
the first before moving on to make sure that any results do not affect the previous chapters, and
changing the directions that the thesis will take. During the interviews, the questions were also

written down beforehand, then recorded and transcribed to ensure that nothing would be left to
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memory or interpreted in the results. The research questions were also not provided to the
interviewees to ensure that they talk about everything without trying to make the answers fit the
questions that we aimed to answer. However, when it comes to interviewing two or more people
from the same company it is hard to know if they have had any interaction with each other before
the interviews. Hence, this thesis has been conducting observations of the two offices to ensure

that the data collected is not twisted for the company's own benefit.

4. Data collection

In this chapter the data that was collected will be put to words and summarized to be analyzed
and discussed in the following two chapters. This chapter will start with an explanation of the
observations made, they will cover the different aspects of the office that was shown in the pictures
and video. In the second part of the chapter, the interviews will be discussed and summarized

according to five different themes that came up during the coding of the transcripts.

The data collected is described in chronological order, starting with the observations that were
conducted either before or at the beginning of the interviews. Following our own explanations of
the observations are the interviews in the order of how the interviewees themself described the
office. While asked to describe the office they started with it as a whole and then dove deeper into
the different areas and these areas provided us with the sub-headings down below. In the end,
Table 2 will show the axial aspects that were brought up in the interviews and then Table 3 will

show the selective aspects in the five main signals that we have identified.
For each company, there were a few different people interviewed to provide a better understanding

and possibility to answer the research questions. Below in Table 1 all the people interviewed will

be displayed and explained.
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Table 4-1 Company interviewees

Company Role Further communication?

Company A Facility Coordinator (Sweden) | Pictures

Employee one (Sweden)

Employee two (Sweden)

Country manager Denmark

Company B Head of operations (Spain) Pictures

Employee three (Spain)

Employee four (Spain)

4.1. Observations

Company A is a company that is doing research on and developing e-health solutions, they have a
few different offices around the world one in Linkoping, Sweden, and two in Denmark, Aarhus
and Tuborg. The office in Sweden just moved location into an office closer to downtown, this
meant a great change for the employees and the way that they work. The company is today in a
brand new building with modern features and adapted to their own requests. The whole building
and so Company A’s office is decorated with a Scandinavian style. The office uses a low-profile
design with calm colors and a clean look, the colors used are mainly white, beige and light gray,
there are some red elements as well but they are not outstanding. In the new building the company
has two floors with a lunchroom each. Both of the lunchrooms are fully equipped with a modern
kitchen that has the necessities: coffee machines, cups, plates, cutleries, microwaves, refrigerators,
and dishwashers. There are also various seating options that can be used both for eating and for
socializing. The office has a variety of different seatings where employees can sit and have either
meetings or just sit around at. The office itself is divided into many smaller offices that fit four to

ten people, they are divided according to departments/teams that work together. Since the office
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is on two floors they have put an internal staircase in place to make it easier to move between
floors, on the upper floor they also have a huge balcony that can be used by all the employees. The
office itself does look very clean and welcoming, it does really feel like a traditional office but

with modern design and state-of-the-art renovations.

Company B is a game development company specializing in strategy games. The company has
several offices around the world but this study will only focus on the office located in a fairly small
town outside Barcelona, Spain called Sitges. Their office is very different from what you think of
when you think of an office, as their office building is a villa with two floors. Where they have a
large garden with several different outdoor areas with chairs, sofas, and tables. The garden also
has a barbecue area. The floor plan in the office is almost similar to what a floor plan would look
like in an ordinary civilian villa. The office has several rooms that a villa has and these different
rooms have been transformed into offices instead of a bedroom. In the different office rooms they
fit 3-4 people in the smaller ones and 7-10 people in the larger room. However when it comes to
meeting rooms they only have one, which fits around 15-20 people, but it has everything a meeting
room needs such as a whiteboard, a screen and the other essentials. One thing that sticks out with
the meeting room is that you can open it up fully and it becomes like an outside terrace, but you
are still sitting inside. The office also has the other usual villa accessories, so to speak, where they
have a regular kitchen where they have a hob, oven, four microwaves, and a freezer and fridge.
They also have a garage that fits one car, however, they have turned the garage into a small gym
so that employees can use it when they want. To summarize the office of Company B, it is not
what you would call a “regular office” it would be more described as a family house. It also reflects
the family house feeling in the office, when you see it, you get a very welcoming and family-like

feeling, but at the same time stylish and modern.

4.2.  Office layout

During interview one at company A that was with the facility manager, who played a big role
when renovating the new office, we learned that the company quite liked the request from the
architect. The architect requested all companies in the house to use a scandinavian color-palette
and this they have done. The big office at company A is separated into many different offices of

4-10 people according to the facility coordinator. These offices were requested from the employees
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when discussing the new office building. Each office is divided into teams and therefore the people
that work together also sit together. This is to make conversation between the members of a team
easier but still keeping the sound level down so that other teams do not have to hear each other.
Both of the employees really enjoyed this setup in the office. They feel like it is easy to make
contact with the people that you need to talk to but it is still a peaceful and quiet workplace.
Employee one said that that was one of the first thoughts that she had when starting at this
company, coming from a very loud workplace she thought that an office could not be quiet but she
realized that it could and today she absolutely loves it. Employee one also said that she likes the
idea of having two floors but she feels like the office layout makes it a little divided between floors,
she doesn't feel like she really ever needs to talk to the people on the other floor so therefore they
do not really have any relationships. Employee two works within a role where he moves a bit
between teams so he does not really feel this division, but he understands that it is there and said

that he would like for all to be more forced to communicate.

Employee one at company A also said that she really enjoys having the office with her team, they
can decorate it as they want and make it feel like their own without having to ask anyone. She
did say that she still feels a little lost at the office and does not know where everything is so after
two months at the office she still has to ask people sometimes. She believes that the layout itself
could be a little bit clearer so it does not feel as un structured. This while the facility coordinator
said that all of the offices are planned so that teams who work closely sit close by each other to

have easy access to just popping by when needing to ask a question.

One thing that Employee two said is that he is a little scared that the office layout will have to
change as the company grows, he really likes the aspect of having his own desk and space in the
office. As many people are working part time from home he is a little scared that they will start
using a hot-desking system where the people working from the office just get their things and sit
where they want to sit, or that they go to a fully open plan. Both of these options are things that he
does not want but still understand that they might be needed in order to expand as they want. This
is something that the facility coordinator also spoke about, when they moved to this location it was
because they needed space but already today the office is starting to get small in terms of desks
per person but the office is very rarely full. She therefore said that they need to plan something in

order to keep expanding like they will need but also keep the same feeling that they like having
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with the smaller offices divided between different teams. This is a dilemma that they are up for
later she said but it is important to think this through as it is an important decision. In general both
of the employees at company A said that the general layout of the office gives them a calm and
friendly feeling, but they said that the office itself might not be the reason but more the people
who are there. They believe that the office has a very clean and nice layout, that it has everything
that it should have but that they have not thought that much about the office itself other than a

good place to work.

During the interview with the facility coordinator at company A she mentioned that while
designing the office they wanted to keep it sustainable so therefore a lot of the furniture is
previously used. She said that even though the building is very new there is no need to buy just
built furniture when there is just as good furniture in the second hand market. When employee one
and two were asked about the sustainability aspect of the company, both of them thought about
the trash separation that is in place but only employee two knew about the furniture. He said that
the reason he knew this was because he had previously worked with the company that provided
the furniture but he did not think that company A had made an effort to broadcast this to their

employees.

The fourth interview was held with the country manager of Denmark at company A. He talks about
two different offices located in Denmark, Aarhus and Tuborg. He starts by saying that both the
facilities are rental offices and that the office in Aarhus is a managed office, which means that
their tenants do most of the interior work in the office. In Tuborg he says it's a bit different even
though it's also a rental office, but in Tuborg it is a regus managed office, which means that as a

company you only pay for the office space that they need and desire.

When it comes to the design of the two offices they differ a bit in a few areas, but they also have
their similarities. He started by saying that both of the offices are quite small and that the color
scheme and partly the design is neutral at both places. In Tuborg the color scheme is as he put it
“white, white, white”, but then they have brought the more human side of it with plants and
furniture, but he says it's kind of minimal because they only have certain desks at that office.
Because the office is a regus managed office it does not display the company as much as others

can. In Aarhus on the other hand where they have more people, he says that they have more control
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over the environment as they have been there longer than they have been in Tuborg. So in Aarhus
they have had more opportunity to make it more personal, by decorating with posters, pictures
and the company's branding material and the more cozy side with flowers and so on, he says.
However, he adds that the same in Aarhus as in Tuborg, that the office has kind of a white shell
color on the wall. The actual layout of the offices differs significantly, as the office in Tuborg has
three small office rooms and a meeting room, so he would describe the layout as quite closed.
They have divided the different rooms into functional team areas, he also says that they did this
so that the employees could work together in a more efficient way. Given that it's a fairly closed
office layout, they've had better control of the noise level, less interference between the teams
when they're working, he also adds that this layout fits them perfectly, because they are a small
team with eight to nine employees. In Aarhus, however, it is an open layout and they have not
divided it into different functional team areas, he also adds that it is open in that sense that there is
more discussion between employees. We asked him what he prefers for the employees and for
himself when it comes to office layout? He answered that for himself he prefers working in an
open space designed office because he likes the collaborative nature. However it differs from
person to person so it is hard to answer for anyone else he said. But he ended the answer by saying
“trying to find the right balance is impossible to do for everyone, but you have to try to satisfy the

majority”.

When asking him a question if they do anything special with the office layout or the design when
they have clients over, he said “I would say not specifically for the customer or partner in the guest
though. Realistically, they're guests and they come once or twice a year? Or less or more. It's
really for the employees. We have a nice environment for the employees and that's our focus, that's
our priority. And therefore, a nice environment for them [employees]. It makes it a nice
environment for our guests to come. So, we don't do anything special. If it's not good enough for

a guest to come in, then it's not good enough for an employee to work”.

He ended the interview summarizing the both offices, by saying that when you step into both of
the offices you get the feeling of a nice friendly and welcoming office, where it's nice to go and
work. With that said, he says that “Aarhus has a much better company environment” compared to

Turborg, meaning that when you walk into the office you know which company it is.”
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The fifth interview was conducted on the head of operation for company B, she got hired by the
company to make sure it was not a crazy idea to start an office in Sitges. Then when they got the
green light she got the role of finding an office, making it operational and assembling a team to
continue developing one of their games. So she had a big role in how the office was going to look
both design and layout plan. The idea of starting an office in Spain was to create a smaller team
that would be easier to manage and avoid the strict roles that comes with operating a bigger team
in a bigger company. Which she says made the choice of a smaller office in the form of a two-
storey villa the best fit for them. The layout of the office was nothing she could actually change,
while saying that she has nothing against open-plan solutions, but it had to be more of a closed
one because of the way the villa was built. However, she did not see this as a negative thing, as
she says in her own words “that Spanish people can be quite loud so it is actually good to have
several smaller rooms”, it is also good for my own part, as [ handle many individual meetings and
confidential material, so that's fantastic she says. The rooms in the office are divided according to
the different creative teams that exist in the office, so most of the people that are working in the
same department are located in the same room, which helps to share knowledge and creates the
feeling of being part of an interdepartmental team. However, she mentions that it reduces the
possibility for employees to move around the office, but this is also due to the fact that it is a rather
small office. The employee at company B that we interviewed did not feel like moving around in
the office was something that he desired as he enjoyed his corner seat in one of the rooms on the
first floor, with two of his other colleagues who have the same job task. He also likes the layout of
the office, because the ability to focus and have privacy is there but at the same time, if he wants

to, he can look out from his cubicle and talk to his colleagues.

When it comes to the color scheme the head of operation for company B mentions that, they had
one in mind in the beginning but it is not that obvious anymore, but it is kind of a white color
scheme. They had some suggestions regarding different colors from the architect, but since it is a
villa, they wanted to retain its feeling as much as possible. Additionally, since it is a rental property,
they did not want to spend a lot of money on something they would need permission for. Also, if
they were to leave, they might need to restore the color to its original shade. She also talked about

the lack of company branding design and that is something she will start putting up more posters
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of the products they have been creating, so they can look at it and be proud of what they have
created in the new office. When talking with the employee of the company, he mentioned that he
does not feel like they need more colorful walls and that you have your own space (desk) where
you can do whatever like put posters and stuff like that. Two important aspects when finding a
good office for her was that all the rooms should have windows and also that they are able to open,
because of the warm weather that can occur in Spain. On top of that they also installed air
conditioning so it wouldn't be too warm in the office during the summer. The employee likes the
windows in the office but sometimes it could be irritating when he is trying to work on the
computer and the sunlight reflects on the screen, but he said that he has a sun curtain he can pull

down so the sunlight does not reflect on the screen.

The feeling the office of company B are looking for with it’s layout is boost of creativity, relaxed
environment and family feeling, which the head of operation really feels like they have managed
to do with the small villa as their office and at the same time with their layout of dividing the
different teams in different rooms. The head of operation also mentioned that one of the main ideas
was to build a small studio (office) and create a smaller team, because the CEO of the company
believed in bringing back the old way of operating like the company did when it started up. The
employee said in the interview that the office has the family feeling and he said that “at least for
me and for a lot of people that live very close by, it feels like a second house or the summer house”.
He also mentions that the facility has a big impact on his work efficiency, because he does not feel
forced to go to the office because it feels like a second home and he works more happily because

of that which leads him to be more efficient at work.

4.3. Kitchen and lunch room

The office coordinator at company A said that the kitchen on both floors has a gray color with a
flat surface to give a clean and calm look. She said that the kitchen is supposed to be fitting for
all and therefore has a quite plain look with soft colors and not too many decorations that will
make it look messy. The lunchroom downstairs is the bigger one and has room for everyone when
there are big meetings taking place while the one upstairs is a little smaller. But still keep the same
feeling. Each kitchen is stocked with all the utilities needed for eating lunch, there are a stove and

oven but they are barely used. Most of the time employees either have lunch boxes from home or
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they go downstairs to order something to eat. The coffee-cups that they use have the company
name on them and are all reusable, so nothing is a one-time use only kind of article. Employee
one at company A agreed that the kitchen is very clean and simple, she does however not think
too much about the lunchroom in general. She believes it to be a good place to eat lunch and sit
and talk to her colleagues but not more than that. Other than that she enjoys having a modern
lunch-room with calm colors. She said that she almost always eats in the lunchroom and brings a
box from home, sometimes they go downstairs to order something instead. She does really look
forward to the summertime when they might socialize more with each other up on the big balcony,
where maybe both of the floors can meet together. The second employee that was interviewed
liked that the office has the big kitchens where everything that could be needed was if one wanted
to use them to cook food, however he has himself never done this. He also sees the problem with
having two kitchens since it did make the office a little separated because it would not force people
on the two floors to socialize with each other, they could instead almost always stay at their floor

and not have to talk to anyone else.

When it comes to the two offices in Denmark it was a special case when talking about their kitchen
and lunch areas, but in Aarhus he mentions that they have a kitchen that includes cupboards, fridge
and the regular kitchen interiors. In the kitchen space they also have a sofa, a long-standing table
with some stoles that you can sit on. He also mentions that he and the employees more than often
bring their own lunch-boxes to work and they sit in the kitchen area and eat. Also that you are able
to go to the kitchen and have a chat with a cup of coffee. In Tuborg, however, they don't have their
own kitchen, they have a shared kitchen area with other companies which have their office in the
same building. However, the possibility of eating there and having a coffee from the coffee
machine or a drink from the fridge exists, but you will probably be sitting with other companies.
This, according to him, is a positive thing as the employees at his company have the opportunity
to meet new people and socialize with others than those who are employed at the company. He

also concludes by saying that it is a very nice kitchen.
When we talked about the kitchen and lunch area with the head of operation for Company B, she

mentioned that the kitchen might not be as a kitchen that would be in other offices, this kitchen is

more like a kitchen you would have in your own house. Where you have all the normal kitchen
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stuff like, a fridge, freezer, stove, oven and four microwaves. However, when it comes to lunch
rooms and where they sit and eat, she mentioned several places where they can sit. She said that
most employees choose to sit outside either at the chill out place they have or on their front porch
or in the backyard of the office, when the weather permits. Otherwise, they usually have their
lunches in their large meeting room, which holds about 15 to 20 people or more if needed. She
also expresses the positive thing with having many options to have lunch in the office because you
don't lose that much time. Most people bring their own lunch from home, but if they don't, they go
out to buy food at a supermarket or eat at one of the nearby restaurants. On Fridays the office
occasionally holds grilling sessions in the garden using the BBQ setup, she says. Lastly she
mentions that the employees have the opportunity to grab free snacks, free drinks and free ice
cream whenever they desire. The employee of company B describes the kitchen in the same way
as the head of operation and continues to tell us that you have the possibility to cook your own
food, but most of the employees usually bring their own lunch boxes or go out and eat. When we
asked about the lunch rooms or where you can eat your lunch at the office, he answered that outside
there are multiple options where you can sit and eat, for example the front porch or at one of the
chill outs that exists. Compared to inside where there are only two places where you can eat, either
at your desk or in the big meeting room. You rarely eat at your desk, only if you feel that you have
a lot of work to do or wanna finish the day earlier. So I usually sit with my colleagues in the large
meeting room and eat, he says. He also mentions that almost every Friday that they go out and
eat as a group. He also said that if you get hungry or thirsty, you can just help yourself to snacks
and drinks, and that even free waffles to eat. Which according to him makes life easier, you
don't have to stand at home the day before work and feel stressed about what to bring to work and
eat. The fact that these things are already available at work is something he appreciates very much,

he says.

4.4. Meeting rooms

The office does, according to the facility coordinator at company A, have a good amount of
meeting rooms, however they do lack some bigger ones where a majority of the staff can fit, on
occasions like that they need to use the lunchroom on the lower floor. She did say that they have
many small rooms for individuals that they can use when they need to take a private call or

want to be by themselves. This was something that both the two employees that we interviewed
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agreed on, they really liked that they had some space to get away and take their calls regarding
private matters or learn something. Employee one said that she learns best while being in quiet
situations so therefore she really enjoyed being able to get away and really focus or learn things
by saying them out loud if she feels the need for it. Employee two also said that he really
appreciates the one person rooms, they are great for when something happens in the life outside
of the office and a person really needs to make a phone call or want to sit alone for a while. He
felt like these rooms make him feel like the company understands that things can happen and wants
their employees to feel comfortable with all aspects of life while working here. The facility
coordinator also mentioned that the meeting rooms follow the same colors scheme as the rest of
the office. They have put some light colors in the curtains but these are dull to keep the calm

energy.

Both of the employees at company A mentioned that the meeting rooms are nice when one needs
a change of scenery. It is quite easy to just take your computer and sit there instead of always
having to sit in the office space where your desk is. Employee two also mentioned that he enjoys
being able to sit in a smaller space when being in an online meeting now that the possibility to
work from home is so big, he feels like he can then have the meeting without disturbing anyone

around him.

Regarding the meeting rooms at company A in Denmark, the interviewee said that they only have
one meeting room in Tuborg that is nothing special; it has a couch and some chairs. He mentions
however, that because they are renting their office space from Regus, they have access to different
breakout rooms through them and they are able to book them. In Aarhus there are three meeting
rooms and all of them have AV audio visual meeting room equipment, screens for presentations
as well as a table and some chairs. These meeting rooms get used quite frequently by the
employees and if they have clients or other types of guests visiting. The office rooms are a good

way to absorb the sound, so no one outside the meeting room gets disturbed, he says.
When a question about meeting rooms got brought up during the interview, conducted with the

head of operations in company B, she mentioned that in the beginning when the office was still in

process they did not have a meeting room. But they managed to solve that problem by enclosing a
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terrace with glass, so now the old terrace is an indoor meeting room that fits around 15 to 20
people, which also can be served as a chill-out area for after-work gatherings. Otherwise, she said
that if she has individual meetings with employees, they usually take a walk by the beach, which
1s 3 minutes away from the office. If it's a larger group meeting, it usually takes place in the
garden at one of the chill-outs they have, as the weather is usually very good in Sitges and the
employees appreciate it. She expresses the convenience with the office because it takes around 5
to 10 minutes to figure out which room they are going to choose to have their meetings, which
reduces the unnecessary time loss of finding a meeting room. The employee confirms the one on
ones usually take place while walking along the beach. That's something that he appreciates a lot
because, according to him, a one-to-one meeting in a room can feel a bit threatening by just sitting
there, it does not feel as relaxing, and you kind of worry that someone will hear what you say so
you feel like you can't open up and say what you feel and think in the same way. When it is group
meetings they can have it at the big meeting room or go out and have lunch at a place nearby
and have a meeting. Or they have the meetings at the chill out in the garden or the backyard. If
he has a meeting with the 3D team they would probably have it in their office room. It depends on

the needs of the meeting, so it could be outside or inside, he said.

4.5. Exterior

One aspect of the office that the facility coordinator gladly brought up was the big terrace that
they have for all their employees to use on the second floor. Because of the location of the building
this terrace gives a great view over the city and is a great way to get outdoors, meet colleagues
and socialize. This is something that employee one really looks forward to, she longs for the
warmer days now in spring and summer where it is possible to eat outside. She believes that it will
be easier to make contact with people out there than in the lunchrooms inside. Employee two
also loves the idea of the terrace, he however does not think that it will be too big of a change to
how it is now. He thinks that people will still stay in the same "clicks" as they normally do but just
outside. Employee two also pointed out that he loves the location that the office is at, he can have
some meetings while walking alongside the river or sit there while eating lunch dipping his
toes in the water. He also really likes the possibilities to go to town and run some errands during
lunch, something that employee one also agreed with. She likes the possibility of going to the gym

close by during lunch or right after work, if she forgot her lunch at home it is early access to a
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number of places to just quickly buy something. All three that was interviewed here also mentioned
the big windows and the modern feel that it gives the office, however both the facility coordinator
and employee two pointed out that they are yet not friends with the curtains because they do not

keep the heat out as one wishes and they have their own life going up and down at random times.

When it came to the question of whether any outdoor spaces exist at the two Danish offices, it was
a straight no at the Aarhus office, but the possibility of going for a walk exists, but the office is not
located by any forest or any lake so to speak, but the possibility exists, he says. Tuborg, on the
other hand, has a small roof terrace where employees can have a cup of coffee and chat during

breaks.

The head of Company B's operations expressed great pride in the office they had chosen,
particularly in its outdoor space. She emphasized the importance of the office being pet-friendly,
as it was a key factor for her and others involved in the decision-making process. Being able to
bring the dog to work was important, she said. The employee of company B mentioned that one
of his favorite aspects of the office is that he can have his dog there, because it helps him alot and
that the outdoor space is perfect for the dog to run around and play with the other dogs that are at

the office.

The head of operation continued telling us how the outdoors plays a significant role at the office
as she strongly believes that the opportunity for both employees and herself to have meetings and
briefing outside is a way to boost creativity. There are multiple places where you can have
meetings outside, the bigger chill-out area is where most of the employees have their brainstorming
sessions, she stated. She continued by mentioning their front porch, and backyard as places where
meetings can be held as well, she also mentions that these different outside places are frequently
used as lounge areas where the employees can go and chat or have a cup of coffee and take a
break. The employee expresses his appreciation of being able to utilize the outdoor spaces, where
he can lay in the sun and think or go out for five minutes to refresh his brain before going back
to work or just having a briefing with his team outdoors. The head of operation continued talking
about how they have a planter box in the garden where the initial idea was that employees could

bring different plants or seeds from home that they can grow and then be able to eat, but it ended
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up only being her and the gardener. Further in the interview she talks about how the big garden
also is used as group training sessions and they have personal trainers coming there on Tuesdays
and Thursdays, where half of the office participates. One of them that usually participates is the
employee that we interviewed, who likes the initiative, as his work is sitting in front of a computer
for eight hours and it becomes monotonous and unergonomic, so the opportunity to have these
training sessions is very positive, he says. One of the most popular things according to the head of
operation, they have in the garden is their BBQ, which they use frequently when they have after-
works or a celebration for a new game release. The employee confirms that the BBQ is popular
amongst the employees and is a great benefit especially when it comes to late after work evenings
in the office. He also mentions that it was actually something that the employees were involved in

acquiring.

4.6. Lounge areas

At company A there are several different lounge areas, according to the facility manager these are
not that big in order to keep the sound level down and to keep a nicer feeling to them. At these
places they provide coffee and some fruit for the employees, and most of the time they are used
quite a lot. She also said that even if these spaces are important they might start to exchange them
for high desks where people who come from other offices can sit, employees who need a quick
spontaneous meeting can go there or if one just needs a change of scenery. This is something
she said is necessary for the office space but then they have to find good alternatives for the staff
to sit and have their coffee at instead. employee one at this company said that she likes the small
lounge areas, nothing really special about them but they can absolutely have a good coffee and sit
there and talk for a little bit. Something that employee two did not really agree with, he said that
the coffee is great! He really enjoys the taste of the coffee, and he really appreciates that the
company has three different kinds of machines so that there is something for everyone but he
wished that there was more of a “fika-culture” as he put it. Since “fika” is such a big concept in
Sweden, a time where people sit down to have a coffee and talk, it would be nice to have it at the
office too. He believes that small things like that would boost the internal socialization and have
people be a lot more comfortable at the workplace. Having lunch and “fika” at almost set times he

thinks would benefit the company as a whole. He also said that most of the time they take their
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coffee at the desk or just a few friends going together so he does see some improvement that can

be made in this area.

Company A in Denmark does not have any lounge areas, due to the fact that they have rented a
number of desks from Regus in Tuborg. However, there is a reception area where you can hang
out. In Aarhus there are also no lounge areas because the office is not big enough, so the employees
relax in the kitchen area instead, says the country manager of Denmark. At company B they don't
have lounge areas inside, all their lounge areas are located outside either in the garden or the
backyard as mentioned in the section exterior. However, because the office is rather small the head
of operation mentioned that sometimes the big meeting room and the kitchen area could be
considered as chill-outs/lounge areas for the employees to grab a snack, drink, cup of coffee or

a place to chat with your colleagues.

Table 4-2 Keywords from the interviews (Axial)

Team Calm Private space Socialize
Quiet Environmentally Energy-giving Accessibility
friendly
Privacy Comfort Flexibility Breaks
Pet friendly Location Creativity Considerate to private
matters
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Table 4-3 Keywords compiled in groups (Selective)

Team In the interviews and observations there was a lot of talk
about working as a team and getting help from each other.
All interviewees talked about the office being someplace

social where creativity could be created.

Calm One other thing that was spoken a lot about is that the
layout of the office made sure that the environment could
be prosperous but still calm and quiet with some private
space that you could “rule over” while still working

together.

Environmentally friendly The office in Sweden spoke about the importance of the
environment, and how the office furniture is a good

environmental choice.

Considerate to private matters Having a life outside of the office is important for all the
people we have interviewed. This can be done in many
different ways, everything from keeping animals at the
office to space to make private calls or working from

home if so needed.

Utility This is one signal that includes a lot, the location of the
office, the flexibility of workspace, accessibility to other
areas, the possibility for breaks, and the meaning of fruits

and drinks in order to keep going the entire day.

All the data collected have been displayed and divided into different themes and signals, in Table
4.2 and 4.3 above. In the next chapter, these signals will be analyzed in order to find answers to
the research questions that are in question here. This analysis will be done with the help of the

theoretical framework of signaling theory and the concepts described in previous chapters.
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5. Data analysis

Through the interviews and observations five main signals have been identified and presented in
Table 3. In the following chapter, these signals will be further analyzed and researched to describe

what they mean and how they are used and received within the office.

The first signal that was identified was team, this was something we found in all four offices. The
layout has been adapted in order for employees to work together and gain the necessary help from
each other with minimal effort. All offices work with a system that has smaller rooms within the
big office and the teams who have a similar or the same working assignment sit together. In some
cases, rooms with teams that work closely also sit close to each other so that they do not have to
move around as much. The office is not only adapted to teamwork within the smaller offices and
also has big areas where the employees can talk and socialize with each other, these areas are in
the form of lounge areas, balconies, gardens, or kitchen/lunch rooms. All of these areas to socialize
symbolize that they want their employees to have a good relationship with each other where they
work together but also feel relaxed with some co-workers and talk about things outside of work.
Even if the office uses team areas the employees do have their own desks and area to themselves,
this is a little like their safe zone where nobody else is allowed to be unless permitted. When
looking at all of these things together the team seems to be very important to the companies, they
all seem to want to have their employees working together and having a good relationship with
each other where one can ask for help and discuss different assignments together, while

simultaneously feeling comfortable having your own space.

This signal is also something that seems to be received well by the employees, the office layout
does for the most part help with teamwork. They can work well together in the smaller offices and
use each other for help, while also having the opportunity to work on their own stuff when needed.
One thing that did come up was that the lunch rooms did not bring as much socialization as the
company might have hoped, the employees seemed to stay mostly within the teams that they work

in and not move too much outside of these groups.
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The second signal that we identified was cal/m, this signal seems to be sent in some ways but
received in many. The company seemed to be sending this through the smaller offices and by using
soft colors and furniture that take up sound instead of bouncing and enlarging soundwaves. The
smaller offices make the sound not travel as far and it is only the people in there who hear what
the colleagues are saying to each other and having the lunch room in a separate room helps in the
same way. The people eating early lunch will not disturb the people still working and then the
people eating late will not disturb the people who already ate, this is a very efficient way to keep
the sound level down. By having furniture in soft materials in the open areas the sound that is not
contained by the smaller offices is instead absorbed and will not travel too far, this will also help
keep the normal sound level down. The calm feeling is however not just produced by the sound
level being low, it is also produced by the calm colors that are used. All offices use quite earthy
tones on their furniture, some color on chosen articles to make it feel a little bit more alive and not
too uni-toned. The use of some brighter colors will make the office feel more warm and not too
bland, if the same colors were used everywhere the office might give off a hospital feeling or no
personal touch. The effect that this touch of color gives is not only the immediate one that you can
see in the office, it also gives the whole atmosphere a feeling of it being thought of and carefully

planned for the employee's well-being.

It was very clear that this is a signal that employees at the different companies received and
appreciated. Many of the employees felt like they were not stressed at the office; it more felt like
a secure place to be where one felt supported and valued. Of course, there could be stressful days
but this was not due to the office but more to the work assignment or something at home. Most of
the employees appreciated it being such a light atmosphere, it made the office feel new and
modern. The smaller team rooms also made a huge impact on how the noise is and it makes the
space feel quiet but still welcoming. They were not afraid to talk to co-workers and ask for help
because they knew that it was not something that the whole office would hear, so they both felt
safe to ask without being criticized because of the noise they made or because it was a dumb

question.
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A third signal that was identified in one of the offices was environmentally friendly. The furniture
used for decorating the new office came mainly from a website that sold previously owned
furniture. The company felt like it is a good way to be kind to the environment, not everything has
to be completely new. The desks and chairs that they were going to order new are just the same as
the ones they ordered from the second-hand site. This is a great way to take some responsibility
however this was something that the employees did not know about. When the employees talked
about an environmentally friendly office they talked about recycling and real cups and plates, not
made out of paper or plastic, so this signal is not really received in the way that the company wants

it to be.

Another signal that came out strongly was that the companies were considerate to private matters.
This was something that the company themselves did not really talk about but instead, something
that the employees had felt while working there. The company talked about the possibility to work
from home some days of the week and to be able to run errands during lunch. Employees did also
add that there is the possibility to sit in a one-person meeting room to take a private phone call,
sit somewhere else while needing some alone time to work, have the dogs at the office outside, the
possibility to run an errand during lunch or after work or come in a little bit later one week in order
to get the entire life puzzle to fit together. While this is something that the company might not
have intended to become a signal for the employees, they feel like this is something that the
company offers and values highly. Signals like this are unintentionally sent out to the employees
but since they are not something every company offers but something that is appreciated. These
are therefore things that employees tell their friends and family about and therefore it becomes

buzzwords regarding the company and a part of how they are seen by others.

The fifth and last signal that we could identify is also maybe the broadest one, this is utility. This
is yet again something that the company did not mention as one of their signals but something the
employees talked greatly about and therefore it became one of the strongest signals. Utility for the
employees is about the location of the office, the possibility to move around when needed, the
accessibility to fruit, water, and coffee, and the possibility to take breaks and meetings outside of
the office. The possibility to have meetings outside is something that was greatly appreciated both

by the person having the meeting and the employees. By having some one-to-ones outside the
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employee got more relaxed and felt like they can be more open without risking that a coworker
might hear them. It is also a great way to get out and have some fresh air during the day without
having to take a break. The same goes for the possibility to take breaks outside, it is a great way
for the employees to get outside and take some time off the assignment while boosting creativity
and therefore returning with a refreshed brain and new energy. As mentioned before, utility was
not something the companies mentioned as a signal they were trying to send, but something that
the employees received and considered to be a great benefit and not something they took for
granted. This is evidence of strong employee branding from the respective companies, even if it
is not something they have thought about. However, even if utility is something that companies do
not work with as a signal it is something that they see as a necessity and therefore have as an active
choice. Therefore this does not have to be interpreted as a signal, but we have chosen to see it as

an important signal received by the employees.

Based on the analysis above there are many different ways a signal can be sent, however, they
might not always be meant as signals. When talking to the company they did have a few signals
that they tried to send out such as teamwork, environmentally friendly, and calm working space.
Meanwhile, the employees did not feel the environmentally friendly signal but instead added the
utility signal and considerate to private matters. Regarding all the signals that are sent,
intentionally or unintentionally, they seem to have a big meaning to the employees at both

companies. More about this will be discussed in the following chapter, Chapter 6.
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6. Conclusion and Discussion

In this section the results from the data collection and analysis in Chapter 5 the conclusions drawn
will be discussed. By providing a conclusion to the two research questions and the overall purpose
of this thesis, by comparing with previous studies and the analyzed data. The chapter will start
with a discussion around the two research questions and a third finding that came from the data.
This will be followed by a subchapter about first the theoretical implications and then the
managerial implications. The next part of the chapter will be about the limitations and further
research that we recommend and would like to see someone investigate. Lastly, there will be some
final words from us authors to sum up the whole thesis up and the important messages that we

want to leave with you readers.

6.1. RQ 1: How do companies work with signals when designing

their offices?

Both Maier et al., (2022) and Hameed and Amjad (2009) found in their studies that the layout of
the office can have a huge impact on the employees. Maier et al., (2022) found that a creative
workspace incorporates elements of design to inspire employees into becoming more creative. In
this environment, the employees also feel valued and innovative in their work and therefore can
signal this to the outside world so the company and employees grow together. Hameed and Amjad
(2009) found that the layout can boost workflow, interaction, and communication between
employees. These results are something that this thesis has found as well, both of the companies
interviewed talked about how the layout has been designed in order to increase creativity and

teamwork between their employees and therefore gain a better result and a more valued workplace.

To answer the first research question, it is important to recognize that companies do work with
signals. The companies in this thesis are actively working with signals when designing the office
layout. The design can help to achieve the work environment that is desirable in order to reach the
result wanted, this finding does agree with previous studies. As this thesis is seeking to find how

companies work with the signals and not if the final result does differ from previous studies. In
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this thesis, results have shown that companies work with the interior to prove that they are trying
to simulate a workplace that is consistent with the company values, in these two particular
companies this is creativity and teamwork. Another interesting finding was that functionality is a
priority to both companies, not as a signal but as something that needed to exist before they signal

what the company values.

6.2. RQ 2: Are the signals sent by a company the same as those

received by employees?

In regards to the second research question, there are two answers, the simple one being some of
them and the more complicated one being that there are more signals received than intentionally
sent. When it comes to the simple answer to research question two, the data produced by this thesis
shows that it depends on which of the five signals that was found when analyzing the data.
Teamwork and calm working space is something that the company wants to signal to its employees
with their interior and this is something that the employees perceive. So when it comes to the
signals teamwork and calm working space, the answer to research question two is yes. On the
contrary, the environmentally friendly signal that one of the companies was trying to portray
through their office design to their employees. This was however not a signal that the employees

at the company received.

Regarding the more complicated answer it was shown that the employees receive more signals
than the company said that they intentionally send out. Employees spoke a lot about how their
private life feels valued in their workspace and how that makes their life a lot easier both when
unexpected things happen and when life is hectic. A second signal that the employees valued a lot
was the utility signal, this was more seen as a necessity than something that they wanted to signal.
To conclude the findings on research question two there is not a clear yes or no answer but instead

has multiple levels of answers depending on the signal.
In the interviews the employees spoke a lot about the possibility for personal space even at the

office, since this was not spoken about when interviewing the facility managers this is most likely

an unintentional signal. However, since it was something spoken greatly about it is more than
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likely that it is a signal that meant a lot to the employees. The fact that the company values the
private life and sees the employee as more than just a chess piece who works at the company. This
then leads to a positive feeling about the company, something that in the long run will make the
employee more willing to work hard and this will be beneficial for the company. As one of the
interviewees said in the interviews ”[The office] feels like a second home and I work more happily
which leads me to be more efficient”, e.g. he mentioned that he could bring the dog to the office,
something that made his life easier and therefore was less stressed. This proves that the office is

more than a workplace today.

The evidence from this thesis suggests that there are two different dimensions of signals, one
dimension is where the companies today work with and one of what the employees see. Regarding
the company signals, they are working on a more holistic plane rather than with individual
elements. The companies in this thesis have worked with the office as a whole to produce a calm
environment that the employees thrive in, through for example the colors or simple design in the
kitchen. Employees on the other hand saw signals in the details, they divided the office up into
different areas that had different meanings. The small meeting rooms were not for practicality but
to provide some privacy when needed in an office where the majority does not have individual

offices.

6.3. Extra findings

When we analyzed the data, we found other interesting things that are worth mentioning as extra
findings. This was that one of the companies had chosen to set up a smaller office that would
consist of a smaller team of employees in order to more easily manage the office. Not only because
of this, this was also done to go back to the roots of how the company started, a small office with
one small team. This, according to us, serves as a sign that the company values their brand and
wants to show its employees that this is something they still stand by, which increases its brand
credibility among its employees. This finding fills a major gap in the literature on brand credibility
as this concept has no previous studies on how companies work to present themselves as credible
to their employees. However, considerably more work will be needed to determine if this is

something that is common among other companies.
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6.4. Theoretical implications

The results found in Chapter 5, the analysis, support what previous researchers have found
regarding the meaning of a signal and what big part it can play in an office. These findings can
then be applied to the signaling timeline shown in Chapter 2, Figure 2. Previous research has been
focusing on how the company as a whole is sending signals and therefore it was here adapted to
use the design aspect. In regards to the receiver, employees have not been the target before, how
the company is perceived has been more in the eyes of the customers. How employees do see their
employers is something that can be difficult to figure out, however, based on this thesis the
feedback that an employee can give does have a big impact on the company. If an employee is
satisfied in their workplace and feels valued, the employer brand will be increased. Similar to the
brand credibility, if the employee knows what the company values are and feels them while

working the brand will be enforced and therefore more trustworthy.

Hameed and Amjad (2009) found that the office is an arrangement that allows work to be
performed in the best possible way, something that this thesis agrees with. Even Maier (2022)
wrote about different elements that would improve creativity and productivity for employees
through design. However this thesis indicates that it goes further than the work component, an
office can do a lot with its design, as previous authors have proven, but it still needs to consider
the personal impact. When designing the office it is therefore important to see to all needs of the
employees, not just the needs that will directly benefit the work. Problems such as work efficiency
and workflow will solve itself if the company sees to the wellbeing of the employees both outside
and inside the office. If an employee feels appreciated they will work better and improve the
company outcome, leading to a positive employer brand and brand credibility. As this study found
small things such as an area for the employees to go away and take a timeout or a private phone
call or the possibility to drink good coffee can be the key to achieving the result that the previous

authors wrote.
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6.5. Managerial implications

According to the thesis from Luki¢-Nikoli¢ and Lazarevi¢ (2022) the office has become a place
with increased meaning over the years. It is no longer enough that the office is a place that provides
work; it instead needs to be a place where people feel safe, valued and seen. The fact that the
employees talked a lot about how the office would provide space to take care of some private
matters as well speaks to this previous finding. Employees want an employer who can understand
that there are some things in their private life that just need to be taken care of no matter the time
of day. When working for an employer who understands this and who takes these needs into
consideration then also makes for a more attractive employer since they understand how the world

is today.

The evidence from this thesis indicates that there are four main signals that a company should
work with: team, calm, considerate to private matters, and utility. If signaled correctly these signals
will enhance the employer brand and credibility of the company image to their employees. The
fifth signal that did not get recognized by the employees, environmentally friendly, is a topic that
is very well discussed today and therefore would be a useful signal to demonstrate to their

employees that the company cares.

Another interesting finding from our thesis was the effect of an office providing private space(s)
where employees have the opportunity to get away from their work life and can have the
opportunity to just relax or have an important conversation related to their private life. The
employees we interviewed mentioned that it facilitated their mental and physical health. This was
an occurrence in Bjornstad, Patil, and Raannaas (2016) study where they found that having the
color green and natural elements in the office will have a calming effect on staff. It was also found
that this will reduce sick leave for employees as they feel more at ease while working. This study
did not show that green color and natural elements had this effect, but it did show that there is
another option to achieve good physical and mental well-being for employees, by offering them
private areas in the office. That said, it would be interesting to investigate whether this effect could
have been increased even more if combining these two components, green color, natural elements
and private spaces. However, as this has not been explored, we would recommend companies to

start with private areas for their employees.
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6.6. Limitations and Further Research

Due to the time restrictions on the thesis work the sample size of the thesis has also been quite
restricted. The amount of companies that were interviewed was therefore in relation to the time
limit and therefore there were only two companies that were interviewed at four different offices
around the world. The original idea was to have more companies but due to the lack of responses
and contacts this was the amount that could be used. Another limitation is the danger of how the
interviewees were selected. Since the employees who were interviewed came from the manager
there is a risk that they will only recommend employees who are very pleased with the office and
therefore will not talk about the somewhat more negative parts. A third limit is the language of
which the interviews were held, most of them were held in English meaning that it is not the
interviewee's native language. When discussing things in another language than the native there is
a risk that some nuances get lost in translation and that not everything that the person wants to say
is covered and understood correctly. However there is another risk with having the interviews in
the native language and then the thesis written in English, the answers then have to be translated
and some of the nuances can get lost there as well since the native language of us authors are not

English either.

One other limitation that was reached was the fact that observations were only conducted in two
of the four offices. This was because the manager in the Denmark offices did unfortunately not
have the possibility to provide us with either pictures or a walk-through. This does make the results
found in the Denmark offices a little less trustworthy because of the lack of triangulation. The
decision to use the office in the thesis anyways was made because the general philosophy of the

office was spoken in the same way in both the Swedish and the Danish company.

Since the main point of this thesis was to look at if companies work with their office interior to
signal something to their employees, the thesis was delimited to the design factor. However, the
results of this thesis suggest that differences may exist between companies located in different
countries and operating in different industries. Therefore, two further research opportunities have
emerged, where one of them could explore if companies from different countries work with design
as a signal in different ways and if it could depend on the culture of the country is a vital factor.

The second further research that would be interesting if it was investigated, would be to look at
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whether the work on this differs depending on the industry in which the company operates. An
additional study that would be interesting if future researchers investigate would be whether the
organizational culture within the company is a contributing factor to how companies work with

office interior as a signal.

As this topic is very under-researched and needs more work to be done to be able to make a general
assumption about the research questions. As the authors of this thesis, we would like to invite for
further research that explores this topic on a wider front, including more companies and more
employees from each company that is chosen. Something else that we as authors feel could be
further researched is how companies work with being a credible brand for their employees. This
was something we noticed when researching the concept of brand credibility, that no previous
study has brought up how employees value a company's brand credibility and seeing them as

trustworthy.

6.7. Final words

To end this thesis as it started, we as researchers will leave you with some final words. Is the office
that important? The clear answer is yes, but this is based not only on the design but everything that

is within the walls of the office from colleagues, managers to the coffee machines.
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APPENDIX

Appendix One — Interview Guide Managers

1. Can you describe the physical environment of the office?

a)
b)
¢)
d)

Is there a color scheme that you use?

Are you using an open design or designated “cubicles”?

How do you work with lighting and nature aspects?

Do you have a break room?
1)  Can you describe the layout and ideas behind this?

Does the office reflect the company values?

What is the general feeling that you want the office to portray?
i)  To employees?

i1)  To clients?

2. What do your employees think of the office?

a)
b)

©)
d)

e)

Do you have any feedback from employees about their experience in the office?
Do employees feel XXX (change in regards to answer in question 1) while
working here?

How do you know what the employees feel?

Are you adapting anything in regards to what your employees think?

Do your employees work fulltime from the office?

1)  have they always done that?

3. Did you as a company take COVID-19 in consideration when designing your office?

a)
b)
©)
d)

Did you develop anything new while COVID-19 was active?
Have any changes been permanent?
Did your employees need to change their routine in any way post COVID?

Has anything in the office become more important to the employees?
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Appendix Two — Interview Guide Employees

1. Can you describe the physical environment of the office?

a)
b)
¢)
d)
e)

f)

2)
h)

What do you feel when entering the office?
Do you perceive any color scheme?
Do you prefer the XXX (change with company answer) or cubicles?
How do you perceive the lighting and nature aspects?
Do you have a break room?
1)  Can you describe the layout and how you feel there?
What is your favorite aspect of the office design?
Does the office reflect the company values?

The company thinks the feeling of the office is XXX do you agree with this?

2. What is your ability to affect your working arrangements?

a)

Do you have any influence in your own working arrangement?
1)  Can you work from, for example, the breakroom?
i1) Do you usually sit in your office?
iii) Do you prefer sitting with other people or alone?

iv)  Is there a possibility to change places upon request?

3. Have you experienced any COVID-adaptations?

a)
b)
©)
d)

Have you experienced any changes since covid?

What are your feelings towards these changes?

Do you feel like these changes were for the better or worse?

Did you feel like the changes were sprung upon you or did they appear in stages

where you could be included?
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4. Did the office design have any impact on the decision to start working there?
a) Did you know anything about the office design when applying for this job?
1)  How did you hear this?
i1)  What did this mean to you?
b) Do you feel like the office is what you expected?
¢) IF NO: Do you today talk about the office to family and friends?
1)  What would you say?
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