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Research Question:  
How does Scandic Hotel in Västerås influence front line employee job satisfaction 
through internal marketing activities? 
 
Purpose of Research:  
The purpose of this thesis is to describe and analyze how hotels can influence front 
line employee job satisfaction through internal marketing. This thesis is useful for 
organizations in the hotel industry to gain a deeper understanding of the connection 
between internal marketing and job satisfaction as well as the outcome of job 
satisfaction. 
 
Method: 
This descriptive case study has used a deductive strategy. A qualitative approach was 
applied to collect the empirical data through interviews with the General Manager of 
Scandic Hotel in Västerås. Both primary and secondary data have been gathered to 
achieve the purpose. Within-case analysis was used to analyze the collected data. 

Conclusion: 
It was discovered that Scandic Hotel in Västerås acknowledges the importance of 
front line employee job satisfaction and is able to influence it through internal 
marketing activities. Through analyzing the theories and the empirical data two 
differences were found. It is believed that the result can be generalized to others in the 
hotel industry. The thesis also noticed a link between the four components of internal 
marketing and the five dimensions of job satisfaction. 
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1. INTRODUCTION 
This chapter includes the background, problem discussion, research question, the purpose of study, 

delimitations, reference system and chapter overview. 
 

1.1 Background  
The competition in the hotel industry is increasing rapidly and it is forcing the 
industry to consider new strategies to gain a competitive advantage. In order to 
increase their competitive advantage and customer loyalty, hotels have to put effort 
into employees since employees’ attitude and behavior influence a guest’s loyalty. 
(Arnett, Laverie, & McLane, 2002) 
 
According to Mudie and Pirrie (1993, p. 124) the employees are both equally 
important to the customer and the employer. They stated that, for the customer the 
employee is part of the service itself. This means employees’ appearance and manner, 
their willingness and ability to satisfy their customer plays the main part in how much 
the customer can be satisfied. However, for the employer the service provided by the 
employees can make or break the organization. It can be the reason why customers do 
not come back or it may be the feature that differentiates the organizations from the 
others. The authors of the book indicated that in most organizations frontline 
employees tasks are scripted. This makes the work deskilled and the employees 
demotivated. (Mudie & Pirrie, p. 124) 
 
In the hotel industry, employers always attempt to hire the most talented, capable and 
suitable individuals who will increase the chances for commitment to the 
organization. Previous studies have shown that there is a strong relationship between 
job satisfaction and employee turnover intention (Yang, 2008). High employee 
turnover can have a negative effect on service quality. Therefore, top managers should 
work towards reducing the employee turnover to improve their service quality and to 
be competitive. Job satisfaction is a crucial factor for turnover intentions among 
employees. (Lam, Lo & Chan, 2002) 
 
Internal marketing can be used to give employees the opportunity to grow as an 
individual, improve their skills, communication among coworkers, as well as between 
them and external customers. Effective internal marketing increases positive 
employee behavior that improves pride in the organization and increases job 
satisfaction. (Arnett et al., 2002) 

1.2 Problem discussion and Research question 

Karatepe, Uludag, Menevis, Hadzimehmedagic and Baddar (2006) said that in order 
to maintain a long-term relationship with customers, employees who work in close 
contact with customers’ play a critical role, especially in tourism and hospitality 
firms. Employees who interact directly with customers are referred to as front line 
employees. The employees of the company are the service, the marketers, the brand 
and the organization in the customer’s eyes (Wilson, Zeithaml, Bitner & Gremler., 
2012, p. 249). 

Providing the service as promised is often entirely within the control of the front line 
employees (Wilson et al., 2012, p. 251). Employees who interact directly with 
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customers influence customer perceptions of responsiveness through their personal 
willingness to help and their promptness in service (Wilson et al., 2012, p. 252). 
 
Wilson et al. (2012, p. 253) stated that in industries such as hotels, the front line 
employees are the least trained and lowest paid employees in the company. No matter 
what the level of skill or pay, front line positions are often high stress work. The 
stress and trade-offs can result in failure to deliver services as specified. The authors 
also suggest that front line employees in service are often required to show a variety 
of emotions. Such employees are required to invest personal identity and expression 
into their job when encountering customers.  
 
These workers often need emotional management to deal with each customer. If 
irritation and misunderstanding of front line employees are left unresolved, it can lead 
to stress, job dissatisfaction and a reduced ability to serve customers (Wilson et al., 
2012, p. 253). The authors say that the front line workers are also asked to be both 
operational and professional; they are expected to deliver fulfilling service to the 
clients and at the same time to be economical and productive in what they do. A 
complex mixture of strategies is needed to ensure that service employees are willing 
and able to deliver quality services, which they are motivated to perform in service-
minded, customer-oriented ways. These strategies for enabling service promises are 
often referred to as internal marketing. (Wilson et al., 2012, p. 257) 
 
Karatepe et al. (2006) says that successful service companies have invested resources 
into programs to increase their employees’ performance and job satisfaction. 
Managers working for a service organization always need to find effective strategies 
to improve the performance and job satisfaction of front line employees. From an 
internal marketing perspective, service managers need to put a lot of effort into their 
front line employees before they expect them to deliver high quality service to 
customers (Karatepe et al., 2006).  
 
Caruana and Calleya (1998) wrote that external customers needs cannot be fulfilled 
until internal customers needs have been successfully fulfilled. This is important 
because the level of satisfaction the employees hold can contribute to the success of a 
service providing firms. By using internal marketing, managers have the ability to 
improve job satisfaction (Tsai & Wu, 2011). Satisfied employees can increase the 
level of satisfaction of the customers and in turn satisfied customers can strengthen 
employees’ sense of satisfaction in their job. (Wilson et al., 2012, p. 251) 
Job satisfaction can have different effects on performance, turnover and absenteeism 
of the employees. It has been difficult for researchers to determine how much of an 
effect satisfaction has on performance and a merged concept has yet to be found 
regarding this relationship (Luthans, 2002, pp. 233-234). High satisfaction can itself 
not guarantee low turnover but research have shown that dissatisfaction is likely to 
result in higher turnover. Absenteeism together with turnover are affected by many 
variables but if employees feel that their job is important they are less likely to be 
absent. Although high satisfaction may not correlate to low absenteeism, low 
satisfaction is more likely to increase absenteeism. (Luthans, 2002, pp. 233-234) 

The research question is, therefore as follows “How does Scandic Hotel in Västerås 
influence front line employee job satisfaction through internal marketing activities”.  
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In this study the word employees will be referred to as front line employees, although 
much of what is described and recommended can be applied to internal service 
employees as well. 

1.3 Purpose of the Research  
The purpose of this thesis is to describe and analyze how hotels can influence front 
line employee job satisfaction through internal marketing. This thesis is useful for 
organizations in the hotel industry to gain a deeper understanding of the connection 
between internal marketing and job satisfaction as well as the outcome of job 
satisfaction. 

1.4 Delimitations 

This study has been delimited to only the hotel industry. Due to the time constraints 
of the research, full attention has been given to investigate the subject, focusing on the 
internal marketing activities of one company. The empirical data collected is from the 
general manager’s perspective; the personal opinions of front line employees were not 
investigated. 

1.5 Reference System  
In this research paper the American Psychological Association (APA) system is used 
for referencing. This means that the paper will state the author's name, followed by 
the year of publication. In case of a direct quote or book reference the pages will also 
be mentioned. In the reference list the references will be written in alphabetical order 
according the author's surname and will include the full details of where the reference 
have been found along with information about where the articles have been published.  

1.6 Chapter Overview 
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2. THEORETICAL FRAMEWORK 
This chapter includes the theories that are used in this paper. It gives a description of internal 

marketing, job satisfaction and their relationship. 
 

2.1 Internal Marketing 
For a service to succeed, the three types of marketing; external marketing, interactive 
marketing and internal marketing, must be effectively conducted. On the right side of 
the service marketing triangle (Figure 1) is the external marketing, where the 
companies give promises to the customers and set up customers’ expectations. At this 
stage the companies must keep the promises, otherwise the customers would be 
dissatisfied. On the base of the triangle (Figure 1) is interactive marketing, where 
employees and customers interact with each other. Unless employees are able and 
willing to deliver the services promised in the external marketing, the customers 
would be disappointed. The left side of the triangle (Figure 1) is internal marketing, 
where employees are trained and given skills and tools to enable the employees to 
provide the promised service. If the internal marketing is not well managed by the 
companies, the whole triangle will fail. (Wilson et al., 2012, p. 19) 

 
Figure 1: Conceptual model of the service marketing triangle. 

Source: Own illustration of “The service marketing triangle” (Wilson et al. 2012, p. 19) 
 
Research has shown that service organizations should not only concentrate on 
external marketing (outside customers) but should focus on internal and interactive 
marketing as much as external marketing. Especially on internal marketing since the 
employees play the main role in the service (Chung-Cheng & Hung, 2008). Without 
being actively promoted internal marketing can have a negative effort on the service 
quality, which can result in reduced customer satisfaction and profitability. It has been 
suggested that internal marketing is a strategy for front line personnel who interact 
with customers to provide them with the best service possible (Ting, 2011). 
Organizations have adapted internal marketing to better understand the importance of 
employees’ role in the organization (Esfahani, Amirosadat, Rahimi & Marandi, 
2013). 
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The service marketing triangle (Figure 1) gives a better understanding of the 
importance of internal marketing and the crucial role played by internal customers i.e 
the employees. Wilson et al. (2012, p. 252) wrote that the internal customers deliver a 
link between the customers, environment and the internal operations of the company. 
Front line employees perform a critical function in understanding, filtering, 
interpreting information and resources between the organization and its external 
customers. Later studies have emphasized how external and internal marketing can 
deliver more value to service providers and the customers. (Grönroos as cited in 
Chung-Cheng & Hung, 2008)  
 
The theories regarding internal marketing have taken a long time to develop. The 
concept of internal marketing indicates that the organization's employees are the first 
market of the company (Caruana & Calleya, 1998). This means that the company 
should work just as hard on satisfying the employees as they are at satisfying the 
external customers. The sooner the company realizes the importance of meeting the 
employees needs, they will be more motivated and committed to the company, this 
results in better service for external customers. (Ting, 2011) 
 
In the early years all the employee training, marketing analysis and planning have all 
been centralized on the external environment, like external customers, competitors 
and markets (Piercy & Morgan, 1991). According to Caruana and Calleya (1998) 
there is a better understanding on how the relationship between the company, 
employees and customers interact through different marketing activities. Internal, 
external and interactive marketing are all tools that are linked to each other and can be 
used to promote the companies’ services or products. 
 
According to Rafiq and Ahmed (2000) internal marketing was first introduced over 
20 years ago as an answer to a problem of how to deliver high service quality 
consistently. The definition of internal marketing described by (Kotler, cited in 
Caruana & Calleya 1998, p. 109) is “the task of successfully hiring, training and 
motivating able employees to serve the customer well”. Caruana and Calleya (1998) 
argue that the main goals of internal marketing are to be seen as tools for supporting 
management methods, personnel policy, internal training and planning procedures. 
The aim of internal marketing is to sell services, campaigns and other marketing 
efforts and initiatives to the employees (Caruana & Calleya, 1998).  
 
According to Woodruffe (1995, pp. 86-87) it is possible to ensure that the employees 
of an organization are motivated and committed to guaranteeing the best possible 
treatment of customers and seeing themselves participating actively in achieving the 
organization’s goals. Internal marketing is the key to this, if fulfilled the potential for 
long-term success is evident.  
 
Woodruffe (1995, p. 87) suggested that internal marketing influences a critical 
element for service-orientated organizations, which is customer service. It is the most 
important factor of an organization’s competitive advantage. She proposed “internal 
marketing is attracting increasing attention and growing recognition as an 
implementation tool for adoption by all organizations.” (Woodruffe, 1995, p. 87). 
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2.2 Job Satisfaction  
Hoppock’s study (as cited in Iliopoulos and Priporas, 2011) stated that an employee’s 
job satisfaction originated from the mental and physical satisfaction they get from the 
work environment and the work itself. Iliopoulos and Priporas (2011) also specified 
that in general job satisfaction indicates employees’ feelings about their job and how 
they react to their job. Job satisfaction can be defined as how employees respond to 
either their job or to a certain aspect of their job. Satisfaction emphasizes the 
environment in which the members perform their day to day activities (Mowday, 
Steers & Porter, 1979). 
Roethlisberger and Diekson’s study (as cited in Locke, 1969) clarified that the 
workers’ attitudes are related to the physical working environment and job satisfaction 
results from the interaction between the individual and their environment. 

Job satisfaction results not only from the job nor the individual who is performing it, 
but also from the relationship between these aspects as written in Schaffer’s study (as 
cited in Locke, 1969). Job satisfaction can be seen as the result of how well the 
employees feel that the organization is providing what is important to them (Luthans, 
2002, pp. 230-232). 
 

2.2.1 Front line employees’ Job Satisfaction 
 
Berry, Hensel and Burke’s study (as cited in Iliopoulos & Priporas, 2011) clarified 
that employees can be considered as internal customers and the job performance can 
be perceived as the organizations’ products. Organizations aim for higher 
productivity, in order to reach this goal they are expected to treat employees in ways 
that can increase job satisfaction.  

According to Gounaris and Boukis (2013), front line employees are normally 
described as one of the most important assets to an organization, because they 
represent the company to the customer. Employees also link the company’s service 
system, transfers organizational values to the customers and provide feedback of the 
customer’s experience to the company. The authors wrote that job satisfaction is a 
major prerequisite of employee job performance. Unless employees are satisfied with 
their jobs they will not be willing to put extra effort to serve the customers in the way 
customers want. 

2.2.2 The five dimensions of Job Satisfaction 
A job is not an entity, instead it is a notion referring to a mixture of tasks executed by an 
individual in a certain physical and social context for financial or other compensation. 
Therefore job satisfaction is the sum of all job aspects, which indicates that certain 
aspects alone cannot cause satisfaction or dissatisfaction (Locke,1969). 
In a book by Luthans (2002, pp. 230-232), he has found five job dimensions to 
represent what employees feel are the most important aspects of a job. 
The work itself – Meaning the extent to which the job provides the employee with 
interesting tasks, opportunities for learning and the chance to accept responsibility.  
The work itself is one of the most important sources for job satisfaction. 
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Pay – What employees receive in financial compensation and if they feel that it is 
equitable to others in the organization. The pay is recognized to be significant but it 
can be very complex and hard to measure in the context of job satisfaction. 
Promotion opportunities – The chance to advance within the organization. 
Promotions can have a varying effect on job satisfaction. Employees who are 
promoted on the basis of performance tend to experience a higher degree of job 
satisfaction than those who are promoted because of seniority.  
Supervision – The ability for supervisors to provide technical assistance and behavior 
support. The leadership skill of a manager can create job satisfaction. There is 
empirical evidence that suggests lack of supervision can cause an employee to quit.  

Coworkers – The degree to which fellow workers are technically proficient and 
socially supportive. The relationship to other workers will have a modest effect on job 
satisfaction but difficulty to get along can have a negative effect on job satisfaction. 

2.2.3 The grade of Job Satisfaction 
 
Iliopoulos and Priporas (2011, p. 3) stated, “The grade of job satisfaction depends on 
the difference between the prospective gains from the job and the actual gain from it”. 
Gounaris and Boukis (2013) also clarified that job satisfaction depends on the fairness 
of the job. The fairness is evaluated by the employee through comparing their input to 
the firm, such as time and effort with what they get in return from the firm such as 
reward and benefits. Moreover they stated that employees would feel mutually 
connected to their work when they feel the output exceeds the input. Employees will 
also perform better and be more willing to deliver superior performance when they 
are interacting with customers. 

Locke (1969) wrote that an individual’s job satisfaction can be predicted in the short-
run by considering their specific goals. However, to achieve job satisfaction in the 
long-run, employees wider values have to be considered which determines future 
goals. For example, if employees who value money the most, just received a desired 
raise, the feeling of satisfaction would not last long. They will soon set a minimal goal 
level of salary that is higher than their present one. On the other hand employees who 
value challenging work will not be satisfied with repeating simple tasks that offer no 
growth. Eventually they will demand a task that is more challenging. (Locke,1969) 

2.2.4 Benefits of Job Satisfaction 
  

According to Iliopoulos and Priporas (2011), the positive relation between job 
satisfaction and customer satisfaction reflects on the better services produced by 
satisfied employees. Especially in service industries, where employees are one of the 
most crucial factor in value generation process because of the intangible nature of 
service. Gounaris and Boukis (2013) said that employees who are satisfied with their 
jobs would perform according to the company’s service strategy. Employees’ service 
performance affects the customer’s perception of service quality. Customers would be 
more willing to interact with someone experienced, helpful and who act in a good 
manner instead of someone who lacks knowledge or who has a bad attitude during 
encounters (Gounaris & Boukis, 2013). 

Customers’ perception of service quality influences customer relationship with the 
firm and customer satisfaction. The more satisfied employees are with their jobs, the 
better the customer’s perception of service quality, the bond between customers and 
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front line employees becomes stronger. This means front line employees’ job 
satisfaction leads to customer satisfaction (Gounaris & Boukis, 2013). 

The level of front line employee job satisfaction does not only influence perceived 
service quality and customer satisfaction. It also influences customer perceived 
relational switching costs. The reason is that customers would be willing to keep the 
relationship that meets their expectations and satisfies them instead of breaking the 
relationship they hold. Relational switching costs also explain the reason why 
customers decide to stay with the same service organization even though the service 
quality is not superior (Gounaris & Boukis, 2013). 

2.3 Internal Marketing and its relationship with Job Satisfaction 
Nikbin, Saad and Ismail (2010) proposed that internal marketing is tied up with 
employees in organizations and is able to raise their level of satisfaction. Once 
employees are satisfied they will be more motivated to deliver better service and be 
more customer-oriented (Nikbin et al., 2010). 
 
By developing an internal marketing strategy, organizations can increase the degree 
of the value employees receive in return for the work they perform; hence their 
satisfaction with their job also increases (Gounaris & Boukis, 2013). Past studies 
indicated that internal marketing has a positive influence on job satisfaction 
(Iliopoulos & Priporas, 2011). Successful internal marketing triggers positive attitudes 
towards employees, motivation and job satisfaction. It also prompts them to put their 
maximum effort at work, which will satisfy the external customers by fulfilling their 
needs and wants in a better way (Abzari, Ghorbani & Madani, 2011). A recent study 
by Nikbin et al. (2010) also confirms that internal marketing has an effective 
influence on job satisfaction. If internal marketing is operated successfully, it can 
positively influence employees’ attitudes towards work.  
 
Illustrated in the Service Marketing book by Woodruffe (1995, p. 87), the four most 
important areas within an organization that are essential to an internal marketing 
program are education/training, motivation, communication/information and co-
ordination. Since these areas affect customer service quality and are the most crucial 
aspect of an organizations competitive advantage (Woodruffe, 1995, p. 87).  
 
To implement a successful internal marketing program it is important to identify the 
components of program formulation. In order to formulate any program and to 
analyze the critical components, the following information about employee 
knowledge, attitudes and behavior is needed. After analyzing and formulating any 
program the management should cover the selection, training, motivation and co-
ordination (Woodruffe, 1995, p. 87). By knowing this, top managers can aid internal 
customers to add more input into the organization’s marketing objective, provide 
guidance and support for the internal marketing program. Also, in order to achieve 
success and increase motivation, communication should be spread to every internal 
customer together with all necessary information. (Woodruffe, 1995, p. 87) 

2.3.1 Education and Training 
According to Bansal, Mendelson and Sharma (2001) it has been described that 
internal marketing plays an important role in the training of front line employees 
because they are in need of the knowledge and ability to ensure service of high 
quality. Training programs are essential for providing employees with skills and 
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knowledge about customers’ needs and how to satisfy them. (Conduit & Mavondo, 
2001) 
 
Training refers to structured activities to develop and improve employees’ skills, 
knowledge and behaviors. In an effort to give them the tools to perform job-related 
duties, accomplish specific tasks and meet the quality requirements of the 
organization, training is necessary (Bulut & Culha, 2010). Training is a dimension of 
internal marketing to equip employees with relevant skills and knowledge to perform 
their job. Narteh (2012) stated, managers are able to observe and appraise employees’ 
performance and if there are gaps in the skills and knowledge they will be addressed 
through training programs. He also wrote that employees consider training to be an 
important element in the work environment, the higher the possibility for competence 
development, the larger the commitment is among employees. Narteh (2012) 
continued to write that training is not only a way to ensure that employees perform 
their job in a satisfying manner, but it also plays a critical role in building feelings of 
belonging among the employees.  

Companies can use formal education such as schools and on-the-job training where 
new recruits learn from experienced employees. To service employees learning 
interactive skills which allow them to provide courteous, caring, responsive and 
empathic service is important (Wilson et al., 2008, p. 283). Education systems should 
teach behavioral strategies that employees may use when handling customers’ need, 
personalities and circumstances (Bettencourt & Gwinner, 1996). Role-playing 
exercises can teach employees to be comfortable in their role as service providers. It 
puts employees in the shoes of the customer to see how they experience the service 
provided (Grady & Ohlin, 2009). Role-playing could be a tool that can sharpen the 
skills of the front line employees (Bettencourt & Gwinner, 1996). 

According to Beatson, Gudergan and Lings (2008), the importance of providing front 
line employees with appropriate training is well known. Training has a direct positive 
impact on front line employee job satisfaction, which in turn affect their attitudes to 
serving the customers. 

2.3.2 Motivation 
 
Motivation is something complex that comes from within the employees, it is 
multidimensional and difficult to measure since the definition cannot be set to fit all 
people. Having clear goals and feedback in the organization can have a positive effect 
on motivation (Cook, 2011, p. 229). According to Grönroos (2007, p. 405) most 
employees feel motivated to perform better if they are allowed the freedom to think, 
analyze, make decisions and act. In order for the employees to achieve this they need 
knowledge and skill so that they feel secure in an empowered position.  

Work motivation can be defined into two types, which are extrinsic motivation and 
intrinsic motivation. Extrinsic motivation emphasizes on the external rewards such as 
bonuses and benefits. The importance of intrinsic motivation is placed on gaining new 
skills and abilities, chances to learn new things, promotion, freedom, achievement, the 
work itself, recognition, praise from supervisor, friendship and accomplishment. 
(Stringer, Didham & Theivananthampillai, 2011) 

Stringer et al., (2011) also found that intrinsic motivation has a positive relationship 
with job satisfaction, and extrinsic motivation has a negative relationship with job 
satisfaction. The reason is that the elements of intrinsic motivation, such as the feeling 
of achievement and enjoyment is related to the satisfaction of doing the job. 
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Encouraging intrinsic motivation of the front line employees can increase job 
satisfaction and can make them more productive.  

Stringer et al., (2011) wrote that salary has a positive relation with job satisfaction and 
in order to increase front line employees job satisfaction, managers should pay them 
an adequate amount of money. 

2.3.3 Communication and Information 
 
Internal marketing communication needs to be managed in order to inform employees 
with accurate information that is consistent with what customers are hearing and 
seeing (Wilson et al., 2008, p. 406). The strategy of internal marketing must originate 
from top management of the organization and should be communicated down to the 
employees working under them (Greene, Walls & Schrest, 1994).   
 
Grönroos (2007, p. 394) wrote that there is a need of informing employees about new 
service oriented strategies as well as new ways of performing when interacting with 
customers. For employees to understand and accept new strategic ways of thinking, 
management needs to develop support tools such as audio-visual and written material. 
This is a form of communication that managers can use to help the employees to 
understand more about the changes occurring in the organization (Grönroos, 2007, p. 
397). Other media to explain new strategies can be magazines, web sites, direct mail, 
advertising and promotions. (Wilson et al., 2008, p. 405) 
  
Communication within an organization is important since employees need 
information to be able to perform their tasks as service providers. Having a two-way 
communication where employees are able to talk to managers about their findings 
regarding the customer needs. This can enhance the support from the managers’ in 
order to improve the employees’ performance. The information is required in order 
for employees to understand customer needs and how they as individuals are 
contributing to the organization. (Conduit & Mavondo, 2001) 
 
If an organizations’ advertising is not developed with input from operations, front line 
employees may not be able to deliver the service that has been promised in the 
external marketing efforts. To be able to provide service of high quality, organizations 
need to make sure employees are informed and motivated to deliver what the 
customers expect (Wilson et al., 2012, p.387). Insufficient information causes 
uncertainty, ambiguity and other organizational problems such as a decline in job 
satisfaction and productivity among employees. Useful information regarding 
organizational policies and personal performance is important in predicting job 
satisfaction (Rosenfeld, Richman & May, 2004). This is further supported by Rogers, 
Clow and Kash (1994) who wrote that without communication employees job 
satisfaction decrease along with the service quality. 

2.3.4 Co-ordination 
 
Effective internal marketing is dependent on good co-ordination between all parties 
involved (Greene, Walls & Schrest, 1994). To achieve effective service the 
organization needs to co-ordinate the activities between the front line personnel and 
support staff (Rafiq & Ahmed, 2000).  
 
Co-ordination focuses on how people work together and can be described according 
to Malone and Crowston (1990, p. 2) that co-ordination means “the act of working 
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together harmoniously”. Therefore there has to be one or more employees performing 
some activities, which are directed towards the same goal. In organizations where co-
ordination is good it is nearly invisible, co-ordination becomes more noticeable when 
it is lacking. (Malone & Crowston, 1990) 
 
 
Summary of the Relationships  

Figure 2:  Own illustration of the relationship between Internal Marketing and Job Satisfaction 

The four components of internal marketing are connected with the five dimensions of 
job satisfaction because training provides and develops employees skills and 
knowledge to preform their job (Bulut & Culha, 2010). This is connected to how 
Luthans (2002, pp. 230-232) wrote that the work itself such as opportunities for 
learning is an important element towards job satisfaction.  
 
Motivation has a connection to four of the dimensions of job satisfaction; pay is a way 
to motivate employees and as Stringer et al. (2011) wrote payment is positively 
related to job satisfaction. Intrinsic motivation regards promotion, the work itself and 
supervision and they all contribute to employees job satisfaction (Stringer et al., 
2011). Promotion contributes by giving the employees the opportunity to advance 
within the organization, the work itself by learning new skills and supervision by 
providing support (Luthans, 2002, pp. 230-232).  
 
By receiving support and feedback from management two-way communication is 
created between supervisors and employees, which is connected to how well the 
employees will be able to perform their jobs (Conduit & Mavondo, 2001). According 
to Rogers et al. (1994) without communication job satisfaction among the employees 
will decrease. Lack of supervision and feedback from supervisors can cause 
employees to leave their job (Luthans, 2002, pp. 230-232).  
 
Co-ordination focuses on how employees work together and therefore it is connected 
to coworkers. Activities need to flow from one actor to another and they need to be 
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working towards the same goal (Malone & Crowston, 1990). Although the 
relationship with coworkers has a moderate effect on job satisfaction, disagreements 
can have a negative effect on job satisfaction (Luthans, 2002, pp. 230-232).  
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3. METHODOLOGY 
This chapter contains detailed description of the research process, the methods that have been used as 

well as the reasons for using them. 

3.1 Selection of Research question 
According to Bryman and Bell (2011, p. 79) the formulation of the research question 
is a crucial part of the research since it will act as a guide throughout the writing 
process, making sure the paper reaches the desired results. The research question can 
arise from many different places, for this paper it came from personal interest in the 
subject of internal marketing.  
 
Internal marketing was chosen as the area of interest from a list of topics provided by 
the university. Hotel industry was selected because it is one of the industries where 
front line employees play a critical part in order to deliver high service quality. The 
main goal of a service organization is to satisfy customers, which can be reached by 
implementing internal marketing activities towards front line employees. After the 
preliminary research it was found that job satisfaction is an important aspect for the 
employees to deliver the expected service. Therefore, the authors of the thesis wanted 
to know how the hotel industry uses internal marketing activities to influence job 
satisfaction using Scandic Hotel as an example. This led to the research question: 
“How does Scandic Hotel in Västerås influence front line employee job satisfaction 
through internal marketing activities?” 

3.2 Research approach 
A qualitative research approach was selected since the purpose of this research is to 
describe and analyze how hotels implement internal marketing activities to influence 
employee job satisfaction and the motivation behind it. Qualitative research allows 
the researchers to understand behaviors between activities and investigate the topic in 
depth focusing more on words instead of numbers  (Bryman & Bell, 2011, p. 410). 
Since this thesis emphasizes on understanding, observing and measuring in natural 
settings a qualitative approach was selected.  

3.3 Research strategy  
This paper has used a deductive strategy, which provides the authors with the 
possibility to first construct a theoretical framework, followed by empirical findings 
and combine them together to reach a conclusion. (Collis & Hussey, 2009, p.8) In 
order to make the collected data more formalized and structured, the authors of this 
thesis have chosen the deductive strategy as suggested by Bryman and Bell (2011, p. 
11). 

3.4 Data Analysis 
Collis and Hussey (2009, p. 82) states that a case study is a methodology that is used 
to explore a single phenomenon in a natural setting using a variety of methods in an 
effort to obtain in-depth knowledge. For this paper a descriptive case study is 
conducted because it is used to describe a phenomenon, as it exists in current time 
(Collis & Hussey, 2009, p. 5). 
 
The analysis of qualitative research is mostly done by describing the research topic in 
words (Miles & Huberman, 1994, p. 7). The within-case analysis is the only type of 
data analysis used for a single case study (Miles & Huberman, 1994 p. 91). Since this 
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research paper has been conducted on one case study, the within-case analysis is 
applied to the empirical data. As it is believed that this will provide a clear picture for 
the reader of the interviews conducted with Scandic Hotel in Västerås as well as the 
information collected from their website. 

3.5 Data collection 
There are two different types of data, primary and secondary. As stated by Malhotra 
(1999, p. 112) primary data refers to the data collected or produced by the researchers 
to address the research question. On the other hand, secondary data is existing 
information that was collected or reported by an organization or an individual (Wong, 
1999, p. 97). In this research paper, only one form of secondary data has been 
gathered, which was from Scandic’s website.   
 
The primary data was collected through two interviews amounting to three and a half 
hours with Scandic Hotel in Västerås. According to Bryman and Bell (2011, p. 465) 
interviews are a common method to collect primary data thus interview was selected 
to collect the original data. The general manager of Scandic Hotel in Västerås was 
chosen as the interviewee instead of front line employees. The reason is that the focus 
of this thesis is not on if the front line employees are satisficed with their jobs. Instead 
internal marketing activities executed are the areas that were analyzed in this thesis. 
The informant Lena Karlsson has been working in the hotel industry for 17 years. She 
started at Scandic as a receptionist and climbed the corporate ladder through the 
internal training programs such as the Scandic Business School, which is available for 
employees. Karlsson has worked at different Scandic hotels in Sweden such as 
Örebro, Gävle, Skellefteå and she has been working in Västerås since January this 
year. For the last four year she holds the position of General Manager, this long-term 
commitment has given her plenty of experience about the hotel business and the 
procedures of Scandic (Karlsson, personal interview, April 23, 2014).  
 
The questions for the interviews were prepared after the theoretical framework had 
been structured. To come up with well-designed questions, ‘the rules for designing 
questions’ specified by Bryman and Bell (2011, pp. 255-258) was studied. The first 
and the most important rule, ‘questions should be related to the research question’, is 
applied; the interview guide and the questions are based on the research question for 
this thesis. Other rules were also applied, long sentences, confused sentences, general 
questions, leading questions, negative words and ambiguous terms like often and 
regularly are all avoided when forming the questions (Bryman & Bell, 2011, p. 477). 
The questions were prepared in English and translated into Swedish because the 
informant requested the interview to be held in Swedish. This means that the findings 
from the interview were translated back to English. The questions were sent one day 
ahead through email so that Karlsson could prepare for the interviews.  
 
The interviews took place at Scandic Hotel in Västerås, on the 23rd of April and on the 
7th of May. The authors of this thesis chose to have semi-structured interviews since 
according to Bryman and Bell (2011, p. 465), although an interview guide is followed 
the interviewer can ask additional questions if necessary. This gives the interviewee 
an advantage of being more flexible during the interview process. Both interviews 
were recorded but notes were also taken. The interviews were recorded to ensure that 
no information would be lost due to shortage of memories. 
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Literature search  
For this research paper, search engines such as Google scholar, ABI/INFORM 
Global, DiVA and Emerald were used to search for appropriate literature through 
Mälardalen University database. Databases such as ABI/INFORM Global and 
Emerald provide articles specifically for business and economic journals, which 
narrowed down the scope of searching and increased the productivity. Books were 
also borrowed from Mälardalen University and Västerås city library to collect 
necessary data. 

3.6 Operationalization 

Stevens, Wrenn, Ruddick and Sherwood (1997, p. 14) stated that operationalizing is 
the definitions of making the theoretical concepts stated more explicitly and more 
understandable. Therefore it is important to operationalize the definitions and make 
the interviewee understand the words the way the writers intend them to. 
The operationalization table (Table 1) shows the theories used and how they were 
operationalized, the questions can be found in Appendix I. Since the five dimensions 
of job satisfaction can be found within the four components of internal marketing (as 
shown in figure 2) the operationalization table has been constructed as shown below. 
 

 
Table 1: Operationalization Table 

 

3.7 Credibility and Dependability  
Even though a number of authors have recommended different measures that can be 
used to evaluate the quality of qualitative research. In this thesis credibility and 
dependability were the two criteria that were more suitable for the quality of the 
analysis.  
 
As referred by Collis and Hussey (2009, p. 182), credibility is whether the focus of 
the research was correctly acknowledged and described. In order to increase the 
credibility of the research, the authors have involved themselves for a prolonged 
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period of time to understand the topic in depth, by using different sources and 
methods of data and by peer debriefing by colleagues on a continuous basis. 
Interviewing a reliable informant who has in-depth knowledge of Scandic hotel due to 
her 17 years of experience in the organization has enhanced the credibility of this 
paper. Therefore it is believed that the answers she gave for the interview questions 
are more valid.  
  
Bryman and Bell (2011, p. 398) suggest that dependability is all about trustworthiness 
and the writer should implement the auditing approach to increase it. The authors of 
the paper ensured that complete records are kept throughout the work in an accessible 
manner. Moreover peers acted as auditors during and until the end of the research to 
establish if the research processes has been systematic and well documented. Since 
the interviews were recorded it ensured that no information was lost and aided in 
making the answers more reliable.  
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4. EMPIRICAL FINDINGS 
This chapter presents the data collected from both primary and secondary data. 

 

4.1 Scandic Hotel  
According to their website the history of Scandic hotels can be traced back to 1963. 
The first Scandic hotel, which was named The Esso Motorhotell chain was 
established in Sweden, based on the concept of hotels on major motor ways (Our 
History, 2014). Scandic Hotels have a variety of service in their hotels for the 
different needs of their customers. They provide four types of hotels ranging from 
family oriented to romantic spa hotels. (All our hotels, 2014) 
 
During the past 50 years, Scandic have expanded not only in Sweden but also in other 
European countries. Nowadays it is a big hotel chain with 223 hotels and 13.000 
employees, besides Sweden they are operating in seven other countries, which are 
Norway, Denmark, Finland, Germany, Poland, Netherlands, and Belgium. (Business 
Development, 2014) 
 
According to the information on Scandic’s website they provide their employees the 
opportunity to grow within the company, they have developed a “Scandic Business 
School”, which provides customized courses for team members on all levels. It 
includes classroom teaching, online courses and on-the-job training and it is specified 
into five areas: Getting on board, Commercial, Leadership, Functional and Service. 
(Scandic Business School, 2014) 
 
Scandic has a “Code of conduct” on their website where they present the 
fundamentals of how Scandic hotels are managed in an ethical manner. Managers are 
responsible for making sure that the code of conduct is implemented and understood 
by their team members. It is also their task to encourage team members to report to 
them when the “Code of conduct” has been violated. The “Code of conduct” promote 
that there should be no discrimination, everyone should be treated equally and that 
Scandic will treat all team members with respect and dignity. (Code of conduct, 2014)  
 
At Scandic they want people to feel at home and instead of building a formal image, 
also aim to have relationship with customers like friends. They use Caring, Casual 
and Creative norms and values in order to build that relationship (Culture and Values, 
2014). Scandic hotels are focused on customer satisfaction; the main goal is for their 
customers to enjoy themselves. They look forward to provide an incomparable 
experience to their customers, in which customers can be relaxed and feel like they 
are among friends. (About Scandic, 2014) 
 
Scandic Hotel in Västerås is located only four kilometers away from Stockholm 
Västerås airport, close to the city center and the highway (Scandic Västerås, 2014). 
The hotel in Västerås was built in 1980 and has 175 rooms. They currently employ 11 
full time employees, 17 part-time and 32 extra, who work when needed. They service 
around 44 000 customers every year, their customer base consists of 80% 
business/conference and 20% leisure. (Karlsson, personal interview, April 23, 2014) 

4.2 Education and Training 
Scandic realizes that everyone, even a cleaner, a waiter or the receptionist interacts 
with the customers in different ways. This means that everyone is a part time marketer 
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and everyone is important in making sure that the customers have a pleasurable stay 
at the hotel. (Karlsson, personal interview, May 7, 2014) 

According to Karlsson (Personal interview, May 7, 2014) to get a job at Scandic 
recruits do not need any previous experience or knowledge, Scandic prefers to 
educate their employees themselves through their internal education systems. When 
they have gone through the training programs then the employees are expected to be 
able to interact with customers in such a way that Scandic expects them to. 
How to interact with a customer the proper way is essential and that is something that 
comes from experience and training. Karlsson said that only one skill is necessary in 
order to have a positive attitude towards customers when they interact, that skill is 
social skills. This must come from the employees themselves and their attitude 
towards their job. The fact that they want to learn and improve makes them better 
service providers. (Karlsson, personal interview, May 7, 2014) 
Karlsson (Personal interview, May 7, 2014) stated that having a well-educated and 
well-trained staff is something that can give hotels a competitive advantage. The 
“Hardware” in the hotel business is often very similar such as the rooms, the 
restaurant and the food but what sets them apart is the “Software”, the people who 
works at the hotel.  

Two years ago Scandic started a new training concept, which is called “Service 
@Scandic”, it is the base to all training and it entails more focus on the service. 
During this training program the employees go through different chapters. For every 
chapter they have a meeting and it evolves around the customers’ journey, from the 
time the guest books, arrives, stay, eat, etc. at Scandic. It is all about the guest and 
how they can make that journey better. If the employee is new at Scandic, 
“Service@Scandic” is used in the introduction. They are working with this as hard as 
they are with the safety and the environmental aspects of the hotel. (Karlsson, 
personal interview, May 7, 2014) 
They also have other educational programs, which are more focused on the specific 
tasks that the employees will perform during their shift. If they are working during 
breakfast then they must know everything about the breakfast, so that they can answer 
questions that the guests may have. Scandic encourages employees to use their 
“Intranet” which is an online forum for employees at Scandic, where they can 
broaden their knowledge in different fields in the company. This e-learning is done 
individually but other educational exercises are done in groups where employees 
discuss problems and solve them together. (Karlsson, personal interview, May 7, 
2014) 

Training is done in a mix of theory and practical experience. At first it is mostly 
theory to teach the employees about the procedures that Scandic has for the different 
work tasks. After theory comes the practical part, the employees have to get 
experience and try the work tasks they will be performing before they actually start 
working. (Karlsson, personal interview, May 7, 2014) 
Karlsson (Personal interview, May 7, 2014) emphasized that the employees go 
through four modules that are available on the “Intranet” there are the intro, 
environment, safety and selling/service modules. The intro-module goes through 
Scandic's history, environmental and safety aspects very shortly. After that the other 
three modules provide the employees with deeper knowledge in the subjects of 
environment, safety and selling/service. It is not necessary to learn all of these in the 
beginning; it can be done over a six months period. The pace of learning for the 
employees depends on which department the employees are working in.  
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Karlsson (Personal interview, May 7, 2014) expressed that everyone at Scandic are 
taught the basics such as the four modules and “Service@Scandic” but after that the 
education can vary. The receptionist needs to have a lot more knowledge since they 
are the ones who interact directly with guests most often. The cleaners on the other 
hand do not need to know how the booking system works to do an efficient job. 
 
The education programs are there to ensure that the employees have more positive 
attitude towards their job and feel safer in their position as a service provider. 
Everyone working in the business wants to provide good service and if the front line 
employees lack education, it can lead to insecurity and frustration. Education is there 
to remove such insecurities and make the employees feel more professional and enjoy 
their job more. When employees feel that their employer are willing to spend time and 
money on them by giving them the opportunity to learn more they feel more 
positively and pride towards their job. (Karlsson, personal interview, May 7, 2014) 
 
According to Karlsson (Personal interview, May 7, 2014) the goal of the training is 
that customers should feel a difference between the staff at Scandic and the staff at 
other hotel chains. By educating the employees they will feel more secure and 
professional when they are working in contact with customers. During the education 
they change it up a bit by performing role-plays where employees play receptionists 
and customers and they act out different scenarios. Role-play is a way to teach 
service, employees will have a script they can play out but they can also do creative 
exercises since one of the values and norms of Scandic is Creative. (Karlsson, 
personal interview, May 7, 2014) 
 
The last two years Scandic has been working on a “Scandic Brand Book” called “By 
Friends for Friends” which describes what the company stands for and what kind of 
service they provide. Instead of calling employee “internal customers” this book 
presents the employees as friends. This is also aimed at external customers but it 
provides employees with a guide on how they should treat customers as well. 
(Karlsson, personal interview, April 23, 2014) “By Friends for Friends” is also a tool 
that is used during the educational stage and moreover Scandic will soon update these 
values to also include Competitive to their Creative, Casual and Caring. So there will 
be 4C's and new educational programs will start during this summer, where 
employees will be informed about what the new “C” means. The program is similar to 
the “Service@Scandic” where they will also discuss in groups and do role-plays. 
(Karlsson, personal interview, May 7, 2014) 
 
Scandic has their own Business School for the employees who want to further educate 
themselves. To attend the “Scandic Business School” there is conditions that the 
employees must fulfill, they can complete the prerequisites by taking the e-learning 
programs that they have access to on the “Intranet”. Once they achieved the 
requirements they are allowed to enroll in courses at the business school. All the 
information about which courses that the employee has taken is saved on their profile. 
This is useful if they switch departments or move to another Scandic hotel. Scandic as 
an employer hopes that after giving the employees the tools to deliver high service, 
they expect that the employees will deliver the service standard that Scandic wishes 
for. (Karlsson, personal interview, May 7, 2014) 
 
According to Karlsson (Personal interview, April 23, 2014) the results of the training 
can depend a lot on the individual they hire. Even though they provide them a toolbox 
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full of tools the job still might not be right for the individual. Finding people that 
Scandic believes will be good service providers depend on the recruitment process. 
Scandic is quiet rigorous with this, if they feel that an employee is not performing as 
expected, they talk to them about it and tries to find a solution. This sometime results 
in the employee to change department, move to another Scandic hotel or to switch 
business completely. 

4.3 Motivation 
Extrinsic 
Karlsson (Personal interview, May 7, 2014) said that Scandic encourages employees 
to work more efficiently by offering the employees pay-per-performance. The 
employees have fixed salary as well but there is opportunity for them to receive 
additional wage depending on how well they are performing. Other than the pay-per-
performance, Scandic does not offer any other sort of bonus system to motivate their 
employees. On the other hand they may set up goals and when the goals are met they 
celebrate with activities such as extra nice Friday coffee or by giving more attention 
to employees who have done something special. Karlsson (Personal interview, May 7, 
2014) expressed that by acknowledging employees good performance it motivates 
them more. 
 
The philosophy at Scandic is doing a good job should be beneficial for the employees. 
When the employee is delivering more than what is expected of them they receive an 
extra bonus through the pay-per-performance and when they do not employees 
receive their standard salary. However, Scandic finds it challenging to find a balance 
between them because they do not want to make their employees feel pressured, they 
should enjoy working as much as possible. (Karlsson, personal interview, May 7, 
2014) 
 
Intrinsic 
Karlsson (Personal interview, May 7, 2014) continued to say that some employees are 
more motivated by money while others are more motivated by the chance to learn 
more. The possibility to gain more knowledge or to advance within the organization is 
something that can give employees a reason to stay motivated. By the e-learning 
courses, which is found on the “Intranet” any employee can educate themselves in 
other areas that they are interested in. Therefore, instead of working in the same 
position they can work in different areas. 

Working with people can make every workday different which is appealing to some 
employees. However, some find this hard to deal with and prefer monotone work 
tasks. In case an employee feels their work tasks uninteresting, they can always 
educate themselves and change department or position within the organization. If an 
employees are perfectly satisfied working where they are then Karlsson sees no 
reason to push them into doing something that they may not want to do. (Karlsson, 
personal interview, May 7, 2014) 
At Scandic employees are encouraged to make their own decisions. They work hard at 
giving the employees the confidence in themselves and towards their closest superior. 
Employees need to know that they will not be punished for making their own 
decisions if it is to satisfy the customer. The decision an employee makes depends on 
the situation. Scandic does not have many standard rules that the employees should 
follow instead they are encouraged to do what they can, to ensure that the guest is 
satisfied. (Karlsson, personal interview, May 7, 2014) 
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If the employees are unsure of what to do, they can always consult with the other 
employees who may have more experience or they can call their superior for advise. 
In case the employees feel that the customer may not have been sufficiently satisfied, 
they can acquire customers’ phone number and report what happened. Later the 
manager can call to check if guests are satisfied. (Karlsson, personal interview, May 
7, 2014) 

On Scandic's “Intranet” employees are encouraged to check for new positions or other 
jobs within Scandic. If there is an open position existing employees are encouraged to 
try out for it as a challenge for themselves. If they are able to move, employees are 
also encouraged to look for position within other Scandic hotels. Scandic are 
continuously encouraging employees to advance but not so much during their high 
season, since they have a lot of summer staff and are busy taking care of all the 
guests. During this time it is more about checking what the short-term employees will 
do after summer. Scandic always seeks for suitable coworkers that would want to 
work as an extra employee during their studies, etc. (Karlsson, personal interview, 
May 7, 2014) 

Since the employees are receiving salary for their performance it is important that 
they receive feedback from their supervisor. The employees meet with their closest 
supervisor and they have a one-to-one meeting annually, where they go through if the 
employee is performing as expected. Together they go through the goals that were set 
during the last meeting to see if the employees are performing as they agreed upon. 
This is usually done in the beginning of the year, January or February and during the 
course of the year the supervisor have four follow-up meetings where they check if 
the employees are going in the right direction. (Karlsson, personal interview, May 7, 
2014) 
In connection with these meetings, they also discuss salary and the employees are 
informed about how they are performing. The employees receive a certain point 
which translates into how much extra money they should get. Karlsson (Personal 
interview, May 7, 2014) indicated that this system is a bit complicated to explain but 
the employees are judged in areas such as service, taking responsibility, co-operation 
etc. Karlsson (Personal interview, May 7, 2014) stated that employees have reacted 
positively to these meetings; it can be less fun when employees feel that they have not 
performed to the best of their ability but it feels better to talk it through with their 
supervisor. The reason might be due to factors that do not have anything to do with 
the job itself. Feedback is important to improve the employees' performance but also 
to acknowledge that they are doing a good job. This is especially crucial when the 
employee is new to the organization. 
Giving employees feedback makes them feel more needed and that they are fulfilling 
an important role in the organization. It increases their confidence in themselves and 
they also gain more respect for their supervisor. If an employer never comments on 
their employees’ work performance, employees lose confidence in them (Karlsson, 
personal interview, May 7, 2014). Supervision from managers is important to create 
satisfaction because lack of supervision and support from managers causes employees 
to leave the organization. (Karlsson, personal interview, April 23, 2014) 
 
Managers are encouraged to give the employees working below them more feedback 
and praise them when they are performing well and not only when they perform 
inadequately. Finding a balance on how much feedback an employee want can vary, 
some require a lot of encouragement and some only want to know if they are 
performing poorly. (Karlsson, personal interview, May 7, 2014) 
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The managers’ performance is measured in an anonymous “Coworker Survey” that 
Scandic conduct every year. Employees are encouraged to write about how the 
managers are performing and what can be changed to provide better support. This is 
also brought up in the meetings but for the employees to open up and say exactly 
what is on their mind is difficult. Karlsson (Personal interview, April 23, 2014) says 
that managers also need their feedback to be able to improve themselves but telling 
their supervisor that they need to improve is not easy. 

4.4 Communication and Information  
When changes are occurring at Scandic they inform the employees in a one-hour long 
monthly “big meeting”. In the meeting, they try to inform as much as possible 
concerning overall changes, which can be information about new employees, etc. This 
is done orally with the occasional PowerPoint; very seldom do they give out papers to 
the employee. Since the meetings are not compulsory, Scandic tries to arrange 
something special for the employees who come with something extra such as high 
quality coffee and cake during the break. (Karlsson, personal interview, May 7, 2014) 
 
The employees are also informed about changes concerning their tasks through their 
“Intranet”. By using a computer the employees can log in and read about news and 
changes that are happening. Employees such as the receptionist who work with a 
computer can easily go in and check whenever they want. Employees such as the 
cleaners who do not work with a computer are equipped with an employee computer 
that they can use to check for information. The reason for using the “Intranet” is that 
the employees have all the information gathered in one place and they can bookmark 
pages that they read often and easily search for information needed. (Karlsson, 
personal interview, May 7, 2014) 
 
They also have the daily small meeting where they spread information quickly. 
Putting up news on the office notice board also spreads information. Scandic is trying 
to figure out how they can spread information quicker to the front line employees by 
using email. However, Scandic needs to know if every employee has a private email 
that they check regularly. Otherwise it is pointless way to spread information through 
private email. (Karlsson, personal interview, May 7, 2014) 
 
Within the organization the top managements mostly communicate through email, 
“Intranet” and very rarely they communicate through letters. The most common 
media is their “Intranet”, but they also have a Swedish Scandic Facebook page where 
employees and others can read about news and offers that Scandic hotels are offering 
all around Sweden. (Karlsson, personal interview, May 7, 2014) 
 
Employees are encouraged to talk to their supervisors if they have anything that they 
want to talk about regarding their work. It is important that complaints are solved 
quickly and efficiently together with the employee. The employer tries to fix the 
things that the employees are dissatisfied with, but all problems cannot be solved 
immediately. The fact that the employer wants to listen and tries to come to an 
agreement helps the employees' displeasure. (Karlsson, personal interview, May 7, 
2014) 
 
To ensure that employees are aware of all the new marketing campaigns that are 
promised to the customers, Scandic informs them a few days ahead through the 
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“Intranet”. This is to certify that the employees are up to date on the information the 
customers are getting so they can deliver as promised and they can answer questions 
that the customers may have. Informing the employees makes them stay professional 
when they are helping customers, instead of wondering what the customers are talking 
about. Lack of information causes frustration among the employees. (Karlsson, 
personal interview, May 7, 2014) 
 
Scandic does not only communicate towards the employees, they also include the 
employees in the process of forming strategy and receive feedback from them through 
the anonymous “Coworker Survey”. This gives the employees the ability to express 
their opinion about what is happening in the organization and what needs to be 
improved. Employees also participate in meetings where they can express their 
opinion with their closest supervisors. Karlsson (Personal interview, April 23, 2014) 
says that getting the employee to talk during the face-to-face meeting is difficult 
because stating their opinions in person is more challenging than on papers. 
 
The outcomes of communication increase participation, interest in the organization as 
well as pride of employees. This makes work more pleasant because the employees 
feel that they are getting the right information and tools to perform their job to the 
best of their abilities. Although information sharing is an important aspect, increased 
consciousness and participation are also steps that have a high influence on how the 
employees preform their every day job (Karlsson, personal interview, April 23, 2014).  
 
According to Karlsson (Personal interview, May 7, 2014) the fact that employees are 
well informed gives them more positive feeling towards their job because they feel 
that they are important “players” in the organization. In order to perform their tasks 
well they need to be informed and be a part of what is happening in the organization. 
Providing the employees with the information increases the performance of the 
employees.  
 
On the other hand, it is easy to over inform employees as well. Even though it is 
important that the employees are informed, they do not need to know all the 
information concerning every activity in the organization. It is up to the closest 
supervisor to make sure that the right information reaches the right employees. 
(Karlsson, personal interview, May 7, 2014) 

4.5 Co-ordination  
Scandic encourages teamwork, because it is the easiest and most straightforward way 
to reach their goals. The feeling of community and the way that they help one another 
makes sure that all the “cogwheels” are connected and is moving in the right 
direction. All goals that employees set individually or in the departments come from 
the overall goal of Scandic; this is to make sure that everyone are “running in the 
same direction” because that will ensure better results. Also by giving the employees 
the opportunity to increase their knowledge in areas that they are interested in benefits 
the company in the long run. (Karlsson, May 7, 2014) 
 
Teamwork is implemented partly during the education and training stage but it is 
continuously encouraged through employee to do activities together outside of work. 
Scandic tries to adapt social activities with employees so that in the end most feel that 
they have done something that they have enjoyed. Having coffee together every 
Friday after work is a simple activity that contributes to job satisfaction. Scandic 
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wants their employees to feel as one group. Having a strong connection with the 
coworkers translates to better work climate and increases well being at the work 
place, which makes work more enjoyable. Sharing values with the organization is 
important since employees who feel that they cannot relate to what the company 
stands for finds it difficult to work here. (Karlsson, personal interview, May 7, 2014) 
 
To ensure that the employees are working in a friendly environment Scandic take 
bullying, sexual harassment etc. very seriously and they work a lot with equality. In 
their “Code of Conduct” Scandic wrote about how hotels should be managed and how 
employees should be treated. They also work according to “Service@Scandic” and 
“By Friends for Friends” to make sure that employees are interacting in a way where 
they are friends, not only coworkers (Karlsson, personal interview, May 7, 2014). 
 
Employees are able to deliver higher service quality if they are working together 
instead of individually. At Scandic, this is the most efficient way to work towards 
financial success. When workers are satisfied then the guests are more satisfied and 
stay loyal. This increases the income of the hotel and allows them to employ and 
educate their employees more (Karlsson, personal interview, May 7, 2014). Co-
ordination increases the employees’ feelings of belonging and the feeling that they are 
needed in the organization. Karlsson (Personal interview, April 23, 2014) emphasized 
that when customers see that the employees are enjoying themselves while working 
together increases the positive emotion towards the hotel. 
 

4.6 Job Satisfaction  
To increase the job satisfaction of the employees their relationship with their 
coworkers plays an important role. To keep the employees satisfied with their job, it 
is up to the supervisors to notice if the employees are showing signs of being 
dissatisfied; discussing the problem together can solve this. (Karlsson, personal 
interview, May 7, 2014) 

Compared to other industries in the business world, the hotel industry is not the 
highest paying sector; therefore the influence of salary on job satisfaction is minor. 
The challenge and enjoyment of the job have a stronger connection with job 
satisfaction, especially when an employee feels that they are contributing to the 
organization. (Karlsson, personal interview, April 23, 2014) 
Promotion opportunities is in some cases a contributing factor; even though Scandic 
gives employees the possibility to climb higher in the hierarchy it may not be 
something everyone has as their goal. For some employees this is the factor that raises 
interest and contributes to their satisfaction. However, all individuals have different 
goals that drive them. (Karlsson, personal interview, April 23, 2014) 

Karlsson (Personal interview, April 23, 2014) said that employees who are satisfied 
with their job are happier and more engaged. They provide better service to make sure 
that the guests are satisfied. Satisfied employees also talks about their job to their 
friends and family, which spreads good word of mouth. On the other hand if the 
employee are not satisfied with their job then they become frustrated and 
unmotivated, this leads them to have more sick leave. They provide lower quality 
service and the guests may not want to return. (Karlsson, personal interview, April 23, 
2014) Having employees who are satisfied translates them to be more service minded 
and more willing to help the guests. If employees are working with a team they are 
comfortable with, they perform well over their own ability (Karlsson, personal 
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interview, May 7, 2014). She stated that in Scandic’s “Coworker Survey” they also 
evaluate how satisfied their employees are with their job. The last few years they have 
reached a satisfaction level of 75-80 out of a 100. (Karlsson, personal interview, April 
23, 2014) 
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5. ANALYSIS 
This chapter includes an analysis of the primary and secondary data using the theoretical framework. 

 

5.1 Education and Training 
From the empirical finding, it was found that Scandic has both theoretical and 
practical training systems: 1. Service@Scandic 2. “Intranet” 3. Business School 4. 
Scandic Brand Book 5. Role-playing 6. On-the-job training. These will be analyzed in 
more detail below.  
Scandics’ training program is structured from a mix between theory and practical 
training. At Scandic, they know that the front line employees even the cleaners and 
waiters are important part of the service quality. As Conduit and Mavondo (2001), 
stated front line employees must have the knowledge and the ability to provide the 
service standards of the organization. This is why in a service organization training 
the front line employees is a vital part in order to increase the satisfaction of both the 
employees and the customers. When new employees are hired, Scandic do not require 
work experience because they prefers to educate and train their employees through 
their own internal education system. Therefore they can expect their employees to 
interact and perform the way that Scandic wants. 
According to Arnett et al. (2002) in order to increase customer loyalty and their 
competitive advantage organizations must focus on their employees’ attitude and 
behaviors. This is similar to what Scandic acknowledged, these factors are an 
important part when it comes to the satisfaction of a customer. Scandic also knows 
that how an employee interacts with a customer is something that comes from 
experience and training. Narteh (2012) wrote that the training is to equip employees 
with relevant skills and knowledge to perform their job. It is the training that 
differentiates Scandic from other hotel chains; well-educated and well-trained staff 
increases the hotels’ competitive advantage. Their base for their entire training 
concept is “Service@Scandic”. The training system provided by Scandic can equally 
improve the behaviors of the employees as much as the skills and knowledge, which 
is in accordance with Bulut and Culha’s (2010) study about training. 
Theoretical Educatione 
Wilson et al. (2008, p. 293) said that organizations could use formal education system 
training for their employees. Scandic has their own business school where employees 
can grow and educate themselves more. They have also been working on a “Scandic 
Brand Book” for the employees, which describe what Scandic stands for and what 
kind of behavior and services Scandic expect the employees to provide.  
Education can be structured activities in order to give employees the tools to perform 
their everyday tasks (Bulut & Culha, 2010). For Scandic, the “Service@Scandic” 
program has an educational part where the employees gather and solve the given 
problems by discussing them together. The problem given is all about the guest and 
how the employees can make the customers stay in the hotel more satisfying. After 
the “Service@Scandic” program the education can vary depending on which 
department the employees are working in. Scandic use their own online “Intranet” to 
educate their employees about what and how they should do their work tasks. These 
activities are designed to equip the employees with the essential abilities, which is 
comparable to the theory presented.  
 



	  
27	  

Scandics’ online “Intranet” is also used as a training tool to further educate their 
current employees. As Narteh (2012) mentioned that education can also be used by 
the managers if they see any gaps in the skills and knowledge of an employee. 
Related to this when a supervisor at Scandic discovers a gap in the employees 
knowledge they can refer them to use the “Intranet” to acquire the missing 
information. If an employee at Scandic lacks information it leads the employee to 
become frustrated and insecure in their position as service providers. In order to make 
the employee feel professional and enjoy their job, Scandic tries to ensure that an 
employee is fully educated and up to date with information. When their employees 
feel that Scandic is willing to give them opportunities to learn, they feel more positive 
towards their job and it increases their pride. As supported by Narteh (2012), 
education does not only improve the performances of an employee but also creates a 
feeling of belonging for them. 
 
Practical training 
Bettencourt and Gwinner (1996) as well as Grady and Ohlin (2009) suggested that an 
organization should use role-playing as a teaching method. Scandic uses role-playing 
as a part of their training program and engage employees in different situations in 
order to teach them how to handle situations in a professional manner. They also use 
on-the-job training for their new recruits so they could learn from the more 
experienced employees. This activity is given as an alternative by Wilson et al. (2008, 
p. 293) who stated that organizations can use on-the-job training especially for front 
line employees. 
Beatson et al. (2008) proved that training has a positive effect on job satisfaction. 
Even though this is true, Scandic also recognized that the result could vary a lot 
depending on the individual. In order to overcome this obstacle Scandic tries to 
recruit the individuals that are most suitable for the organization.  

5.2 Motivation  
Extrinsic 
At Scandic, pay-per-performance is offered as an additional wage, which is the only 
bonus that is offered to motivate employees to put more effort into work. When the 
employees deliver only the mandatory tasks, they receive their standard salary. 
Besides this, Scandic tries to make sure that the employees enjoy working instead of 
feeling pressured. Nevertheless, Stringer et al. (2011) stated that bonuses are extrinsic 
motivation, which has a negative effect on job satisfaction. The pay-per-performance 
might be causing a negative influence on their employees’ job satisfaction even 
though Scandic uses this as a motivation.  
 
Intrinsic  
At Scandic motivation among employees is different, some are motivated by bonuses 
while some are motivated by gaining more knowledge or by advancing within the 
organization. According to Stringer et al. (2011), intrinsic motivation emphasizes on 
gaining new skills, promotion, freedom, achievement, the work itself, praise from 
supervisor and accomplishment, those have a positive effect on job satisfaction. As an 
intrinsic motivation, Scandic offers employees e-learning courses through their 
“Intranet” where everyone is able to learn how to perform the work efficiently. 
Increasing the employees’ knowledge in areas that they are interested in benefits 
Scandic in the long run. Employees who feel that their jobs are not challenging 
enough are encouraged to learn more about different areas in the organization, which 
gives them the opportunity to work in new departments. They are also encouraged to 
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apply for other positions inside Scandic as a challenge for themselves. Employees at 
Scandic are encouraged to make their own decisions. They are empowered to do 
whatever they can to satisfy customers without following standard rules. This was 
confirmed by Grönroos (2007, p. 405), that employees feel motivated if they are 
given the freedom to think, analyze, make decisions and act improves their performs. 
 
According to Cook (2011, p. 229), having clear goals and feedback in the 
organization can positively affect motivation. In Scandic, the goals that are set for 
individuals and departments derive from Scandic’s overall goal, which can make sure 
that everyone is “running in the same direction”. Acknowledging employees 
achievements can motivate them even more and at Scandic supervisors and managers 
are encouraged to promote employees who have performed well. Employees celebrate 
together when the goals that Scandic has set are reached. Giving employees feedback 
makes them feel that they are needed and more confident. However, it is difficult to 
balance when to give feedback and how much because individuals vary on how much 
feedback they want and when to receive it. All the intrinsic activities mentioned 
above influence employees’ job satisfaction positively but it also depends on the 
individual which intrinsic motivation encourages them more. 

5.3 Communication and Information 
Rosenfeld et al. (2004) stated that lack of information could reduce the employees’ 
job satisfaction, productivity and vice versa. To keep employees up to date with 
information, Scandic communicates with the employees through their “Intranet” 
where employees can read news and changes that are occurring in the company. They 
have a notice board for the employees to spread information quickly and to make sure 
that no one has missed out on any of the information. Scandic tries to use emails but 
they are not sure if all employees check their emails regularly. Wilson et al. (2008, 
p.405) mentioned that these strategies such as web sites, direct mail could be used as 
tools to strengthen the communication between the organization and the employees.  
 
They arrange a small meeting daily and an hour-long meeting is held monthly where 
managers inform employees about changes in the organization. In order to make the 
employee understand changes fully, written material and audio-visual tools could be 
used (Grönroos, 2007, p. 394). The meeting is done orally with the help of 
PowerPoint; they occasionally give out paper handouts. Since the meeting is not 
mandatory management try to arrange something special for employees who attend. 
Grönroos (2007, p. 394) claimed that informing an employee about new services, 
strategies or new ways to interact with customers is needed in an organization. To 
make sure that their employees are not short of information Scandic uses different 
communication tools, which were mentioned in the theories. 
 
Conduit and Mavondo (2011) declared that two-way communication is essential and 
that managers must encourage their employees through feedback. At Scandic, 
supervisor tries as much as possible to listen and give advice whenever the employee 
needs it. When an employee feels that the employer wants to listen, tries to help and 
updates them with information, it gives them more positive attitude towards their job. 
Rogers et al. (1994) stated that without communication in an organization employees’ 
job satisfaction could decrease and could easily be frustrated when interacting with 
customers. Scandic finds it very easy to over inform the employees, which can cause 
confusion. To avoid this, the closest supervisor decides which information is 
important for which employees. 
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5.4 Co-ordination 
To achieve high service quality, organizations must know how to co-ordinate their 
front line employees and support staff effectively (Rafiq & Ahmed, 2000). Scandic 
acknowledges the importance of co-ordination therefore teamwork is highly 
encouraged throughout the organization. According to Malone and Crowston (1990), 
employees must be co-ordinated to work together towards the same goal. Scandic 
believes that it is the easiest way to reach their goals. Working together as a unit 
ensures that all the activities are connected with each other and that they are moving 
in the right direction. At Scandic employees are able to deliver higher standard 
service when the work environment is satisfying. Employees who are satisfied with 
their coworkers provide service beyond their individual abilities.  
 
They start building the connection between coworkers during the education and 
training stage by trying to bond them together through activities outside of work. 
Scandic wants employees to feel that they are friends, not only coworkers. Even 
though the relationship between coworkers has a minor effect on job satisfaction, it 
was shown by Luthans (2002, pp. 230-232) that poor relationships could have a 
negative effect on job satisfaction.  

5.5 The five dimensions of Job Satisfaction 
According to Gounaris and Boukis (2013), job satisfaction is the precondition 
influencing employee job performance. Employees who are satisfied with their jobs 
are willing to strive hard to serve customers in the ways that are desired. Scandic is 
aware of this and that the positive attitude an employee holds transmits to the 
customers can make them more pleased. Employees who are satisfied with their jobs 
also talks positively about their company to their friends and family, which spreads 
good word of mouth. 
 
The work itself 
Luthans (2002, pp. 230-232) stated that the work itself means the degree to which the 
job offers the employee with interesting tasks, opportunities for learning and the 
chance to accept responsibility. Scandic provides employees with learning 
opportunities both with their “Intranet” and their business school. Employees are 
empowered to make decisions as long as they are satisfying their customers and are 
able to take the responsibility it comes with. The work itself is seen an intrinsic 
motivation and as verified by Stringer et al. (2011), it could lead to job satisfaction. 
 
Payment 
Payment is regarded to have a slight influence on job satisfaction from Scandic’s 
point of view, because they believe that the hotel industry is not the highest paying 
sector in the business industry. However, according to Stringer et al. (2011) in order 
to increase frontline employee job satisfaction, managers should pay them an 
adequate amount of money since payment is an important motivator to job 
satisfaction. 
 
Promotion 
In Scandic, not everyone regards promotion as a motivator but for some employees, a 
promotion opportunity increases the positive feeling towards their job. This is in 
coherence with what Stringer et al. (2011) have written; promotion is an intrinsic 
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motivation and it conducts to job satisfaction. Employees who are ambitious can 
apply for new positions or other jobs within Scandic, through its “Intranet” as a 
challenge.  
 

  Supervision 
Stringer et al. (2011) defined that supervision is also an intrinsic motivation and good 
supervision can make employees feel satisfied with their jobs. In Scandic supervisor 
plays a crucial role in keeping employees satisfied. Supervisors are encouraged to talk 
to their employees and find out if they are unsatisfied or not. Employees are also 
motivated to speak up to their supervisor. They think that it is important to solve 
complaints quickly and efficiently with employees. Bad supervision and lack of 
support from managers causes employees to leave the company, which is in 
accordance with what Luthans (2002, pp. 230-232) wrote. 
 
Coworkers 
Once employees are bonded together as a group, the strong connection contributes to 
job satisfaction. Especially when they feel that they are working towards the same 
goal or that they are contributing to the organization. The employees in Scandic are 
told to work according to “Service@Scandic” and “By Friends for Friends”, which 
ensures that they feel they are friends not only coworkers. This ensures that the 
relationships between the employees are positive and does not generated negative 
emotions towards each other. As Luthans (2002, pp. 230-232) stated that difficulty to 
cooperate with coworkers can decrease job satisfaction 
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6. CONCLUSION 
This chapter contains the conclusion from the analysis and the answer of the research question. 

 
The main purpose of this paper was to describe and analyze how hotels influence 
front line employee job satisfaction through internal marketing activities. This thesis 
has gained an understanding of how important the intenral marketing activities are in 
the hotel industry by giving an example of Scandic Hotel in Västerås. The four 
components of internal marketing are used to ensure that the employees have all the 
tools they need in order to perform their job in a satisfactory manner. 

In order to ensure that front line employees are performing and delivering service in 
an appropriate manner Scandic is implementing the internal marketing activities that 
were stated in the theoretical framework. The analysis has shown two main 
differences between the theories and activities implemented in Scandic. First, the pay-
per-performance is applied to motivate employees by giving extra bonus, however 
bonus is an extrinsic motivator that could have a negative effect on job satisfaction. 
Secondly, payment is regarded to have a minor influence on job satisfaction in 
Scandic, nonetheless based on the theory payment is a strong motivator to achieve 
employees’ satisfaction towards their job. This implies that there is room for 
improvement and that Scandic is able to refine their activities to increase job 
satisfaction.  
To summarize, this thesis found that internal marketing is a critical factor in the hotel 
industry to influence job satisfaction and there are links between the four components 
of internal marketing and the five dimensions of job satisfaction. Implementing 
suitable internal marketing activities can overcome the problems that are caused by 
low job satisfaction such as stress, high turnover, decrease in service quality and loss 
of customers. By using the appropriate internal marketing activities chosen for the 
theory, it can ensure that front line employees are well prepared and informed to 
satisfy the customer. This is believed to lead employees to feel more positive and 
secure as a service provider, which increases job satisfaction. 
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Appendix I 
 
Interview Guide (English) – Scandic Hotel in Västerås 
April 23 2014 
 
Basic information about the interviewee 
 
 -What is your name?  
 
 -What is your current position in the company?  
 
 -How long have you held that position?  
 
Job satisfaction 
 
1. How does the salary affect employees feeling towards their job? Why?  
 
2. How does promotion opportunities affect employees feeling towards their job? 
Why?  
 
3. How does supervision affect employees feeling towards their job? Why?  
 
4. How does coworkers affect employees feeling towards their job? Why? 
 
5. Does any of the above have a stronger effect on employees feelings towards their 
job? How? Why? 
 
6. Do you at Scandic measure job satisfaction? How? Why?  
 
May 7 2014 
 
Training and Education 
 
1. What kind of skills do employees need when interacting with customers? (Why? 
How?) 
 
2. How does Scandic train employees who interact with customers directly?  
 
3. How does Scandic equip employees with skills and knowledge to perform their 
job?  
 
4. What kind of activities do you use to train the employees? (Why?) 
 
5. What kind of training steps do the employees go through?  
 
6. Does everyone receive the same kind of training? (Why?/ Why not? What is the 
difference? )  
 
7. How does Scandic educate new recruits?  
 
8. How does training affect the performance of the employees?  
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9. What benefits are there from Scandic's training activities for the employees?  
 
10. How does training affect the employees feeling towards their job?  
 
11. What are the benefits of your training activities for the customers? 
 
12. How does training affect the attitude of employees' who serve the customers?  
 
Motivation 
13. How does Scandic encourage the employees to work more efficiently? 
 
14. Does Scandic give feedback to the employees about their performance? How? 
Why?  
 
15. Does Scandic give the employees the right to make decisions? (How? Why? /Why 
not?) 
 
16. Does Scandic encourage employees to perform better through bonuses and 
benefits?  (Why? When?)  
 
17. In what way does Scandic give employees the opportunity to grow within the 
organization? (When? Why?) 
 
18. Does managers acknowledge employees who perform well? (Why?/When?/ 
How?) 
 
19. Does Scandic provide interesting/exciting tasks that challenge the employees? 
(How? Why?)  
 
20. How does encouraging employees influence their feeling towards their job?  
 
Communication and Information 
21. How does Scandic inform employees about changes in the organization? (Why?) 
 
22. How does knowledge gained by employees who interact with customers reach 
managers? (What kind of information? Complaints? How does management react to 
it?)  
 
23. How does Scandic share information inside the organization?  
 
24. What tools does Scandic use in order to pass information?  
 
25. Does Scandic use any special media? (Are there any benefits of using this media?) 
 
26. How does communication between the employees influence their feelings towards 
their job?  
 
27. How do employees being informed influence their feeling for their job?  
 
28. How does Scandic make sure that employees are informed about promises made 
externally? 
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29. How do managers make sure that external promises are fulfilled by the 
employees?  
 
Co-ordination 
 
30. How does Scandic promote teamwork? (Why?) 
 
31. In order for the employees to work towards the same goal what does Scandic do?  
 
32. How does coworkers influence employees’ feelings for their job?  
 
33. How does Scandic provide a friendly atmosphere among the coworkers? (Why? 
Why not?) 
 
34. How does working together as a team affect customers’ experience? 
 
Job Satisfaction  
 
35. How does Scandic ensure that employees enjoy their job? (What activities do you 
use?) 
 
36. How does employees feelings towards their job influence their performance when 
interacting with customers?  
 
37. How employees feeling towards their job influence customers? (Why?) 
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Appendix II 
 
Intervju guide Scandic Hotell i Västerås 
April 23 2014 
 
Bas information om intervjupersonen 
 
-Vad heter du?   
 
-Vad är din nuvarande titel?  
 
-Hur länge har du haft den titeln?   
 
Arbetstrivsel 
1. Hur påverkar lönen hur de anställda känner för deras jobb? Varför?   
 
2. Hur påverkar möjligheter till befordrans de anställdas känslor för deras jobb? 
Varför? 
 
3. Hur påverkar handledning de anställdas känslor för deras jobb? Varför?  
 
4. Hur påverkar medarbetare anställdas känslor för deras jobb? Varför?   
 
5. Har någon av ovanstående en starkare påverkan på anställdas känslor för deras 
jobb? Hur? Varför?   
 
6. Har ni någonsin undersökt hur hög arbetstrivseln är bland de anställda? Hur 
Varför?  
 
Maj 7 2014  
 
Utbildning  
1. Vilken sorts kompetens behöver anställda när de jobba med kunder? 
 
2. Hur utbildas anställda på Scandic som arbetar i relation med kunder?  
 
3. Hur utrustas anställda på Scandic med kompetens för att utföra deras jobb? 
 
4. Vilka aktiviteter använder ni när ni utbildar anställda? (Varför?)  
 
5. Vilka steg går de anställda igenom under utbildningen? 
 
6. Får alla anställda samma utbildning? (Varför? Varför inte? Vad är skillnaden? ) 
 
7. Hur utbildar Scandic nya anställda?  
 
8. Hur påverkar utbildning de anställdas prestation? 
 
9. Vad har utbildning för fördelar för Scandics anställda?  
 
10. Hur påverkar utbildning anställdas känsla för deras jobb?  
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11. Vad har era aktiviteter under utbildningen för fördelar för kunderna?  
 
12. Hur påverkas anställdas attityd av utbildning när de arbetar med kunder? 
 
Motivation 
13. Hur uppmuntras anställda på Scandic att jobba mer effektivt?  
 
14. Ger Scandic sina anställda feedback på hur de presterar? ( Hur? Varför? Varför 
inte?) 
 
15. Ger Scandic sina anställda rätt att göra egna beslut? (Hur? Varför? /Varför inte) 
 
16. Uppmuntrar Scandic sina anställda att jobba bättre genom bonusar och förmåner? 
(Varför? Varför inte?) 
 
17. Hur ger Scandic sina anställda möjlighet att växa inom organisationen? ( När? 
Varför?) 
 
18. Ger chefer sina anställda bekräftelse om de presterar bra? (Varför? När? Hur?)  
 
19. Hur förser Scandic de anställda med intressant/utmanande arbete? 
 
20. Hur kan uppmuntran av anställda påverka deras känslor för sitt jobb?   
 
Kommunikation och information 
21. Hur informerar Scandic deras anställda om ändringar i organisationen? (Varför?) 
 
22. Hur kommunicerar anställda med chefer om information dom erhållit? (Vad för 
sorts information? Klagomål? Hur reagerar cheferna? ) 
 
23. Hur sprider Scandic information inom organisationen? 
 
24. Vilka verktyg/medier använder Scandic för att ge ut information?  
 
25. Använder Scandic några speciella medier? (Vad finns det för fördelar med att 
använda detta medium?)  
 
26. Hur påverkar kommunikation mellan anställda deras känslor för deras jobb?  
 
27. Hur påverkar delning av information de anställdas känslor för deras jobb?  
 
28. Hur ser Scandic till att deras kommunikation är samma för kunder och anställda? 
(Varför är det viktigt?) 
 
29. Hur ser chefer till att externa löften hålls av de anställda? (Varför?)  
 
Koordination 
30. Hur uppmuntrar Scandic teamwork? (Varför?)  
 
31. Vad gör Scandic för att de anställda ska jobba mot ett gemensamt mål?  
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32. Hur påverkar medarbetare de anställdas känslor för deras jobb?  
 
33. Hur skapar Scandic en vänlig atmosfär bland de anställda? (Varför/Varför inte?) 
 
34. Genom att de anställda jobbar tillsammans som ett team hur påverkar det 
kundernas upplevelse?  
 
Arbetstrivsel  
35. Hur ser Scandic till att de anställda är nöjda med deras jobb? (Vilka aktiviteter 
använder ni?)  
 
36. Hur påverkar de anställdas känslor för deras jobb hur dom presterar när dom 
jobbar med kunder?  
 
37. Hur påverkar de anställdas känsla för deras jobb kunderna? (Varför?) 
 


