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Abstract 

Charities struggle with scarce marketing and branding resources, as do many non-profits, but 

nevertheless they need to communicate a trustworthy external brand. A strong internal brand 

is suggested to enhance the external brand and storytelling is addressed as an established tool 

for internal branding. As charities seem to have a natural asset of corporate stories, we believe 

storytelling in terms of internal branding is of great use for the charity sector in order to create 

strong and competitive brands. The aim of this paper is hence to investigate what role 

storytelling could have on internal branding in the context of the charity industry. To do this, 

a qualitative case study with four different charities is conducted. A theoretical framework on 

internal branding and storytelling guides the data collection consisting of several interviews 

with managers, employees and volunteers. The findings indicate that both founder stories and 

recent stories play an important role for organizational culture, core values and internal 

communication. We conclude that storytelling can be strategically implemented in charities’ 

internal branding as stories have the possibility to embrace and include the entire 

organization, which is crucial for trustworthy and competitive brands. 

 

 

Keywords: Storytelling, Internal branding, Core values, Organizational culture, Internal 

communication, Swedish charity sector 
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“I RECALL A BOY WHO CAME TO OUR CLINIC LATE ONE NIGHT. HE WAS HALF UNCONSCIOUS FROM BOTH 

THE PAIN AND ANAEMIA AFTER BEING CAUGHT WITH ONE OF HIS LEGS IN THE VILLAGE’S DIESEL-

POWERED FLOURMILL. THE DOCTOR AND TWO NURSES IMMEDIATELY STARTED TO TREAT THE BOY. I 

HOWEVER, NORMALLY WEAK FOR BLOOD AND INJURIES, BECAME MORE FOCUSED THAN EVER AND 

QUICKLY ARRANGED AN IV POLE AND A BED. I GOT BLANKETS, HELD HIS HAND AND TALKED TO HIM WITH 

THE FEW WORDS FROM THE LOCAL DIALECT THAT I KNEW. THE LEG HAD TO BE AMPUTATED, BUT HE 

SURVIVED.” 

- LOGISTICIAN, 28 YEARS OLD, AT AN INTERNATIONAL CHARITY.  

 

This story is one of many told by the employees and volunteers within an international charity. 

The use of real narratives from real experiences in order to communicate to stakeholders what an 

organization does is named corporate storytelling and is suggested to be an effective branding 

tool (Fog et al. 2010; Brown et al. 2005; Brady and Haley 2013; Mittins et al. 2011; Lury 2004; 

Tyler 2007; Dennings 2006; Herskovitz and Crystal 2010). This paper on stories in the charity 

sector will use the term storytelling and corporate storytelling, meaning when people in an 

organization share stories with each other; it is as simple as that. 

 

Research indicates that many charities struggle with issues on how to build strong, competitive 

brands and at the same time coordinate the different departments to work as a team, towards the 

same goal, respecting each others disciplines and feel commitment to the brand (Fisher Liu 2012; 

Bennet and Savani 2004). Both Fisher Liu (2012) and Hankinson (2004) address the need of 

further research in charity branding in order to achieve a better understanding of employee 

communication as well as of internal branding on different levels in the organizations. Since 

charities are non-profit organizations, branding activities and internal brand building might 

rhyme badly with charities’ missions, as branding is more associated with commercial companies 

(Daw and Cone 2010; Bennett and Savani 2004; Dahlqvist & Melin 2010). However, in order to 

compete with other charities and, most of all, to attract donors, the charities need excellent brand 

strategies (Fisher Liu 2012), similar to for-profit organizations’ (Bennett and Savani 2004). 
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The importance of internal branding 

According to Chong (2007) and Laine et al. (2010), it is of equal importance to position the brand 

to external as well as to internal stakeholders. Some authors (Keller 2003; Foster et al. 2010; 

Laine et al. 2010; Dahlqvist & Melin 2010; Chong 2007) even argue that the efforts spent on 

internal branding are almost of greater importance. They stress that a strong internal brand will 

lead to a strong external brand, with the very centre being the core values (Chong 2007). These 

values must be fully implemented in the entire organization in order to deliver a trustworthy 

brand. Internal branding thus accounts for every member of a company, with the purpose to 

activate communication and educate employees about the brand values, making them become 

emotionally engaged with the company and brand (Foster et al. 2010; Chong 2007). 

 

Storytelling as an internal branding tool 

Corporate storytelling literature argues for brand building in the very core of the corporate culture 

as well as in every corner of the workforce (Fog et al. 2010). Its focus is on the communicative 

actions in an organization, between levels, disciplines and departments (Fog et al. 2010) in order 

to make employees committed to and “live” the brand (Hankinson 2004). Fog et al. (2010) 

believe that the internal brand can build on real-life stories told by employees, managers and the 

founders themselves. The stories will consequently be anchored in the corporate culture and thus 

create a solid and authentic brand for the organization. 

 

Examining charity websites and advertisements, several stories, as in the case of the 28-year-old 

logistician, are used to communicate the charity to target external stakeholders (Papadatos 2006; 

Ford et al. 2010). However, it is still a question whether corporate storytelling in terms of internal 

branding is practiced within these kinds of organizations. How are the stories – that indeed occur 

very naturally in a charity’s external branding activities – told and shared internally? 

! !
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We identify a problem being that charities struggle with scarce marketing and branding 

resources, as do many non-profits, but they still need to communicate a trustworthy external 

brand. A strong internal brand is suggested to enhance the external brand and as charities’ 

activities provide direct access to corporate stories, we believe corporate storytelling in terms of 

internal branding is of great use. We have not found any research that explicitly investigates how 

charities use storytelling in internal branding activities, although Hankinson (2004) states that 

charity managers indeed practice internal communication to create internal brands. Since both 

internal branding and corporate storytelling are about communication with employees and within 

the organization, we suggest storytelling as a relevant method for internal branding in charities. 

=>B!@2(0'%$!+.3!($%$+(*#!C2$%&)'.%!

The purpose of this thesis is to investigate what role storytelling could have on the internal 

branding in the context of the charity industry. We aim to explore how stories are used and how 

they relate to internal branding in terms of core values and mission, the organizational culture and 

the internal communication. The following research questions are stated: 

 

What is the role of corporate stories in charities? How can stories be implemented in charities’ 

internal branding? 

=>D!E'.&()72&)'.!

Based on literature on internal branding, corporate storytelling and the context of non-profit 

branding, this paper will add to existing research by exploring how storytelling can be of use in 

internal branding activities within the Swedish charity sector. We further believe this study 

performed in a Swedish non-profit organizational context will fill a gap in existing storytelling 

literature, as empirical studies on storytelling in Swedish academic research are still relatively 

few. 
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In this chapter the paper’s theoretical framework is presented. First, we outline previous 

research in the area of non-profit branding and second, the concept of internal branding. Finally, 

the chapter defines corporate storytelling in terms of internal branding. 

B>=!@($1)'2%!($%$+(*#!'.!7(+.3).8!).!&#$!.'.G0('5)&!%$*&'(!

According to several authors (Hankinson 2004; Bennett and Savani 2004; Sullivan Mort et al. 

2007; Fisher Liu 2012; Daw and Cone 2010; Ford et al. 2010), branding is becoming more 

important for charities as they are moving towards more professionalism similar to the for-profit 

sector. While branding of charities traditionally has been viewed as something exploitive, it is 

now regarded as important tools in the delivery of the charities’ mission (Sullivan Mort et al. 

2007). Daw and Cone (2010) argue that brand and reputation are even more important in the non-

profit sector than in the for-profit sector. Supporters who provide financial resources to a non-

profit organization rarely receive anything concrete in return. Instead they have to base their 

donation on the knowledge that their money will be used to achieve important goals. This makes 

the clarity of the brand, the personal engagement and communication critical differentiators for 

non-profit organizations (Daw and Cone 2010). Still, Gillman et a.l (2012) show in a report on 

non-profits in Sweden, that many non-profit marketing managers find it hard to balance and 

defend the advertising costs.  

 

Sullivan Mort et al. (2007) and Gillman et al. (2012) further state that non-profits are facing 

challenging operational environments such as an increased need for their target beneficiaries as 

well as a growing number of charities, to enhanced competition for donors and grants. Bennett 

and Savani (2004) believe that the focus for charities in order to compete should be to develop 

the marketing function and make it a key organizational role. While charity marketers often are 

innovative in their communication and advertising due to scarce resources, they struggle with 

ignorant attitudes from their non-marketing colleagues (Bennet and Savani 2004). Daw and Cone 

(2010) agree that the importance of building and managing a brand in non-profit organizations 

has increased although they argue that many of the non-profits do not know how to handle it. 
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Spending human and financial resources on branding has traditionally been a low priority and 

thought of as a frivolous task (Daw and Cone 2010; Bennett and Savani 2004; Gillman et al. 

2012). The marketing function might then be seen as a cost burden as opposed to a revenue-

making asset in the charity (Bennet and Savani 2004). Bennet and Savani (2004) and Hankinson 

(2004) believe it is a leadership task to integrate the marketing department in other activities in 

non-profit organizations. Charities must find a branding strategy that engages employees in other 

departments than exclusively the marketing department. Hankinson (2004) states that the 

perception of the “entire firm” should include all people that work for the charity, regardless 

whether they are volunteers or full-time employees. Brand training should thus be available for 

all members of an organization, not only at management level.   

 

Fisher Liu (2012) stresses that the main problem for non-profit organizations is that they simply 

cannot spend, or prioritize, money on brand communication. She states that although top 

management encourages communication management, it is not well resourced. Lack of 

communication creates problems both in attracting employees and convincing donors of the 

organization’s specific cause. For example, Fisher Liu (2012) states that the volunteer turnover in 

charities is high due to poor external as well as internal branding. A clearer brand strategy would 

increase the brand attention with employees and help to recruit and retain the volunteering 

workforce. However, although charity branding has not been on the agenda until recently, there 

are indeed strong brands within the charity industry, such as Greenpeace, Red Cross, Medicines 

Sans Frontiers and World Wildlife Fund (Stride 2006). Well-established charity brands with a 

long history have rather seldom grown strategically, but organically, and with a heritage that is 

important for internal stakeholders and for employees particularly (Sullivan Mort et al. 2007). 

Volunteers are an especially important stakeholder group because their volunteer work is 

undertaken by their own beliefs, personal choice and without obligation (Sullivan Mort et al. 

2007). 

 

Hankinson (2004) stress that internal branding helps organizations to get back on track on what 

they stand for and what they believe in. Especially if they have been in the charity business for 

many years, have witnessed a lot of staff turnover and a growing charity market. Simply put, 

internal branding helps to redefine the brand (Hankinson 2004).  
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Chong (2007) argues that employees who are closely aligned with the core values create strong 

internal brands. Yet, internal branding outcomes rely both on the management and the 

employees, meaning that internal branding accounts for every member of an organization. Ind 

(2007) suggests that the power of the brand lies on the freedom given to employees to use their 

imagination and be creative within the frames of the organization’s values. This becomes 

important when the organization meets uncertainty, crisis or difficulties that affect the workforce, 

the products or the brand. The core values then act as a guide in order to navigate employees’ 

behaviour towards themselves and external stakeholders (Chong 2007). Punjaisri et al. (2008) 

and Chong (2007) suggest that the employee’s perception of the brand will affect the customers’ 

brand experience. They argue that successful internal branding practices engender a shared 

understanding of the brand among the workforce and thus create brand commitment in the 

organization. Also, when employees identify with the brand, it enhances their pride and their 

sense of belonging.   

B>B>=!E'A0'.$.&%!'5!&#$!).&$(.+,!*#+()&4!7(+.3!

According to Hankinson (2004), the internal charity brand consists of four components (figure 1).  

 
 

 

 

 

 

 

 

Figure 1. The components of the charity brand, Hankinson 2004 

 

Functional aspects of the brand, such as the purpose and the mission with the charity, describe 

what the charity wants to fulfil with its activities, for example to save the life of minks and give 

them a fair and worthy life as free animals. The functional component is representing the reason 

of being, why the organization is needed on the “charity market” (Hankinson 2004). 
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Symbolic aspects of the brand are related to more abstract ideas and emotions, such as core 

values. These are value-added words and fundamental principles that support the functional and 

other aspects and help to navigate towards the charity’s mission (Hankinson 2004; Chong 2007). 

Stride (2006) states that the component of core values is of particular importance in the non-profit 

sector, as the values are not constructed as for-profits’ brand values sometimes tend to be. 

Sullivan Mort et al. (2007) also argue that the brand and its values indeed are used internally in 

non-profits as an important cultural guide. Chong (2007) agrees that it will be hard for an 

employee to act according to the internal brand if the personal values are misaligned with the 

corporate values. Already in the recruiting phase, there should be a major focus on the core 

values in order to see if they fit with the candidates’ personal values. Symbolic components are 

also the visual features of the brand: the logo, the font and the graphics connected to it 

(Hankinson 2004). Ind (2007) however, warns against too much focus on the brand’s visual 

aspects on behalf of spoken communication. Instead of spending big amounts of money on 

generating names and developing visual identities that in the end might fail to deliver, he believes 

the efforts should be made internally. 

 

Behavioural aspects, such as the managerial practice, represent the way managers communicate 

with their employees and each other. These actions are often expected behaviours, how managers 

engage with the staff and what hierarchies, routines and communication channels there are. It is a 

general idea on the way things are done in a certain charity (Hankinson 2004). Dahlqvist and 

Melin (2010) further argue for recruiting people with marketing or business background to 

positions that deal with communication.  

 

Experiential aspects concern how the organizational culture is experienced (Hankinson 2004). 

The culture of employees is suggested to be a process that can be developed to stimulate 

involvement and commitment (Ind 2003). This component specifically takes the perspective of 

the workforce, the employees, how they engage with each other and how they engage with all 

mechanisms and functions of the organization (Hankinson 2004). Sullivan Mort et al. (2007) 

argue that brand values therefore have a reflexive relationship with the culture of the 

organization.  
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Internal communication (Punjaisri et al. 2008) and organizational culture (Laine et al. 2011; 

Hankinson 2004) are highlighted as important cornerstones of the internal branding activities. 

Sullivan Mort et al. (2007) specifically emphasize how important it is that employees are part of 

the negotiation on the aspect of brand image. Hankinson (2004), Chong (2007), Punjaisri et al. 

(2008) and Dahlqvist and Melin (2010) state that the more employees are active early in internal 

branding activities, the better performance on the brand delivery. 

B>B>B!-%0$*&%!'5!?.&$(.+,!7(+.3).8!!

Hankinson (2004), Punjaisri et al. (2008) and Chong (2007) suggest that implementation of 

internal brand activities is about communication and active brand training.  

 

Internal communication and brand training 

Punjaisri et al. (2008) as well as Chong (2007) argue for two key mechanisms early in the 

internal branding process, which are brand training and internal communication. Punjaisri et al. 

(2008) stress that these two key instruments are as equally important. They identify different 

internal communication tools: mass methods such as newsletters and face-to-face communication 

including daily briefings and group meetings. Among these communication channels it is face-to-

face communication and group meetings that are mostly appreciated, since the employees can 

express their feelings right away, ask questions and get instant feedback on their uncertainty 

(Punjaisri et al. 2008). Chong (2007) also mentions introductions of employees as opportunities 

to communicate core values. He suggests group meetings and videos where the trainers use actual 

cases in order to explain core values. The trainers could even be employees who can share real 

personal experiences better than the Human Resource department. The mass-methods are useful 

because they can send a very coherent message when reaching the entire organization at the same 

time (Punjaisri et al. 2008). Internal magazines can also be used for communicating core values 

to a large group (Chong 2007) and newsletters are effective since they target both internal and 

external stakeholders (Punjaisri et al. 2008). 

 

Hankinson (2004) finds that managers who rotate and engage with all kinds of disciplines and 

talk face-to-face with employees, experience how the brand is “lived” by the staff in their daily 
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work. A managerial initiative could also be lunchtime seminars, internal branding workshops and 

similar events. The HR department can imply using strap lines and visual brand logos and colours 

in recruiting ads and e-mail, but also arrange induction and training programs and thus 

incorporate brand and management issues (Hankinson 2004). However, although internal 

communication and brand training must be a two-way affair, where both managers and 

employees actively engage in the process, it is the responsibility of senior management to provide 

guidance to employees in order to encourage a consensus view on the values (Chong 2007). 

O’Callaghan (2009) and Chong (2007) advocate induction programs as they successfully 

translate the corporate brand internally by facilitating employees’ roles as brand builders. Chong 

(2007) goes as far as to say that depending on whether employees succeed in internalizing the 

organization’s core values or not, they should be rewarded or punished. For example by using an 

evaluation system based on the employees’ behaviour in relation to the core values. If there are 

shortfalls in the core value behaviour, the employee will be recommended to pursue remedial 

activities such as further brand trainings. 

Organizational culture 

The internal branding process should consist of shared organizational values among colleagues, 

translated into appropriate actions and behaviours (Hankinson 2004).  Punjaisri et al. (2008) 

stress that internal branding previously has been the responsibility of the marketing and 

communications department in organizations, but argue now that the internal branding 

responsibility must be integrated among managers and staff from different departments: 

marketing, top management, HR, etcetera. Through this interaction the organizational culture can 

be enhanced as well as changed in the desired direction (Dahlqvist & Melin 2010). Bennet and 

Savani (2004) show how conflicts easy can arise in charities where there is a psychological 

distance between disciplines, which in turn is a consequence of a lack of cross-disciplinary 

understanding. According to Bennett and Savani (2004), conflicts are much less likely in 

organizations with a lot of cross-functional team-working, free and easy interdepartmental 

communication and frequent socialization between departments. Relational aspects between 

colleagues in all levels could influence the employee’s attitude towards the brand, which suggest 

that the internal branding process really should emphasize teamwork practices as part of 
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communication and brand training (Punjaisri et al. 2008). Chong (2007) suggests role-play 

programs where different units act as others, in order to enhance cooperation.  

B>D!I&'(4&$,,).8!).!'(8+.)J+&)'.%!

Storytelling is used in different areas and has different purposes within organizations (Tyler 

2007; Dennings 2006) whereas brand building (Fog et al. 2010; Dennings 2006; Tyler 2007; 

Herskovitz and Crystal 2010) is one of them. Instead of presenting or describing an organization 

with hard facts, numbers and annual reports, telling a story about the organization can create a 

stronger identity among staff and the public (Lury 2004). Storytelling is a way to help an 

organization and its employees to acquire a stronger culture and self-identity (Barker and Gower 

2010; Lury 2004). However, there are disagreements in previous research on who should be the 

driving force of the storytelling process. Tyler (2007) argues that its implementation is the 

responsibility of the HR department; Dennings (2006) states that it is often a top leadership 

activity while Barker and Gower (2010) and Fog et al. (2010) stress that it should be a cross-

disciplinary task. Indeed, according to Barker and Gower (2010), storytelling is a way to 

overcome the inherent differences across cultures in an organization.  

B>D>=!E'(0'(+&$!%&'(4&$,,).8!+%!+.!).&$(.+,!7(+.3).8!&'',!

When corporate storytelling is used as an internal branding tool (Brown et al. 2005; Brady and 

Haley 2013; Mittins et al. 2011; Lury 2004; Tyler 2007; Dennings 2006; Herskovitz and Crystal 

2010), it focuses on the communicative actions in an organization, between levels, disciplines 

and departments (Fog et al. 2010). As previous research on branding concludes, a cross-

communicational approach is preferred for the internal brand to embrace the entire organization 

(Barker and Gower 2010), why storytelling techniques could be used as a way to achieve this. 

Moreover, stories enable the possibility to share experiences and knowledge from real situations, 

rather than only provide a manual on how to deal with work tasks (Tyler 2007; Chong 2007). A 

story could act as a compass directing all organizational communication both internally and 

externally (Barker and Gower 2010), hence becoming a strategic tool for top management (Fog et 

al. 2010; Tyler 2007; Dennings 2006). The values and the meanings are passed on to generations 

and create a strong heritage of the culture among the different people in the workforce (Barker 
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and Gower 2010). Brady and Haley (2013) continue by stating that stories will engage employees 

because they can relate to them; all lives are built by stories. Positive stories make members in 

the organization feel proud and make the institution a desired place of employment (Brady and 

Haley 2013). Fog et al. (2010) agree that employees should be able to see themselves in the 

stories and become inspired. Mittins et al. (2011) however, state that the organization is a mixture 

of negative, positive, funny and serious stories, summing up the personality, image and heritage 

of the organization. Employees identify and clarify the organization’s values, culture and identity 

through storytelling.  

 

“Storytelling is a process” 

Stories are tools that will help the brand building continue to be a process. A story is not a static 

thing; it is a process that continues to change over time (Mittins et al. 2011). "Strong brands aren't 

given, they must be earned over and over again. Therefore most companies nowadays seem to 

agree that brand building is not a project but a process." (Gromark and Melin 2010:394).  Fog et 

al. (2010) and Brady and Haley (2013) stress that the corporate story should not be only one 

narrative but in fact consist of several, although they have to express the same values. Barker and 

Gower (2010) state that the task is to find effective stories that can be adapted to other stories 

with the aim of express an organization’s purpose. For example the story about the founder of the 

organization is good as a story that identifies the foundation of values (Fog et al. 2010; 

Herskovitz and Crystal 2010), but for the organization to develop, to improve, to flourish in 

creativity and curiosity, new stories must take place. Hence, stories about the founders are 

inspirational while current stories are reinforcing (Brady and Haley 2013).   

 

Exploring the corporate stories 

Brady and Haley (2013), Fog et al. (2010), Brown et al. (2005) Barker and Gower (2010) and 

Tyler (2007) agree that all organizations have authentic material for working with stories. Tyler 

(2007) argues that stories are a naturally occurring and an often-untapped resource.  They are not 

always written down or even recognized as valuable, why it might be difficult to discern them 

since they are part of the daily communication (Fog et al. 2010). However, Fog et al. (2010), 

Barker and Gower (2010) and Dennings (2006) state that the stories should somehow activate the 

core of the organizational culture. According to Fog et al. (2010), storytelling begins with 
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identifying and collecting stories before they can be communicated in the right context. Fog et al. 

(2010), Barker and Gower (2010), Heijbel (2010), Dennings (2006), Herskovitz and Crystal 

(2010), suggest different sources of authentic raw material from where an organization can find 

narratives that match with their core values: employees and the organization’s founder.  

 

A good story can be found with every employee, no matter where in the organization’s hierarchy 

they work (Barker and Gower 2010). If an employee has done an individual accomplishment that 

made a difference, either professionally or socially, that is probably a good story (Fog et al. 

2010). In many organizations it is important to know your roots as it give the employees a feeling 

of identity. The stories of the founder are hence important to reflect on. If the founder’s vision 

and mission correspond with the present vision and mission and can be told by a narrative, then it 

is excellent raw material for corporate storytelling (Fog et al. 2010). 

B>K!I2AA+(4!'5!&#$'($&)*+,!5(+A$F'(;!!

Chong (2007) and Punjaisri et al. (2008) argue that successful internal branding create brand 

commitment and enhances employees’ pride and sense of belonging in the organization. By 

sharing organizational values among colleagues in cross-functional activities, the organizational 

culture will be enhanced (Dahlqvist & Melin 2010). The internal branding process should hence 

activate communication and educate every member of the organization about the brand values 

(Hankinson 2004). As Barker and Gower (2010) and Lury (2004) stress that storytelling is a way 

to help an organization to acquire a stronger culture and self-identity, it has the potential to be 

used as an internal branding tool (Fog et al. 2010; Dennings 2006; Tyler 2007; Herskovitz and 

Crystal 2010). Fog et al. (2010) and Mittins et al. (2011) further argue that employees identify 

with and clarify the organization’s values, culture and identity through storytelling. 

 

Figure 2 illustrates how storytelling as a tool embraces Hankinson’s (2004) components of the 

internal charity brand. Storytelling is here suggested to be implemented in the functional 

(mission), symbolic (core values), behavioural (internal communication) and experiential 

(organizational culture) components and thus help to create and re-create the internal brand. Both 

brand building (Gromark and Melin 2010) and storytelling (Mittins et al. 2011) are processes that 
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continue to change over time. Storytelling thus provide fuel to the charity brand that in turn feeds 

the stories with more content as the process continues to evolve. 
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Figure 2. A revised version of Hankinson’s figure with an additional storytelling box. 
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In this part a description of the method used to address the research question will be provided. 

This includes the research approach and design, an explanation of the data collection process 

and the data analysis as well as the use of the theoretical framework. 

 

D>=!M$%$+(*#!+00('+*#!+.3!3$%)8.!

The aim of the study is to explore how stories are used within charities and how that could affect 

their internal branding. The research questions of the thesis are therefore: “What is the role of 

corporate stories in charities? How can these stories be implemented in the charities’ internal 

branding activities?” Since there is a gap in existing research on the use of stories in the Swedish 

charity context, an exploratory study was chosen as is suggested by Darmer & Freytag (1995). 

When investigating a social phenomenon such as stories in an organization, a qualitative 

approach with a multiple case study was also preferable (Yin 2009; Saunders et al. 2009). This 

gave us the possibility to investigate in depth the use of stories in four selected charities as 

compared to a quantitative study.  

 

According to Yin (2009) and Kvale & Brinkman (2009), an exploratory case study benefits from 

previous research in order to guide the data collection and analysis. The paper’s ability to answer 

the research question thus suggested a combination of an inductive and deductive approach 

(Saunders et al. 2009).  

D>B!E+%$!%$,$*&)'.!

In order to create a charity sampling frame  (Yin 2009; Watt Boolsen 2007) the following criteria 

were chosen: First of all, they had to be members of Frii, the Swedish Fundraising Council  

(2013) who is closely collaborating with the Swedish Fundraising Control (Svensk 

Insamlingskontroll 2013). These two branch associations are legitimizing and validating the 
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business and quality of Swedish charities towards donors and authorities. Second, they had to 

have brands that we believed to be relatively known. We see ourselves having average 

knowledge about the Swedish charity sector and do not perceive the risk of biased selections of 

charities to be too high. The sampling frame first constituted of 147 (members of Frii) and then 

around 50 (our perception of relatively known brands). In all, 17 different charities and 51 

different persons were e-mailed of which 4 charities and 12 persons responded positively to our 

interview request (see Table 1., p.16). 

 

Charities with different causes were selected as a heterogeneous sample is argued to enable 

identification of key themes from the findings (Saunders et al. 2009), although the selected 

charities are not claimed to represent the entire charity sector in Sweden. Key respondents were 

volunteers, top management and managers at departments believed to be relevant for the study: 

communication, branding and marketing and HR. This secured relevant insights in the areas of 

internal branding and story sharing. In each charity at least two respondents were interviewed in 

order to get a more valid and objective picture of the charities’ internal processes. However, as it 

was revealed that Charity C did in fact work a lot with storytelling as a method, the authors found 

it relevant to gather more information from this charity. After 12 interviews, no new findings 

were drawn from the data and in accordance to Yin (2009) and Kvale & Brinkman (2009), we 

believed the topic was thus saturated.  

D>B>=!E+%$!3$%*()0&)'.%!

All participating organizations were offered to be anonymous in order to get as honest responses 

as possible (Saunders et al. 2009; Yin 2009), but we still took into consideration in our findings 

that responses might be biased. Since the majority of the respondents preferred to be anonymous 

they were named with their titles only and the charities were named A, B, C and D. 

 

Charity A is Swedish based but works abroad with international partnering organizations. The 

employees at the head office in Stockholm are between 10-20 people. They do not have any 

volunteers, but a network with 30 working members. 
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Charity B is an international charity with a national office in Stockholm. They have between 19-

25 employees at the Stockholm office and local unions in a few cities with active volunteers.  

 

Charity C is a Swedish charity with a head office in Stockholm with around 100 employees and 

local unions all over the country with active volunteers.  

 

Charity D is a youth organization belonging to an international charity with a Swedish head 

office in Stockholm with smaller, local unions in Sweden. They have around 15-20 employees as 

well as active volunteers.  
 

Case charities  Role of respondent  

Charity A  CEO (CEO) 

Information Manager (IM) 

Director of the International Department (DID) 

Charity B  Communication Manager (CM) 

Volunteer (V) 

Charity C Human Resources Manager (HRM) 

Marketing Director (MD) 

Business Developer (BD) 

Web Editor (WE) 

Volunteer (V) 

Charity D Communicator (C) 

Volunteer (V) 

!
+,-./!&"!01./!12!3/45167/684!96!8:/!5,389;95,896<!;:,3989/4" 
!
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Data was collected through semi-structured interviews with open-ended questions focused to a 

certain theme (Darmer & Freytag 1995) as is suggested when interviewing with an explorative 

purpose (Kvale & Brinkman 2009; Yin 2009). Nine interviews were conducted face-to-face and 

three by telephone. Each interview had a time span between 30-60 minutes. The interviews, all 

conducted in Swedish, were taped and then transcribed as is suggested by Watt Boolsen (2007) in 
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order to validate the data analysis. All respondents were informed on the subject beforehand in 

order to prepare for the interview (Saunders et al. 2009; Kvale & Brinkman 2009). Preparations 

made the interviews more effective, although it was sometimes obvious that the respondents were 

too prepared and gave more reflexive than spontaneous responses. All answers were hence 

interpreted with much caution, according to Yin (2009).  

 

We thoroughly discussed which data were necessary to get and from whom, in order to answer 

the research question (Kvale & Brinkman 2009). Depending on the respondent’s answers and 

behaviour during the interview, and the topics the respondents brought up themselves, not all 

questions were asked on each interview, as is common in semi-structured interviews (Saunders et 

al. 2009). The explorative approach also permits the possibility to add different questions 

(Saunders et al. 2009; Kvale & Brinkman 2009). By analyzing each interview directly afterwards, 

the following interviews were able to improve (Watt Boolsen 2007; Saunders et al. 2009). We 

followed Yin’s (2009) and Kvale & Brinkman’s (2009) advice to rather ask “how”-questions 

(generally perceived as open) instead of “why”-questions (generally perceived as threatening), in 

order to get more honest and non-defensive answers. For example the question “How do you 

handle conflicts that may arise in the organization?” was preferred as opposed to “Why do 

conflicts arise in the organization?” 

 

With semi-structured interviews follows the risk of a biased researcher who has too much 

personal influence on the data collection and the analysis of the empirical material due to the 

researcher’s own subjectivity, frame of references and values (Saunders et al. 2009; Yin 

2009).  Moreover, there is a risk of interviewer bias due to the tone, comments and overall 

behaviour of the interviewer that might affect the respondents’ answers and thus challenging the 

validity of this data (Saunders et al. 2009). However, this method was still believed to best 

answer the research question. 

D>D>=>!O0$(+&)'.+,)J+&)'.!'5!&#$!&#$'($&)*+,!5(+A$F'(;!

The theoretical framework, with focus on internal branding and storytelling, was operationalized 

into 8 variables (see Table 2), which helped to formulate the interview guides (Appendix 1, 2 and 
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3). In order to investigate how stories can be implemented in charities’ internal branding, we 

found it appropriate to dedicate a vast amount of the questions on the internal branding theme. 

 

Internal Branding 

Previous empirical studies on internal branding focus on how employees and managers perceive 

and work with their organization’s core values, mission and vision, hence questions like “Do 

you sometimes talk about the organization’s core values?” were motivated. Introductions of 

employees were defined as a variable on how organizations work with their internal brand, thus 

motivating the question “How were you introduced in the organization?”. Internal branding is 

also suggested to depend on the internal communication. Variables derived from this theme 

were identified to be informal and formal communication between employees, managers and 

volunteers. Hence two of the questions asked were for example, “How do you communicate with 

your supervisor?” and “Are there any problems with the internal communication?”. Internal 

branding also depends on the organizational culture and how well different units work with 

cross-functional cooperation. Hence, in order to get data on team working in the selected 

charities the variables formed questions like “How would you describe the culture in your 

organization?” and “Do you think everybody here knows what everyone else works with?” 

 

Storytelling 

Research on storytelling suggests that an organization’s founder story is one of the most relevant 

aspects of the method, thus it became one of the variables to identify the use of storytelling in the 

case charities. This variable motivated questions such as “How often do you talk about the 

founder story?” Storytelling literature also refers to factors on how regular and spontaneous 

story sharing are among employees and also in which forums they are shared, for example well 

organized or during coffee breaks.  

 

The last question during the interviews regarded the respondents’ knowledge on the word 

storytelling and what they thought of that concept. This was asked in order to interpret their 

reflections to that specific term as compared to the previous questions on stories. This question 

was added as a “secret” question and not presented to the respondents prior to the interviews. 
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Themes Variables Theoretical Origin  

Internal Branding Core values, mission and vision 
 
Introduction of employees 
Formal communication 
Informal communication 
Organizational culture 
 
Cross-functional cooperation 

Chong 2007, Hankinson 2006, Sullivan Mort et 
al. 2007, Stride 2006, Ind 2007 
Chong 2007 
Punjaisri et al. 2008, Hanksinson 2006 
Punjaisri et al. 2008, Chong 2007 
Hankinson 2006, Laine et al. 2011, Dahlqvist and 
Melin 2010 
Bennet and Savani 2004 

Storytelling The founder story 
 
Story sharing and forums for stories  

Fog et al. 2010, Brady and Haley 2013, 
Herskovits and Crystal 2010 
Fog et al. 2010, Mittins et al. 2011 

 

Table 2. Variables derived from the theoretical framework on internal branding and storytelling.  

D>K!N+&+!+.+,4%)%!

The analysis of the data started short after the data collection began. Thus it was an ongoing 

process in parallel with the data collection in order to avoid overwhelming data (Darmer & 

Freytag 1995). Initially, we separately coded the data (so called investigator triangulation, Yin 

2009) in four broad categories: internal branding practices, internal communication, 

organizational culture and storytelling. The separated coding was to avoid that we were biased by 

each other’s interpretations (Darmer and Freytag 1995). As Yin (2009) suggests, it is important to 

be open for responses that contradict the presupposed findings. Hence during the coding, we tried 

as much as possible to categorize the responses within the categories and variables that were 

related to the questions, since that was most honest and helped to avoid drawing any pre-

conclusions before all data were gathered. The units of data from the transcripts were later 

summarized and irrelevant data were excluded (Yin 2009; Saunders et al. 2009). The 

summarizing phase included translation of the data from Swedish to English. 
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Here we will present the findings of the data collection from each charity. First, the findings from 

the internal branding theme are presented as they set the foundation for how stories can be 

implemented in internal branding. Second, the findings from the storytelling theme are presented. 

The chapter ends with a summary of the findings listed in bullet points. 

K>=!?.&$(.+,!7(+.3).8!
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Charity A 

All respondents believe they have an understanding of their charity brand and point to the 

importance of working with the brand. The internal perception of the brand has become much 

more uniform the last years (CEO, IM). Charity A has quite recently established a new external 

and internal brand program, including a review of the logotype and graphic manual and a brand 

platform with established core values and a vision and mission declaration. The graphic profile is 

implemented in the interior design. The brand process included internal discussions with each 

employee on the core values and the mission (CEO, DID). None of the respondents perceive it as 

wrong for a non-profit organization to pay effort to these questions, although the CEO perceives 

he sometimes has to struggle for pursuing internal branding activities when the organization at 

the same time should slim the workforce in order to be more cost-effective. The CEO also points 

to the importance of keeping the organization’s history in line with the branding activities in 

order to attract the skeptics and not ignore the institutional memory. The Director of the 

International Department thinks that the internal brand is a living discussion that includes him but 

that it is the CEO who is most active. He and the CEO also think that every employee should be 

involved in establishing an internal brand platform, although the main responsibility is a 

management issue. The Information Manager however, who has been employed for a long 

period, believes that she and other employees do not want to be too involved in the new internal 

branding process. She states that what the CEO does is crucial for the brand awareness in the 

organization. 
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Charity B 

Both the Volunteer and the Communication Manager think that a strong brand is important, not 

only externally for potential donors and media, but for the employees and volunteers who then 

feel that their sometimes hard work really matters and makes a difference. The Volunteer also 

believes that it depends on the core values if you stay for a long or a short time in a charity. In 

Charity B, they have recently initiated a more national branding platform as a complementary to 

the global branding documents, in order to create a local feeling of ownership of the core values. 

Although the platform mainly has an external branding purpose, the process itself of establishing 

the platform, has been internal due to several workshops (CM). The Volunteer states that there 

are training opportunities for volunteers about the charity’s core values. She also states that it is 

important to her to do public campaigns with the huge brand logo across her chest because it 

enhances her pride. None of the respondents perceive it as wrong to spend time and resources on 

internal or external branding and the Volunteer neither think it is an issue for conflict in the 

organization. 

 

Charity C 

All respondents point to the importance of working with the brand. The Volunteer and the 

Business Developer believe that the core values of the charity are necessary if you want to work 

voluntarily or not. However, the Marketing Director, the HR Manager and the Web Editor state 

that even though employees and volunteers agree on the fundamental core values, there probably 

exists one unique perception of the brand within each person in the organization. This is perhaps 

necessary since the charity is originated as a social movement and still is very democratic. 

Previous brand platform initiatives have been very inconsistent and straggly and the existing 

brand is rather ingrained in people, than it is thoroughly discussed. However, the perception of 

the internal brand has become more uniform the last years and Charity C is in a process of 

establishing a brand platform. It includes a review of the graphic manual but mainly a focus on 

establishing core values and a vision and mission declaration (MD). Every employee should be 

involved in establishing an internal brand platform, although the main responsibility is a 

management issue (MD, HRM). The internal branding management has been one of the 

Marketing Director’s main projects since he was appointed the position. Although none of the 
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respondents perceive it is wrong for a non-profit organization to pay effort to branding questions, 

they admit there is some resistance from people within the charity (MD, HRM, WE, V). 

Resources spent on branding is still perceived by older members and employees as too costly and 

an unnecessary task for charities while at the same time there seems to be a consensus on the 

importance of successful fund-raising (MD, HRM, V). The HR Manager also acknowledges a 

new attitude in this question seeing that Charity C recruits people like him from the for-profit 

sector.  

 

Charity D 

The Communicator thinks that a strong brand is important in order to confirm for the employees 

and volunteers that their work makes a difference. He thinks that their brand as well as other 

charity brands is built on a credibility capital, which is necessary to attract members and 

volunteers. The Volunteer, who is communicator in a local union, state that all volunteers are 

aware of the core values and know that they are necessary to agree on. Although the youth 

organization is proud of being solitary, belonging to a bigger organization with a famous brand is 

all the same viewed as something important and creates commitment. As a youth organization, 

they have no branding program of their own but rely on both the international platform and the 

Swedish mother organization (C, V). The Volunteer mentions that they organize “ideological 

trainings”, lectures on topics connected to their mission and leadership courses for activity group 

leaders. The Communicator says that branding activities often have both an internal and external 

target group. He does not think it is wrong for a non-profit organization to pay effort to these 

questions and the branding issue does not seem to be a conflict in the charity.  

K>=>B!?.&('32*&)'.!'5!$A0,'4$$%!

Charity A 

The introduction of employees runs for a couple of weeks and includes a presentation of the core 

values and the founder story, meeting the different units and learn who they are and create 

relations to them and their work tasks (IM, CEO, DID).  

 

Charity B 
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The introduction of employees and volunteers is perceived professional and structured. The 

Communication Manager had a strict scheduled program for two weeks and she is very 

impressed by the charity’s welcoming of new employees. The Volunteer says that introductory 

meetings are obligatory for volunteers before they even can start volunteering. At these meetings, 

a presentation of the core values and the history of the charity are included. 

 

Charity C 

The introduction of employees includes one and a half day of meeting the different units, a 

presentation of the core values and the history of the charity (WE, HRM). The Volunteer has 

joined the organization from an unconventional way and does not know how volunteers normally 

are introduced.  

 

Charity D 

New volunteers receive welcome letters, which one person in the local board is responsible for. 

The introduction of employees and volunteers consist of an ideological education. Here the 

founder story of the international organization is presented together with the fundamental values 

of the charity. The introduction programs for employees include meeting the different units and 

learn about the different roles and relations among the colleagues (C).  

K>=>D!P'(A+,!*'AA2.)*+&)'.!!

Charity A 

At Charity A the employees have weekly meetings including the whole office, meetings between 

departments as well as weekly newsletters. The charity has a magazine that is distributed to their 

members but is also read by the employees. According to the Director of the International 

Department and the Communication Manager, it is the CEO who is the driving force of the 

internal communication. Sometimes information overload contributes to employees not being 

able to finish their own working tasks in time (CEO, DID). According to the Director of the 

International Department, it is everyone’s responsibility to communicate with one’s colleagues to 

get updates on what is happening in the organization.  

 

Charity B 
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The formal communication plan is very structured according to the Communication Manager. 

They have several meetings every week, both concerning the entire office and the specific 

departments. Being an international organization contributes to a more hierarchical structure with 

directions from top management. According to the Volunteer, the hierarchical system sometimes 

creates a problem when a decision made on the executive level is transferred to the volunteers. 

Probably some of the information gets lost before it reaches the volunteers. For example, on 

upcoming campaigns, the volunteers have not heard the background arguments from the 

employees on the executive level on the idea. The charity also has an internal forum, like 

Facebook, where a lot of information and pep talk are communicated (V).  

 

Charity C 

In Charity C they have weekly meetings and an intranet where they can communicate. They 

frequently do employee surveys to find out what can be improved and usually the internal 

communication is mentioned as something that should be improved (WE, HRM). The HR 

Manager states that “it takes two to tango”, meaning that the employees themselves have to be 

active in the interaction and seek for a dialogue. The Marketing Director believes that good 

internal communication is required in order to succeed with the external communication. 

Problems can arise when the information has to go through different levels and departments. This 

view is also supported by the Volunteer, who says that it can be hard to reach employees on the 

central level since they have a lot to do. The volunteers have no direct contact with the employees 

at the office but the charity have yearly meetings where every paying member and volunteers are 

welcome and get a chance to talk to employees. The Volunteer thinks that the charity is trying to 

improve the internal communication, for example with a leadership project for volunteers.  

 

Charity D 

The employees at Charity D have weekly meetings with management and the specific project 

groups as well as summary e-mails from the union board (C). They have a magazine that reaches 

both employees and volunteers (C, V) and the Communicator also states that their web page is a 

tool for internal communication. Since this charity is a part of a larger charity, the employees also 

get access to the parent charity’s internal network. The volunteers mainly communicate with the 

board and other volunteers in their local unit. The communication between the employees and the 
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local boards is sporadic and there is no appointed contact person (V). Employees and volunteers 

only meet at annual meetings and other official events (V, C). The major problem with the 

internal communication among the employees is that even though they recently adopted a new 

communication plan it is not always very strategic (C). The Communicator also says that internal 

communication is often being postponed due to lack of time, which makes employees focus more 

on achieving goals than to improve the internal communication. When looking at the overall 

organization one issue is how to get volunteers’ opinions to influence the employees’ work, 

which can partly be brought up in the yearly meetings. The formal communication among 

volunteers is not perceived as a problem as they meet with their groups quite often (V).    

K>=>K!?.5'(A+,!*'AA2.)*+&)'.!!

Charity A 

The informal communication takes place during coffee breaks and lunch breaks. The employees 

even have scheduled coffee breaks (IM). The informal communication is important, where many 

times great ideas are born and spontaneously brought up subjects can eventually have a big 

impact on the organization. The Director of the International Department states that interpersonal 

communication is fundamental for a good working climate.   

 

Charity B 

The Volunteer states that in their local unit they have a lot of spontaneous and informal 

communication. Here the volunteers have much more influence on their work than compared to 

the overall organization. Some decisions are even made through informal communication 

channels instead of formal meetings. Charity B used to be located in a smaller office and 

according to the Communication Manager it was easier to communicate then. Partly because it 

was almost impossible to avoid talking to each other and to pay attention to what other colleagues 

were talking about. 

 

Charity C 

Spontaneous, short meetings are complement to the formal meetings, for example when someone 

needs to brainstorm an idea with a colleague. The HR Manager says that a lot of decisions are 

made in smaller, more informal groups, because it is impossible to communicate everything 
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formally. It is an advantage to work in an open landscape, since it is easier to pick up what people 

are talking about. Employees are encouraged to take coffee breaks, as it is an important form of 

communication channel (MD). 

 

Charity D 

According to the Communicator they are not very good at spontaneous communication. This 

contributes to employees missing out on interesting discussions that pop up in informal 

constellations. However, during lunch breaks employees from both Charity D and the parent 

charity meet. It gives them a chance to catch up with each other and discuss ongoing projects. 

The Volunteer says that they mostly use their Facebook page and blog and e-mails to 

communicate more informally. The content is often information on upcoming events, lectures, 

campaigns, meetings and etcetera. The local board administers the Facebook page and the blog. 

They used to have a separate Facebook group but they removed it in order to concentrate 

communication to fewer channels.    

K>=>R!O(8+.)J+&)'.+,!*2,&2($!!

Charity A 

In every weekly letter to the employees the CEO mentions the vision and what organizational 

culture he wants to create in the charity. The working environment is a place with an open-

minded atmosphere and should function as a place where employees can share both positive and 

negative experiences. There is an understanding and respect for everyone's’ working tasks (CEO, 

DID, IM). The CEO does not see conflicts as something negative; instead he believes it is good 

for the working environment. In most cases, when a conflict arises it is solved through listening 

and conversation (DID).  

 

Charity B 

According to the Volunteer, the organization is effective although not the most democratic one. 

Democratic decision-making would have been almost impossible for a charity of this size. This 

lack of involvement in decision-making is compensated as volunteers can choose if they want to 

attend events or not; there is no obligation. Also, the culture is very positive, encouraging and 
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strengthening (V). The Communication Manager describes Charity B as well structured with 

plans and strategies, as well as it is characterized by youth, openness and humour.  

 

Charity C 

The charity’s culture is described as knowledge-intense with a lot of will and commitment 

(HRM), but there is not enough knowledge about each department’s working tasks (MD, HRM). 

According to the HR Manager, the underdeveloped understanding is due to lack of time; 

everyone has his or her own duties to finish. They are not where they want to be in their 

organizational culture (HRM) although they have annual activities that focus on team building 

(WE). The Marketing Director also says that misunderstandings often arise because people think 

that someone else should do tasks that are on his or her table. The Volunteer perceives the culture 

as open and tolerant (V). 

 

Charity D 

The Communicator says it is an open organizational culture filled with people that are very 

committed. It is important to get everyone to understand and agree on the direction the 

organization is taking as shared goals in the organization will lead to employees cooperating 

better. There is a will to solve conflicts if they arise. The Volunteer describes the culture as cosy 

and caring and characterized by people with willpower who really want to make a difference.   

K>=>S!E('%%G52.*&)'.+,!*''0$(+&)'.!

Charity A 

The boundaries between departments are not very strict and people from different departments 

work together in project groups. According to the Information Manager cooperation and 

interaction depends on how long a person has been in the organization.  

 

Charity B 

At Charity B they very often work in teams where employees from different departments are 

represented; otherwise they would not be able to perform some of their activities (CM).  

 

Charity C 



1["7! 0/R(-22&0!^!.5&(-03)%!!

!

1`!\Y[]!

The Marketing Director says that the open landscape opens up for communication between 

different departments, but the cooperation is mainly with his colleagues in the same department. 

The HR Manager says that cooperation needs to be developed, but employees are very busy with 

their work. The will is there but the time and priority are not. 

 

Charity D 

The employees work in project groups with a mix of people with different positions and everyone 

is perceived to be on the same level. Also, since the charity is rather small there is no one who 

has a clear working role, except for the working title, but everyone’s duties depends on the 

project group and its goals (C). The Volunteer thinks that they are good in cooperating with each 

other among the volunteers although they work in different activity groups. 

K>B!I&'(4&$,,).8!
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Charity A 

In Charity A the Director of the International Department and the Information Manager perceive 

the founder story to be very alive and important. The CEO mentions that the story is repeated in 

almost every weekly letter to employees but he thinks it is rather the founders themselves that are 

inspiring and important, not the founding in itself.  

 

Charity B 

The Communication Manager does not believe the founder story is important in the daily work, 

although there is a big poster on the founders at the Stockholm office (CM, V). The 

Communication Manager admits that the founder story could be used more frequently as it is a 

very exciting narrative. The Volunteer thinks that the founder story plays a huge role for the 

charity, especially when volunteers are introduced and on trainings and educations, because it 

proves something important about the core values.  

 

Charity C 
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All the respondents believe the founder story to be of less importance for employees and 

volunteers today and is not often talked about. Partly because the charity mission has changed 

since the foundation and partly because they do not think that anyone really identify themselves 

with the founders. The recent stories are more useful for sharing experiences than a story of a 

founder from many years ago (WE, MD). 

 

Charity D 

The Communicator states that he is proud of the founder story of the international mother 

organization and refers to storytelling when he mentions it. The founder story is sometimes 

strategically used to create a feeling of working towards their mission and more often internally 

than externally (C, V). The Volunteer also believes that the founder story is very important and 

mentions that it is presented on introductions as the foundation of the organization’s core values 

and mission.  

K>B>B!I&'(4!%#+().8!+.3!5'(2A%!5'(!%&'()$%!

Charity A 

Weekly meetings, the magazine and coffee breaks are forums for employees to share stories 

(CEO, DID, IM). In general, the stories are focused on travels and aid efforts abroad since travel 

reports are part of the project teams’ work tasks. This routine enhances the competence in all 

employees and creates emotions of togetherness (DID, CEO). The Information Manager thinks 

that people in the charity are good storytellers but she does not believe there is an urge for people 

to share stories or that all stories are relevant. However, they still work a lot with stories in the 

external communication that causes spill over effects on the internal communication. The 

Director of the International Department and the CEO believe that stories are important and 

natural for the organizational culture. Sometimes someone shares a story or experience from the 

office with less action but still worth telling, especially if it has a positive turn on an initially 

negative event (CEO). 

 

Charity B 

The meetings, the intranet and educations and trainings are forums for telling stories (CM, V). 

The Communication Manager thinks that stories are powerful in communicating the 
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organization’s activities and stories from people they meet during travels. The Volunteer thinks 

that stories are important for the working spirit in the charity when campaigns and actions have 

had positive outcomes, but also to get information on what other members are doing. She points 

out the importance of sharing stories and experiences that are negative or sad, because she feels 

the charity is the only forum where people really understand (V). The Communication Manager 

thinks that storytelling in internal communication is an interesting idea in order to inspire 

members.  

 

Charity C 

Weekly meetings and the magazine are forums for employees and volunteers to share stories 

(MD, WE) as well as during coffee breaks and in corridors (HRM, WE). The ambition with the 

stories in the magazine is to acknowledge volunteers’ work in order to inspire other volunteers, 

although funny stories from employees’ work sometimes are published on the blog or in the 

magazine (WE). The Volunteer says she tells stories in order to share her experiences and 

encourage less experienced members. She says that she would like to hear stories on how to deal 

with unexpected tasks that occur when she does volunteer work. During the interviews it was 

revealed that Charity C actually has initiated a storytelling project with the purpose of recruiting 

new members (WE, MD, HRM, V, BD), although the respondents believe the project can be used 

more widely as well: employer branding (WE), creating a shared identity (MD) and enhance the 

internal brand (BD, HRM). Employees and members are requested to write about their 

engagement in the charity. It is important to work with real stories in this sort of communication 

(MD, BD) because personal stories can help to communicate more heart and gut feelings, as 

opposed to the communication that now is perceived as too stiff and factual (MD). A “story 

bank” is suggested, from where it will be possible to strategically pick stories in future 

communication and campaigning (MD, BD). The reaction from employees is positive, although 

many seem to think that they have nothing interesting to tell. The HR Manager believes that 

people in fact are good storytellers. It is noticed how the project has set free an “internal power” 

(MD, BD) and the Business Developer thinks there has been an unmet need of telling stories 

about personal experiences. She emphasize that it is of equal importance that people want to 

listen to the stories as they want to share them.  
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Charity D 

The Communicator thinks that stories are often told, but the charity has no organized forum for 

sharing stories, although he mentions social media as a forum for storytelling. The stories are 

often about recent campaigns and actions. He believes that when volunteers read about others’ 

work, they can be inspired. The Communicator thinks storytelling is a good strategy for value-

driven organizations in order to communicate their mission or certain campaigns with emotions. 

However, he does not see how it will work in practice, seeing to the organization’s workload. He 

believes it can be successful and useful if there are good instruments in both gathering and 

managing the stories, but there is no point in just piling stories without a clear aim. The Volunteer 

does not perceive there is a storytelling culture. People sometimes share experiences or stories in 

the activity groups or the local board meetings, but there is no organized forum for story sharing. 

She perceives that the Facebook page and the blog are more informative rather than a storytelling 

channel for personal experiences and anecdotes.  
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Summary of findings from internal branding  

Core values, mission and vision 

• The perception of a strong brand enhances working spirit in all charities. 

• The perception of the brand has become more uniform lately in all charities, due to efforts 

on establishing brand platforms. 

• Some respondents believe there is some resistance from the older generation to branding 

activities in the charities. 

Introduction of employees  

• All charities have structured introductions where core values, the mission and fellow 

employees are presented. 

Formal communication  

• All charities have weekly meetings, which are supplemented with newsletters, intranet, 

magazines or social media.  

Informal communication 

• The informal communication is an important complement to the formal communication.  

Organizational culture and Cross-functional cooperation 

• Cooperation is important for the organizational culture but can be improved in Charity C.  

• An open-minded environment contributes to employees communicating better.  

 

 

 

 

 

 

 

!

Summary of findings from storytelling  

The founder story  

• There is a mixed view on the importance and presence of the founder story. 

• Some respondents say that the founder story can say something on the core values, the 

mission and the organizational culture and some say it is inspiring. 

Story sharing and forums for stories  

• Weekly letters, meetings, intranet, magazines and coffee breaks are forums for story 

sharing. 

• In Charity C they have initiated a storytelling project in order to recruit members and the 

managers believe it will generate internal branding as well. 

• The stories people share are both positive and sad; often from activities, campaigns, 

reports from travels or just personal experiences and personal engagement in the charity. 
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In this part we discuss the findings related to our theoretical framework, beginning with internal 

branding and thereafter storytelling. The conclusions drawn from the discussion will be 

presented in the following chapter, where we present how storytelling connects to internal 

branding.  

R>=!?.&$(.+,!7(+.3).8!!

Core values and perception of the internal brand 

In all participating charities they have, within the last years, actively worked with re-establishing 

their brands (Charity A, B and C) and communication (Charity D) in order to be more consistent 

internally and clear externally. Some managers state that they believe the perception of the 

internal brand has become more uniform lately, due to the efforts on branding and brand 

platforms. Previous research on non-profit branding indicates that the charity sector is moving 

towards more professionalism and brand awareness similar to the for-profit sector (Hankinson 

2004; Bennett and Savani 2004; Sullivan Mort et al. 2007; Fisher Liu 2012; Daw and Cone 2010 

and Ford et al. 2010). The respondents in the study hence confirm this. The Volunteer in Charity 

B describes their brand as very present in all campaigns and how the charity constantly works 

with brand trainings. Also by the fact that in both Charity A and C they have recruited people 

from the business industry to top management positions and in Charity C they have even created 

a Marketing Director position. This is in accordance with Dahlqvist and Melin (2010) who argue 

for recruiting people with marketing or business background to deal with communication 

management.  

 

The functional components of the brand, that is the charities’ purpose and mission (Hankinson 

2004), are by all respondents perceived as being clear in the organization. The symbolic 

components however, which regard core values for example (Hankinson 2004), are according to 

some respondents more diffused among the employees. Stride (2006) argue that the aspect of the 

core values are of particular importance for non-profits and is perhaps symptomatic to why many 

of the charities has initiated branding activities such as the storytelling project, the brand platform 
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workshops and having thorough introductions on core values. The Volunteer in Charity D also 

says that the core values are non-negotiable, as is in line with Stride (2006), who state that non-

profit core values cannot be constructed in the same way as for-profits’ brand values. Hankinson 

(2004) further argue that the visual logo is part of the symbolic component. The Volunteer in 

Charity B state that to her it is important to do public campaigns with the huge brand logo across 

her chest because it enhances her pride and also Charity A has worked with the graphic profile in 

the interior design of the office. Ind (2007) suggests that organizations should not spend a lot of 

money on developing visual identities, and instead focus on efforts internally in order to create 

strong internal brands. However, this study shows that the visual identity indeed is important for 

the perception of the internal brand and thus its importance should not be ignored in internal 

branding activities.  

 

The perception on branding in the non-profit sector as something “exploitive” (Sullivan Mort et 

al. 2007; Bennet and Savani 2004; Gillman et al. 2010), is to some extent altered in the study. In 

fact, none of the respondents think it is bad to spend time and resources on branding; even 

respondents who do not work directly with branding, marketing or communication. In addition, 

all respondents, from volunteers to managers, show a great pride in their belonging to the 

organization, why the strong brand only seem to mean that the stronger the brand, the prouder 

they are. All respondents rather point to the importance of a strong brand, especially in order to 

get people to work voluntarily. Sullivan Mort et al. (2007) do state that a brand might be of most 

importance for volunteers as they work without obligation. However, some respondents in 

Charity A and C admit that there is still resistance within the organizations against branding, 

aggressive marketing and fundraising, which they believe is a generation and background issue. 

According to the respondents in Charity A and C, their colleagues do agree on the importance of 

having a strong brand, but they do not want to spend money on branding activities. Perhaps due 

to what Sullivan Mort et al. (2007) describe as organizations where the brand has grown 

organically and not strategically. Both Charity A and C describe their brands as having grown in 

various directions with as many unique brand perceptions as people in the organizations and that 

the brand is ingrained in people rather than discussed. The brand is hence strong to each and 

every one but has still not been uniform. Although Charity B belongs to an international charity it 

seems to be the organization in the study that has worked most strategically with branding in 
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general, although Sullivan Mort et al. (2007) argue that big charities often have organically 

grown brands. It is rather in Charity A and C where the brands have grown organically.  

 

However, during the interviews it was not always clear if the respondents talked about their brand 

in external or internal terms. Their personal perception and the external communication of the 

brand seems to be difficult to separate, which is perhaps natural since the internal and external 

brand should be carried by the same core values, according to Sullivan Mort et al. (2007). 

Moreover, as long as the internal and external brand communicate the same core values it will 

probably enhance both the external and internal brand simultaneously (Chong 2007). 

Consequently, it seems to be a circle-effect. Some respondents state that if they perceive the 

external brand as strong and powerful, it will enhance their working spirit and encourage them in 

hard work tasks. Thus it enhances the organizational culture and re-creates the internal brand, 

which in turn leads to a trustworthy external brand (Chong 2007; Sullivan Mort et al. 2007).  

 

Introduction and brand training 

As the Volunteer from Charity B states that it depends on the introduction and further education 

on the core values if you stay in an organization, it certainly highlights the importance of working 

with brand training and communicating the core values early and actively. She does not always 

approve of the actions or values the charity communicates and she can never influence decision 

making at the charity’s top management, but she can refuse to volunteer when values are 

clinching, which she thinks is important. Chong (2007) does not support this view as he mentions 

evaluation systems based on “core value performance”. That is probably not a good idea in 

charities where people work for free, but all the same it illustrates the importance of recruiting 

volunteers that really support the core values. According to Sullivan Mort et al. (2007) it is 

important to be part of the negotiation on the aspect of the internal brand, which is not the case of 

Charity B and D who belongs to international charities.  

 

All charities in the study seem to take the introduction program seriously, as in accordance with 

Chong (2007), where core values are thoroughly presented for both employees and volunteers. 

The introductions where new employees get to meet fellow employees also imply that the 

organizational culture and teamwork becomes an important part. In Charity A, where all new 
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employees have to spend a day or two with all units is perhaps not a “role play program” as 

Chong (2007) suggests, although it is still a way of getting different units know what they do and 

respect each others work tasks.  

 

Internal Communication 

The behavioural component from Hankinson’s (2004) model describes the managerial practice, 

how a charity is structured and what the expected behaviours and communication channels are. 

The majority of the charities have regular newsletters and magazines that go out to paying 

members and volunteers, as a way to reach more people than just the employees. The information 

has to be communicated so it reaches everyone but still it must avoid information overload, 

according to Charity A and D. This problem is something that Fisher Liu (2012) discusses in her 

article, and argues for an effective employee communication. According to Punjaisri et al. (2008) 

and Chong (2007) however, magazines and newsletters are good channels for reaching and 

communicating core values to a large group of people. The CEO from Charity A even highlights 

that he aims to communicate the vision and organizational culture in all communication channels.  

 

According to Dahlqvist and Melin (2010), it is the interaction between employees and top 

management that changes the culture and values in an organization, not policy documents. But 

the authors also say that there is a risk of having a very diffuse brand when no one takes 

responsibility for the branding activities and communication. Not all responding employees 

believe themselves or colleagues want to be involved in neither the process, or that it is 

important. Many issues are a “leadership” task. Chong (2007) states that branding activities and 

internal brand communication is a two-way task suggesting that both managers and employees 

should actively involve in branding activities, which is confirmed by the HR Manager in Charity 

C regarding the internal communication. Still, several of the respondents say that even though 

they have newsletters and magazines, there are no specific bottom-up channels for members and 

volunteers, except from the yearly meetings. This contributes to a gap between employees and 

volunteers in the overall communication in the charities. The Volunteer in Charity D mentions 

that it is the local board who administrates the Facebook page and the blog, why the volunteers 

might feel that it is not an open communication channel. As Punjaisri et al. (2008) stress, the 

face-to-face communication is appreciated because of the direct dialogue, and Dahlqvist and 
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Melin (2010) and Barker and Gower (2010) also highlight the importance of cross-

communication.   

 

Dahlqvist and Melin (2010) further stress that internal and external communication must be 

integrated and not entirely separate. In several charities it is stated that internal communication 

has never really been prioritized, instead the focus has been on the external communication, and 

how to reach donors. According to Fisher Liu (2012), this is common in non-profits, where 

internal communication is encouraged by top management but not well resourced. A lot of the 

respondents talk about the external communication when they are asked to describe the 

communication in the charity. However, it seems as if the internal communication in the 

participating charities is becoming more important, since the majority have or are currently going 

through organizational changes and brand building, which includes the internal communication.  

 

Organizational culture and cross-functional cooperation  

According to Bennett and Savani (2004), conflicts are much more likely to arise in organizations 

where there is a lack of cross-functional teams and socialization between departments. This can 

in the end influence employees’ attitudes towards the brand. Except from Charity C all 

respondents state that they work in teams with colleagues from different departments. The 

employees in Charity C do not have enough knowledge about each other’s duties, something that 

can be seen as one of the factors that makes it hard to co-operate. Bennet and Savani (2004) also 

stress that conflicts can arise when there is a psychological distance between functions. In the 

other charities however, the employees learn what the other professions do at an early stage. 

 

According to Chong (2007) it is the senior management’s responsibility to “steer” the employees 

in the direction that is needed to be able to create a coherent view of the values. The statement 

that the brand and its values are used as an important cultural guide (Sullivan Mort et al. 2007), is 

confirmed by many respondents who believe it enhances their pride of belonging to the 

organization. However, according to the Marketing Director in Charity C, the senior management 

see the values as very clear and obvious and forgets that perhaps not everyone are as familiar 

with the values as they are. The internal communication hence needs to be a two-way affair, to 

engage both managers and employees in the internal branding process (Chong 2007).  
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In addition to the behavioural component are the experiential aspects of the internal brand, how 

employees engage with each other and experience the organizational culture (Hankinson 2004). It 

seems like the open-minded environment in the charities and also that everyone is passionate for 

the charity’s specific cause, contribute to employees working towards the same goals. Both 

Charity B and D state that a young and open-minded working environment characterizes the 

charities. This culture might contribute to these charities being more adaptable to branding 

activities and a more pro-branding mindset, as compared to the resistance to branding from the 

older generation in Charity C. However, Charity B and D are two internationally famous 

charities, which might influence the respondents to become more brand-aware and positive 

towards branding.    

R>B!I&'(4&$,,).8!

The founder story 

Whether the founder story is important or not in the charities, seems to depend on the mission the 

charities have today. In Charity C where the mission has altered during the years, the respondents 

do not believe the founder story to be important as the volunteers and employees do not identify 

with the founders and their original mission. However, in Charity A, and to some extent in 

Charity B, the founder story is very present and important due to the charity cause and the way 

they work, how they organize campaigns and how they choose to communicate with employees 

and volunteers. As Barker and Gower (2010) state, storytelling could act as a compass on how to 

communicate within the organization and according to Fog et al. (2010), Herskovits and Crystal 

(2010) and Brady and Haley (2013), the founder stories could be inspirational and useful for 

identifying fundamental core values. These statements are indeed confirmed by some of the 

respondents in this study. The founder story, strategically or not, is used to inspire, to educate and 

to guide internal communication. Also in Charity D, the founder story is used to communicate 

their mission internally. However, the respondents from Charity C believe recent stories are much 

more inspiring. The findings thus show that the more align the today’s mission is with the 

original mission of the charities, the more useful the founder story is for their internal branding. 
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As Fog et al. (2010) agree, if the founder’s mission corresponds with the present mission, it is 

excellent material for corporate storytelling. 

 

Story sharing and story forums 

Fog et al. (2010) and Tyler (2007) say that corporate stories always exist in organizations but are 

not always written down or talked about and therefore hard to detect. However, it is not the case 

in the participating charities where stories from employees and volunteers regularly are written 

down and shared in the internal magazine (Charity A, C), shared orally at weekly meetings 

(Charity A, B) or on blogs and in posts on the intranet (Charity B, C, D). According to the 

Communicator in Charity D and the Volunteer in Charity B, stories about what people in the 

organization do are shared on the intranet, websites and meetings to tell fellow employees and 

volunteers. In this way, stories are suggested to enhance the organizational culture (Barker and 

Gower 2010; Brady and Haley 2013). According to Mittins et al. (2011), both negative and 

positive stories are relevant for this reason, which is confirmed by the volunteer in Charity B who 

mentions how important it is for her to share something that has been tough or hard.  

 

In Charity C, the Marketing Director states how their organization’s internal communication in 

general is very stiff and factual and how the initiated storytelling project could embrace the brand 

with more emotions and heart. According to Lury (2004), presenting an organization with stories 

instead of facts and numbers is suggested to help employees create a stronger organizational 

identity. Tyler (2007) and Chong (2007) also argue that with stories such as personal experiences, 

it is possible to guide new employees how to deal with specific work tasks instead of reading it in 

a manual. The Volunteer in Charity C expresses that she misses these kinds of stories; she 

sometimes wished she could read somewhere how to deal with tasks that occur when she does 

volunteer work.  

 

Mittins et al. (2011) and Gromark and Melin (2010) also suggest that storytelling should be a 

process and continue to change over time. That seems to be in accordance with the Marketing 

Director and Web Editor in Charity C, stating that stories from the employees today are much 

more important than the founder story. Also in Charity A, recent stories are seen as necessary in 

communicating what the charity does today and enhance the competence in everybody. And as 
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Herskovits and Crystal (2010) state, new stories must take place in order for the organization to 

develop. In addition, the Marketing Director and Business Developer in Charity C believe that 

their “story bank” they will have when the storytelling project is finished, will include many 

different stories useful for various future campaigns. Barker and Gower (2010) state that this is a 

way of using stories that specifically fit a certain organizational purpose. However, Fog et al. 

(2010) and Brady and Haley (2013) emphasize that all stories still must express the same values. 

Ind (2007) further states that the power of the brand lies on the freedom given to employees to be 

creative within the frames of the organization’s values, thus storytelling could be one creative 

way of communicating values. Charity C’s aim of using stories when recruiting members, 

indicates how important core values and internal branding are for voluntarily work, which is in 

accordance with Sullivan Mort et al. (2007), who emphasize that the brand might even be more 

important to volunteers. 

 

It is more or less open for everyone in the participating charities to share stories, although it 

seems that in Charity A, it is the project teams who have a sort of priority of storytelling on the 

weekly meetings. According to Fog et al. (2010), it is important that all in the organization, 

regardless of hierarchy and function, get the chance to tell stories, and that all probably has 

something important to tell. In Charity C, the reaction from employees and members on the 

storytelling project was that they initially did not believe they had something important to share, 

except for the Volunteer who realizes that her experiences are useful for less experienced 

members and volunteers. However, the Business Developer states that during the storytelling 

workshops, there seemed to be an unmet need of sharing stories with each other. The Volunteer 

in Charity B perceives all volunteers are given the chance to tell stories even though some stories 

and some storytellers are more exciting. However, Fog et al. (2010) say that all stories should 

somehow activate the core of the organizational culture. This seems to be a potential obstacle for 

employees and volunteers if they perceive they cannot really define the organizational culture 

with their story, if they cannot “activate” the core of the culture, or if they do not believe their 

story is inspiring to others. The Business Developer in Charity C also stress that as important it is 

to share stories, someone must also listen to them. This statement points to the importance of 

having an interactive communication with both top-down and bottom up-channels (Chong 2007) 

in order for everyone to be heard and feel involved. Storytelling as a brand-builder should be 
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used cross-communicational according to Barker and Gower (2010), although the responding 

volunteers seem to share stories only among volunteers and not across hierarchies. In the 

storytelling project in Charity C however, selected volunteers and members did participate in the 

workshops, which then became an organized cross-communicational process. 

 

 

!

! !
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Here the conclusions from the discussion are presented as well as managerial implications. The 

chapter ends with suggestions on future research in the areas of storytelling, internal branding 

and the charity sector. 

S>=!E'.*,2%)'.%!5('A!&#$!3)%*2%%)'.!!

The purpose of this thesis is to investigate what role storytelling could have on internal branding 

in the context of the charity industry. The following research questions are presented: What is the 

role of corporate stories in charities? How can stories be implemented in charities’ internal 

branding?  

 

This study leads to several conclusions with implications for charities’ internal branding. First of 

all, the founder story is proven to be useful if the founders’ mission still is relevant and if the 

founding still says something about the core values. It can also be used as a guideline on the 

campaigning work and how to communicate internally. Second, recent stories are also shown to 

be important as they inspire others and make the storyteller proud and committed to the charity, 

which is necessary in order to do volunteer work. Moreover, charities who have strong brands 

and work strategically with branding, for example international organizations, could use 

storytelling to improve the organizational culture and internal communication as these 

organizations tend to be hierarchical. The organizational culture must then support stories that are 

both negative and positive as an open-minded environment contributes to people sharing more 

stories. Charities who have more organically grown brands and need to establish a uniform 

internal brand could use storytelling to establish core values within the workforce. To be able to 

create a coherent picture of the charity’s brand both employees and volunteers must agree on the 

core values. Storytelling could then be more selective and the process more structured in order to 

explore and benefit from stories that express the core values.  

!
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This study contributes to managerial implications for the charity sector and other non-profit 

organizations that aim to strengthen the internal brand. First of all, it is important to re-examine 

the original mission, vision and core values. Is the founder story confirming these components of 

the internal brand, or are recent stories much more aligned? The introduction of employees and 

further brand trainings are opportunities to present core values with the help of stories, both from 

the founder and from today’s employees and volunteers. If the aim rather is to strengthen the 

organizational culture, stories might be more useful to encourage and inspire. When enhancing 

organizational culture and improving cross-communication channels, storytelling should be 

generous and including in order to encourage employees and volunteers to become storytellers. It 

might be difficult, however, to strategically use storytelling and search for stories that fit certain 

purposes and live up to certain requirements and at the same time get people to talk 

spontaneously, openhearted and generously share their experiences. Moreover, stories should not 

only be told; the organization must listen to them as well. It is thus important to strategically 

decide how stories should be communicated in order to avoid information overload or that no one 

listen to or read the stories. Depending on the amount of communication channels and seeing to 

the fact that face-to-face methods such as formal and informal meetings are appreciated and 

interactive, storytelling might work best in this context.  

S>D!I288$%&)'.%!'.!52&2($!($%$+(*#!!

This exploratory study has identified several aspects that serve as ground for further ambitions of 

building theory, as we cannot fully explain the role of storytelling in the charity sector. 

Storytelling is suggested as a tool also for external brand building, hence we suggest the 

following research question: In which types of charities is storytelling suggested to contribute to 

a successful external branding tool? As this study does not discuss and compare how the 

charities’ various causes and missions affect their storytelling, a second research question is: 

What types of storytelling techniques are best suited for the different organizations in the charity 

sector? Moreover, we state in the beginning that charities have limited budgets for marketing and 

branding and as we did not investigate this further, the following question is motivated: Is 

storytelling a more cost-effective tool compared to other internal branding activities?  
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1. Introducing questions (Inledande frågor) 
What is your position in the organization? (Vad är din befattning i organisationen?) 
How long have you worked at the organization? (Hur länge har du jobbat i organisationen?) 
 
2. Internal communication (Intern kommunikation) 
(How would you describe the communication in the organization? (Hur skulle du beskriva 
kommunikationen inom er organisation? 
- regular (weekly meetings, newsletters, etc) (regelbunden (veckomöten, nyhetsbrev, etc)) 
- spontaneous, informal (coffee breaks)  (spontan, informell (fikaraster)) 
Is communication an important part in your way of working? (Är kommunikation en viktig del av 
ert arbetssätt?) 
- if yes, in what ways? (om ja, på vilket sätt?) 
Do you want to describe a specific event where communication was of great importance? (Vill du 
beskriva en specifik händelse där kommunikationen spelade stor roll?) 
 
3. Stories and anecdotes (Berättelser och anekdoter) 
Do you know how the organization was founded? (Känner du till hur organisationen grundades?) 
- is that a story that you often talk about?  (är den historien något ni ofta pratar om?) 
Do you share your experiences with other employees? (Delar ni med er av erfarenheter till andra 
kollegor?) 
- do you remember any specific story that you were told by a colleague? ( minns du någon 
specifik historia som du fick höra av någon kollega?) 
- do you remember any specific story that you have told and that made an impression? (that 
minns du någon specifik historia som du själv har berättat och gjorde avtryck?) 
- is there any forum for sharing stories? (finns det något forum för att dela historier?) 
- is stories saved somewhere? (sparas historier någonstans?) 
- are some in the organization more likely than others to share experiences in this way? (är vissa i 
organisationen mer benägna än andra att dela erfarenheter på det här sättet?) 
 
 
4. Organizational culture and cross-functional cooperation (organisationskultur och 
samarbete) 
Do you cooperate “across the borders” in the organization? (Samarbetar ni “över gränserna” i 
organisation?) 
How do you handle conflicts in the organization? (Hur hanterar ni konflikter i organisationen?) 
How do you perceive the culture in the organization? (Hur upplever du kulturen i 
organisationen?) 
Does everyone know what everyone is working with? (Vet alla vad alla jobbar med?) 
 
5. Internal branding  (Internt varumärkesarbete) 
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Do you work actively with your brand internally? (Arbetar ni aktivt med ert varumärke inom 
organisationen?) 
- do you talk about your core values with all employees? (pratar ni om era kärnvärden med alla 
medarbetare?) 
- do you talk about your mission? (pratar ni om ert uppdrag?) 
How is new employees introduced? (Hur introduceras nya medarbetare?) 
Does everyone on the executive level work with these questions? (Jobbar alla i ledningen med 
dessa frågor?) 
How are leaders and managers interacting with other employees? (Hur interagerar chefer och 
ledare med övriga anställda?) 
- on a daily basis? (dagligen) 
- special occasions (kickoffs, christmas parties, performance reviews) (särskilda händelser (kick-
offer, julfester, medarbetarsamtal)) 
 
6. The secret question (Hemliga frågan) 
- What is your reflections around the word storytelling? (Vad är dina reflektioner kring ordet 
storytelling?) 
- Could you work more actively with stories, as a way to communicate knowledge and values in 
the organisations? (Skulle ni kunna jobba mer aktivt med historier, som ett sätt att förmedla 
kunskap och värderingar i organisationen?) 
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Revised interview guide 2 
 
1. Introducing questions (Inledande frågor) 
What is your position in the organization? (Vad är din befattning i organisationen?) 
How long have you worked at the organization? (Hur länge har du jobbat i organisationen?) 
 
2. Internal communication (Intern kommunikation) 
(How would you describe the communication in the organization? (Hur skulle du beskriva 
kommunikationen inom er organisation? 
- regular (weekly meetings, newsletters, etc) (regelbunden (veckomöten, nyhetsbrev, etc)) 
- spontaneous, informal (coffee breaks)  (spontan, informell (fikaraster)) 
Are there any problems with the internal communication? (Finns det några problem med den 
interna kommunikationen?) 
- How do you communicate with your supervisor? (Hur kommunicerar du med din ledare? 
 
3. Stories and anecdotes (Berättelser och anekdoter) 
Do you know how the organization was founded? (Känner du till hur organisationen grundades?) 
- is that a story that you often talk about?  (är den historien något ni ofta pratar om?) 
Do you share your experiences with other employees? (Delar ni med er av erfarenheter till andra 
kollegor?) 
- spontaneously, in the lunchroom? (spontant, i lunchrummet?) 
- organized, at kickoffs? (organiserat, på kick-offer?) 
-  is there any forum for sharing stories? Web page? (finns det något forum för att dela historier?) 
- is stories saved somewhere? (sparas historier någonstans?) 
 
4. Organizational culture and cross-functional cooperation (organisationskultur och 
samarbete) 
How do you perceive the culture in the organization?  (Hur upplever du kulturen i 
organisationen?) 
How much do you cooperate “across the borders” in the organization? (Hur mycket samarbetar ni 
“över gränserna” i organisation?) 
- In what way? (På vilket sätt?) 
How do you handle conflicts in the organization? (Hur hanterar ni konflikter i organisationen?) 
Does everyone know what everyone is working with? (Vet alla vad alla jobbar med?) 
 
5. Internal branding  (Internt varumärkesarbete) 
Do you work actively with your brand internally? (Arbetar ni aktivt med ert varumärke inom 
organisationen?) 
- do you talk about your core values with all employees? (pratar ni om era kärnvärden med alla 
medarbetare?) 
- do you talk about your mission? (pratar ni om ert uppdrag?) 
How is new employees introduced? (Hur introduceras nya medarbetare?) 
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Does everyone on the executive level work with these questions? (Jobbar alla i ledningen med 
dessa frågor?) 
-  or only the marketing department? (eller bara marknadsavdelningen?) 
How are leaders and managers interacting with other employees? (Hur interagerar chefer och 
ledare med övriga anställda?) 
- on a daily basis? (dagligen) 
- special occasions (kickoffs, christmas parties, performance reviews) (särskilda händelser (kick-
offer, julfester, medarbetarsamtal)) 
 
6. The secret question (Hemliga frågan) 
- How familiar are you with the concept storytelling? (Hur bekant är du med begreppet 
storytelling?) 
- Could you work more actively with stories, as a way to communicate knowledge and values in 
the organisations? (Skulle ni kunna jobba mer aktivt med historier, som ett sätt att förmedla 
kunskap och värderingar i organisationen?) 
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Revised interview guide 3 
1. Introducing questions (Inledande frågor) 
- What is your position in the organization? (Vad är din befattning i organisationen?) 
How long have you worked at the organization? (Hur länge har du jobbat i organisationen?) 
 
2. Internal communication (Intern kommunikation) 
(How would you describe the communication in the organization? (Hur skulle du beskriva 
kommunikationen inom er organisation? 
- regular (weekly meetings, newsletters, etc) (regelbunden (veckomöten, nyhetsbrev, etc)) 
- spontaneous, informal (coffee breaks)  (spontan, informell (fikaraster)) 
Are there any problems with the internal communication? (Finns det några problem med den 
interna kommunikationen?) 
- are there any bottom-up channels for communication? (finns det bottom-up kanaler för 
kommunikation?) 
- how do you communicate with your supervisor? (hur kommunicerar du med din ledare? 
 
3. Organizational culture and cross-functional cooperation (organisationskultur och 
samarbete) 
How do you perceive the culture in the organization?  (Hur upplever du kulturen i 
organisationen?) 
Hur mycket samarbetar ni “över gränserna” i organisation? 
- In what way? (På vilket sätt?) 
How do you handle conflicts in the organization? (Hur hanterar ni konflikter i organisationen?) 
Does everyone know what everyone is working with? (Vet alla vad alla jobbar med?) 
 
4. Stories and anecdotes (Berättelser och anekdoter) 
Do you know how the organization was founded? (Känner du till hur organisationen grundades?) 
- (is that a story that you (employees) often talk about?) (är den historien något ni (anställda) ofta 
pratar om?) 
Do you share your experiences with other employees? (Delar ni med er av erfarenheter till andra 
kollegor?) 
- spontaneously, in the lunchroom? (spontant, i lunchrummet?) 
-  organized, at kickoffs? (organiserat, på kick-offer?) 
- is there any forum for sharing stories? Web page? (finns det något forum för att dela historier? 
Webbsida?) 
- is stories saved somewhere? (sparas historier någonstans?) 
 
5. Internal branding (Internt varumärkesarbete) 
Do you work actively with your brand internally? (Arbetar ni aktivt med ert varumärke inom 
organisationen?) 
- in what ways? (på vilka sätt?) 
- do you talk about your core values with all employees? (pratar ni om era kärnvärden med alla 
medarbetare?) 
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- do you talk about your mission? (pratar ni om ert uppdrag?) 
How is new employees introduced? (Hur introduceras nya medarbetare?) 
Does everyone on the executive level work with these questions? (Jobbar alla i ledningen med 
dessa frågor?) 
-  or only the marketing department? (eller bara marknadsavdelningen?) 
How are leaders and managers interacting with other employees? (Hur interagerar chefer och 
ledare med övriga anställda?) 
- on a daily basis? (dagligen) 
- special occasions (kickoffs, christmas parties, performance reviews) (särskilda händelser (kick-
offer, julfester, medarbetarsamtal)) 
 
6. The secret question (Hemliga frågan) 
- How familiar are you with the concept storytelling? (Hur bekant är du med begreppet 
storytelling?) 
- Could you work more actively with stories, as a way to communicate knowledge and values in 
the organisations? (Skulle ni kunna jobba mer aktivt med historier, som ett sätt att förmedla 
kunskap och värderingar i organisationen?) 
- Are the stories important (Är historierna viktiga?) 
 
 
 
 
 


