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Abstract 
 
Örebro University 
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Title: Organisational Communication in Dutch Branches in Swedish Companies - A 
study of Securitas Systems, Volvo Trucks and Electrolux in the Netherlands 
By: Patrik Edvardsson 
Supervisor:  Inger Larsson 
 
Purpose 
The purpose of this thesis is to analyse how top management in three Swedish companies 
view the communication within the company. Aspects that are investigated are 
organisational structure, how core values are used in this communication and what role 
different communication forms such as intranet, organisational newspaper and face-to-
face communication play in value creation.  
 
Theories 
Theories in communication theory, PR, Intercultural communication and organisational 
theory are used as theoretical framework for the study. Important concepts that are used 
are sensemaking in organisations, core values, mission and vision as well as 
organisational structure as well as different communication forms. 
 
Method 
The method used in this thesis is semi-structured qualitative interviews with five people 
in top management, working in the three companies in this study. The interviews were 
conducted at each company and took between 30 min and one hour.  
 
Results  
The study shows that all companies have clear core values that are communicated within 
the companies. They are communicated though different channels such as intranet and 
magazines but also though dialogue; Securitas even have a game that is used to promote 
understanding and discussion concerning core values.  
 
The organisational structure, which encourages informal communication, is crucial in the 
process of sensemaking in all companies. The companies have weak hierarchical 
structures, which promote empowerment. The management believe that it is important for 
them to be good examples and live up to the core values, as well as maintaining an 
environment that encourage communication and sensemaking among the employees. 
face-to-face meeting are important to build lasting networks. 
 
Keywords 
Organisational communication, Core Values, Intercultural Communication, Sensemaking, 
Management, and Qualitative interviews. 
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1. Introduction 

In this first chapter the background of the research area is presented and the reason for 

choosing the topic. This is followed by a presentation of the problems that an 

organisation faces regarding the topic. The chapter is concluded with the research 

questions that I will answer.  

1.1 Background 
Communication across national borders has always been a topic of interest for me; I took 

my first University courses at Karlstad University in 2002 where I studied Intercultural 

Communication and the Consequence of Globalization. Since then I have developed a 

deeper understanding regarding these issues both through my program at Örebro 

University, and as a student at Universiteit van Amsterdam this past year. 

 

Organisational communication has been of great interest for researchers for several years. 

As we move into more global markets, where companies in great degree work across 

national borders, it is of even greater value to understand how this process is working. It 

is becoming increasingly important for international companies to communicate core 

values to both its external and internal stakeholders. It is crucial for a company to stand 

out in a complex world; to do this in different cultural contexts is an even greater 

challenge. IKEA and H&M are the most famous examples of Swedish companies for the 

general public, which have a strong tradition is this field, but it is something that Swedish 

companies generally are strong at doing.  

 

Communicating across national and cultural borders can be a difficult task. The risks for 

misunderstanding due to mediated communication, or due to different cultural 

backgrounds are always present. In this thesis I analyze how three Swedish companies 

with a branch in the Netherlands are handling these issues, and how the top management 

views the communication within the organisation. What media is used to communicate 

with employees? Does top management have a traditional process view of 

communication, or do they, as many researchers, see communication as a sense making 
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process where background and nationality plays a significant role? And how is the 

communication maintained between the Swedish mother company and the Dutch branch? 

 

The following section provides basic information regarding the companies represented in 

this study. The purpose is to give a basic framework regarding the size of the companies, 

their main area of business and financial performance. 

1.1.1 Electrolux 

Axel Wenner-Gren founded Electrolux in Sweden with the revolutionary approach of 

home sales. Elektrolux, it was spelled with a k at the beginning, was founded in 1919 

though a merger of Elektromekaniska and Lux that were the main producers of vacuum 

cleaners in Sweden at the time. At first, Electrolux was only a sales company, but soon 

took over the actual production of vacuum cleaners as well. In the fall of 1919, Electrolux 

founded sales companies in Denmark, the Netherlands, Switzerland and France.  

 

Electrolux is currently the largest supplier of household appliances in the world, selling 

over 40 million products annually to customers in 150 countries. In 2006, Electrolux 

employed 59,500 employees and had sales of SEK 104 billion. The company’s biggest 

markets are the US, Germany and Brazil.   

 

Electrolux is a so-called multi brand company, having grown internationally though 

acquisitions. Electrolux Home Products in the Netherlands work with brands, such as 

Zanussi, Electrolux and AEG. Other famous brands in the Electrolux family include 

Elektro Helios and Frigidaire. 

 

Electrolux has its Dutch head office in Alpen ann den Rijn, between Amsterdam and The 

Hague, and employs over 300 people. (www.electrolux.com)  

1.1.2 Securitas Systems 

Securitas Systems is a security provider that is currently active in 16 countries and 

employs 5,400 employees. During 2006 the sales amounted to SEK 6,37 billion. Systems 

estimate their market share in Mainland Europe to 4% in a very fragmented, but growing, 
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market. Its main business areas are: video surveillance, access control, fire protection and 

system integration.  

 

Securitas Systems was previously a part of Securitas, which has 200,000 employees. It 

was formed as a subdivision in 2001 and had 10% of the total Securitas sales before 

becoming independent.  

 

In 2006 Securitas Systems became an independent company and it was listed on the 

Stockholm Stock Exchange last September. Securitas Systems focus on high-end security 

customers and are working together with Cisco Systems and Microsoft among others. 

Juan Vallejo is the current President and CEO of the company, and is working in the 

headquarters that is based in Stockholm, Sweden. The headquarters of Securitas Systems 

in the Netherlands is based in Amsterdam. (www.securitassystems.com) 

1.1.3 Volvo Trucks 

Volvo Trucks is part of The Volvo group, which consists of: Volvo Trucks, Mack, 

Renault Trucks, Volvo Buses, Volvo Construction Equipment, Volvo Penta, Volvo Areo 

and Volvo Financial Services. In total the group employs 72,000 people globally, of these 

21,397 are working in Volvo Trucks. The Headquarters of Volvo is in Gothenburg, 

Sweden, and the current President of the company is Leif Johansson. 

 

Volvo Trucks was founded in 1928 and is currently the second largest producer of heavy 

trucks in the world. It has over 1.000 dealerships in over 130 countries, 95 percent of the 

trucks sold and produced are so called heavy trucks. After the start in 1928 Volvo soon 

became one of the leading truck producers in the Nordic countries. 

 

The Volvo Trucks production is based in Sweden, Belgium, Brazil and in the US. In the 

Netherlands Volvo Trucks delivered 2,946 trucks during 2006, up 23 percent from the 

previous year. The company’s biggest market is Western Europe, with 37 percent of the 

total sales, with North America in second place, with 35 percent of total sales. Since all 

trucks that are sold have to be registered, it is easy to measure the market share in each 
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country. In the Netherlands, where Volvo Trucks face stiff competition from the local 

producer DAF, Volvo Trucks had a market share of 16.1 percent in 2006, down from 

18,6 percent in 2005. In Sweden the market share was 45,5 percent in 2006. The 

Netherlands is the tenth biggest market for Volvo Trucks, with USA, France and Brazil 

claiming the top spots. (www.volvotrucks.com)  

1.2 Purpose 

Organisational communication is a crucial success factor for international corporations. 

Without key knowledge of the values of the company, and a clear organisational identity 

co-created by the members, the chance to succeed in the international arena is slim. The 

purpose of this thesis is to analyze how top management in three Swedish companies, 

with a branch in the Netherlands, view and maintain their organisational communication. 

To be able to analyze this I will try to answer the following research questions: 

1.2.1 Research question 

• What are the core values and how are they communicated in the company?  

• How does top management view the communication inside the companies? 

• How is the intercultural communication maintained between the country of the 

company headquarters and the country of the subsidiary? 

• What are the key aspects of successful organisational communication? 

1.3 Demarcation 
To be able to conduct and gain a deeper understanding concerning the research questions 

I have limited the research to three major Swedish companies that have a branch in the 

Netherlands. I have also chosen not to focus on the communication to external 

stakeholders, except in those instances where it is closely linked to the internal 

communication. I also decided to only focus on the interviews in my analysis, and not do 

a discourse analysis of the communication on company websites or similar. The reason 

for this is both due to limited time and resources, and that the focus on this thesis is on 

how top management views these issues, and not on how it is stated in written form. 
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2. Method 

In this section the method of analysis is presented and motivated. Possible problems with 

the method, as well as opportunities that are connected with it are also included. The 

chapter begins with a short overview of the research tradition of hermeneutics and what 

impact it has on this thesis. It then continues with a presentation of the qualitative 

interview method that is used in this thesis. 

2.1 Hermeneutics 

In contrast with positivism, which is a research tradition focused on gaining scientific 

knowledge though quantified research; I will use a hermeneutic view on research. In the 

positivist school the researcher is not present in the study, background and other aspects 

are not taken into consideration. This view does not suit the qualitative approach in this 

thesis.  

 

Hermeneutics is concerned with the interpretation and understanding of texts and 

meaning that are constructed (Patel & Davidson 2001: 25). In contrast with the positivist 

school, where research is focused solely on statistical presentation, the researcher is 

highly present in the analysis. Hermeneutics is not so much a method but as an approach 

that acknowledge the impact the researcher has on it’s topic and what possible effects this 

might have (Wikipedia 2007: Hermeneutics). The objective with this research is thus not 

to find quantifiable data that can be presented with numbers and figures. Instead the goal 

is to gain deeper understanding regarding organisational communication, and understand 

not only the outcome but also how people working with these issues in everyday life 

make sense of it and how they reason around it.  

 

This means that the researchers (my) view is highly present in the material, which is 

something that should be acknowledged, it is the findings that I find interesting that are 

presented, thus the outcome of the study is highly influenced by my position as the lone 

researcher in this study. My role as a student at the International Communication 

Program at Örebro University, with my experience from living abroad in the US, 

Malaysia and the Netherlands are some aspects that will shape my interpretations of the 
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analysis. I believe that this knowledge will be a positive aspect since I have personal 

experience of intercultural communication on a personal level. At the same time, the lack 

of another researcher, and the fact that I am Swedish will also shape the interpretations, 

this is something that I am aware of, but it will still influence my thought process and the 

findings in the research. (Patel & Davidson 2001: 26) 

2.2 Selection 

Upon request the Swedish Chamber of Commerce in Amsterdam provided me with a list 

of Swedish companies with a branch in the Netherlands. The list includes 182 companies; 

I choose to focus on companies whose main business I was familiar with. After 

contacting around fifteen companies I decided to choose: Volvo Trucks, Securitas 

Systems and Electrolux. They are all well-known companies, both in Sweden and in the 

Netherlands, and had a genuine interest in my research. They all have clear identities, and 

they are Swedish owned with headquarters in Sweden. The reason for focusing on 

companies that have a Dutch branch is due to the fact that I lived in Amsterdam during 

the time of the research. However, I did not take the location of the Dutch branch within 

the Netherlands into consideration. Although writing a thesis abroad is a difficult task, 

the fact that my research is conducted outside Sweden, in the Netherlands, makes it a 

valuable contribution to the current research on the topic. It also provides an insight into a 

contemporary and interesting research topic as more and more organisations and 

companies are working internationally. 

2.3 Collection of data 

The primary data collected for this research consists of interviews with two people from 

each company, except Electrolux where only one person was interviewed due to 

difficulties regarding scheduling meetings. All respondents work in top management and 

regularly have contact with members of the company in other countries than the 

Netherlands. Secondary data include articles and books on the subject of corporate 

communication, organisation theory and other related topics, which are used as a 

framework for the analysis. 
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2.4 Qualitative research 
Since I want to analyze how the communication is organized, both formally and 

informally, as well as gaining an understanding of how the management sees this process, 

interviews became the natural choice of method. An important question to ask is if the 

interviews should be qualitative or quantitative. Since I not only want to understand the 

formal communication process, but also the thoughts behind the communication, a 

qualitative interview method was the natural choice. It would also have been interesting 

to see how people in different areas of the companies view communication, but due to 

lack of time and resources combined with my focus on communication as a management 

tool, this was not done.  

 

Interviewing is one of the most powerful ways in which we try to understand our fellow 

human beings (Norman & Yvonna 2000: 645) 

Interviewing is one of the most popular tools to gain understanding in research today. 

Some people even claim that we live in an “interview society” (Norman & Yvonna 2000: 

645). Interviews occur everywhere in life, opinion polls leading up to an election, when 

you go to the doctor, when applying for a job etc. It is not only a scientific research 

method but a universal mode of systematic inquiry (Holstein & Gubrium 1995: 1) There 

are several different types of interviews to choose from when conducting scientific 

research. The one performed in this paper is a so-called semi-structured interview. This 

interview type provides a deeper understanding on certain topics due to its qualitative 

nature. Malinowski explains the difference between structure and unstructured interviews 

like this: 

The former aims at capturing precise data of codable nature in order to explain 

behaviour within pre-established categories, whereas the latter attempts to understand 

the complex behaviour of members of society without imposing any priori categorization 

that may limit the field of inquiry. (Norman & Yvonna 2000: 653) 

2.5 Six steps of an interview research study 
Kvale (1996) identifies seven steps of an interview research study. Six of these steps are 

relevant for this thesis and are presented in the following chapter together with the 

choices made for this specific study. 
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2.5.1 Thematizing 
This section is where the “how” and “why” of the research is identified, this must be 

done before the actual method is chosen. In this thesis the research questions are based 

around: How Swedish companies with a branch in the Netherlands communicate within 

the organisation and if cultural differences may affect this. To be able to answer this 

question, interviews with five different people from three different, well-known, Swedish 

companies were conducted.  

 

2.5.2 Designing 
This next step is the design of the study. The design should be based around what 

knowledge one hopes to obtain, as well as taking the possible moral implications of the 

study into consideration. 

 

Since the research period is limited to ten weeks, and I do not have a research partner, I 

decided to limit the number of companies to three. I choose companies that are well-

known in Sweden and that have a branch office somewhere in the Netherlands. Every 

company is represented in the interviews with two people, except for Electrolux with one 

person, that work with communication related issues on a daily basis.  

 

The purpose of the study influences the number of interviews that are necessary; the 

number of interviews has to be enough to answer the research questions. Since this 

research is qualitative the number of interviews does not have to be that large. Too many 

interviews would make it impossible to gain a deep understanding of the subject issues. 

The most prevalent critique of qualitative interviews is that it does not make general 

conclusions, at the same time the deep knowledge obtained from qualitative interviews 

can provide important information that is impossible to obtain through quantitative 

research studies: The focus on single cases made it possible to investigate in detail the 

relationship of a specific behaviour to its context, to work out the logic of the relationship 

between the individual and the situation. (Kvale 1996: 103) 
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Electrolux is only represented with one person, which is a problem that has to be 

addressed and acknowledged. That only one person analyses and describes the 

company’s communication means that possible conflicts and contradicting views on 

communication will not be found. At the same time, one interview still provides plenty of 

information since the study has a qualitative nature.  

 

2.5.3 Interviewing  
The purpose of the interview can either be theoretical, which means that a theory and its 

effect are used, or it can be empirical, which means that the researcher gathers empirical 

information about something. My interviews are empirical since the findings and 

structure of the paper guides the themes and structure of the thesis. (Kvale 1996: 97)  

 

The planned interviews should be conducted with the help of an interview guide, which is 

structured differently depending on the purpose of the study. (Kvale 1996: 129) In this 

research a semi-structured interview guide is used, which means that it is based around a 

few themes (see appendix 1 for interview guide), but also that follow-up stories and 

deepening in certain issues is possible and encouraged during the interviews. (Kvale 1996: 

124) 

 

The interviews took place at the respective company, thus making the respondent more 

comfortable. It also made it possible for the respondent to find information that he/she 

might not know by heart. The length of each interview was estimated to 45 minutes / 

person (the actual time was between 35-60 min). Each interview was recorded with a 

cassette recorder to make it easier to conduct a meaningful conversation without having 

to stop and take notes. The limited time for every interview was thus used effectively. 

The respondents were contacted in advance with information concerning the recording 

and the general topic of interest. The questions were not submitted before the interview, 

as it would have made it more difficult to have a natural conversation if the respondent 

was allowed to think about the questions in advance.   
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2.5.4 Transcribing  
Transcripts are decontextualized conversations; they are abstractions, as topographical 

maps are abstractions from the original landscape from which they derived. (Kvale 1996: 

165) 

After recording the interviews the transcribing can begin. This process has several 

methodological and theoretical problems. It should be noted that when recorded 

interviews are transcribed, the context is altered. I conducted the transcribing myself. 

This eliminated possible problems with different transcription results between different 

researchers (Kvale 1996: 264), the negative aspect is that I did not have anyone to discuss 

possible problems with regarding this part of the research. In instances where the 

transcribed conversations were not grammatically correct changes were made to make the 

results more readable. 

 

2.5.5 Analysing 
Since only one person conducts the research and analysis of the interviews, the analysis 

will be interpreted differently than if there would be additional researchers also analysing 

the material. The reader of the thesis will not have access to the transcribed interviews 

and thus have to rely on the interpretations that I make. One way of minimising this 

problem would be to use multiple interpreters, but since there is no time or money for this, 

it is not an option for this particular thesis. On a positive note, since I am making all the 

interviews myself, the risk that I conduct and/or analyse the interviews in different ways 

(following the interview guide strictly or not) is limited, this could pose a problem when 

working with several interviewers. (Kvale 1996: 207) 

 

The analysis was structured by choosing different topics that emerged in the interviews. 

Some of these were already anticipated, such as what media channels are used in the 

organisational communication. Other topics emerged during the interviews, such as 

special actions to promote company values and empowerment.  

 
2.5.6 Verifying 
Identify the reliability and validity of the findings, as well as if the findings can be 

generalized. 
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Different interpreters find different meaning in the same interview; the interview is thus 

not a scientific method. (Kvale 1996: 210) This is one criticism of the validity of 

qualitative interviews that can be found. However, I don’t find this to be problematic, as 

suggested in the hermeneutics chapter, a plurality of meaning based on post-modern 

understanding and hermeneutics is followed in this research, thus making the 

interpretative nature of the study something positive, not negative. 

 

Furthermore, the researcher’s presuppositions about the topic affect the analysis. Does 

the author want to understand the interviewees’ thoughts on the topic, or does the author 

want to gain a deeper understanding on a topic by using interviews to deepen the 

knowledge? In this case I have made it clear that my analysis will be based on the 

interviewees thought on the topic, and have intentionally chosen not to use previous 

research in the field in my interview guide (see appendix 1). 

 

Another issue concerns the letter of the text, or its spirits. This concerns the analysis 

expressed or the intended meaning, and what level the analysis is made on. Here the 

question is: does the interview focus on the manifest level, or does it go deeper, analysing 

what might not be conscious in a “depth hermeneutics” approach? I will however only 

focus on the manifest level in this particular thesis. 

2.6 Ethical considerations 

When conducting interviews one must not forget that the researcher is dealing with 

human beings. There are three general ethical considerations that researchers have to 

acknowledge in these situations, they are; Informed consent (That the respondents knows 

about the purpose of the interview and that he/she accepts that), right to privacy (That the 

identity of the respondent is protected if requested) and protection from harm (making 

sure that the result of the interview does not result in physical, emotional or any other 

kind of harm). (Silverman 2000: 201) 
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These issues were presented to the respondents before the interviews were conducted. 

Since the topic is not very dramatic and the respondents showed a willingness to open up 

to learn more about the subject, there is little reason to believe that the respondents left 

something out due to fear for personal safety. All the respondents received the transcribed 

interviews by mail and were encouraged to read it through and make comments if there 

were instanced where I had misunderstood something. Generally the interviewees did not 

do any changes, and in the instances they did, I made the changes as long as it was not a 

reconstruction of something already stated.  

3. Previous research and frame of reference 

This chapter provides the frame of reference for the thesis. Previous research that is 

relevant to this study is presented, and the chapter introduces the reader to the topic and 

its theoretical framework. The chapter is introduced with a discussion concerning value 

creation and mission and visions of an organisation. Sections presenting communication 

forms, intercultural communication and organisational theory follows this.  

3.1 Management and value creation 
The manager’s job in a modern organisation is not so much about leading values; it is 

about communicating them so that they mean something to the organisation’s members, 

and that they can be of guidance in the everyday work life (Johansson in Heide, 

Johansson & Simonsson 2005: 117). 

 

Average companies are separated from great companies by values (Edvardsson et al. 

2006: 230), communicating them internally and externally are great motivational factors 

within a company. The values are generally stated in special documents where the vision 

and the goals, both long and short term, are identified. The aim with these documents is 

to make sure that the President and the leaders can reach a common stand on the future 

progress of an organisation. The word strategy originates from the military, and the 

Greek word strategia, and there have been plenty of connections between the military 

and leadership research historically. As in the military, a modern organisation consists of 

several hierarchical levels, and these levels often have different strategies.  
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3.1.1 Sensemaking in Organisations 

Sensemaking within an organisation is the process that makes an organisation work; it 

gives the members a framework for how to react to uncertainties. When taking about 

sensemaking in an organisation, the view of what an organisation is can be seen as: 

collectivities to the pursuit of relatively specific goals and exhibiting relatively highly 

formalised social structures (Simon 1957: 22). 

 

There are a number of other similar definitions and what unites them is that organisations 

are viewed as open systems. This means that the outside environment is influencing the 

organisation and its sensemaking. A definition more in tune with the bridging between 

the inter subjective and the generically inter subjective that Weick sees sensemaking as is 

presented by Simirchich & Stubbart (1985: 727): Organisation is a set of people who 

share many beliefs, values, and assumptions that encourage them to make mutually-

reinforcing interpretations of their own acts and the acts of others.  

 

A key in sensemaking is core values: Values mean according to Schein that a conscious 

choice has been made and that one has decided that a certain thing is good and another 

thing bad” (Jacobsen & Thorsvik: 2002: 160) Thus, core values are tools. A company’s 

top management has to decide what values are guiding its work as an organisation, and 

also what values they are not supporting. When sensemaking is actually occurring is not 

agreed upon. Weick (1979) claims that is a retrospective development that happens after 

a certain action, while Donellon et al (1986) believes that it is an equifinal process, which 

means that there can be several different ways of making sense, and that it can occur in 

many different stages as well.   

 

In the process of sensemaking, symbols and texts are important tools when trying to 

maintain a “we feeling”. It is through imposing their own meaning of the organisation, 

through internal communication and action, that members maintain sensemaking in an 

organisation. Sensemaking is an ongoing process and the reaccomplishment of 

sensemaking is feeding innovation through evolution and reshaping. (Weick 1995: 171) 

In other words, the values inherent in a company need to be continuously re-evaluated so 
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that they are relevant in an ever-changing environment. Sensemaking involves seeing the 

organisation as a group, something distinctly different from people not in the organisation. 

Symbols and slogans combined with the communication of core value work as unifying 

phenomenon for the organisational members. The manager is to create and communicate 

the meaning of the organisation. This can be done in several different ways, such as 

myths, stories, rituals and in-house language that works as defining characters of the 

organisation. When managers try and shape the view of the organisation, the goal is to 

form an organisational culture, doing this successfully is vital for a large organisation. It 

is important to keep in mind that the meaning from the top is understood and interpreted 

differently in different parts of the organisation.  

 

An organisation has to more and more have the role of a football team; each employee 

has a clearly defined role and together all the employees have a collective goal with their 

work. (Bruzelius & Skärvad: 2004: 278)  

3.1.2 Mission and vision 
The vision in an organisation is at the core of the operation. The future of the 

organisation is presented to both external stakeholders, such as stockowners, and internal 

stakeholders, such as employees. The vision for the company is important even if it is not 

followed, since it provides a positive image of the future that might affect the co-workers 

positively (Broms & Gamberg 1983). This views is shared by several researchers, Liza 

Rudolfsson (Johansson in Heide, Johansson & Simonsson 2005: 121) claims that 

everyone in an organisation needs to know where they are aiming and Stanley Deetz 

claims that it is crucial that there is a clear vision known and applied in a company since 

it is a key factor for company development. Deetz also points out the need for the vision 

to be owned by the organisation’s members, which means that it should be collectively 

constructed and that it cannot only be something the management focus on (Deetz in 

Heide, Johansson & Simonsson 2005: 121). Gustavsen (2000) agrees with this and argues 

that the creation of a vision for a company should be done through co-creation among the 

employees. He advocates for a democratic dialogue where the vision is co-created in the 

organisation.  
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Moss on the other hand sees vision as an important tool for the management in an 

organisation; it gives a framework for a common purpose in the organisation, it is also 

important when anchoring the values of an organisation. The vision is according to this 

view something that shouldn’t often be changed. (Bronn 2002: 9)  

 

Edgar Shein claims that these visions do not have to be very specific, instead he believes 

that they are important as tools for the organisational members to realize that change is 

possible (Johansson in Heide, Johansson & Simonsson 2005: 122).  This is, however, not 

very common. Instead, the vision is most often a pure top management document that is 

to be implemented in the organisation through a distinct top-down approach. (Tufvesson 

in Larsson 2000: 215) 

 

Karl Weick, on the other hand, believes that the most important aspect of the vision is to 

make people act. Managers keep forgetting that it is what they do, not what they plan that 

explains their success (Weick 2001: 346). Weick further states that the vision should be 

open, since various interpretations is good and if the vision is too concrete there will be 

issues concerning how people interpret it. Unfortunately, this also brings the risk that 

people work towards different goals, Johansson notes (Johansson in Heide, Johansson & 

Simonsson 2005: 123).  

 

My view is that a stated vision is not enough, but living the vision is the actual test of a 

successful company. The core values are the foundation for the vision and a compass 

directing and supporting managers and employees in action. In this thesis I will therefore 

focus more on what core values a company use, and how these are communicated. This is 

closely linked with the vision, and mission, which most communication researchers 

discuss. Core values have traditionally been a part of management and marketing 

research, and something that is communicated primarily to the customers. But as core 

values are more precise research aspects that shape the mission and vision, I choose to 

focus more on this concept when conducting my interviews. 

3.1.3 Corporate identity 
“Everything about an organization communicates” (Brönn 2002: 1) 
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Even though this thesis is primarily concerned with internal communication, it is 

important to understand that organisational communication also has a great effect on the 

external communication. It is crucial that the values that are communicated to external 

stakeholders are also connected within the company when building a successful brand. 

Hatch and Schultz (2000) defines corporate identity as: The idea of the organization and 

how it is represented to different audiences and organisational identity as how an 

organization’s members perceive and understand it. (in Brönn 2002: 2)  

It is difficult to draw a clear line between these two concepts in an organisation. A 

common problem is that companies put too much emphasis on the external 

communication only; alienating employees and making them live up to expectations of 

the customer, instead of anchoring the identity within the organisation’s values first. 

Olins (1989) in (Brönn 2002: 4) define three types of corporate identities: 

 

• Monolithic identity: The entire company uses the same logo and same visual style; 

the parent company is directly recognized. Examples are BMW and Shell, and in 

this thesis: Volvo Trucks and Securitas Systems. 

• Endorsed Identity: A company that is visible in the background, but that has 

several different brands with their own identity. Examples are General Motors 

who own several different car brands, or Electrolux, which has brands such as 

Zanussi and AEG. 

• Branded identity: The opposite of monolithic identity, here the organisation 

behind the different brands is almost invincible, examples are Unilever and also 

L’Oreal which owns brands such as Giorgio Armani and Ralph Lauren. 

 

A strong corporate identity can impact the image of an organisation both in a cognitive 

and logical aspect. These two aspects together create the image of an organisation. The 

image of the organisation needs to fit with the values of the customer. Here it is once 

again crucial that the organisation not only communicate with its customers, but also with 

other stakeholders, since these can influence the customer’s perception of the 

organisation. A stakeholder is often both an employee and a customer, which can mean 
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that the person has a different perception of the organisation depending on which role 

he/she has. (Fombrun 1996 in Brönn 2002: 6) 

3.2 Communication forms 

In this chapter the different communication forms within an organisation are presented. 

These are important aspects to understand when analysing organisational communication. 

In this thesis the term organisational communication is used as a term describing 

organisations internal communication processes such as face-to-face meetings and 

communication through intranets, this selection is further discussed in the following 

section. 

3.2.1 Organisational communication 
The term organisational communication is debated in contemporary research. The 

connection between organisational communication and leadership is one example of what 

will be addressed later in this section. How to define organisational communication is 

also discussed, with Weick claiming that organisation is communication (Weick in Heide, 

Johansson & Simonsson 2006: 18), as presented in the precious chapter. This paper does 

not take a stand in the debate around how to define organisational communication; 

instead I choose to define it in this thesis as: the communication within the organisation, 

between and by internal stakeholders. Thus, only a clearly defined part of the actual 

communication that takes place in an organisation is presented and analyses in this thesis.  

 

The reason for this is that this paper aim to understand how the communication is 

structured and what role core values play in this structure and the creating of 

organisational identity. Core values have lately been subject of intense interest among 

upper management (Heide, Johansson & Simonsson 2006: 23) and are in this thesis 

closely connected with informal and formal communication lines. The thesis also has a 

clear focus on communication and it’s connection with upper management. Therefore, 

the communication that is directly linked with the creation of an organisational identity 

within the organisation is the focus in this study. The creation of this identity is a very 

difficult task for the management and very few companies are actually successful in 
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doing it (Heide, Johansson & Simonsson 2006: 23). The following section presents 

models that are useful in understanding this process. 

 

3.2.2 Public relations models 
Communication within organisations can be understood through different communication 

models. There are two main types of models, one that sees communication as a linear 

process from the transmitter to the receiver, and a second that sees communication as a 

two-way process (more dialogue based). The basic communication model was introduced 

by Shannon & Weaver in the end of the 1940s and was based around these questions: 

Who? Says what? In which channel? To whom? With what effect? (Larsson 2001: 39). 

Rogers has developed this model into a two phase model where the communication of 

core values can follow this structure: Mediated communication usually has the biggest 

impact when a message is searching for attention, while personal communication has a 

bigger impact in the later phase when the message is evaluated and possibly accepted.” 

(Heath 1997 in Larsson 2001: 41) 

 

This model acknowledges the need for both information sending models, as well as 

dialogue models where sensemaking is at the core. Even though these models are 

primarily used for communication with external stakeholders, they provide an interesting 

framework for the analysis of communication within an organisation as well.  

 

There are also models such as the social relations perspective and the convergence model, 

which puts more emphasis on the receiver of the information. These are based on the 

notion of mutual understanding, which means that there is an interaction that creates 

understanding. The communication is based on understanding, and the message is 

discussed to make sure that this process creates a mutual understanding (Larsson 2001: 

43). The importance of dialogue will be examined more closely in the following chapter.  

3.2.3 The need for face-to-face communication 
Mutually reinforcing interpretations of what a company is and what it is doing and is very 

important. With the emergence of the Internet, and organisational intranets, there is a fear 

that managers will stop walking around, the so-called “management by walking around”, 
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and instead mainly communicate with their employees via e-mail and other media, 

instead of face-to-face. This would have serious impacts of the sensemaking in an 

organisation. One-way communication as such will drive out innovation, and 

organisations become synonymous with control. This will weaken the collective 

framework in which sensemaking in an organisation rests on. (Weick 1995: 73) This is 

why dialogue is important to maintain within the organisation, something that will be 

discussion in detail in the following chapter. 

3.2.4 Dialogue in organisations 

75 percent of a CEOs time is spent communicating with people, thus dialogue within an 

organisation and how it is maintained is an important aspect to take into account. 

Tufveson (2000) claim that it is upper management that is responsible for creating a 

healthy discussion environment within an organisation. Tufveson claims that there needs 

to be a dialogue, where people learn for each other, in an organisation. The key is to try 

and understand each other’s viewpoints, and not try and push your own opinion without 

listening to others. Isaacs (2000) identifies four key elements that need to be in place for 

a successful dialogue; listen, respect, wait and speak unfeigned. The main point is to be 

open to other people and to reflect on, and develop, your own thought according to this. It 

is the leader in an organisation, or group that needs to make sure that there is a climate 

that supports these elements. There are several critics that points out that this situation is 

nothing more than an academic utopia and that real organisations does not have a 

discussion climate like that. (Jonasson-Hidén: 1999)  

 

Several researchers find informal discussions to be important in the creation of a healthier 

organisation environment. Scheduled meetings often have a set agenda, with a top down 

message that is transmitted though one-way communication. The informal discussions 

that follow these formal ones often are as valuable as these conversations are often more 

dialogue based. (Tufvesson in Larsson 2000: 210)  

 

The members in an organisation are what make the organisation function and develop in 

a dynamic way, and a good leader needs employees around to develop him/her self. 
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Enquvist (2000) claims that there needs to be more discussions in organisations about 

communication and how it is working; here the values of the company once again should 

play a central role. Furthermore, an organisation needs to have a common ground on 

which the argumentation and dialogue is based on. If the basic vision and values of the 

company is not agreed upon, the discussions will not develop (Enquvist 2000). This is an 

argument for a strong common mindset in an organisation, and why it is important to 

critically examine the communication within a company or organisation. Talking at 

people will not produce change. Nor will listening to people. But developing commitment 

by engaging people will result in change  (Mogestad 2000: 28) 

3.2.5 Organisational culture 
The culture of an organisation often has a serious impact on its performance. Culture can 

be defined as the patterns of sense making, understanding and behaviour in an 

organisation. There are several different layers of organisational culture. The first layer is: 

artefacts, such as rituals, manners and what clothes people wear to work etc. The next 

layer is behavioural patters and norms followed by values of how to handle different 

situations. The deepest layer is the behaviour that is so deeply rooted that people don’t 

think about them.  

 

The dominating ideas that culture derive from mission statements and the strategies and 

goals of the organisation. These serve as guidelines for behaviour in different situations. 

If the culture is strong in the whole organisation, people not only know how to act in new 

situations, but also to communicate unity to external stakeholders. If the members can 

identify with the culture, it has a positive effect on their work satisfaction. The culture is 

manifested through communication of the goals and visions of the company. A few 

people often serve as role models regarding promotion and living up to the culture, and 

that both in action and attitude shows how it’s done in the organisation. (Jacobsen & 

Thorsvik: 2002: 157) 

 

Numerous studies confirm the importance of a strong organisational culture. In the 

1980’s Kottler & Heskett found that companies with a strong culture performed better 

financially than other companies. Even though a strong culture is not enough to be 
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successful, it did play a significant role. Another study found that strong core ideology in 

company that consists of clear values and a strong purpose, historically was an important 

factor for their success. (Jacobsen & Thorsvik: 2002: 154) 

 

However, a strong culture is not always a sign of a successful company. If the culture is 

not compatible with the operation of the company it has to be changed. This can be very 

difficult, and it is up to top management to do this. (Bruzelius & Skärvad: 2004) There is 

also a risk that a strong culture produces “groupthink” where there are no new ideas, and 

status quo is promoted. There is also a risk that large organisations develop strong sub-

cultures that can stand in contrast with each other. (Jacobsen & Thorsvik: 2002: 155) 

 

A crucial aspect with communication within an organisation is the creation of a “we 

feeling”. If the communication activity stops, the organisation does not work, this is 

because organisation is communication. A study made by Horac et. al. concluded that a 

collective identity is a key factor in sensemaking. Furthermore, they found that it is 

especially important to clearly distance an organisation from its competitors, and to 

maintain a clear sense of what an organisation is. In its simplest terms, this sensemaking 

is based around; who am I? Who are they? How are “we”? The concept relies on how 

you frame your organisation, what values you connect to the output. Weick (1995: 78) 

use the British garment industry as an example: It went from old-fashioned (by hand) and 

expensive producers (competitors had modern equipment), to quality high-end production. 

Nothing changed in the actual manufacturing, but the handmade production was 

communicated as something that had better quality and a historical value (which was true) 

in the manufacturing process.  

3.3 Intercultural communication 
Organisations working across national borders also work within different cultural 

contexts. This is something that can produce problems. If the communication is not open, 

and if cultural differences not discusses, it can lead to future problems. Companies that 

communicate though intercultural organisational communication have the following 

characteristics: 

• They communicate continually with each other between nation borders. 
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• They consists of individuals from more than one national culture 

• They are located in one national culture – but are controlled by a completely, or 

partly, different mother company in another national culture. (Shuter in Asante & 

Gudykunst 1989: 401) 

 

Intercultural issues affect every part of an international organisation and it is of great 

importance that organisations with branches in different countries are observant and 

knowledgeable about the local cultures they are working with. The communication 

between the mother company and the foreign branch is also filled with difficulties. 

(Shuter in Asante & Gudykunst 1989: 401) 

3.3.1 Swedish management culture 
The Swedish organisational culture is characterized by flat organisations, with little 

hierarchy and horizontal organizational structures. The difference between top 

management and other employees is small in Sweden compared to countries like France 

and Belgium for example: There are, on average, three times fewer hierarchical levels 

than in France, and the distances between individuals are, therefore, smaller (Tixier 

1994: 10)  

 

The Swedish model encourages group work and co-management with a democratic 

management style, which stands in contrast to several Mediterranean countries. Making 

information public is a Swedish characteristic since the duty to inform is stated in 

Swedish law. This has the following effect: 

• All important decisions be discussed with employee representatives and 

negotiated with the unions. 

• All parties affected by a decision must be consulted. 

• All the ramifications of a decision must be openly debated before it is finalized. 

• Employees must be informed of a decision. (Tixier 1994: 10) 

 

The tradition of information spreading and an open communication climate means that 

this system often reinforces a healthy communication and information climate. This 
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communication, and the expressiveness of Swedish organisations, means that co-creation 

regarding core values and the vision is taking place continuously. Swedish managers are 

characterized by being very focused on performance, objectives and results, aspects that 

are easily measurable. They also have a consensus aim when dealing with conflicts 

within the organization. Conflicts are avoided at all costs since they are viewed as sterile; 

this stands in stark contrast to the Latin countries where conflicts are common in 

organisations. In Sweden, the management is involved in conflict solving, because 

conflict is seen as a problem for the organisation. Swedes are also generally reserved, 

quiet, aloof, controlled and they do not trust messages with flowery language (Tixer 

1994).  

 

Swedish people have a strong separation between their work and social life, thus they 

spend little time on social interaction in professional situations. Unlike the French who 

like to build long relationships with customers and often spend a lot of time building a 

relationship outside the actual work area.  

 

Many researchers have praised the Swedish organisational culture; IKEA is often seen as 

the great example of empowerment, with minimal distance between upper management 

and “the floor”. This is an important aspect in Swedish leadership, which encourage own 

initiatives among employees. This also means that there isn’t a strong executive leader 

that gives strict guidelines. In cultures like the French and Italian this can pose problems, 

and they often view Swedish leadership as vague and weak. For Swedish managers on 

the other hand, this is a sign of trust and empowerment (Tixer 1994). 

3.3.2 Dutch management culture 
The Netherlands is quite similar to Sweden regarding the structure and environment 

inside organisations. There are some differences though; Tixier (1994) found that while 

Swedish companies are innovative in the field of technical innovation and design, the 

Dutch are among the least innovative countries in Europe together with Germany, 

Switzerland, Denmark and Luxemburg. In these countries a mentality of conservatism 

and intuition is prevalent instead.  
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However, when looking at managerial pragmatism there are similarities between The 

Netherlands and Sweden. In both countries, the managers present facts that are clear and 

pragmatic, while the French and Italians prefer intellectual and abstract ideas. This 

derives from the pragmatic and fundamental values of the Protestantism inherent in the 

Swedish culture. (Tixier 1994: 14) Sweden and the Netherlands are also similar when it 

comes to “win-win” negotiations. This means that discussions are held in polite and 

humane manner with respect for the other party. In Spain and Portugal discussions look 

very different. 

 

The Netherlands is a country where liberal and egalitarian traditions are still strong. Thus, 

it is important that human recourses receive enough attention, since it is difficult to 

dismiss employees; this situation is similar in Sweden. Swedish and Dutch managers co-

manage and empower people, since the ability to manage human beings is increasingly 

important in this context.  

 

The Dutch prefer written confirmations in the communication within the organisation 

since they are clearer; Sweden on the other hand is an oral culture, due to the legal 

binding of oral agreements with a witness, according to Swedish law.  

 

Even though the Netherlands and Sweden are both characterized by weak hierarchical 

structures, there is still a much more formal communication style in the Netherlands. 

Even though the communication within the company orally might be informal, in 

external communication the title comes before the names etc, while the titles have very 

little importance in Sweden.  

 

Due to the similar characteristics between Sweden and the Netherlands regarding 

management practices, both countries should fit well together theoretically. Both 

employees and management should be able to integrate well in each other’s environments, 

since they share notions such as empowerment and weak hierarchical structures (Tixier 

1994). 
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Tixier made her research in 1994, which means that the IT expansion and the 

enlargement of the EU, which has brought more movement of employees, had not taken 

place yet. It is reasonable to assume that even though there are still great differences in 

mentalities between different national contexts, that they have grown smaller and less 

clear now, thirteen years after the research was conducted.  

3.4 Organisation structure 

How to structure a company and what values to communicate are crucial questions to ask 

for an organisation. In this chapter the framework for successful internal communication 

is presented, it includes information concerning the mission of an organisation, how to 

structure the international divisions, as well as a short description of the matrix 

organisation form, which all three companies in this study use.  

3.4.1 Structure of international division 
An organisation can structure its international divisions in several different ways. Here 

two forms of international structuring that are in compliance with Volvo Trucks, 

Electrolux and Securitas Systems are presented. 

 

Global-regional organisation means that the foreign divisions are ordered into regions 

that are subordinated to the mother company and its board. This structure fits with 

Electrolux, which belongs to the Western Europe region. Therefore, the Country Manager 

of Electrolux Nederland is reporting to the headquarters in Brussels, who in turn 

communicate with the mother company in Sweden. Another way of structuring the 

organisation is through national branches. These work directly under the mother company 

and it is also the classic model of foreign expansion among Swedish companies, this is 

the structure that Securitas Systems and Volvo Trucks work with. (Bruzelius & Skärvad: 

2004: 196) 

3.4.2 The matrix organisation 
The organisation structure seriously impacts the well being of the employees. A 

combination of high demand jobs and limited own decision making many times lead to 

depression or that a person “hits the wall”. Thus, empowerment is an important concept, 



 30

since high demand jobs with a high level of individual power fosters an active employee 

instead of a tense one. (Bruzelius & Skärvad: 2004:238) 

 

All companies in this study use a matrix organisational style. This means that the 

organisational structure is very similar across the different countries in the company, but 

that the countries themselves have own responsibility for each of these areas in Europe. 

The positive aspect with this structure is that it is easy to use diversities in the 

organisation, as well as using overlapping competencies across the borders. When 

working in an international context some sort of matrix is often used in the organisation, 

since it is important to respect the local differences and traditions. This organisational 

form encourages discussion and empowerment; one leader is not solely responsible. 

Some claim that this is good since it solves problems fast; others claim that it is a 

structure that promotes conflicts. (Bruzelius & Skärvad: 2004: 206)  

3.4.3 IKEA 
IKEA is often put forward as a great example regarding a company with strong corporate 

values and strong internal communication. These aspects are cornerstones in the 

development of a strong brand. In her dissertation Identity Across Borders Miriam Salzer 

(1994) present some examples of why IKEA have been able to maintain such a strong 

organisational identity in a global context.  

 

Salzer defines the concept of an organisation as how the members in the organisation 

perceive the organisation. It is the members themselves that create what the organisation 

is by ordering a naturally chaotic world into something comprehensible. Therefore, her 

view sees reality as something constructed by humans as we try to make sense of the 

chaos. This reality is constructed through labels, language, actions and routines. (Weick 

1979) This is a cultural perspective of an organisation. As I have mentioned already, the 

focus in this view is how the members of an organisation make sense of the reality and 

through what symbols sensemaking is occurring. Salzer points out the difference between 

the cultural perspective and the machine perspective by stating: Culture is thus not 

something that the organization has – organizations are cultures (Salzer 1994: 16) 
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This view sees culture both as something that works as a sense making system, and a 

result of the shared meaning that develop inside an organisation. This means that an 

organisation is something organic that redefines itself continuously. A common 

misconception of the cultural perspective is that there exists one culture in an 

organisation and that everyone is on the same page regarding the developments, this is 

not true. On the contrary, an organisation consists of several different ‘realities’ that 

might even contradict each other.  

4. Results 

In this chapter the results from the qualitative interviews are presented. They are 

presented separately, and will be followed by a constant comparative analysis where they 

will be put into relation with each other. The results will follow a structure that emerged 

during the interviews, and that also fits together with the structure of the frame of 

reference. The themes that the results are structured around are: core values, 

communication forms, intercultural communication, organisational structure and crucial 

prerequisites for successful communication. At the end of each interview, tables with the 

main ideas are presented to make the results more visible for the reader. 

4.1 Respondent 1 – Executive Assistant Securitas Sy stems 
Nederland 
Respondent 1 is originally from the Dutch colony of Curacao, but came to the 

Netherlands at the age of eighteen. She has been working at Securitas Systems for ten 

years and has international experience from previous work as a flight attendant.  

4.1.1 Core values 
The core values in Securitas Systems according to Respondent 1 are: innovation, trust 

and empowerment. They are communicated in a top-down approach though internal 

training programs, Securitas Systems have also recently introduced a card game, called 

“Walk the talk”, where the values are discussed and co-created in teams. 

It has different questions and it comes down to how you see the company and how you 

want the company to be /…/ so each person has their own vision, and brings their own 
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values, whatever they think they can improve. So it keeps everybody on the move in the 

right direction. 

 

This game is based on dialogue and shared understanding, a concrete example of what a 

question could be is: Would you like your employees to stop and chat at other 

departments?  

Some people would say: No, I wouldn’t because it takes time from their working hours 

and their performance, sometimes its good when you walk along the organisation, that’s 

when you hear things. So, two people say no, and two people say yes, and you know the 

different reasons, and then you decide what do we want Securitas Systems to be 

concerning this? 

 

There is no written down policy for how the values in the company should guide the 

everyday work, instead it is a way of life:  

Innovation, trust and empowerment, you can do that at home too. Innovation and trust, it 

has to do with relationships, with people, so whether it’s you and me, or whether it’s the 

people in this office, or the 20 people on the floor: the technicians, it’s just a way of life 

that they have to adapt to. The executive assistant at Securitas Systems explain. 

 

The respondent explains how important it is that the technicians, who are in direct contact 

with the customers, understand the values of the organisation: 

You want your customer to trust you, you want to build a relationship with them and 

that’s based on trust, and on the service you give them and the quality of the product, 

they don’t want to feel that you rip them of, you know, you want to be able to 

communicate with them, you want them to believe you. The respondent also explains that 

it is not only the communication that is crucial, but that you actually do what you have 

communicated. 

4.1.2 Communication forms 
The core values of Securitas are communicated though e-news, the main purpose with 

this is to get people informed about what is happening in the company. There is no check 
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if people read the e-news or not, but if there is something important people usually find 

their way to the information: 

They know that they need to read it and they communicate amongst themselves too, so if 

they see that something is important they call each other and say: read this, because 

something is going to change or so. Yeah, if there’s anything important, it’s amazing, 

how fast the news travels! 

 

There is also an intranet that is used to find people and their contact information. 

Communication through the intranet itself and discussion boards are not common. Instead, 

much of the communication is steered toward dialogue. The respondent often returns to 

the need for face-to-face communication. Both with the technicians and the people 

working in upper management and in other countries:  

Usually the branch manager communicates with the technicians on a daily level. If 

needed the business unit manager can also do so, or even the country president. 

 

The need for face-to-face communication does not only reflect the need to communicate 

the values to the people in direct contact with the customers, but also creates a bond 

between the different layers in the company: 

I think it’s very important to know the face, because it’s a lot easier to communicate with 

a person you have already met. On the phone one can not see the expression on ones face, 

but when you talk personal you can see the expressions on ones face and that says a lot, 

sometimes even more than words. You create a bond when you see each other. 

4.1.3 Intercultural communication 
The executive assistant at Securitas Systems explains that the communication between 

the Swedish and Dutch branch is set up with a mix of scheduled meetings and continuous 

contact though e-mail and telephone: 

The Country Manager goes to Sweden on a regular basis. And they come here too/…/he 

speaks to his boss every month. The Dutch branch is quite autonomous within the 

framework of Securitas Systems, but major decisions such as acquisitions of companies, 

and other major deals, needs clearance from Sweden first. 
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The Dutch are straight people, which make the communication atmosphere healthy 

according to the respondent: 

I think Dutch people are quite direct, they don’t beet around the bush, they say what’s on 

their mind 

 

Another aspect that the respondent claim is really “Dutch” is that the customers are very 

price conscious which puts pressure on the communication flowing to the customers: 

Dutch are really on the penny: very, very on the penny/…/ you have to convince them, 

and you have to sit with them and it takes a lot of time and effort, make them go to a 

showroom and show it to them, this is how it works. 

4.1.4 Organisational structure 
Securitas Systems has a decentralised structure, which makes the communication lines 

between upper management and the ‘floor’ short. This makes decision-making fast, and 

encourages employees in their daily work: 

For instance government offices, they have these long lines. If I want something I just go 

to the country manager and say: I thought about this and he will say no, or yes. I can 

have it done in ten minutes, I don’t have to go around and ask/…/ we work hard, but 

there is always time for a joke, there is always time to sit and discuss about how we could 

help. 

 

The organisation structure looks similar across Europe with some local variations: 

It’s a frame work, and we all work within that frame. You may put your personal touch 

on it, but the frame is always the same. 

 

The communication is generally working well within the company according to the 

respondent. A few years ago there was a problem with Securitas Systems loosing 

customer because they were perceived as being to expensive. The Dutch are very price 

oriented, which means that it is important that Securitas Systems communicate the reason 

for the price to the customer: 

People that have to make the decisions do not always know what they are talking about; 

you can’t drive a Porsche and spend the money on a Beatle, or a little car, a Toyota. And 
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a Mercedes doesn’t drive with a Mitsubishi engine, it doesn’t go. They (the customer) are 

no technicians; most of them have no product knowledge. So you have to convince them, 

and you have to sit with them, and it takes a lot of time and effort, make them go to a 

showroom and show it to them, this is how it works. 

4.1.5 Critical prerequisites for successful communication 
You need to be able to count on each other is the respondents’ answer to what is critical 

for successful communication within the company. Communicating directly with the 

technicians is another important aspect: 

Otherwise you don’t know what going on, cause they are the once that are all around the 

place. They can see things or situations where we can be of service much easier then I 

can from the office. 

 

Table 1 – Executive Assistant Securitas Systems 
Company Core values Organisation 

structure 
Comm. 
channels 

Prerequisites 
for successful 
comm. 

Internation
al comm. 

Securit
as 
System
s 

Innovation, 
Trust and 
Empowerment
. 

Decentralized 
structure, short 
comm. lines 
between 
“floor” and 
management.  

Internal 
training 
programs, 
card 
game 
“Walk 
the talk”, 
e-news. 

Face-to-face 
comm. dialogue 
with 
technicians. 

Mix of 
meetings 
and 
phone/e-
mail 
communic
ation with 
Sweden. 

 

4.2 Respondent 2 – Country Manager Securitas System s 
Nederland 
Respondent 2 is Dutch, and has worked in Securitas Systems the last five years. The 

respondent is the Managing director of the operations in the Netherlands and has been 

working a lot with international questions in previous companies such as BP.  

4.2.1 Core values 
The core values are important tools in the respondents work. He explains Securitas core 

values as following:  
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Innovation, Trust and Empowerment. With innovation we try to emphasise the fact that 

we are always working on a solution to our customers from an innovative point of view, 

we are an electronic security company so we try and seek new solutions that provide the 

best added value for our customers, like using intelligent video or network. We work with 

Cisco, we work with Microsoft, we are a very high tech Security company. With trust we 

emphasise that we believe in our employees, and that we give a lot of faith in them and 

we hope that it is a two-way direction. And empowerment is one of the most important 

things, we are a very flat organisation and with empowerment we try emphasise that our 

people are empowered to make decisions and they have also responsibilities/…/It also 

has to do with recruitment, if you have empowerment with a bunch of crazy guys the 

company goes down the drain, so you must know that you can let it go. These values are 

very important to the company since they make a lot of difference:  

I strongly believe that if you act though the values you can really make a difference 

 

Respondent 2 believes that the values are well implemented at the management level in 

the organisation, but he does acknowledge that there are probably several different views 

of what values Securitas Systems really have: 

I do know that everybody is not aware of the meaning of those key values, and that is why 

we feel that we need to do more, and that’s why I’m so happy that the game was 

introduced so that we can play it on every layer of our organisation, also the technicians 

which is the guy on the floor who visit the customer, who fixes the camera to the wall. He 

must also realize that he is empowered basically, and if he is has a problem it’s not: Hey 

boss I have a problem, no he has to fix it. And if you get that attitude, you are a lot more 

flexible and more able to grow. 

 

The respondent explains that communicating this approach to the technicians can be 

difficult: 

Every time the customer has a problem they call us and we send another technician and 

they say your camera need to be fixed and fine thank you very much and bye, bye. That 

was their main job in the service department, and then we said that: Hey, you need to 

realize mr. Technician that you are in contact with the customers and the customer does 
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not always require a highly educated technician, but they require a nice guy. If you have 

a system in your apartment and a big technician comes in and he’s dirty, he’s toolbox is 

dirty but he is brilliant, and you say: ah, I don’t trust him. You need a guy that comes in 

clean, with not sweat, his toolbox is tidy, and he says ok, no problem, I’ll fix it/…/ it’s not 

like we want all of them to become aggressive sales persons but that they have to 

understand, what we do, we are not screwing cameras to the wall, we are trying to secure 

our customers. 

4.2.2 Communication forms 
To be able to anchor the values of the organisation a game was introduced at a Country 

Manager Meeting in Madrid earlier this year. It was introduced to create discussion 

around the companies’ core values:  

It’s a game you play with a group of people within Securitas Systems and you discuss 

statements that have something to do with innovation, trust or empowerment and at the 

end of the game you have a concrete action plan and you see that the mission statement 

and the key values which are, it’s a very good question, some times it’s there, somewhere, 

every company has a mission statement and key values but if you ask the people on the 

floor they don’t know it, so it has to become real and the game helps us make it more real 

to discuss the items and to make it more tangible. 

 

Securitas Systems also have several training programs for the staff both in the 

Netherlands and abroad, where the values serve an important foundation of the company: 

It’s a game, it’s training, it’s the management so everything together makes the values 

become really something. Securitas Systems also use intranet and e-news to inform its 

employees about what is happening in the organisation on different levels. 

4.2.3 Intercultural communication 
According to the Country Manager at Securitas Systems the communication between the 

Dutch and Swedish branch is maintained though face-to-face meeting every two, three 

months, and in between that, contact though e-mail and phone. The purpose with this 

meeting is both so that the Swedish mother company knows about the situation in the 

Netherlands, and it also gives the Country Manager a chance to discuss things and get 
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input on certain issues. Most international contact is maintained with the Belgium and 

German branch: 

We call and meet in Düsseldorf or meet in Antwerp, because its very close and its easy, 

and if I have certain items I need to address and I know that my German colleague has 

done it before I call and schedule a meeting. It’s about entrepreneurs, so you don’t have 

guidelines or rules; this is what you got so make use of it. Initiative is key. 

 

The respondent puts much emphasis on face-to-face communication within the company:   

What the most important things that we are doing, it’s face to face. But we work with 

presentations, what we say, have a lunch to lunch meeting so we fly in the morning, have 

lunch and… we have telephone conferences and stuff like that, but there is nothing like a 

good conversations, where I can see you, I can look you in the eye and can see if you 

understand me, and we have interaction and another friend is joining and he has remarks. 

 

The respondent finds many technological communication solutions problematic: 

E-mail is a nightmare of course, don’t make jokes on e-mail, don’t write capital letters, 

it’s very good for fast communication, and I must say I do use it a lot, but sometimes it’s 

just better to pick up the phone and have a real conversation. 

 

Since Securitas Systems now has separated from Securitas there is no longer a company 

magazine in the organisation, and although the respondent believes that a magazine is a 

good tool to promote the core values both internally and externally, there are currently no 

plans to publish one again.  

4.2.4 Organisational structure 
Empowerment is an important value that respondent 2 always return to. When talking 

about the local organisation, it is about making people responsible for their own decisions, 

and to give them power to make their own decisions. This word is also important when 

regarding the relationship between the Dutch and the Swedish branch; this is illustrated 

by the game previously mentioned: 

We have a corporate organisation, but we don’t have a strong corporate structure, and of 

course that emphasises the empowerment factor, yeah. We don’t have a large head office 
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in Stockholm with rules and decisions and guidelines and everything, it’s very basic and 

the real content is made in the individual countries. The guidelines come from Sweden, so 

they invested in the game and they said that look we have those key values. That’s great, 

but it’s written on the logo: innovation, trust, empowerment but what does it mean? So 

we se how can we make it real/…/so they created the game and then the game is sent to 

the countries, and they have to implement it in their organisation so that the values 

become really something and not just bla, bla but they start to mean something.  

4.2.5 Critical prerequisites for successful communication 
Clarity and empowerment are two key issues regarding critical prerequisites for the 

communication in Securitas Systems for the Country Manager:  

It must be clear what we do and what we are going for, so there must be clear objectives. 

I think there must be an open mind culture, it’s important that when you emphasise 

empowerment that you realize that some times it can go wrong. If I give you the freedom, 

you can do things that I don’t want you to do. And I tell you: Don’t do it. And you learn, 

so you must have learning, you must allow people to makes faults/…/ So: open mind, 

clear objectives, responsibility low in the organisation, and let them do false, don’t 

punish people/…/It starts with your management team, cause we are a team, and a team 

is a bunch of people with different attitudes and different competences, so use it 

 

Respondent 2 – Country Manager Securitas Systems 
Company Core values Organisation 

structure 
Comm. 
channels 

Prerequisites 
for successful 
comm. 

International 
com. 

Securitas 
Systems 

Innovation, 
Trust and 
Empowerment. 

Weak 
structure, 
empowerment 
is key word. 

Management 
game – make 
values 
tangible, 
intranet, face-
to-face 
comm. 
crucial. 

Open mind 
culture, clear 
objectives. 
Responsibility 
low in the 
organisation, 
allow mistakes. 

Meetings 
every two to 
three months 
with Sweden, 
continuous 
comm. with 
Germany and 
Belgium. 
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4.3 Respondent 3 – Marketing Manager Electrolux Ned erland 
Respondent 3 is Dutch and have been working for Electrolux for twelve years. It’s his 

first company after finishing his studies in Economics and Marketing at Universiteit van 

Amsterdam. His responsibilities include: advertising, in store marketing, PR, product 

marketing, marketing intelligence (statistics), surveys and consumer care. 

4.3.1 Core values 
The core value in Electrolux is that the customer is in the centre. This is communicated 

with the “Thinking of You” statement:  

Our innovations are consumer driven and not technology driven, and it’s more or less, 

you can find it back in our claim: Thinking of you, and its short description that we were 

thinking of you when we made it. That is the essence of Electrolux. 

 

In 2005 Electrolux made major changes in their approach: 

We emphasised the company philosophy more, the Thinking of You, so we changed the 

claim of the company, and then we invented Thinking of You. So the logo was changed, 

the layout of the brand websites, of the Electrolux corporate site has been changed. There 

was a lot of communication to all the employees, by mail, in meetings, oral, what is the 

philosophy, what do we expect from our employees after this change. 

 

It is important that the core values are not to concrete since the people in the company 

have very different work realities and need to be able to make them relevant for their own 

position: 

People working in logistics, in marketing, people working in sales, people working in 

factories and they have very different backgrounds, and very different working 

environments, it’s very much differently, but in all circumstances you see some claims of 

being thoughtful and trying to be more consumer orientated. 

 

Electrolux is a multi brand company, which effects the communication when comparing 

it to a single brand company: 

From one perspective we think that we have an advantage because we can serve a bigger 

market, because if you look at a company with a single brand, it is almost impossible to 
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serve the whole market/…/ if you want to be successful you also have to clearly define 

what is the key value of each brand, and make sure that your brands are 

differentiated/…/we as a group have clearly defined the key values of each brand and the 

target group. We have differentiated communication style, differentiated the ranges in 

terms of design, in terms of specification, as we have differentiated price floors. So there 

is a kind of frame work which helps us to safeguard let’s say certain positions, but also 

let us build on these certain positions/…/We have over 300 employees, and yeah, it’s 

difficult to reach exactly the same level (of core value awareness), but at least we are 

trying to do that. 

4.3.2 Communication forms 
The Marketing Manager at Electrolux emphasise that face-to-face communication is vital 

for the organisation. A recent example is that a survey found that many people feel that 

they do not receive enough information: 

What I think is always a good way is to sit together with people and to ask them about 

particular examples, so what kind of information did you not get though the official way, 

but you found out later, can you give us some concrete examples? Cause then you can 

ask yourself questions: did we do something wrong? Did we really forget something? 

Cause at this moment I think it’s pretty much complete, but if they have concrete 

examples, then you can either see, ok, we did not communicate that at all because we did 

not perceive this as useful information, that could be one. Yes we communicated it, but it 

seems like people did not get the news, so maybe the way of communication or the 

medium of communication was not right. So that means that we have to work on the way 

of communication, so we have to look deeper, to lets say the backgrounds. 

 

Electrolux does not currently have a corporate magazine; the reason was that it took to 

much time and that it was unclear if people actually read it. Instead the intranet is the 

main information source, which has several positive aspect compared to a magazine: 

The magazine was stopped because we got the intranet, which was also very helpful, 

because we can measure how many people actually use it, how many times a week, the 

number of page views, the time spent etc. etc. so in a certain point you see that you have 

a number of readers versus your total number of employees you can see, how heavily it is 
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used by departments, by individuals to a sort of point where you can say: Hey, do we 

really need to have this magazine? 

 

After critique from the employees that there is not enough information about the 

company, there is however a plan to once again implement a corporate magazine to fill 

the apparent information voids that some feel still exists: 

If we send it to people and it’s in your mailbox and you look though it and you can sit 

maybe in your garden or whatever, and then it’s easier to absorb the news than to force 

people to do it by the computer/…/but we are also thinking about technical 

solutions/…/we want to see if there is a technical solution where people can subscribe to 

particular topics, and they will get a message in their mailbox when there is published 

new information. 

4.3.3 Intercultural communication 
Electrolux have meetings every two or three months where people from all over Europe 

meet and discuss issues concerning the operation.  

In the face-to-face meetings you have the opportunity to present, let’s say best practices. 

So maybe the first two hours, every country has the opportunity to share the things you 

did, that you were working on in your country, give ideas to the other people, give them 

ideas, and to give them an opportunity to copy, so it’s very much promoted to steal with 

pride as we call it. 

 

The structure of Electrolux means that the respondent primarily communicates with the 

country manager, which in turn communicates with Brussels, but there are other ways to 

communicate as well: 

I in fact communicate direct with the people in Brussels/…/but it is also due to do the fact 

that I work here for twelve years, and the organisation was not always like that. So you 

have your own network, so you’re able to communicate directly with people in Brussels, 

but I think the organisation is set up so that you communicate though your regional 

responsible, that’s why I call it a kind of dotted line because it’s a kind of unofficial way 

of communicating/…/ I communicate a lot with the people in Belgium, because the 

language in Holland and Belgium, we have Dutch and they have Flemish, but it’s very 
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close. We try to cooperate, see if we can save cost in terms of actual spending or time by 

the marketing people. If we have big projects, whether it is a launch of a new brand 

website, and new brand template, we try to see if we can share work, to reach efficiencies. 

But that’s yeah, something which you create yourself, because you know the people, you 

know the kind of work they do, try to be smart and make up for it. 

4.3.4 Organisational structure 
The value implementation follows a clear top-down structure, where messages are sent 

out from the Swedish head quarters and then pushed though the organisation:  

There is some flexibility, some freedom in the local implementation, but it’s very limited. 

 

Otherwise the organisational structure in Electrolux means that the international 

communication is focused toward Brussels and not Stockholm: 

In Sweden you have the main, main office, it’s more or less the office where they steer the 

other operations than wide goods/…/ For Wide goods Europe, they set up a separate 

headquarters that is located in Brussels, and we are a part of that organisation. So we 

are concerned as a sales division. Every country is considered as sales division, we have 

direct lines to the Brussels head quarter. If you then look at the Brussels head quarters, 

then you see that its very much a matrix organisation, we have a CEO for Europe, this 

CEO is heading a management team with some disciplines/…/underneath the 

management team you have the next layer, so for example the guy that is responsible for 

brand and products, in his team there are three brand directors, one for AEG, on for 

Zanussi and one for Electrolux. Each region is headed by a manager, often the manager 

of the biggest country in that region, so for instance the northern region is headed by the 

country manager of Sweden/…/ our country manager in Holland, he is reporting to the 

region manager in our region, and that is the country manager of France. And what you 

see then in terms of communication is that there is a lot of communication from Brussels 

to the regional manager, then from the regional manager to the country manager, and 

then from the country to the regional manager, and from the regional manager to 

Brussels, so I think it is a kind of post man structure, someone is spreading the news, 

taking news information and bringing it to the head office.  
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4.3.5 Critical prerequisites for successful communication 
Access to information is crucial for successful information according to respondent 3: 

I use multiple media to first of all make it clear to people, first of all where I can find 

certain information, were I can put information, because people also want to share 

information. So, and that we do by using the intranet, but also by using newsletters, by 

organising face-to-face meetings, by using your department meetings, so I as a manager 

inform my people about ways of communication, ask people about ideas, their needs in 

terms of communication, and I need to bring that into the management team and see if we 

can find as much as possible common ways, so that we satisfy all departments. But 

hopefully in a kind of common structure. 

 
Respondent 3 – Marketing Manager Electrolux 
Company Core 

values 
Organisation 
structure 

Comm. 
channels 

Prerequisites 
for 
successful 
comm. 

International 
comm. 

Electrolux Thinking 
of you: 
customer 
in the 
centre of 
innovation. 

Top down 
structure, 
official lines 
to Brussels 
through 
Country 
Manager. 
Strong 
hierarchical 
structure. 

Informal 
communication 
across borders, 
intranet, 
meeting, no 
corporate 
magazine. 

Use multiple 
media, clear 
where what 
information 
is, ask for 
ideas lower 
in the 
organisation. 

Reporting to 
Brussels, 
international 
meetings 
ever two, 
three 
months. 

 

4.4 Respondent 4 – Managing Director Volvo Truck en  Bus 
Nederland 
Respondent 4 is from Sweden and have been working for Volvo Trucks for 23 years. 

Before arriving in the Netherlands, he spent six years in Romania. He has also lived in 

Pakistan and has been working with Africa and the Baltic countries.  

4.4.1 Core values 
Volvo has three core values: Safety, Quality and Environment, that is the vision that goes 

though the whole company. The values were actually stated already in 1927 when Volvo 

was founded. 
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I would say that the most important document as such is a document that is called “The 

Volvo way” where we frame our guidelines, how we are handling our business, how we 

have respect for people, respect for the environment, respect for everything that is 

connected to our business and that is a very important document/…/we have a lot of 

communication to the employees about what is happening and about our history, the 

pride of Volvo and such. 

 

Communicating the values is dependent on clarity, and that the discussion climate is open 

and supports critical thinking. Living up to these values as a leader is a key: 

Living up to the standards of open communication, living up to a lot of management by 

walking around, a lot of being accessible, I had to open this door for example when I got 

here, cause I don’t want people having to go through a secretary to reach me/…/to be 

responsible you have to be good at communicating the values, you have to be good at 

communicating what is expected from you, so you see that you have the tools. We should 

have an open communication in all directions/…/we don’t always have the same opinion, 

especially with the private dealers, but then we sit down and try to solve it and move 

further. 

 

The internal magazines are important tools to make the values more tangible, and 

illustrate how they work in the everyday life of the Volvo employees: 

When we say environment, yeah, what is environment? But then we have an article about 

better air and then it becomes real, so that’s an example/…/ here (in a Volvo magazine) 

is a training for motivated drivers, and then you make it more real. And then we have 

also magazines for our customers. Here is a statement: Safety first, a statement from my 

self, this is to our customers that come to our dealerships. Here is about safety, and 

environment, alternative fuels/…/ we don’t come in to the office, good morning boss; 

Safety, environment and quality. But it works in our soles, our everyday soles./…/ all 

these papers (mission and value documents), its not important, it’s the frame of it, and 

how people are feeling, that’s much more important. I don’t say that the statements are 

not important, absolutely not, but to avoid making them empty documents. Is it important 

that the employee knows exactly the statement and the vision? Or is it important that the 
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employee feel the values that they are representing? The latter one is much more 

important, and I would say that it’s very well done in this magazine. 

4.4.2 Communication forms 
The intranet is an important information-spreading tool within Volvo according to the 

Managing Director: 

We have an intranet, which you can find through the Volvo home page, Volvo Trucks 

homepage; you can find the different divisions homepages, the local homepage internally: 

where we communicate everything from the menu in the restaurant to employee changes 

etc. Then we have internal magazines, which are sent out to employees. Volvo Global, 

which is sent out from Sweden but also in local languages, and then we have a local 

magazine that we send out to the employees but also to the dealers and customers here in 

Holland. It’s about the people and what we are doing. 

 

The communication is not only through intranet and internal magazines, two times a year 

the employees have meetings with their manager: 

Twice a year you should sit down with your boss and discuss your own personal targets 

and what is expected from you. And then in January we also have a thing we call WGAS 

(Volvo Group Attitude Service) where people can tell what they think, it’s 60 different 

questions everything from whether you get training enough, whether the working 

environment is good enough, whether your boss respects you and if the company is well 

run etc, etc. 

 

The respondent acknowledges that communicating vertically with the people lower in the 

organisational structure is important: 

You get reflected in attitude service for example if they feel if they got enough 

communication. And we listen and try to improve information. We also have a small 

management team that meet every two weeks, we have a big management team that meets 

four times a year with all managers. And then we have personal meeting a couple of 

times a year, where we have information flows that goes out and normally we meet for 

dinner afterwards or a small party or so/…/there are always room for improvement. And 

there is always a way of what can we communicate and what can we not communicate 
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and that is also challenging, some things you are not allowed to communicate/…/I can 

not communicate all financial figures. 

 

Informal communication is very important according to Managing Director at Volvo 

Trucks, who recognizes that there is a need for formal communication to make the 

informal communication work: 

I strongly believe also in meeting, and the meeting is of course very important, but the 

beer afterwards, and the beer together, and the coffee breaks are also at least as 

important cause then you get to know people. Then you can call the guy in Germany and 

ask: how do we do with this, or can we change this, or develop this or what is the price 

you charge for this? Informal communication is very important and for that you need to 

know people. /…/but you can’t only have informal dialogue because that’s impossible, 

then it becomes Wild West after a while. You have to have structured meetings, you have 

to have structured communication, what’s important, but then you in addition to that, 

have to have the informal communication between the people. 

4.4.3 Intercultural communication 
The interaction between the Dutch and the Swedish branch is intense in Volvo, with 

everyday discussions over the phone, as well as meetings to discuss up to date issues and 

make sure that everyone is on the same page regarding the developments in the company. 

The respondent values these contacts highly: 

Networking is crucial in a big company as Volvo I would say/…/Going more into the 

retail side of the Truck operations demands a more structured communication than 

previously/…/ we have more similar reporting lines (than before a 2005 restructuring of 

the company), we, Belgium, Germany and England. And that is one of the successes, and 

in that respect I must say that the management have made an impressive job of 

structuring how to do business. 

4.4.4 Organisational structure 
The respondent believes that the communication within the company needs to be clear 

and that there is an organisational structure where everyone has clear roles: 



 48

We have completely straight lines, before it was very much two bosses, now we have very 

straight lines, everyone knows the different areas, it must be clarity. Also we have created 

an HR (Human recourses) department, where you have a HR manager who is focusing 

on these issues all the time. I think the most important thing is to have clear responsibility 

areas, it’s clear, because I think the most dangerous thing is, it’s like the stock exchange, 

the stock exchange can live with bad information and with good information, but not with 

no information, or confusing information. It’s the same with people, bad information and 

you know, good information you know, but no information or confusing information, that 

is bad. 

 

The respondent claims that Dutch companies traditionally have a stronger hierarchical 

structure than Swedish ones: 

My view is that it’s much more the boss decides in the Netherlands, it’s much more 

common here, it’s not only the Netherlands but the whole continent, and I don’t think the 

Netherlands is extreme, I think Sweden is extreme in the other direction. And that is of 

course a challenge. We are an industrial building nation, while Holland is a trading 

nation and that creates completely different business environments. 

 

Volvo has a so-called matrix organisation, which looks very similar in the different 

European countries: 

We have regional organisations where I am belonging to the Benelux region, and then we 

have our own after market manager, who in the matrix report to the aftermarket manager 

in Sweden. We have a sales manager who does the same. We have a training manager 

who does the same; we have a retail development manager who does the same, so we 

have a matrix organisation. And then we have regional board meetings, where we are 

representing Holland, and Belgium is representing Belgium, around three or four times a 

year. 

4.4.5 Critical prerequisites for successful communication 
It is difficult to pin point one critical aspect of the communication that needs to work. 

Instead it is an atmosphere that has to be in place for a successful communication: 
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It’s peoples business, the general communication, both the formal one and the informal 

one, I cannot say that it’s particularly this, and this, and this, it’s the atmosphere in the 

company. 

 

The respondent did changes in the structure and communication when he took over as 

Managing Director. This forced some people to leave the organisation: 

You just don’t stand up and say this is the way we should do it, it’s a long process and we 

are not there yet, it’s always a process, communication is a process. I cannot stand up 

and say you are going to tell your colleague this, this and this, it’s a communication 

where you build something during many years/…/We are one company and we are 

representing one brand, and we are going as one towards the client and I think that was 

the biggest change. 

 

Respondent 4 – Managing Director Volvo Trucks 
Company Core values Organisation 

structure 
Comm. 
channels 

Prerequisites 
for successful 
comm. 

International 
comm. 

Volvo 
Trucks 

Safety, 
Quality, 
Environment, 
presented in 
the 
document: 
“The Volvo 
Way”. 

Matrix 
organisation, 
similar across 
European 
countries. 
Decentralized, 
keyword: 
empowerment. 
Management 
by walking 
around. 

Intranet, 
Company 
newspapers 
– make 
core values 
tangible, 
Employee 
survey – 
monitor 
employee 
satisfaction. 

Informal 
communication 
in combination 
with 
structured, 
atmosphere in 
company that 
promote 
dialogue, upper 
management 
set good 
example. 

Everyday 
contact with 
Sweden, 
scheduled 
meetings 
four times a 
year.  

 

4.5 Respondent 5 – Chief Financial Officer Volvo Tr uck en Bus 
Nederland 
Respondent 5 is Dutch and has been working thirteen years for Volvo. He previously 

worked at the Dutch bank ABN AMBRO. The respondent has held the current position in 

Volvo Trucks for three years, and has also been responsible for the Belgium operation 

within the company.  
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4.5.1 Core values 
The values that guide Volvo are presented in a document called “The Volvo Way”: 

What my personal feeling is that it’s a company which is a good employer for the 

personal, we have good work circumstances and it’s an open affairs structure/…/ If top 

management make sure that the values are respected, the whole company is more or less 

naturally working according to the values. I very much think that the attitude in top 

management is very important and that we have people from Gothenburg, if we see they 

are not the right examples, then we get deterioration of values. 

4.5.2 Communication forms 
The intranet is an important information sending tool, as well as meetings with the 

employees. However, there are some difficulties to engage personal lower in the 

organisation in discussions regarding values and other management aspects in formalised 

settings, but the informal setting afterwards is very important for this: 

The experience is that when we have the meeting with the personal, not many people 

come with questions. Normally they don’t have many questions, or does not want to raise 

them at that moment, but afterwards we will have a drink and dinner, and then people are 

always allowed to put forwards their questions. 

 

Volvo also makes sure that the employees get a say in the development of the 

organisation though a survey: 

VEGAS: Group Attitude Survey can measure from year to year that people have this 

information, that it is an open structure and they get the right information from their 

managers. They are able to response, because it’s anonymous, it can give reactions, and 

if they are not positive in their work circumstances then the working group that has 

reacted in a negative way have the possibility to take action. 

 

Generally people are quite satisfied with their situation, even though there is always room 

for improvement when dealing with communication: 

There was a complaint a few years ago, and also a little bit more recent, that people 

nevertheless could not find a lot of information on the internet/…/ they felt that they want 

more information on how the company is doing. This lead to more focus on information 
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sending, and making sure that the right people get the right information within Volvo, the 

respondent explains.  

4.5.3 Intercultural communication 
Volvo has a matrix organisation, which means that people in the same position in the 

different countries in Europe are encouraged to communicate with each other’s across the 

national borders: 

I belong to the business unit controllers/…/we have management meetings during the 

year, generally four times, and maybe some telecom meetings, or net meeting. So there is 

a frequent contact with Volvo, not only with Volvo in Gothenburg but also with 

colleagues with same job description around Europe/…/ they don’t want one direction 

information from Gothenburg, it should be more communication between countries. 

 

The focus Volvo has on communication between borders means that the Chief Financial 

Officer has frequent contact with colleagues abroad: 

Because you see you colleagues, with the same disciplines it is very easy to contact them, 

it’s easy, you know them, you know what they are doing. So if you have an issue that you 

want to discuss with a colleague it’s always possible. 

 

The differences between countries regarding truck sales can be quite big sometimes. The 

respondent feels that the typical Dutch customer is price aware and has an inherent trader 

mentality: 

They want to have a grip on everything themselves, so it’s not easy to convince them to 

buy the total product and not look at the details. I think it’s important to have a grip on 

every detail. 

4.5.4 Organisational structure 
Volvo is a highly decentralised company that, according to the respondent, has very short 

communication lines: 

Even if Volvo is big, the lines to top management are quite short. It’s not that difficult to 

get the right people or to speak to the right people, it’s a small group and it’s easy to get 

in contact with everyone/…/it’s no distance between top management and local 
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management./…/The doors are now more or less always open, everyone who want to talk 

are always welcome to come to the office, the CEO also, was only reached through his 

secretary but now he has access to the corridor, so if his door is open everyone can walk 

in. 

 

In an effort to make the responsibility lines clear, and also focus on each specific market, 

the restructuring of the organisation made in 2005 meant that the Dutch and Belgium 

departments became separate entities again: 

We were working in a regional structure with Belgium; we went back a little bit to the 

structure before the region. So we have a more local focus on trucks and part sales, our 

real commercial departments were more or less split up between Holland and Belgium 

again/…/We have clear structures in regions, same job descriptions, and since then 

everyone is working in the same way, also for example in IT-systems, we had a lot of 

different IT-systems, but working with the same IT-systems, countries are forced to work 

more in the same way, That’s changed since within let’s say five years, that we more or 

less have the same systems and work in the same way. Of course there are local 

differences, but that the reason why we have a local management. 

4.5.5 Critical prerequisites for successful communication 
The open door structure of Volvo, where it is always easy to discuss things in the 

organisation, is one important aspect for the communication to work in Volvo Trucks. To 

have information easily accessible in case of situations where the employees do not know 

how to react is also crucial: 

Everyone from top to down know how to handle uncertainties, there is a complete 

structure on Internet where there are learning models, e-learning, where we are taught 

how to handle uncertain situations. 
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Respondent 5 – Chief Financial Officer Volvo Trucks 
Company Core 

values 
Organisation 
structure 

Comm. 
channels 

Prerequisites 
for successful 
comm. 

International 
comm. 

Volvo 
Trucks 

 “The 
Volvo 
Way”, 
open 
structure, 
good 
employer 

Matrix 
organisation, 
encourage 
communication 
across borders, 
short comm. 
lines, clear 
structure. 

Group 
Attitude 
Survey, 
employees, 
Intranet, 
Internet,  

Management 
attitude, right 
information 
to right 
people 

Meetings four 
times a year, 
regular contact 
with people 
with same 
position in 
Europe, 
dialogue 
encouraged by 
mother 
company in 
Sweden. 

 

4.6 Comparative study of results 
This section presents the results of the study by comparing the interviews with each other; 

the reason for this is to identify common and divergent standpoints. The structure is the 

same as the previous chapters. 

4.6.1 Core Values 

The respondents state that the core values are important for the company, although it is 

clear that it is the Managing Directors among the respondents that knows the core values 

best. Some respondents did not know how the values were stated, but referred to an 

environment where the management implemented a culture, which promoted certain 

behaviour within the company. Overall, the core values are well implemented in the 

companies, and several respondents give clear example how they work in their everyday 

life, and how the company values provide a common framework for the employee’s 

behaviour. 

 

The implementations of the values is seen as a pure leadership function, but several 

respondents also explain how important it is that people lower in the organisation also 

understand and use them. Ways of implementing the core values are discussed in the 

following part. 
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4.6.2 Communication forms 

The communication forms used within the organisations are quite similar across the 

companies. The intranet is the main information-sending source, together with e-news. 

These channels are both one-way communication, with a top to bottom structure. Even 

though intranets often have possibilities to have discussion boards and similar, the 

respondents don’t feel that it is necessary. 

 

Volvo Trucks works with several company magazines, both for internal and external 

stakeholders. These magazines are important tools when making the values concrete, and 

also raise awareness about what Volvo is, and how they work. Both Electrolux and 

Securitas Systems previously had company magazines. However, Electrolux felt that it 

was not worth the effort and energy spent on it and Securitas Systems did not feel the 

need for having their own magazine after splitting from Securitas. Electrolux does have 

plans of once again starting a magazine after complaints that some staff feels that they do 

not receive enough information. 

 

There is no system implemented to check if people actually read the news that is sent out, 

except in Electrolux, where they monitor the page views and how many people visit what 

page on the intranet. Since empowerment is important in all companies, they expect their 

staff to want to gain information by themselves.  

 

Face-to-face dialogue is widely considered to be the most effective communication tool. 

Since these companies work in many parts of Europe, and in the case of Volvo Truck and 

Electrolux, across the whole world, a lot of travelling is made between the countries. 

Several respondents feel that e-mail and telephone conferences are good communication 

tools, but that people have to meet and see each other continuously to have a good 

working environment within the company. The meetings are also important since it gives 

time for informal communication and networking. This is something that is highly valued 

among all the respondents. 
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4.6.3 Intercultural communication 

The intercultural communication within the companies are similarly structured. All of 

them have scheduled meetings between three and four times a year with the head quarters 

and other local top management in Europe. Since Electrolux has another structure, with 

regions that have their own CEO, their contact with Sweden is less frequent. Electrolux 

does not encourage informal communication between the countries in the same respect as 

Volvo Trucks and Securitas Systems does.  

 

Volvo Trucks is the company that has the most frequent communication with Sweden, 

almost on an everyday basis for the CEO. Securitas Systems has a little bit more 

autonomous relationship with the mother company, even though all companies in this 

research use a framework and structure that is implemented from the head quarters. 

Empowerment is encouraged within this framework and the implementation of some 

ideas can be formed by the local context. 

 

The respondents often have close contact with the people in Belgium and Germany, since 

the language and culture is quite similar. This communication is implemented in the 

structure in Volvo Trucks and Securitas Systems, while Electrolux have different 

communication lines, but since the respondent has a network of contacts in Brussels, 

direct communication is frequent in this case as well. 

4.6.4 Organisational structure 

All companies have a matrix organisational style; this means that communication 

between countries is encouraged. The structure of the organisation is flat in Volvo Trucks 

and Securitas Systems, while Electrolux has a more hierarchical system where the 

international communication is more formalized. The companies are organised is similar 

ways across the different counties they work in, thus making cooperation between 

European countries easier.  

 

In Volvo, the responsibility lines are very clear; everyone knows the different areas and a 

Human Recourses department have been created to work with these issues. The 
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communication lines are short in both Volvo and Securitas Systems, where an “open 

door” policy is encouraging communication. Electrolux on the other hand has more 

hierarchical levels.  

4.6.5 Critical prerequisites for successful communication 

There is no agreed upon definition of what is needed for successful communication. 

Respondent 1 says it is trust, Respondent 2: clarity and empowerment and an open mind 

culture. Respondent 3 says that access to information is crucial, while respondent 4 and 5 

believes that the culture of the company must be good for the communication to work. 

There are several aspects that need to function for the communication to work; a flat 

organisational structure is one important aspect that unites the companies. This structure 

encourages people to discus things and questions the status quo in an organisation. What 

can be seen is that there are several critical aspects that must be in place for the 

communication to work inside a company. It all has to start with the top management. 

They must live the culture, they are the examples and role models and if they are not 

living up to the norms the core values will deteriorate, as one respondent put it.  

 

The employees need to be empowered, which makes access to information crucial, 

otherwise the empowered people do not know what to base their decisions on. This 

information has to be in line with the core values of the company, so that there is a 

coherent structure and logic in the organisational communication. If these aspects are in 

place it will foster a good culture in the company, it does not work the other way around. 

5. Discussion 

This chapter combines the empirical results with the theoretical framework presented in 

the thesis. As with the previous chapters it is based around the themes that emerged in the 

interviews. 

5.1 Core Values 
All companies in the research have clear core values that are communicated within the 

organisation. This follows a clear top-down structure where the process is a clear 

management responsibility. Both operating managers that were interviewed state that 
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communication of the core values are one of their main responsibilities, which is in line 

with the reasoning in (Johansson in Heide, Johansson & Simonsson 2005: 117), who also 

see leading values as one of the most important aspect for the management. 

 

Clear communication lines and responsibilities support the view of an organisation as a 

football team, where every one has clear roles (Bruzelius & Skärvad: 2004: 278), this 

view is shared by several of the respondents. Even if sensemaking is not a concept used 

by the respondents, it is closely tied to a more popular statements, that of empowerment. 

This concept was referred to by many of the respondents. A common understanding of 

what the organisation stands for is crucial if empowerment is going to work, as 

respondent 2 points out, you can’t have empowerment with a bunch of crazy guys. “The 

Volvo Way” is an example of a document where the framework is presented to the co-

workers, and thus, if used correctly, can assist in the sensemaking within the organisation. 

 

Weick (1995) claims that values need to be re-evaluated continuously to make them 

relevant an organisation. The companies in this study diverge on this point. While Volvo 

Trucks still use the values stated when the company was founded in 1929, Electrolux just 

recently changed its communication both inside and outside the company to “Thinking of 

You”. Both companies use sensemaking in different ways. Volvo uses history and 

tradition as guiding principles when communicating its core values in a modern context, 

while Electrolux choose to completely change the communication, and even its claim. 

These are two examples of how companies re-evaluate their claim in two different ways 

to make them relevant for the company (Weick 1995: 171). 

 
There is a debate concerning how clear the vision and mission should be in a company, 

and thus, how precise the core values should be stated. What can be seen in the 

interviews is that the respondents feel that it is important that each member of the 

company can make the values relevant to themselves. This is in line with Sheins 

argumentation that vision does not have to be specific, but serve as tools for possible 

change (Johansson in Heide, Johansson & Simonsson 2005: 122). In the following 
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chapter more emphasis is put on how to communicate the core values and through what 

channels. 

5.2 Communication forms  
Several respondents claim that it is important to make the values relevant to all 

employees in the organisation. According to several researchers dialogue is the most 

effective communication tool, this view is reflected in the respondent’s answers as well. 

The dystrophic future vision of (Weick 1995: 73) where managers stop walking around 

and only communicate through e-mail and instant messaging has clearly not be realized. 

Volvo use an open door policy in top management, Securitas Systems does the same, and 

Electrolux clearly illustrates how important face-to-face communication is when solving 

problems. 

 

There is a tendency among the respondents to think that providing information is enough 

to make communication work, none of the respondents refer to the intranet as something 

more than just an information-sending tool. The intranet provides an excellent framework 

for discussions in a democratic fashion; discussion boards are one example of this.  

 

An excellent example of communicating core values in an organisational culture can be 

found in the game introduced in Securitas, where dialogue and discussion concerning the 

core values is the main goal. This game makes the values tangible to the participants and 

complements the information sending on the intranet with a more dialogue-based 

communication form, as suggested by Heath (Heath 1997 in Larsson 2001: 41). Volvo 

Trucks have meetings with the staff two times a year, where discussions about the 

expectations on both parties are discussed. Overall the impression is that the companies 

in this study have a quite modern view on the communication in the companies. However, 

two respondents had a clear linear view on communication, claiming they were surprised 

that people didn’t feel informed even though they had put information on the intranet. 

This view of communication can be a problem, since values has to be discussed and co-

created continuously to create a healthy environment (Gustavsen 2000).  
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Informal discussions are another important aspect that the respondents bring up. This is in 

line the view of Tufvesson (in Larsson 2000: 210) who claims that informal 

communication is often more dialogue based. The respondents share this view and add 

that it is one of the most important benefits from extensive face-to-face discussions, since 

these often provide opportunities for informal communication in breaks, and through 

dinners and events connected with the face-to-face meetings. 

5.3 Intercultural communication 
The Swedish organisational culture presented in the theoretical framework has clearly 

influenced the companies in this study. The company with the strongest hierarchy among 

the three, Electrolux, report to a country that is known for strong hierarchical structures, 

namely: Belgium. This is also in line with the research by Tixie (1994) .The intercultural 

communication is in line with the conclusions presented in the theoretical framework, the 

head office gives the Dutch branch quite much autonomy, and as stated in the Tixie (1994) 

the structure and democratic ideals of the Swedish style often have a positive impact on 

the information and communication within a company.  

 

Tixier (1994) also concluded that there are many similarities in the organisational 

structure that would make the Netherlands and Sweden a good fit regarding international 

branched, this seem to be supported in the interviews, where empowerment is a common 

word used among them all. One respondent did claim that Dutch companies traditionally 

are more hierarchical, and that he had to fire someone when implementing a weaker 

organisational hierarchy. There seem to be a good fit between the countries, even if there 

are still problems that emerge due to differences in organisation philosophy, especially 

regarding technicians that have worked a long time in the company, as described by 

respondent 2.  

 

The organisational structures of the companies are presented in the chapter Organisation 

theory and I will not be expanded on it this section. In the following chapter the research 

questions will be answered, and it is also here the critical aspects for successful 

communication will be discussed. 
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6. Conclusion 

The research questions outlined in the beginning of the thesis will be presented here. The 

questions will be answered one at a time. 

6.1 What are the core values and how are they communicated in the 
company?  
The core values in the companies are as following: 

Volvo Trucks: Safety, Quality and Environment 

Electrolux:  Thinking of you 

Securitas Systems: Innovation, trust, empowerment 

 

The core values are communicated though many different channels in the companies. The 

companies are working in different areas, with different key values, but the notion of core 

values as work-leading aspects is something that is shared between them all. The 

companies’ main information sending tool is the intranet and company e-news. The 

introduction of a card game by Securitas Systems shows that core values are important 

and that there are creative ways of using them in the companies. The core values should 

be promoted and supported by top management; this is illustrated in several different 

ways. One way is the open door policy of Volvo Trucks and Securitas Systems, which 

symbolises an open communication environment. Another example is the business cards 

of Volvo Trucks where the first names are used, something that is uncommon in the 

Netherlands. 

 

The communication is generally working well within the companies according to the 

respondents. Problems mostly arise because employees do not feel that they are informed 

enough. Many respondents do acknowledge that the core values are not interpreted the 

same way among the technicians, and that it is a problem. How to solve it seem to be 

difficult, one idea could be to starting to use the intranet not only as an information-

sending tool, but also an arena for discussion and sense making efforts.  
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6.2 How does top management view the communication inside the 
organization? 
The communication follows a top down approach in all companies. The mother company 

provide the main framework, but local implementation is the country management team’s 

responsibility. Here the empowerment is working in action, and it is an effective way of 

making the local branches responsible for its unit and its development.  

 

Face-to-face communication is very important in the companies, and new technologies 

such as intranets and e-mail have not changed the communication very much. Instead 

intranets have taken the place of the organisation magazine, and e-mail is a complement 

to more preferred communication forms such as face-to-face and telephone. There is a 

feeling that the respondents have not embraced the possibilities with the intranet and 

other interactive communication forms, even if they praise the intranet and the 

information collection that can be maintained there. 

 

Flat organisation structures make decision-making fast, and the matrix structure of the 

organisations encourage communication between the countries. The focus on 

empowerment is crucial in the communication. People in the organisation are responsible 

for finding information and make decisions. Informal communication is encouraged 

though management by walking around and an organisational structure which encourages 

teamwork. There is no monitoring concerning the information that is sent out from top 

management, except in Electrolux. This can be seen as risky; at the same time it 

illustrates that empowerment is working in reality and not only on paper.  

6.3 How is the intercultural communication maintained between the 
country of the company headquarters and the country of the 
subsidiary? 
The communication between the mother company in Sweden and the branch in the 

Netherlands look very similar between the three companies, Electrolux being the most 

different since the Dutch branch reports mainly to Brussels and not Sweden. The mother 

companies support the creations of informal networks, and communication outside the 

official lines is common in the quest for synergy effects, as the “steal with pride” concept 

in Securitas Systems.  
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Empowerment is a key word here as well, as it is often up to the individual members of 

the organisation to develop and maintain intercultural communication. Unsurprisingly the 

Dutch have closest communication ties with Germany and Belgium, which shows that 

geographical and cultural proximity is a factor in informal communication. 

 

Face-to-face meetings with people in the same position but in another county are crucial 

when encouraging networking and informal communications. The technological 

innovations that have transformed the communication in society have not affected the 

need to meet face-to-face in complex organisations. However, technical developments 

such as similar reporting structures assist in the development of more similar organisation 

structures in the companies, which further encourages cross cultural communication.  

6.4 What are the key aspects of successful organisational 
communication? 
Communication is a leadership aspect, and should be a priority among top management. 

They have to be role models, not only regarding an open communication environment, 

but also by living up to the core values that are stated. Creating a strong organisational 

culture depends on sensemaking in the whole organisation. Informal communication and 

empowerment are two central aspects in this process. Having empowered employees, 

means having employees that take own decisions. This makes understanding and 

discussions around the core values crucial. If the core values are not expressed and used 

in the communication to internal and external stakeholders, the organisational culture will 

deteriorate. There will always be different interpretations of the core values in a company, 

which mean that there has to be continuous sensemaking occurring so these 

interpretations are positive for the company. Communication is not a separate item in 

organisations; instead it is often the result of several different organisation and 

communication aspects. This thesis highlights some important aspects that influence the 

communication, and how top management that work with these issues everyday see them.  
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7. Summary 

Organisational communication has a great impact on the organisation. Core values and 

organisational culture are two important aspects that have shown being crucial for 

successful companies. This thesis presents top managements views regarding these issues. 

Communication forms, value creation, intercultural communication and organisational 

structure are the main areas that are discussed. The empirical research consists of five 

qualitative interviews with people working in top management in a Swedish company 

with a Dutch branch. The research conclude that core values are central in the 

organisational communication among the companies, that empowerment inside the 

organization is crucial, and that top management needs to be good examples in terms of 

representing the core values. The research also shows that face-to-face communication is 

still central to international organisations and that intranet and other technical 

developments does not have a great impact on the communication within the companies 

in the thesis.  

  

What is important to remember is that the respondents all have the perspective from top 

management, and it is possible and quite likely that I would receive completely different 

answers to the same questions if I also did interviews with people in other parts of the 

organisation. There is a risk that the respondent paints a prettier picture than accurate. 

However, most respondents described difficulties and problems that have occurred, 

which make the interviews more reliable. 
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8. Appendix 1 

Qualitative Interview Questionnaire 
 
Basic facts about company 
Ask about the mother company in Sweden and ask for year report and information 
material from that. Also ask for information material concerning the Dutch branch. Take 
the commercial aspects, since it will be important when writing about the companies. Ask 
for examples, illustrate how, what is the reason for that, always ask these questions? 
 
About the interview person 
What is your role in the company? 
Where are you from? Swedish or Dutch 
What have you done before coming to this position? 
Any experience from working abroad? 
 
About the vision documents (intended strategy) 
Is there a vision document written down for the company? 
How have they been made and how do you communicate them in the company? (written, 
intranet, presentations for co-workers) 
Have you made any special efforts in the Dutch branch to communicate these visions to 
the co-workers? 
Are they different in anyway for the Swedish vision documents? What are the main 
differences? 
 
Communication organization (realized com/strategy) 
How is the communication maintained between the Swedish and the Dutch branch? 
Is there scheduled communication between the Swedish and Dutch divisions, how is this 
working?  
Can you describe what forms this communication has and who is responsible for what? 
What media are used? Intranet, Company magazine, etc. 
Which media do you find to be most effective? Is there a dialogue concerning these 
issues, and how do you make sure that people in the company are “on the same page” 
regarding the strategy? 
Do you see a problem with having to rely on mediated communication and not being able 
to have face-to-face discussions with the parent company?  
What is critical in successful communication according to you? Can you give examples? 
Why are these important and how is it managed? 
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Outcome/results 
What is the feel “on the floor” regarding the vision documents, are they co-creators of it 
or is it purely a leadership issue? 
How important are they in the every day operations of the company? 
Some researchers claim that vision documents often only are empty rhetoric, do you 
agree with that? (remember that you will be anonymous in the actual report) 
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