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Abstract
This thesis looks at the particular group of people that are employed by a company to physically
work at another. The point of this thesis will be to analyze the situation from the point of view of
the employees, to find out exactly how they experience and enact this special kind of working
conditions.

Drawing upon several theories pertaining to the understanding of human behavioral and culture
groupings, as well as communications theories, this thesis will analyze the employees in this kind
of organizational structure.

How do employees enact upon being away from their own company? How do cultures emerge
and what are the implications of independent cultures in an overarching organizational culture
are also aspects that has an influence on this particular group of employees.
Using theories of organizational culture, this thesis looks at how organizational cultures may be
an influence upon its employees, as well as what happens if employees on their own. What kind
of culture will emerge and how does this in turn affect the employees‟ enacting and experiences.
How do the companies, with which these employees are situated, react to having an external
group of people working there? How do the host-company‟s employees react to this external
group? And what becomes of the cultures for both sides?

How do internal communications play into this whole aspect of employees being at multiple
locations, at other companies? How are internal communications handled and what are are the
implications if this particular aspect is neglected? This is connected to the theory of
organizational culture and very much is a useful tool to be able to discern how multi-site
employees enact and experience being away from their own company?

Additionally this thesis also draws upon the theories of branding to see whether or not employees
at locations far away, understand and are able to deliver the corporate brand. Though this is not
so much as a marketing question, but rather to discover the employees‟ knowledge of the very
brand they work for. What would it mean if brand knowledge is not precise and how would this
then play into employees enacting? What sort of implication would it have if they do have a
precise picture of what it means?
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Lastly and obviously, the theory of enacting is drawn upon. As a source of gathering all the
relevant information, and the analyzed elements, this thesis will ultimately try to understand how
and why this group of employees enacts their working situation. The various theories
complement each other, as internal communications is a decisive tool in cultures emerging and
maintaining cultures and organizational culture is a reflection, among others, of how internal
communications are handled. Branding is also a reflection of internal communications, but also a
reflection of organizational culture. And of course enacting in itself explains how and why
people experience their surroundings and their environment.

This thesis will try to understand and reflect upon the employees working away from their own
company. Are they part of the company? Or are they not, how and why is this exactly and are
there any areas that may be at fault? Though this is a thesis meant to explore where and if there
are any discernable issues, further studies may be warranted in order to bring about solutions to
any such problems as may exist.
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Introduction
Communication is expressed everyday and differently from person to person, and just as our
expressions are different, so are our perceptions of others. A corporate brand can align how a
company desires to be viewed, with how they are perceived in reality. Management of the brand
not only applies to external sources, it is just as imperative that employees understand and feel a
belonging to the brand. There is a connection between day-to-day routines and one‟s perception
of the brand, and this could possibly pose a problematic field, what about those who do not come
into the head office each day. Traveling salesmen, on the road personnel and employees at multisites do not spend their daily routines at the company offices, but rather at different locations
among people from other companies. Exempt from daily routines and closeness to both brand
and company identity, could this influence this particular group of employees?
This thesis looks at organizational culture and internal communications. An organization
comprises various cogs and wheels and in companies employing multi-sites the employees may
experience a fractured sense of belonging: “do I work for the company that hired me, or do I
work for the company where I work every day?”. The separation of organization and workplace,
could pose issues that would require attention insofar as they are indeed problematic. But how is
the concept of organization understood, how is it perceived to function and how would a multisite organization be construed? Defining what an organization is, can provide a more theoretical
approach to the particular issue of multi-site employees. Hiriyappa defines organizations as:
A deliberate arrangement of people to accomplish some specific purpose. Common
characteristics of organizations [are] hav[ing] a distinct purpose (goal), [is] composed of
people [and has] a deliberate structure (Hiriyappa, 2009, p.3)

Here Hiriyappa defines organizations as an entity that is composed of people, that has a distinct
purpose or goal and has a deliberate structure. An organization employing a service crew from a
multi-site organization could theoretically be viewed as a single entity. Although the service
crew has been employed by another company, they function within the boundaries of the “host”
organization. In a sense, the service crew can be viewed as belonging to the host organization, in
that the arrangement of people within the company shares a distinct goal and purpose and that it
has a deliberate structure. The same applies for the company that hired the service crew, as that
particular organization is also a deliberate arrangement of people with a distinct purpose and
goals and has a specific structure, in this case employing multi-site crews for providing on-site
service to their products. While this is purely speculation, according to the Hiriyappa‟s definition
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of organizations, multi-site crews can be argued to belong to either organization, those who hired
them or those for whom they have their daily interactions. Subba Rao defines organizations
differently and more specifically minded towards the people making up the organizations:
Organisations are economic and social entities in which a number of persons perform
multifarious tasks in order to attain common goals. Organisations are effective
instruments in that they help individuals accomplish personal objectives that they
(persons) cannot achieve alone. […] organisations are usually formed to satisfy
objectives, that can best be met collectively (Subba Rao, 2010, p.114).

Here Subba Rao mentions organizations as being economic and social entities where a number of
persons perform multifarious tasks in order to attain common goals. Different from Hiriyappa‟s
definition, Subba Rao mentions that multifarious tasks are done in order to attain common goals,
which would suggest that multi-site personnel are part of attaining the common goals. However,
this is problematized as Subba Rao mentions that organizations are formed to satisfy objectives,
which can best be met collectively. While it can be argued that an organization as a whole
functions as a collective organ, multi-site crews may experience the collective goal differently,
or even perceive the host organization‟s goals as their own.
Subba Rao and Hiriyappa have a similar trait in their definitions, in that organizations are
comprised of a number of people set out to accomplish specific goals and purposes. Again, the
commonalities of organizational definitions may be problematic when dealing with multi-sites,
as the crews may be ambiguous as to which company they feel they belong.
Interestingly, the field of communications mentions its importance in that ambiguity can be
detrimental to success. Several communications experts suggest that having good internal
communications has a positive effect on success and the company brand as a whole. Farrant and
Hatch et al. mentions the importance of communications and having cohesion within the
company:
Internal communications are vital to all organizations (Farrant, 2003, p.1). Whenever you
encounter a successful corporate brand, standing behind that brand you will find
coherence between what the company‟s top managers want to accomplish in the future
[…], what has always been known or believed by company employees (lodged in its
culture), and what its external stakeholders expect or desire from the company […].
(Hatch et al., 2008, p.11)

Farrant and Hatch et al. mention here, the importance of internal communications and that
having coherence between top management and employees is important for a successful
corporate brand. This particular argument is made problematic within multi-site corporations,
insofar as there exists ambiguity towards belonging, coherence between top management and site
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crews could be negatively displaced. Within “traditional” companies, managing internal
communications is made less difficult as the various departments would be located within the
confines of one or more buildings close to each other. However, in decentralized companies
where departments are located in different parts of the country (or even abroad), managing
internal communications can become much more difficult (Chudoba et al., 2004; Dahl, 2010;
Damian & Zowghi, 2007; Herbsleb & Grinter, 1999; Zedtwitz & Gassmann, 2002). There are a
number of areas where a decentralized organization structure impacts internal communications,
for example location of departments and possible cultural differences, on the road sales
personnel, or “work at home” employees” etc., these are just some of the areas in which internal
communications are can be affected by decentralization. Employees in a centralized organization
enjoy a daily routine among co-workers and managers, which instill upon the employees a daily
feel of the organization and of the brand itself. According to Damian and Zowghi this is made
more difficult for the employees that rarely come by the office:
Distance introduces barriers to informal and face-to-face communication, and the
stakeholders‟ communication is dependent on the quality of using synchronous or
asynchronous electronic communication tools. (Damian & Zowghi, 2007, p.4).

One of the issues that may appear, according to Damian and Zowghi, is distance. Where
employees at the head-office can experience day-to-day communications with peers, managers,
executives and friends, those who often travel or are employed externally miss out on these
experiences. To communicate with the head-office or other departments, the external employees
will have to rely on other means of communications. This is one of the issues of this thesis, to
examine communications between the externally employed people and their company, as well as
the particulars of having people working at sites located in other companies.

While communications is one area that will be analyzed, an area which has seen far less research
is the concept of multi-site organizations. Most available theoretical approaches to the field
concern the software industry (Chudoba et al., 2004; Damian & Zowghi, 2007; Herbsleb &
Grinter, 1999). While there are studies of organizations utilizing multiple sites in their modes of
operation (Dahl, 2010; Zedtwitz & Gassmann, 2002), this thesis deals with the particular issue of
organizations having groups of employees situated in companies that have bought and installed
equipment that needs regular servicing. The employees, while being employed by one company,
spend their work days at another company, also called resident maintenance crews (Schäfer,
n.d.).
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Employees at multi-site organization almost never experience a daily routine with the head
office. Principally, those employed at multi-sites carry out their work in a separate location to
that of the head office, which means their day to day operations are among people from another
company, and not the one they are employed with.

Managing internal communications in multi-site organizations may incur challenges as
mentioned earlier. Whether or not these challenges actually pose any serious issues, is something
the analysis will delve into, however according to several of the sources laid out so far, this is an
area that will need some attention. Damian and Zowghi mentions the possible challenge in
communications distances:
As a result, distance may exacerbate fundamental […] problems such as poor
communication among stakeholders, as well as those due to factors of political,
organizational and social nature (Damian & Zowghi, 2007, p.1). Global organizations
face challenges in enabling effective on-going communication between headquarters and
remote development sites (Damian & Zowghi, 2007, p.1).

Following up on some of the points made earlier by Damian and Zowghi, distance may make
fundamental problems worse within a company. Poor communication, political, organizational
and social issues may be exacerbated due to distance. This is not to say that issues will always
appear, however if certain areas within a company have experienced problems, these may be
made worse due to distances between departments and peoples. Additionally Damian and
Zowghi mention that challenges may hinder effective on-going communications, which in
conjunction with distance issues, may have an impact on external sites that can affect, amongst
others, performance.
Several authors mention the importance of internal communications and its impact on
performance (Croft & Dalton, 2003; Farrant, 2003; Hatch et al., 2008; Smith & Mounter, 2008;
Varey & Lewis, 2000; Wright, 2009). The theoretical problematic of distance between
organizations‟ locations and the potential influence this can have on organizational/employee
performance will be analyzed in this thesis. Additionally, it has been suggested by several of the
authors mentioned earlier that distance and barriers to communication may exacerbate
problematic issues, further distancing company and external sites. To analyze these aspects, a
case study will be drawn upon for increased knowledge and to provide insight into the particular
and special case of having employees working within other companies.
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The logistics company SSI Schäfer (will be referred to as SSI) will be drawn upon as this thesis‟
case study. As a major player in the field of logistics, this is an excellent player to use for a case
study, as they are heavily utilizing multiple locations and diverse employee groups. SSI is
currently one of the largest providers in the world within the field of logistics, installing fully
automated pallet storage and retrieval machines and specialized conveyor belts. Translated this
means, SSI Schäfer installs large halls with room for a great deal of pallets, as well as installing
automated cranes that can plot in and retrieve these pallets for easy storage. The company also
installs conveyor belts upon which these pallets can run from a storage area to a packing area,
where personnel can pick up and pack orders for shipment. However, as fully automated
solutions are installed, service technicians and personnel are required to maintain and keep
operational the machinery installed, which consequently means having employees situated and
working in other companies. For example a company choosing to upgrade their storage facility
by installing several automated cranes and conveyor belts, can opt for a resident maintenance
service crew. This is a particular arrangement where the deliverer, will supply a service crew.
The service crew is employed and made available by the deliverer. The crew‟s workplace will be
within the company buying the equipment, to perform maintenance on the newly installed items.
In reference to the case study, this would mean SSI would sell and install SSI cranes and other
equipment, they would employ an SSI service crew within the buying company and make sure
the installed equipment has as high uptime percentage as possible. A noteworthy point to make
here is, when it says SSI cranes, it literally means that the cranes have been created,
manufactured and delivered by SSI, which is one of the reasons why a residence maintenance
crew is a good option, as the crews knows the specifics/electronics etc. of the machinery.

Of the case study that will be used, the particular feature of having multiple service sites may be
particularly exposed to communications issues, as distance will always be present between
headquarters and the sites, in this kind of organization. One of the issues, as mentioned
previously by Damian and Zowghi, is that distance also introduces barriers to face-to-face and
informal communications. This means employees at sites, mainly experience communications
with their fellow service crew members, and the employees from the company with which they
are situated. The main source of communications with their own company would be through
asynchronous tools such as telephone, e-mail etc. The lack of face-to-face communications,
however can be troublesome, as according to Farrant this is the most effective and important
mode of communication. He delves a little into, what could be seen as a psychological
12/108

perspective of the importance of face-to-face communications, as he mentions face-to-face
communications as being, perhaps, the most preferred and effective form of communication,
which gives employees a chance to communicate with managers their feelings and ideas
(Farrant, 2003, p.50). If, as Farrant suggests, face-to-face communications is the most preferred
and effective mode of communications, then this could possible create or exacerbate issues at
multi-sites exempt of interactions with their head-offices. While this thesis will not delve into
psychological theory, one aspect will be mentioned as to portray possible issues on a more
personal level. Catherine Casey has explored certain issues that can arise from personal
discomfort, insofar as there are particular organizational discrepancies towards one‟s personal
convictions. During a study of a large organization, she encountered several psychological
discomforts regarding implicit organizational codes of behavior and conduct:
Many employees representing all rankings […] reported feelings of stress from the
demands of mastering the skills and competencies of integrated, complex, and
responsible work. […] psychic discomfort and anxiety is normalized and legitimized by
the new culture […] Individuals unable to successfully adapt to the new cultural
conditions […] are told that they “do not fit with the culture” […] Individuals who
possess more of the […] undesired character features […] tend to experience increased
intrapsychic conflict and alienation (Casey, 1999, p.167).

As mentioned here by Casey, employees may experience discomfort towards particular company
policies. Relating to the practice of multi-site organizations, employees at multi-sites may
experience issues regarding a number of things: lack of face-to-face communications, the amount
of information received concerning organizational matters, needing to adjust to this particular
organizational form, knowing who to report to or perhaps having a fractured sense of who they
are working for – these could be issues that can create or exacerbate communications issues.
Below can be seen a rudimentary connection between, employer, site crew and buyer and how
these three are connected.

The various issues that can arise when organizations have multiple location, is an interesting
field. For the employees at these sites, it can be difficult to get a feel for who you are working
for, where your place in the organization is. While internal communications can assist in keeping
internal assets together, it may be difficult to continually keep the company‟s spirit/brand at
multi-sites, as Darren Dahl puts it in an article at a business based web page Inc.: “Out-of-siteout-of-mind syndrome. When things get busy at your primary location, it can be hard to give
your employees based at other locations the time they deserve” (Dahl, 2010). As Dahl puts it, it
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can be hard to give the deserved attention to multi-site locations and this is particularly
problematic as it may incur several of the issues mentioned earlier. The theory to be used and the
possible problematic issues discussed so far brings about a research question for this thesis to be
analyzed:

In multi-site organizations, how do employees experience and enact upon the fact that they
are situated in companies, away from their own, that do not employ them?

The problem field described above focuses on employees at multi-sites and how they experience
being away from their own company. The thesis will deal with experiences and how they are
enacted upon, as employees are situated in one company while being employed by another, being
around employees each day from another company, while never (or rarely) seeing people from
one‟s own company.
Initial research will focus on employees at multi-site locations, in the form of qualitative
interviews, in order to establish how employees experience and enact upon being situated away
from their own company. This thesis will use theories relevant for analyzing how multi-site
organizations function internally, for how organizations are structured and to investigate the
relationship between company head-offices and their external locations.
Continuing hereafter, the methodology of the thesis will be explained as well as looking at a
research design.
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Methodology
In this section I will explain my paradigmatic stance of philosophy of science and how this
affects the thesis. Concluding the philosophy of science stance, the research design for this thesis
will be discusses as a precursor to the methods of the theoretical application in the analysis.
Additionally, the interview guide to be used in this thesis will also be mentioned, as to how it is
shaped and which considerations have been made in its creation.

Philosophy of Science
The following sections explain my stance on ontology, epistemology and methodology. As a
neo-positivist this thesis will reflect how I conduct my research, how I analyze uncovered data
and ultimately how things are generally viewed. Although unattainable, a real world does exist
out there, which should be approximated as closely as possible. The continuing sections will
explain the research methods of this thesis and how the truth is intended to be approximated.

Ontology & Epistemology
As a neo-positivist, this thesis will be influenced by an ontological stance that acknowledges
that, reality is: “driven by natural laws that can be only incompletely understood” (Guba, 1990,
p.23). The attainable reality and the ultimate truth, however, are two different things. Although
an ultimate truth does exist, imperfect sensory and intellective mechanisms (Guba, 1990, p.20)
prevent humans from truly perceiving it. One can never be sure that the truth has been
uncovered, but it is certain that it is out there, which invariably means research has to
approximate as near a truth as can be found. The findings of this thesis will therefore not be
evidence of the ultimate truth, however it will depict as near a truth as can be triangulated, by
different interconnected researches. Reality exist but can never fully be understood, therefore in
a critical realist point of view it is essential to be critical of one‟s work. One can never be sure
that the ultimate truth has been uncovered, the ontology, epistemology and methodology of neopositivism tie into the critical realism point of view, in that it is essential to appropriate as near a
truth as can be uncovered, which consequently means one has to be very critical in their research.
Critically examining and triangulating research is therefore a very important aspect of neopositivism.
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Epistemologically, it is recognized that objectivity cannot be achieved in an absolute sense.
However as a “regulatory ideal”, it can be approximated by striving to be as neutral as possible,
by revealing personal predispositions and by critical reviews (Guba, 1990, p.21). While the
regulatory ideal is to be as objective as possible, it will be more difficult to achieve in this
particular case study, as I have been an intern with SSI for 5 months and have acquired intimate
knowledge concerning the internal communications among locations. Though it can be argued
that having been an intern in the organization, has given me a unique access to the particular
field of communications and employee mindset that is present in the SSI organization, which
may be more difficult for an outsider to spot.
In a neo-positivist epistemological sense, findings emerge from the interaction of interviewer and
interviewee (Guba, 1990, p.20), however as mentioned I have an already established connection
to the case study and the multi-site location. In an effort to appropriate as near an objective thesis
as possible, my predisposition towards SSI and its multi-sites is laid bare.
On the basis of my already acquired knowledge and kinship to SSI, my research methods will
reflect upon this. In lieu of the detached observation form, I acknowledge that I cannot be
distanced, but rather play a participating role. The particular participatory role is described in
“Valg Der Skaber Viden – om samfundsvidenskabelige metoder” in a chapter by Bodil
Blichfeldt and Britt Hansen concerning Action Research. They explain (Voxted, 2008, p.237)
that the approach to action research is participatory, that the research in itself is a source of
influence and lastly that any data uncovered will be as a result of interaction with participants,
and not distanced observations. Admittedly this will also be the case in this study, as I have
previously been to the location of which will be performed interviews.
A second concern, as it is necessary to strive to be as neutral as possible, one of the means of
attaining this goal is by relying on critical tradition, which requires any inquiry to be consistent
with the existing scholarly tradition of the field (Guba, 1990, p.21). However, as noted earlier,
the existing field of multi-site organizations is very limited and has seen few scholarly articles.
As a result of this, it will be more difficult to attain the level of objectivity achieved through
critical tradition. While there are few sources available, the field is not non-existing, which
means this thesis will attempt to be as consistent with the current scholarly field. A note here is
to point towards the neo-positivist methodology most of the important advances of science have
been made via the creative discovery route (Guba, 1990, p.22), consequently this means that the
few existing sources within the field will be relied upon for critical tradition, while new
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discoveries may be made that has not yet been through the process of verification. Insofar as this
might happen, there will be something for future researchers to advance upon.

Methodology
Mentioned earlier, the methodological approach emphasizes critical multiplism, to base findings
on as many sources of data, theories and methods as possible, hereby diminishing personal
influence and distortion of findings (Guba, 1990, p.21). This thesis will be based upon several
sources, although the particular field is scarcely covered, existing literature will be drawn upon
for initial knowledge and to form preliminary knowledge of the issues connected to multi-site
communications. Methodologically it is important to depend on grounded theory, which is why it
is important to bring in as many sources as possible to triangulate information and discoveries, in
order to minimize discrepancies in one‟s field work and analysis. Utilizing grounded theory,
executing inquiries in more natural settings and using more qualitative methods are necessary
means to make sure to acquire as natural and accurate readings as possible. Qualitative
interviews will thus be carried out in natural surroundings, which mean they will be executed at
the multi-site locations where the employees work.
As a neo-positivist, critical multiplism is an important factor in the methodological
considerations that go into a thesis. It is important to utilize grounded theory and qualitative data
to more precisely analyze multi-site organizations. However, it is acknowledged that there are
limited sources in this particular field; therefore it is necessary to support initial findings and
theory, with qualitative data. A large proportion of available data concerning multi-site
organizations, deals with issues in the software industry and its demand for effective ongoing
communications. While this thesis deals with a type of company completely different from the
software industry, similar problematics may be found in both types of industry. Given the
amount of resources available in the scholarly community dealing with this particular field, the
data will be collated and critically analyzed. The initial data will assist in forming qualitative
interview guides that will be designed both to challenge existing data as well as to uncover new
information.
The necessary triangulation of data, however, will depend on several sources. The initial data
will provide a theoretical framework, which will be tested through qualitative interviews; the
data collected through the interviews will provide secondary data and thirdly theories of internal
communications, branding, organizational culture and enacting will assist in triangulating and
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critically assessing multi-sites. Recognizing that there may be fallacies and discrepancies in and
between data gathered, these will be revealed and critically discussed.
Methodologically, neo-positivism puts emphasis on as many sources as possible. While it is
necessary to include qualitative as well as quantitative from a critical multiplism standpoint, this
thesis will not include quantitative studies. This will impact the quantifiable aspect of the
research, meaning the research cannot be generalized. However, the research and analysis, will
attempt to qualitatively investigate how employees at multi-sites, experience the fact that they
are away from their own company.

Philosophy of Science Considerations
Before venturing into the research design this section will mention some of the considerations
made within this thesis‟ philosophy of science. As a neo-positivist there are several aspects of
research that assists in securing optimal processes and data. As may have been apparent in the
philosophy of science section, there are several areas where this thesis‟ research is found
wanting.
Epistemologically it is necessary to strive to be as neutral in researching as possible; however, as
Guba points out (Guba, 1990, p.20), it is impossible to step outside the pale of humanness while
conducting inquiries. This means that findings emerge from the interaction of inquirer and
inquired into. However, objectivity is nevertheless a regulatory ideal, which can be approximated
by revealing own predispositions, as I did previously, as well as relying on the critical tradition
of the scholarly field. The consideration towards objectivity is the weighing of connected and
possibly detrimental factors. Firstly, while this has been revealed for the reader to make
whichever desired adjustments, I have an already established connection to SSI and its multi-site,
which may impact the data gathering and research. As a way of aspiring to be as neutral as
possible, in revealing any predispositions, a secondary means of objectivity is to ensure any
inquiry is consistent with the current scholarly tradition of the field. However, since the current
scholarly tradition of the field is currently very limited, this may impact the objectivity of the
research. Consequently, this impacts the thesis in that revealed predispositions alone is not a
safeguard for neutrality, as consistency with the scholarly field is the prime method for
objectivity, through critical tradition and critical community. As the scholarly field is limited at
the present time, achieving objectivity through critical tradition and critical community is made
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more difficult. However, as noted earlier, the current available scholarly field will establish a
point of origin for the scholarly field despite its current limitations.

In addition to the considerations of objectivity and critical tradition, there is a rather large gap in
this thesis‟ research methods. Neo-positivism addresses certain imbalances that have emerged in
the zeal for achieving realistic, objective inquiry (Guba, 1990, p.21). One of the imbalances that
neo-positivists try to redress is the imbalance between preciseness and richness, which means
research should be a mixture of quantitative and qualitative methods. However this thesis is
limited by only having qualitative interview data, which consequently impacts the quantifiable
portion of the data. In an already limited scholarly field, attaining quantitative data can be
difficult. Though prior connections to SSI will yield admittance to a multi-site, it will be
troublesome to quantifiably produce data, as there is a limited amount of employees working at
the site. In an attempt to rectify the imbalance between qualitative/quantitative, the qualitative
gathered data processing will be consistent with the existing scholarly tradition (despite of the
field‟s current limitations). Additionally, theoretical application of communications and branding
theory is intended to provide secondary data. A triangulation approach between the researches is
intended to bring forth reliable data.

The methodological considerations described herein, can be seen in the research design in the
following section.

Research Design
The current scholarly community has seen a limited amount of research concerning the field of
multi-sites, the utilization of employees situated away from one‟s own company and specifically
how employees experience this type of workplace. As a result of the limited current research, the
research design will reflect upon this, as information gathering is a requirement for further
analysis of this particular field.
As mentioned previously, as it is important to gather knowledge about this topic, current
scholarly research will be gathered to from a basic understanding of the field. It is the intent that
qualitative interview guides will be formed to carry out interviews of employees at a multi-site
location. As I have an already established connection to SSI and the multi-site location, I will
take a more participatory role rather than an objective, nevertheless hewing to objectivity as a
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regulatory ideal. While I have an already established connection with the head-office of SSI and
have spoken repeatedly with the site manager during the course of my internship and have
visited the location of the multi-site, I do not have an intimate knowledge of the employees at the
site. The respondents of the interviews are people that I do not know, nor do I have any insight as
to how they perceive their working environment. This means that I have acquired knowledge
about the location, about the manager and specifically about the working environment, but I have
not acquired knowledge about the employees and their attitudes towards their work. Striving to
be as objective as possible in conducting interviews, will thus be more attainable without having
prior kinship to the employees.

The desired intent is to form a triangulation of knowledge and information from, initial research,
to the data that will be uncovered from qualitative interviews to the application of theories. An
initial theoretical approach will not be utilized herein, as it is necessary to acquire knowledge
beforehand. Methodologically the interviews will be conducted so that theory is the product
rather than the precursor of this inquiry (Guba, 1990, p.22). Theory will be drawn upon, as data
is uncovered through the qualitative interviews. Internal communications and branding theory
can be utilized once a grounded empirical data collection has been gathered.
The research design for this thesis can be seen below in Figure 1. The flowchart should reflect
the desired progress of the thesis, from information gathering to the analysis.

•Initial research and
knowledge
gathering

Forming an
interview guide

Utilization of
theory
•Qualitative
interviews at multisite location

•Analysis of
empirical data and
theory

Conclusion

Figure 1
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Visible from the flowchart above, the first step is to acquire a basic knowledge gathered from the
existing scholarly field within multi-site communications. While the initial data will provide an
expanded knowledge base, as well as being the focal point of creating an interview guide, it will
also provide a point of departure for triangulation of data. While the existing scholarly field,
albeit a limited one, is useful for triangulation it is necessary throughout the thesis.
Having been granted the opportunity of visiting the multi-site location of SSI, it is possible to
generate qualitative data from interviews of the employees. The research subjects have been
hired by and is working for SSI, but they are physically situated at another company, in this
instance they are working at the Carlsberg brewery in Fredericia Denmark where they perform
24/7 maintenance on SSI installed machinery.
Application of a theoretical perspective once interview data has been collated and processed may
yield additional points of view to any issues that may exist. Theories with a communicative core,
can assist in understanding and interpreting the multi-site organization, from the point of view of
the employees. How they experience being away from their own company, how it is working
alongside employees from another company and not their own etc. are some of the questions that
may be answered. The analysis will conclude upon the research that will be unfolded throughout
this thesis and will take into consideration the triangulation of data and various perspectives that
have been presented.

Theory
The theories that will be used in the thesis are meant to assist in researching the problem
formulation concerning employees at multi-site locations. In order to go in-depth with
understanding this particular group of people, theories have been included that allow for
precisely this. To research how people in organizations experience and enact upon their
situations, several theories have been found necessary to include as they are at the root of
understanding these principles. The overarching theory of organizational culture provides insight
into how groups of people form cultures, indeed how cultures and sub-cultures within
organizations are formed and maintained. In order to further research the areas of multi-site
organizations it is essential to acquire the necessary knowledge of the culture and possible subcultures the organization may have.
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The different theories will be utilized in conjunction with one another, as the fields with which
they deal with are very much interconnected. The overarching field of organizational culture,
from which the additional theories of internal communications, branding and enacting originate,
will be utilized to gain an understanding of culture of organizations as a whole, and to delve into
sub-cultures that may exist. As the organizational culture theory provides insight into the cultures
that form between peoples, it is intended to be used in the analysis to understand how multi-site
location employees experience and enact upon them being away from their own company. The
first step of understanding the employees and through this any possible issues that may be
present, is therefore to try to understand the organizational culture and any subsequent subcultures that may exist.
In practice the theory will be applied to the data gathered from qualitative interviews with multisite employees. Certain groups of questions, some overlapping with other theories, are drawn
upon to draw out as much detail of the employees‟ culture(s). The organizational culture theory
will hopefully also be a useful tool in deciphering any distinct cultures that may be found in such
organizational cultures. It is going to be the preliminary tool for discerning how multi-site
organization employees experience being in another company, the data collected using this tool
will be useful with the following theory to be used, internal communications.

Internal communications theory utilize many of the concepts of organizational culture theory in
that it is essential for a shared understanding to be present in order for an organization to be well
functioning. With a basic understanding of how cultures and sub-cultures form and exist in
organizations, it may be possible to analyze how these cultures communicate internally and
externally and whether or not it is an influential factor in organizational performance.
Internal communications theory will be used in the analysis to try and show how communication
is carried out at multi-site locations. More so, it is intended to show the point of view of the
employees, how they perceive communications within their own group, but also how they
experience communication between their group and the head offices. The intended purpose of
the internal communications theory is to show how multi-site employees may “feel”, being away
from their own company. Communications may be an indicator of positive as well as negative
aspects that come about when people interact, which is why internal communications tools may
provide insight into the mindset of multi-site employees.
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Another offshoot of the organizational culture theory is branding theory, while this notion is used
rather interchangeably it stems from the common ground that the tools, and benefits, cannot be
attained if there are no shared goals, ideas, experiences and a view of where the organization is
headed. These commonalities are also to be found within the theory of branding, as it is essential
for employees to have a shared vision of the overarching direction of the organization, without
which a shared brand cannot exist. Unlike the other theories in this thesis, which very much deal
with how people experience, enact and communicate with one another, branding deals with
having a shared vision, in a over generalized sense. Admittedly, communication also plays a
large role in branding, though internal communications‟ aim is to promote clear channels
between employees, managers and top management in order to promote a tangible connection
between every part of a company as well as to promote employee satisfaction. Branding tries to
put to use the coordinated efforts of, among others, internal communications in order to establish
and maintain a shared common image that can be presented to external audiences for fast
recognition.
The analysis in this thesis will deal with a basic research of employees‟ understanding of the
multi-site organizational brand, whether or not they have a shared idea of what it entails. In order
for the case study organization to rely upon its brand to be exposed by its employees, it is
essential to actually find out if they know what to project. The intended purpose of the analysis is
therefore to establish how the employees experience the brand and to delve into how they
mention the organization when among employees from the organization where the multi-site
team is located, as well as when they are among friends and family. In essence, the branding
research will try to see if multi-site employees understand the brand and eventually even be able
to fulfill the role of branding agents

The last theory to be used in this thesis is enactment, in general terms the theory deals with how
people enact upon the things that happen around them. Dealing with organizations and in
particular the cultures that are created through interactions, assignments, understandings of one
another, enacting theory assists in discerning how people make sense of their surroundings.
When dealing with an organization structure that incorporates multi-site locations, enacting
theory can be drawn upon to find out how employees experience being employed by a company
while physically working at the location of another. Closely connected to organizational culture
theory, enacting theory looks at the reciprocal exchanges between people through which
organizing is an attempt to decipher these exchanges. In the context of the thesis, this theory can
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be utilized to look into the exchanges that are made within the confines of the multi-site location.
To assist in answering the problem formulation, looking into the employees‟ environment and
the actors that regularly appear in their atmosphere can help analyze how the multi-site
employees enact and experience their particular working situation. In conjunction with the
organizational culture theory, it may be possible to discern any issues that may exist.

Interview Guide
Before going to the Carlsberg site, a former manager of a multi-site location was interviewed,
both to test the length of the interview but also to see what kind of information could be procured
using this particular set of questions. Overall the interview went quite nicely, relevant
information was indeed gathered, however the main concern was the length of the interview
which with 50 minutes run-time was too lengthy for the Carlsberg site, therefore it has been
deemed necessary to limit the questions, cutting several questions that yielded similar responses.
The qualitative interview guide has been constructed with the purpose of having 30 minute
interviews with multi-site employees. While in-depth interviews are usually more time
consuming to get to the core of each respondent, a limit was set by the multi-site manager as
both interest and work related issues may arise if the interviews were to be any longer.
The respondents of the interviews are employees of SSI Schäfer at their multi-site Carlsberg. The
site runs several teams, with approximately 8 hour shifts with varying personnel coverage, about
ten at peak hours. To make sure the respondents were going to be interested all the way through
the interviews, while hoping to get relevant data I agreed to set a limit of 30 minutes. Though the
interviews are not as lengthy as could be hoped for, it is hoped that the preliminary kinship with
the site can make up for some of the loss of time.
Prior to traveling to the multi-site Carlsberg, communications were established with the team
manager in order to set up a group of respondents. While admittedly this is not representative on
a large scale, it is hopefully able to yield a smaller picture of how multi-site employees
experience being away from their own company. However, as the interviews were carried out
several issues had unfolded at the plant that made one interview impossible, which consequently
meant that only seven people have been interviewed. Regrettably this is lower than anticipated,
however it is hoped that the participants‟ opinions and feelings towards their working conditions
may be an indicator of how things may be.

24/108

The interview guide has been structured around the theories that are to be used in the thesis and
deals with issues within the fields of organizational culture, internal communications, branding
and enacting. The various theories have several applicable hypotheses about organizations and
how they function, the various theories each deal with their own fields of expertise that look at
specific areas within a company. Some of these hypotheses have been the basis for the interview
guide as it is intended to research how these theories work within a multi-site organization.
While the preliminary group of questions merely focuses on establishing a more personal
relationship with each respondent, the ensuing questions are there to delve into if/how a multisite differs from a “regular” organization, from the point of view of the theories.

The interview guide was, as mentioned, formed on the basis of theoretical principles and draw
upon questions that are supposed to acquire knowledge of how multi-sites operate in comparison
to how, according to theory, a well functioning organization operates. Key points of included
theories were formed into questions and utilized in the first interview of this thesis. The first
draft had undergone several minor corrections but was first tested on a former multi-site manager
(future reference will be referred to as – external site-manager), in order to both acquire
knowledge about multi-sites and the usability of the interview guide. Following the first test
person, several alterations were made to the interview guide; mostly these were reflections of
repeated questions, where the answer would naturally from other questions. The interview guide
that came out of these alterations, was the one used at the multi-site.

Limitations of the Interviews
A primary concern of the interviews that were performed was how long they would be able to be,
with only 30 minutes of run-time, it is recognized that it is more difficult to obtain the in-depth
knowledge that can be gained from longer duration interviews. Though admittedly it is to be
mentioned that interviews with a too long duration with this particular group of respondents may
create discrepancies, as (according to their manager) their interest would quickly drop to a point
where they would not care much. Despite this, it is recognized that it may become an issue that
the interviews could not be longer than 30 minutes.
An additional issue that severely affects the ability to generalize is the number of respondents
and the locations from which they hail. In addition to the manager from the former multi-site,
only one site will be interviewed. Sadly, the number of SSI Schäfer sites currently in operating
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status has been dwindling, some of their larger sites have been closed down in order for the host
companies to take over maintenance themselves.
While several foreign sites are handled by the Danish subsidiary SSI, it would be a highly costly
affair to seek out interviews in these locations. Therefore the scope of the interviews to be used
in this thesis will be limited to the respondents that could be reached within reasonable distances.

Interview Data
As it is important to only draw upon material that will be relevant to the analysis of this thesis, it
has been attempted to acquire as much data as could be attained in order to properly answer the
research question. The data that will be collected through the qualitative interviews will be
collated and compared to the theoretical approaches of the theoretical field. As mentioned the
questions that are in the interview guide are closely knit to the applied theory, which should
make comparison easier.
The analysis is intended to reflect how a theoretical approach to organizational structuring may
lead to positive effects of a company and overall compare these approaches to data gathered
from the qualitative interviews. The idea is to utilize theory as a framework for successful
businesses and then to view how the employees at the multi-site experience their kind of
organization and then to analyze upon any discrepancies that may appear. The overarching point
is to find out if there may be issues in having this kind of organization and if so, where the issues
arise.
The interview data will be gathered from a total of seven respondents, an external-site manager
and the manager and five technicians from the Carlsberg site. The five technicians have similar
work responsibilities, though there are two different teams, which are service and operations
technician. However, as several of the technicians reported, they often shift between the teams,
which in essence mean the distinction between the technicians is practically non-existent for the
purpose of differentiation.
The interviews will not be transcribed, however quotes used can be found in Appendix 3, where
they have been translated from Danish.
The interview data can be found on attached CD-ROM, on the last page of the thesis.
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What the Interviews are not
As it is recognized that there are inherent differences within each organization, the data collected
in this thesis will not be able to show a representative image of employees at multi-sites. There
may be multi-site locations that experience things completely different than the one from which
this thesis' respondents hail. However, the intended purpose of the data collected is to provide
information about possible outcomes of how multi-site may operate.

Interview Considerations
An essential aspect of conducting the interviews in this particular case is to ensure complete
anonymity for the participants. While it may be highly unlikely that any adverse condition would
affect the participants, it is deemed essential to make sure they could speak as freely as possible,
without fearing reprisal of any sorts. Apart from keeping a few details in order to ease indexing
and locating needed information, no records will be kept. This influences how the respondents
will be listed in the analysis, they will not be named but rather be listed simply by Technician 15, and the two participating managers will be listed as external-site manager and site-manager.
This is to ensure, none of the respondents can be pointed out for revealing their opinions and
feelings.
One additional aspect of interviewing at this particular site was the fact that they have just gone
through an employee cutback period, which may create deviant answers, or in other ways affect
their position towards their own company as well as towards the multi-site company.

The Analysis
In order to answer the problem formulation in the analysis, it has been the intent to draw upon
several theories that are used within the field of organizational culture. The field this thesis deals
with, is not problematic per se, however it is an exploratory research to establish the conditions
with which employees are faced on a day to day basis. Therefore, is has been deemed necessary
to draw upon theories that will facilitate an understanding of organizations as an overarching
term and to understand the people that comprise these entities. Organizational culture theory,
internal communications, branding and enacting theory will be used in order to analyze upon the
data gathered from the thesis' qualitative interviews.
As the elements of culture, communication, branding and enacting all work within the others'
field, the analysis will hope to highlight how things work at multi-sites. The intended outcome is
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to show how multi-site's communication function with their head-offices, how the organizational
culture is established, maintained and evolved upon, when people are not only grouped
separately in department, but are also geographically separated. This particular aspect is
considered highly interesting, since in regular organizations different groups/departments have
the opportunity to interact with each other, and depending on the organizational investments into
the more social aspects several things can be done to increase personal relationships. Arranging
events, parties, team-building, breakfast with all departments are but some of the possible steps
that can be taken to help create an organizational spirit. However in multi-site organizations it is
exponentially more difficult to arrange shared events, the further away the various locations are
in relation to one another. This is one aspect that will be analyzed upon, to see if distance is
indeed a barrier to communications and personal relations, including personal relations to the
company itself, the brand and “ideology”.
In order to answer the problem formulation, the analysis will look into the organizational culture
that exists at multi-sites, in order to see how the site is part of the overarching culture. This
means that the site will be analyzed upon in relation to how they experience themselves within
the organization. To see if they see feel part of the larger SSI Schäfer organization, or if they see
it in lesser proportions and feel part of the service and maintenance department, or on an even
smaller scale and just feel part of the particular team on site (or if is a mix between the various
sub-cultures). This is essential, as establishing where multi-site employees feel a belonging is
highly influential in how employee enacts and communicates within an organization.

Processing of Data
Data processing can be a difficult aspect to deal with, in some cases the sheer amount of time
consuming data can be overshadowing to one‟s analysis. In order for this thesis to have an
overarching picture of the information gathered, it will be processed via a meta-matrix to create
order and structure. A much needed and necessary availability of information comparison
between the respondents is created through a meta-matrix. In the lines of what is mentioned by
Mays et al. (2005, p.11) mention, a matrix of all respondents will be made, whereas they mention
individual matrices to be joined in a larger matrix, this thesis will handle the data in óne large
meta-matrix, as the essential overarching understanding of multi-site employees is in focus.
What follows is a quote from Mays et al. describing meta-matrix data analysis and the use
hereof:
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[D]isplaying the [respondents] together in a meta-matrix to allow systematic
comparisons. Faced with an unwieldy data set the analyst can standardise and reduce the
data by sorting, quantifying and collapsing them into analytic categories which can be
displayed together on larger meta-matrices (Mays et al., 2005, p.11).

Mays et al. mention the use of these matrices to order together respondents‟ data, so that the data
can be systematically compared. The data can, as they mention, be collated and reduced into
analytic categories, which consequently impacts the effectiveness of data processing. The metamatrix to be used in the thesis has been formed by the principles described by Mays et al., with
the intention of creating a concise, reliable and structured data collection. Refer to Appendix 2
for the meta-matrix (data is handwritten).
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Theory
This section will describe the different theories that will be used in this thesis. Firstly the theories
will be shortly introduced, and in the following sections they will be explained in depth.
The first theory to be explained will be concerning organizational culture, which in essence deals
with the overarching concept of people in groups having distinctive cultures. As the research
field of this study is to illuminate how employees at multi-site organizations experience the fact
that they are away from their own company, it is essential to draw upon a theoretical
composition that will allow for the understanding of the people in this kind of situation.
Organizational culture theory looks at the people within organizations and the cultures they make
up. As it becomes more tangible to comprehend how people interact and what motivates and
drives people, it similarly becomes more tangible to research the aspects of internal
communications and branding, as they are very much connected to the theory of organizational
culture.
Internal communications theory will be included, on the premise that multi-site organizations
have several “cells” deployed across a country (or even worldwide), and that communication to
and from the head-office and the site requires attention. This premise is built on factors such as
time differences hindering instant messaging, lack of face-to-face possibilities and routine modes
of operation within the sphere of one‟s own company, etc. Though, whether or not these factors
actually pose any real (or serious) issues, cannot be claimed until the research has been carried
out. Therefore this theory will be included to fully analyze the internal communications aspect in
multi-site organizations.
Branding as a means of communicating company values and overarching direction of the
company unto employees, facilitates an understanding of one‟s employer and of the values you
promote through one‟s work. This theory will assist in portraying a brand, as a means of internal
communications and to further help the analysis. Emphasis is given to the fact that while
maintaining and promoting a brand internally, multi-site organizations employ a scattered
organizational structure, which has to be accounted for. Consideration also has to be given to the
fact that, multi-sites are deployed and operate in the care of other companies, which means the
site crews have their day-to-day operations amongst employees from other companies. The
difficulties in maintaining brand loyalty in these crews is something that will be looked into in
the analysis. This section will compliment the section internal communication, as branding looks
at this particular aspect from a different angle, with differing goals and results.
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Lastly the theory of enacting will be drawn upon as the theory utilizes aspects from all of the
above mentioned theories. In order to fully understand and apprehend how people actually
experience their environment and their surroundings and this theory assists in doing so. With
internal communication and branding, and the overarching organizational culture theory,
enacting will look at these in relation to each other to see whether or not there is a connection
and to see where the employees actually feel a belonging.

Organizational Culture
To attain an understanding of how people in multi-site organizations experience being part of
“two worlds”, organizational culture theory will be utilized as an approach to discover if there is
a distinct culture present at multi-sites. Insofar as there are, to see how this affects the
employees‟ experience of being away from their own company, if at all. Edgar H. Schein (1990,
p.111) defines organizational culture as something: “a group learns over a period of time as that
group solves its problems of survival in an external environment and its problems of internal
integration”, as can be seen by the brief definition culture is something that a group of people
pick up over time as problems are solved and the people become more integrated with one
another. Possibly, it could be theorized that multi-site employees may be more predisposed to
experiencing a tightly knit culture, as these groups are often relied upon to solve problems of
mechanical failure etc. as well as acknowledging that these communities may only have each
other to rely upon. While it is only theoretical that they may be more predisposed to having a
tightly knit community, the groups do have to solve external problems of machinery at their site,
as described by Schein, which could suggest the possibility for a sub-culture to be formed within
these multi-sites. Sub-cultures are described by Schein as: “As organizations grow and evolve
they divide the labor and form functional, geographical, and other kinds of units, each of which
exists in its own specific environment. Thus organizations begin to build their own sub-cultures”
(Schein, 1990, p.117). From what Schein describes, organizations divide its labor into specific
units that exist in their own environments, which could again be theorized as a predisposition
towards experiencing strong connections with one‟s own team. Indirectly, this may be something
Schein elaborates upon as he speaks about the induction of new members into organizational
groups, he mentions that: “Culture perpetuates and reproduces itself through the socialization of
new members entering the group. […] the organization is likely to look for new members who
already have the “right” set of assumptions, beliefs, and values” (Schein, 1990, p.115), from the
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quote it seems that culture is a perpetual driving force for a continued working force of
likeminded members. Additionally Schein continues to mention that insofar as new members are
likeminded, less formal socialization is needed and even mentions that: “new members do not
“know the ropes” well enough to be able to take and enact their organizational roles, and thus
they need to be trained and “acculturated” (Schein, 1990, p.116), which seemingly explains
how groups may tend to form, persist and share ideals and perspectives. Interestingly, Schein
uses the concept of enacting here, which will be looked into later in the theory section; however,
also mentioned is the necessity for new employees to be trained and “acculturated”. Referring
back to the introduction of the psychological perspective by Catherine Casey, she mentions three
aspects that correlate to Schein‟s idea of “acculturation”. Before going in to these three points a
slight disclaimer will be made, since this thesis will not delve into or utilize on any major level
psychological theories, therefore this particular aspect is only briefly mentioned, to show there
may appear issues when dealing with the difficulties in a job, as well as fitting in with one‟s
peers. When researching and analyzing on the aspect of employees and how they experience the
situation of being away from their own company, it might be beneficial to take under advisement
(on a superficial level) the personal factors that influence organizational cultures. Firstly Casey
mentions that employees may experience heightened levels of stress in relation to the
requirements in the job, this is likely to be a general trend in the job market and not just at multisites, therefore it cannot for certain be claimed to just be a trend within multi-site organizations.
Further analysis is required to find the extent to which multi-site employees may be more
inclined to experience stress. The second aspect Casey mentions is individuals that are unable to
successfully acculturate are told that they do not fit within the culture and thirdly that the
“unsuitable” people tend to experience increased conflict and alienation (Casey, 1999, p.167).
So, the reason for mentioning this is that Schein‟s organizational culture approach sees a
perpetuation in culture via group experiences and recruitment of likeminded people, which
means less formal socialization. However, insofar as employees are hired that are not likeminded
(at least from the start of their employment), they may experience some of the insecurities,
conflicts and alienation mentioned. Consequently this may have worse effects in multi-site
locations as there is only the one particular group at the site, whereas at a “standard”
organization the particular person may seek out alternative groups of people with whom relations
are plausible.
The organizational culture of multi-site locations is an interesting theory that will assist in
understanding and analyzing how employees in these kinds of groups function. Further it is
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essential to discover as much about the culture (or perhaps cultures) of the groups to be
interviewed, as the additional theories of this thesis is very much interconnected to the
organizational culture theory. Internal communications and branding are very much dependent
upon and rely on the organizations culture to be as effective as possible. The continued section
will deal with one of these theories, internal communications where it may be evident why it is
essential to have well functioning groups within an organization.

Internal Communications
Internal communications is a marketing tool for organizations, to assist in creating and
maintaining proper information channels within corporations. Internal communications may be
viewed by many as a sub-category of communications, and the reason for this may be that the
results of its efforts are very hard to report. Statistically proving increased profits for example, as
the outcome of internal communications strategies, can be difficult to prove. However, Farrant
mentions, there is growing evidence to support the idea that internal communications has a
positive effect on company performance.
Looking at other communications theories, there are several links to internal communications
and internal stakeholders as being influential in one‟s external corporate appearance. Corporate
branding, as mentioned in Taking Brand Initiative by Mary Jo Hatch et al., mention the necessity
for coherence between top managers, employees and external stakeholders in order to have a
successful brand. The interesting point they make here, is to be successful your company needs
coherence of visions both internally as well as externally (Hatch et al., 2008, p.11). It is
important for a company to have coherence between what the top manager‟s desires from the
company and what is known or believed by company employees, which is a projection of
internal communications. Although the discipline internal communications is a troublesome tool
to measure in terms of monetary gain or loss, it is an aspect that is accounted for in various
theories as a means for success (Croft & Dalton, 2003; Farrant, 2003; Hannington, 2004; Smith
& Mounter, 2008; Subba Rao, 2010; Varey & Lewis, 2000; Wright, 2009).
A theory that takes into consideration the importance of employees, and implicitly makes
internal communications important, is corporate reputation. While one‟s company may be judged
on a day-to-day basis by customers and the various external stakeholders, there are internal
influences of one‟s corporate reputation that can also be an influencing factor, employees for
instance, are often linked to positive performances of organizations in various ways (Croft &
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Dalton, 2003; Farrant, 2003; Hannington, 2004; Smith & Mounter, 2008; Subba Rao, 2010;
Varey & Lewis, 2000; Wright, 2009). One of the positive influences on organizational reputation
and performance is employee satisfaction, which mentioned is also one of the links in
aforementioned theory of coherence between top managers, employees and external
stakeholders. There are several indicators that point to internal communications being an
important factor in operating a successful corporation. Corporate reputation is an assessment of a
number of aspects, including employees‟ assessment of the organizations performance. Poorly
managed internal communications effort may in some instances lead to negative employee
opinions of a company, which can then affect the company‟s outward reputation.
In the instance of multi-site organization employees, a portion of the people working for the
company, will physically be working at another. But the question is how are communications
handled within multi-site organizations? Needless to say, with all the modern technological
advances, communications can be carried out across borders, defying both distances and time
(travel time, time differences etc.), but the question remains, of how communications are handled
within this kind of organization? One of the aspects involved in multi-site communication is the
lack of face-to-face communications, which mentioned earlier is one of the most effective forms
of internal communications (Farrant, 2003, p.50), so how does this have any bearing on the
people working externally? Referring to the problem formulation, of how multi-site employees
experience and enact upon being situated in companies that do not employ them, the aspect of
communications may very well be a rather large influence on the gap (either negatively or
positively) between the organization and its sites. The next section will go more into depth with
the aspect of internal communications, with a particular interest and focus on face-to-face
communications.

Internal Communications – Face-to-Face
Multi-site locations may experience a form of seclusion from their organization, as the bulk of
their fellow employees are working elsewhere. While this has been mentioned several times so
far, in terms of internal communications this particular organizational structure, may be
predisposed (not predestined) to experience issues of communications or management or even
individual problems on personal levels. Some of the issues mentioned here are drawn from some
of the available material of multi-site organizations (Chudoba et al., 2004; Dahl, 2010; Damian
& Zowghi, 2007; Herbsleb & Grinter, 1999; Zedtwitz & Gassmann, 2002), while some are
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drawn from a psychological level (Casey, 1999, p.167) and some from an internal
communications perspective (Farrant, 2003, p.50; Hannington, 2004; Smith & Mounter, 2008;
Varey & Lewis, 2000; Wright, 2009), which among others deal with face-to-face
communications.
Though there are many technological advances in communications, it is difficult for people
across distances to experience face-to-face conversations. Although video conferencing may be a
viable solution for management positions, it is not very likely that employees are in a position
where they need to confer with anyone else but their on-site manager; therefore insofar as this
holds true, these employees will very rarely communicate with others from their own company.
In the five months where I was an intern within the SSI organization, only site managers came to
the head-office once every one or two months, the employees never did. This is, however, only a
personal observation and therefore cannot be used in any other sense, than to point to the
possibility of there being little to no face-to-face communications between organization and
multi-site locations.
Following the internal communications discussion, a lack of face-to-face communications may
pose, increase or generally affect issues within organizations. While a multi-site location may
experience a good internal communications within the sphere of its site, it may have no relation
to the rest of the organization. E-mail correspondence, monthly news, updates, intranets etc. are
all ways of keeping in touch with locations that are situated away from the core of one‟s
organization, however if the visibility of the head-offices is limited to update messages in
employees‟ e-mail inboxes, the tangible connection between site and organization may be
severely impacted. This particular aspect, among others, is mentioned by James Farrant in
“Internal Communications” (2003, p.51), in that he says it is easy to “hand over the
communications reins” to email correspondence, however in so doing personal relations are
forfeit in exchange for instant communications. It might be wondered why this particular aspect
is mentioned so profoundly, something the introduction of the thesis touched upon very briefly,
not only is internal communications about managing communications between departments,
locations and the people in those places, it also deals with communications between people on a
personal level. Although internal communications might often focus on the professional business
aspect of increasing effectiveness of communications etc., the face-to-face aspect also looks at
communications on a personal level, establishing and maintaining relationships between peoples,
departments and introducing the opportunity for informal discussions. When looking at theories
of internal communications it could seem as if they address communications issues within
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organizations that do not occupy multiple sites and in regards to this it might be wondered if
communication between external sites and head-offices is even necessary. Face-to-face
communications is expressed as a necessary aspect of internal communications for a successful
organization, however as mentioned by Farrant: “Face-to-face communication is […] the form of
communication which most people prefer, both in order to hear from their manager or
supervisor what is happening in the organization, and in order to make known […] their feelings
and ideas” (Farrant, 2003, p.50). Here is mentioned that face-to-face communication is an
important component for people to hear from their manager what is happening in the
organization, as well as being able to reciprocate their own feelings and ideas. Since multi-site
locations have employed managers supervising the team on site, it could be questioned if further
face-to-face communications is necessary since the employees at the sites can report their
feelings and ideas to their manager. Within internal communications, would a manager as the
only link between the head-office and site employees be sufficient in relaying the corporate
brand/identity and feel of the organization? If the employees do not experience any internal
communications or face-to-face communications with their head-offices, but rather only
experience this particular phenomenon within the company with which they are situated, will
they “loose” the organizational identity, the feeling of the brand and company? Or, would noncommunications with their own company, lead them to experience a stronger bond with the
company they are working at? These dilemmas, these wonderings may be why it is essential for
any organization to maintain and keep regular internal communications with all its components
and not “just let the managers do it”. This particular train of thought is also mentioned by
Farrant, in which he mentions the possible negative outcomes of not keeping regular internal
communications and even the risk of alienating certain groups of people if things are not handled
properly. Farrant explains:
Consider the opposite of regular communication […]. One form is to communicate only
in a crisis. The reaction is predictable: „Oh, they (the management) are talking to us; that
must mean some bad news.‟ (Farrant, 2003, p.54)

Here is mentioned an adverse effect that can happen if regular communications are not initiated,
only communicating in times of crisis, which carries with it the consequence of employees only
ever expecting bad news whenever management contacts them or brings any news. This
particular predicament carries with it a rather unfortuitous consequence, as anything related to
management will be negatively viewed upon. This would undoubtedly be an adverse situation for
any organization, which would therefore not be an advisable approach for one‟s internal
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communications management. Having good relations to one of the most important stakeholder
groups, one‟s employees, is a very important aspect for an organization, as several authors
suggests (Farrant, 2003; Hannington, 2004; Smith & Mounter, 2008; Varey & Lewis, 2000;
Wright, 2009). Among other reasons, it is suggested there is a virtuous circle of employee
satisfaction leading to greater customer satisfaction, which in turn leads to even greater employee
satisfaction (Farrant, 2003, p.7). In the case of multi-site organizations, a portion of one‟s
employees are situated within other organizations, this group of people may cast a reflection
(either negative or positive) upon one‟s company, as they will spend a great deal of time among
employees of the “host company”. Within the theories, also to be used in this thesis for example
branding, this may prove to be detrimental to one‟s image, one‟s brand and one‟s marketing
efforts insofar as one‟s employees may be the source of bad reputation. While recognizing that
face-to-face communications with employees at multi-site locations is difficult, due to distances,
it is nevertheless an optimal approach to relaying, conferring and maintaining the company‟s
identity, brand and overarching feeling among the multi-site employees. In conjunction with this,
Farrant expresses several tips for face-to-face communications, of which two will be expressed
here, due to their usability. Firstly he mentions the importance to: “Encourage other kinds of
face-to-face encounter, by making available materials about the organization to act as the basis
for discussions” secondly, he mentions that: “Top people should seek as much face-to-face
communication as possible with people in all parts and at all levels in their organization, via
„town hall meetings‟, small group meetings and „walking the talk‟” (Farrant, 2003, p.61). As
expressed here by Farrant, it is essential to both seek out face-to-face communications as well as
to encourage discussions concerning various aspects of the organization, as brought on by the
availability of company materials. Essentially, emphasis is put on communications between all
levels of a company, encouragement of face-to-face discussions between management and
personnel and maintaining good communications channels throughout the organization.
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Branding
There is a growing focus on the importance of branding, in particular corporate branding, as a
means of standing out, in the vast sea of opportunities that are available for consumers. Branding
is a tool for imprinting publically, the company‟s values and identity. It is necessary to
differentiate oneself amidst the crowd, to stand out from the masses, it is necessary to be exactly
what the consumers want you to be.

The Employee Brand
There are many ways of branding oneself or one‟s products, this thesis will draw upon one of the
newer ways of branding, which relies on employees for exposure, called employee branding.
One definition of the concept is: “the image presented to an organization‟s customers and other
stakeholders through its employees” (Mangold & Miles, 2007, p.77). According to Mangold and
Miles, the employee brand is the image one‟s employees present to the organization‟s customers
and other stakeholders. This quite literally means that one‟s employees are active branding
agents in managing organizations‟ image. In defining a desired image for employees to project,
an organization may be able to enhance their financial performance and gain competitive
advantages (Asree et al., 2011; King & Grace, 2009; Mangold & Miles, 2004). Mangold and
Miles (2005) suggest that successful employee branding impacts organizational outcomes of
employee satisfaction and turnover. Furthermore, they have also found links between employee
branding and customer satisfaction, loyalty and reputation, as well as improving the
organization‟s position with consumers. In conjunction with the previous section of internal
communications, there are two critical elements that are necessary for employee branding to be
effective, which among others requires good internal communications. Asree et al. (2011, p.492)
point out that it is essential that employees actually know and understand the desired brand
image, which undoubtedly requires good internal communications. In order for the employees to
have a clear and sound understanding of the brand image, there needs to be communication
between the employees and managers/top management. Referencing to the previous section,
communications may be difficult when dealing with multiple locations where distances creates
communications barriers, this may produce issues, which would need attention insofar as
employee branding should be successful. In relation to the problem formulation, if employees are
unsure of how they experience and enact upon being located at a site away from their own
company, this may as well hinder the profitability of employee branding, as explained here by
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Asree et al.. Secondly and just as important as the first critical element, is the fact that the
employees must be motivated to engage in the behaviors that are necessary to deliver whichever
desired brand image that the organization whishes (Asree et al., 2011, p.492). While
communicating to employees a desired image to be relayed is something that can be achieved, a
company cannot be sure that its employees will actively participate in the branding process. This
particular aspect is mentioned by Asree et al. in full detail, however for summary purposes, a
brief extract will be provided here:
[T]he choice of ultimately behaving in that manner lies with the employee. Earlier
research indicates the psychological contract is pivotal in motivating employees to
engage in a manner that is desired by an organization (Rousseau, 1995). […] the concept
of the psychological contract […] is regarded as a perceptual agreement formed in
employees‟ minds as to the terms and agreements of the employment relationship (Asree
et al., 2011, p.492).

As noted by Asree et al. the concern that employees may in fact not act as branding agents for
organizations, is very much an individual choice, which should be strived for in what is referred
to as a psychological contract. This thesis will not utilize psychological theories, but for a point
of reference, this will be mentioned as an organizational attempt to engage in employee
motivational efforts, something that could perhaps be related to internal communications efforts.
From a communicational point of view, this is an interesting aspect as employee branding relies
heavily on employees‟ willing involvement, for the employees to actively having a desire to
promote the brand. Considering the level of involvement employees have, insofar as the
employee branding process succeeds, this particular approach could be theorized to have a
greater impact than other forms of marketing/branding, as employees may be found more
personal and reliable. This would, however, require further research to substantiate, as at this
point it is purely speculation.
An essential aspect of employee willingness (the psychological contract) to engage in employee
branding, boils down to two interconnected aspects mentioned previously; to inform and instill
upon one‟s employees the values and ideas of the company brand and to motivate employees to
deliver the desired organizational image unto consumers. The employee branding process (Asree
et al., 2011, p.492), the process by which employees know/learn the organizational image and
are motivated to deliver it to customers and other stakeholders, is contingent upon the
organization delivering its values, of what is important to the company, how employees will be
treated and its expectations of them. The mixture of these messages contributes to employees‟
knowledge of the desired brand, as well as to their motivation to deliver the image. The essential
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aspect of motivation is something Asree et al. and Rousseau touch upon in their respective
works, as a critical point of employee branding. The psychological contract, or the willingness of
employees, is elaborated on to the extent that the concept can be utilized within this thesis,
without going in depth with psychological theories. In the quote to come, is explained how
motivation is connected to a feeling of being treated correctly, in relation to what is promised by
an organization:
Motivation is critical to any desired behavior. […] employees‟ motivation to deliver the
desired brand image is largely contingent on the extent to which they feel the
organization has upheld its end of the bargain. Psychological contracts that are perceived
by employees to be intact provide employees with the motivation to deliver the desired
brand image to others. […] (Asree et al., 2011, p.496).

As is mentioned here by Asree et al. and the reason for continuing on the subject of motivation,
is the psychological perspective of employees being more inclined to deliver the organizations
brand image, insofar as they feel they have upheld its end of the bargain. Again, while the
specific theories of psychology will not be used, the perspective of mutual gain between
employer and employee will instead be focused upon. In summation, the critically inclined
perspective of employee branding leans towards a highly focused effort of relaying company
ideals and image to employees, as well as motivating them to deliver the message onwards. In
these efforts it is essential, according to Asree et al. and Rousseau, that the organization upholds
their end of the bargain, which basically implies that employees need to be able to trust their
company before they can be active promoting agents.
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Enacting
Trying to make sense of things in an organization, what to make of situations, how to act, may be
aspects most people have thought off during the course of one‟s work. Making sense of the
processes that come about when events unfold is something the enactment theory deals with. The
problem formulation uses the phrase, “how do employees experience and enact upon the fact
that they are situated in companies […] that do not employ them?”, purposefully the phrase used
the word enact, concordantly with employees and their sensemaking of the organizational
structure of multi-site corporations. Sensemaking, in overall terms, can be said to deal with two
sequential questions: How does something come to be an event for organizational members?
And “What does an event mean?” (Weick et al., 2005, p.410). When confronted with an
everyday situation that is unintelligible, an event is brought into existence when they ask
themselves “what‟s the story here?”, when the question is followed up by the wondering “now
what should I do?”, then meaning is brought into existence, which can be acted upon (Weick et
al., 2005, p.410). While this is rather intangible and theoretical, the point of organized
sensemaking is to propose an understanding for the reciprocal exchanges between actors and
their environments that are made meaningful and preserved (Weick et al., 2005, p.414).
As already mentioned, the problem formulation mentions employees and how they experience
and enact upon being away from their own company. In order to look at and research this
particular employee field of interest, it is essential in this thesis to have an understanding of how
people perceive the events that unfold in front of them. The subject revolves around the
employees and their peculiar situation of experiencing two different companies each day when
coming in to work. How do employees experience this particular phenomenon and how do the
employees enact and engage amongst themselves in shaping their (on-site) organization, are both
questions that are of great value to this thesis. In relation to the previous sections, for example
internal communications, there are connections between the effective usages of the theories
within this thesis. The way in which communication is handled between organization and its
multiple sites may impact its relations to employees and affect productivity and ultimately may
affect the company brand (hereby the ability to utilize employee branding as well).
The connections of theories lead to enacting, as it is essential to research and analyze how the
employees actually experience these different facets. From various levels, to gain insight into
this field is essential, from a personal level: to find out if the employees are happy or suffer from
some negative psychological impact, as mentioned by Catherine Casey in the introduction as a
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possible risk. From an organizational perspective: to keep satisfied company stakeholders,
including employees. To optimize processes, including but not limited to, sales, management,
customer relations etc., as well as managing internal communications and brand management.
The intrinsic connectedness of an organizations stakeholder groups, organizational processes and
ultimately the level of success, is very much the reason why this thesis looks at how employees
at multi-sites enact and experience being away from their own company. As this particular group
of people may be predisposed to experiencing issues and as they are continually in contact with
employees from the resident maintenance site. Organizational wise, multi-site employees may be
branding agents with numerous opportunities within for example increased sales. Though this is
getting ahead of the purpose, it is merely to demonstrate that researching multi-site employees,
their well being and how the experience and enact upon being away from their own company can
lead to many positive advances within the organization, as suggested by internal communications
theory (Farrant, 2003; Hannington, 2004; Smith & Mounter, 2008; Varey & Lewis, 2000;
Wright, 2009) and branding - including employee branding (Clifton & Simmons, 2003; King &
Grace, 2009; Hatch et al., 2008; Mallik, 2009; Mangold & Miles, 2004; Mangold & Miles, 2005;
Mangold & Miles, 2007; Hatch & Schultz, 2004).

To have a basic understanding of how we make sense of ourselves as organizational actors, we
can look at how Weick describes a sensemaking process that is ultimately shaped by others,
which may also explain certain factors in sub-cultures forming. The initial reasoning for who we
are Weick describes as: “From the perspective of sensemaking, who we think we are […] as
organizational actors shapes what we enact and how we interpret, which affects what outsiders
think we are […] and how they treat us, which stabilizes or destabilizes our identity” (Weick et
al., 2005, p.416). Here Weick describes that our own understanding of who we are defines how
we enact and interpret external input, which in turn affects how outsiders think we are. This may
make sense in that perceptions of others are often based on how people act, however Weick
continues to mention that our own self-image may change if others‟ image of us changes, he
explains that: “If their images of us change, our identities may be destabilized and our
receptiveness to new meanings increase. Sensemaking, filtered through issues of identity, is
shaped by the recipe “how can I know who we are becoming until I see what they say and do
with our actions?” (Weick et al., 2005, p.416). Here Weick mentions that our perceptions of us
can be destabilized and affected by others, which in a team environment (such as multi-sites)
may be influential in creating similarities in identities. The process of sensemaking is mentioned
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(Weick et al., 2005, p.414) as an ongoing process, through which several stages of enactment
exchanges are evaluated. The reciprocal exchanges (Enactment) between people and their
environments (Ecological Change) are made meaningful (Selection) and are preserved
(Retention); this cycle is continually being evaluated through further Selection and Retention,
while feedback of these are directed back to the exchanges between people, which again are
made meaningful and preserved. In essence this means that the underlying and important things
are preserved and kept and evolved upon, while the more undesirable are registered and assessed
in further enactment.

From the point of view of this thesis, sensemaking in an organizational context is very much at
the center of focus. Though the intrinsic behavioral patterns of people may lead to organizing,
insofar as their perceptions of events are similar, it is interesting to research how the multi-site
employees organize: do they lean towards their employer, the company where they are situated,
or do they experience a grouping within themselves? Sensemaking and organization constitute
one another (Weick et al., 2005, p.410). Tsoukas and Chia (2002, p.570) explain the inherent
connection between sensemaking and organization as: “Organization is an attempt to order the
intrinsic flux of human action, to channel it toward certain ends, to give it a particular shape,
through generalizing and institutionalizing particular meanings and rules”, furthermore they
explain that organization emerges through sensemaking, not vice versa. This means that
organization is formed through human action to propel it forwards toward certain goals.
Importantly it is, as mentioned by Thoukas and Chia, given shape through generalizing and
setting in place particular meanings and rules. Principally this means that an organization is an
expression of human actions and is given shape by generalizations and setting in place common
meanings and rules. In relation to the problem formulation of how employees at multi-sites enact
their working environment, this assists in further research of finding out where the employees
feel an allegiance. Weick et al. describes the central theme of organizing and sensemaking as:
“people organize to make sense of equivocal inputs and enact this sense back into the world to
make that world more orderly” (Weick et al., 2005, p.410), which more simply explains the
nature of organizing as a means to make sense of the world around us. The question that simply
keeps coming up is: how exactly do people experience being employed from one company,
while working at another. The people they meet are from another company, which means their
peers are their own team and people in their immediate vicinity has another employer. How are
multi-site employees‟ sensemaking in such a scenario? Do they organize within their own group,
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to make sense of the situation they share? Or is it feasible to assume that they will organize with
employees from the host-company, people that they may be working alongside each day? What
can be done by the head-offices to assist in them being/feeling part of their employees‟
organizing/sensemaking?
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Analysis
The theory section includes several theories that propose tools for handling organizations
internally, as well as to understand the people that comprise the organizations. In multi-site
organizations employees are geographically situated in two or more locations, and this is what
started the initial wondering of this thesis. For example, one aspect that has continually served as
a source of inspiration is the lack of face-to-face communication multi-site employee‟s
experience. Without falling to personal predispositions, a thought occurred as to how an
organization can establish and maintain personal relations between its employees, when it is
“challenged” by distance.
Now, it has to be made clear that this analysis will only try to propose possible existing
incongruities between what happens at multi-sites, and what theory suggests companies to do.
This means this will be an analytical reflection upon, how organizational culture, internal
communications, branding and enacting theory suggests internal relations to be carried out. In
this sense, internal relation is mentioned as an overarching term to include the commonalities
and interconnected aspects of the theories herein. The data gathered from qualitative interviews
will on the other hand be a reflection of how things really are at a multi-site, and with these two
angles; an analysis can be conducted.

Organizational Culture - Influence
In order to analyze upon an organization, it is essential to firstly establish which culture(s) (subculture(s)) exist at the place of investigation, as Schein (1990, p.111) explains how cultures are
formed. In particular Schein mentions that a group learns to hold common assumptions, which
over time provide meaning and stability, which reduces anxiety in its team members.
Once a group has learned to hold common assumptions, the resulting automatic patterns
of perceiving, thinking, feeling, and behaving provide meaning, stability, and comfort;
the anxiety that results from the inability to understand or predict events happening
around the group is reduced by shared learning. The strength and tenacity of culture
derive, in part, from this anxiety-reduction function (Schein, 1990, p.111).

Schein speaks about people in groups and that a shared profit is stability and comfort as well as
reducing anxiety by shared learning. This means that as a group goes through experiences
together, it becomes a more tightly knit, cohesive unit. It is therefore, essential to establish the
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culture (and possible sub-cultures) of the team, to find out if they feel part of the overarching
organizational culture, or whether or not they solely find themselves part of the team.
Initially, with the possibility of several sub-cultures within the SSI organization, it might be
prudent to see if the multi-site employees feel a belonging to the overarching SSI organization.
The interview guide included the question in a simple form, “Where do you feel you belong, SSI,
Carlsberg or the team, or maybe all of the above?” when asked, the question prompted almost
identical answers from all but one respondent, the external site-manager.

External-site Culture
The external site-manager reports having several meetings with his team concerning where they
felt they belonged. It is necessary to state that, no qualitative data have been gathered from the
external-site manager‟s team, and the information given here was relayed solely by him. While
an interview has been carried out with the manager, he relayed the feelings of his team, to
include an example of another site as well as to portray the nature of their feeling of belonging.
The external-site manager mentioned that the host-company regarded his team as an external
group, which reportedly made the team feel as outside of the company. Likewise, he mentioned
that his team did not feel part of SSI either, primarily due to the lengthy distance between the site
and the main-offices.

I: In relation to the situation of being on a site, but still being employed by Schäfer, how was
that? How do you think your employees experienced that situation?
External-site manager: Well, I know how they felt, because we talked about it, and what was
strange was, when you went out into the external site space, the typical call from an external-site
host employee was “I need a Schäfer guy”, it was very impersonal and made you feel you did not
belong there, even though some had been there for two years. However they did not feel part of
Schäfer either, since it was in Hadsund, and they did not know the colleagues or how they look.
Events were held without consideration to site-employees and travel distance or working hours,
which created a lacking affiliation and this emphasized the feeling of being a company within the
company.
(Interview, External-site manager – Quote 1, [11.10])
[as all other quotes this quote has been translated from Danish to English
by the researcher. Please see appendix 3 for the original quotes]
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As the team did not feel part of the host-company, or SSI, the external team manager said his
team (himself included) felt more like a company within the company, which indicates a strong
culture in and of itself, and not a sub-culture of SSI. This can be seen in the quote from the
external-site manager, where he expresses these concerns. The most revealing line expressed by
the external-site manager that thoroughly expresses upon the notion that the site is a culture on to
itself, is when he said “you feel you did not belong there [was said of the external site] […]
However they did not feel part of Schäfer either […] they did not know the colleagues or how
they look”. This contracted line, expressly points out that the external-site could not be part of an
overarching culture of either the host-company or SSI, which means they are an independent
culture. This is something Schein elaborates upon, as he speaks about the formation of cultures
in organizations, sub-cultures as well as independent cultures, which might be what the externalsite manager has experienced with his team. Schein points out that: “If the organizations as a
whole has had shared experiences, there will also be a total organizational culture. […] it is
perfectly possible for coexisting units of a larger system to have cultures that are independent
and even in conflict with each other” (Schein, 1990, p.111). The first point Schein makes, is an
aspect that will be returned to shortly, however after the first part Schein points out that within
organizations, independent cultures may exist. Insofar as the external-site manager relays his
teams‟ feelings correctly, they do not feel part of SSI nor the host-company, which would seem
consistent with them having an independent culture. Additionally, drawing upon the internal
communications theory, one of the more important aspects in internal affairs is having good
internal communications. However, only the external-site manager was in contact with the mainoffices and was the only one to experience face-to-face communications with his peers at the
main-offices. The lack hereof may be an influential factor in them not feeling part of SSI, since
they have not been part of the active internal communications efforts.
Later the external-site manager was asked if his team felt part of the brand, since the team did
not feel part of SSI. Contrary to expected response, the external-site manager reported that his
team, as well as himself, did indeed feel part of the brand. Again this is bearing in mind that this
is solely relayed by the external-site manager as can be seen in the following quote.

I: Do you feel connected to the brand?
External-site manager: Yes of course, I am very loyal to the company I am employed.
(Interview, External-site manager – Quote 2, [40.57])
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Wondering whether or not the external-site manager and his team could feel part of the SSI
overarching culture, there seem to be two contradicting feelings towards the main organization.
On the one hand, the external-site manager said he did not feel part of SSI, however stating that
he feels part of the brand even saying he is very loyal to it, as mentioned in the quote above.
Likewise, the manager relayed his team‟s feeling of SSI, as still feeling part of the brand. Going
back to the first point made by Schein, it could theoretically be postulated that in spite of the
manager and his team not feeling part of SSI, as they do feel a belonging to the brand itself that
they are within the overarching organizational culture. Though, as Schein pointed out, the
organization as a whole has to have had shared experiences and this specific point may be
detrimental to the idea of the external-site manager and his team belonging to the overarching
culture. Several points the external-site manager made during his interview, made it clear that the
only people from his team to experience communication with SSI, was in fact himself. As
expressed in the following quote.

I: How often did you have contact with Hadsund and vice versa?
External-site manager: I was often in contact with Hadsund, in the start to my past leader and
later on to my present leader.
I: But the team did not have contact with Hadsund?
External-site manager: The team did not, they had contact with Hadsund when the site was
visited by my past and present leader and if there were issues with salary they called the
bookkeeping department, but they did not know how they looked and did not know them or
anyone else in Hadsund.
(Interview, External-site manager – Quote 3, [24.55])

As was expressed by the external-site manager, none from his team had communications with
the main-office, they did not know them or even know how they looked like. This again relates
to Schein‟s organizational culture theory, as it seems practically impossible for the external-site
employees to have developed a sense of connection to the main-offices. The external-site
employees are in essence completely cut off from the main-organization.
Additionally, during the interview the external-site manager was asked about his involvement in
events arranged by SSI, the host-company, and his team, which according to the organizational
culture theory influences the overarching organizational culture. Here, the external-site manager
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reported that it was only himself and his team-leader that were involved in the host-company‟s
events, and the rest of his team was excluded, as they were not viewed as part of the hostorganization.

I: Did the host-company arrange any events that you participated in? And the team?
External-site manager: They arranged some events that the team-leader and I participated in,
but not the technicians.
I: Why is that?
External-site manager: Because the host-company did not feel they were part of the company.
They invited the team-leader and I because we were seen as, almost, part of their management,
since we were in charge of the technicians that had to make sure the plant was running.
(Interview, External-site manager – Quote 4, [46.25])
Consequently this influences the team‟s ability to feel part of the overarching host-culture, which
means there had been little chance for the external-site employees to identify with other cultures
than their own. When the external-site manager said “the host-company did not feel they
[external-site employees] were part of the company”, this very much reinforces the point that it
was not possible for the team to connect to the host-company.
Concerning SSI events, the external-site manager reported that although some of his employees
would occasionally participate in an event, it was highly based on where the event was held and
the timeframe. In relation to this, he mentioned there had been neglect in recognizing the
distance the external site employees would have to travel to participate, as well as that their
working hours are sometimes not the same as the employees at the main-offices. Here, he relays
an example that a technician would have to travel for two or three hours to a location, where
main-office employees could have a travel time of five minutes. The main-office employees
would be able to partake in alcoholic beverages, while the technician could not, considering the
long drive he or she would have to drive home again. There were several factors that made it
much more difficult for the external-site manager‟s team to participate in SSI, which ultimately
influenced their participation.
On the other hand, the team itself had arranged several internal events that had an almost 100%
attendance rate, which for all intents and purposes merely reinforces the theoretical proposition
that the team did indeed have a completely independent culture.
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The external-site manager‟s team was not invited to the host-company‟s events, which also
would theoretically indicate no sub-culture existing within the host. When analyzing upon the
external-site manager‟s reflections and relaying of his teams‟ feelings, it does indeed seem as if
this particular site had an independent culture, though with strong connotations to the
organizational brand. The external-site manager stated in the interview that his primary goal was
to create and maintain a well functioning site, which he tried to carry out by, in essence, having a
company within the company with minimal concern as to the ideas, values etc. from the mainoffices.

External-site manager: I viewed the service team as a company within the company, in order to
get the team functioning, I had to make my own rules. I had to view the site as a company where
I was the boss. I gave no consideration if there were any value sets in Hadsund that we hit or did
not hit, which was completely intentional. I did not want to let anything come in the way of the
team having success.
(Interview, External-site manager – Quote 5, [8.00])

Here can be seen that the external-site manager intentionally avoided conforming to SSI values,
in order to have his team working efficiently and to achieve success. However the implications,
along with the non-existing connection to the Hadsund offices, have meant that the site must
have had its own independent culture. Again relating to Schein (1990, p.111) and organizational
culture theory, where the theory described groups learning to hold common assumptions, which
both provides reduced anxiety and provides comfort, stability and meaning However as is
evident in the external-site manager‟s statements, this particular team has had very little
affiliation with the main-offices, therefore it would have been highly unlikely that the two parties
could have formed common assumptions, nor could they have had shared experiences that would
qualify them as being a total organization.
Though the external-site manager relaying his team‟s feelings towards both SSI and their hostcompany has been quite lengthy here, it does seem as if this particular site was an independent
culture. This is based upon Schein‟s organizational culture theory, as noted earlier, that shared
experiences are necessary to establish an overarching culture, which have not taken place in any
meaningful impact. Nor have the team experienced, or participated in active internal
communications with the main-offices, nor have they had any face-to-face communications
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meaning no familiarities have been, or could have been, established between site and mainoffices.

Carlsberg Site culture
Contrary to the external-site manager and his team, the employees at Carlsberg had different
feelings towards SSI, or rather how they view their relation to SSI. As noted earlier, during the
interviews the question: “Where do you feel you belong, SSI, Carlsberg or the team, or maybe
all of the above?” was posed just to see whether or not they felt part of SSI, as a basic relation
connection wondering. This also ties in when they were asked whether or not they feel part of the
brand, and how often they experience communication with SSI. As with the previous section,
several aspects have to be taken into consideration when analyzing upon this kind of
organization and the culture and/or sub-cultures that exist.
As mentioned above, the five technicians and the site-manager were asked where they feel they
belong and in an overall sense they all feel a belonging with SSI. A Carlsberg employee said of
his affiliation with SSI.

I: The shift between Carlsberg and Schäfer, employed in Hadsund but being down here at
Carlsberg, where do you feel you belong?
Technician 4: I belong with Schäfer that is where I feel affiliated. I view Carlsberg as a partner,
their representatives and we cooperate back and forth, but there are obviously always going to
be some limits.
(Interview, Technician 4 – Quote 6, [11.56])

As mentioned here, Carlsberg is viewed as a partner, but SSI is where the technician feels a
belonging. This was essentially the same feeling for all the technicians; however one did mention
that he could sometimes feel part of Carlsberg instead/as well. In this instance it can be difficult
to discern what their culture really is, since on one hand they mention being part of SSI, but on
the other some hint at being part of Carlsberg. For example, Technician 2 said the following.

I: You are at Carlsberg, but you work for Schäfer, where do you feel you belong? With Schäfer,
or Carlsberg, or both?

51/108

Technician 2: Yes, that is difficult to answer, in the beginning it was very much Schäfer that you
felt like Schäfer. In the start there was no mono-rail support, but now there is, and we have to
work closely together, and they are hired by Carlsberg. We talk a lot together. You have to work
together, and sometimes you feel like. You work more and more together, but still I feel like a
Schäfer employee.
I: But do you sometimes feel part of Carlsberg?
Technician 2: Yes of course, because I can understand their issues, if they are in need of, yeah,
they can also sense if we have issues. We also have meetings, three times a day I think, where we
also speak together, Carlsberg and Schäfer.
(Interview, Technician 2 – Quote 7, [13.01])

Here can be seen an example of the seemingly ambiguity of how this technician feels an
affiliation. Whereas he points out that in the beginning, he feels part of Schäfer, but now with an
increased interconnected working environment, the culture could have been affected, as shared
experiences with Carlsberg has begun to emerge. Also, he hesitated when he said “and
sometimes you feel like”, however he cut himself off before continuing, but with the ensuing
question, it was made clear that sometimes he could indeed feel part of Carlsberg. As a reason,
he mentioned that they have begun to understand each other, to relate to each other about their
problems and issues, as well as having meetings several times a day between Carlsberg and SSI
employees. Referring to the organizational theory, when familiarities such as these begin to exist,
it could suggest a culture or sub-culture forming. Relating to an aspect Schein mentions as
“natural evolution”, wherein he describes organizations as being open systems that continually
tries to adapt to the changes in our surroundings. Schein also mention new members coming into
the group as a possible influential force on existing cultures:
Every group and organization is an open system that exists in multiple environments.
Changes in the environment will produce stresses and strains inside the group, forcing
new learning and adaptation. At the same time, new members coming into the group will
bring in new beliefs and assumptions that will influence currently held assumptions. To
some degree, then, there is constant pressure on any given culture to evolve and grow.
(Schein, 1990, p.116).

Here Schein explain groups and organizations being open systems existing in multiple
environments. The SSI employees at the Carlsberg site are indeed situated in what could be
construed as several different environments, for example there is an SSI workshop, there are
several different areas within the plant with varying tasks, and with differing Carlsberg
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personnel. An important aspect to note is, new members coming into the group will be a force of
influence upon the group forcing them to evolve and grow. Consequently this has two meanings,
firstly when new SSI technicians comes into the group it is challenged to evolve. Secondly, as
new Carlsberg employees are introduces into the environments, where the SSI technicians work,
this may be an influential factor forcing new learning‟s and adaptations. Furthermore, it could be
theorized that new Carlsberg employees might in some cases be viewed as a part of the group, to
some degree at least. Recalling quote 1 by Technician 2, he seems to have formed a relationship
with the new mono-rail support team, as well as having meetings several times a day between the
two companies; this supports the idea that in some sense, some Carlsberg employees may be
viewed as part of the team. This is actually supported by the site-manager, as he explains the
strategic choice of getting closer to the Carlsberg personnel.

Site-manager: I actually think we have come closer to, and we have to get even closer to them. In
the new contract, we have on purpose included a board meeting (leader meeting), including on a
production management level, and on the highest level, several times a year simply to get closer
to Carlsberg. Because it is there, it is there, if you can have that relation, if you can make that
strong, which we also have begun to instruct to our employees, we have to get in to get to know
them. We have to get to know the people, to know what their names are.
I: How do you think this will affect the relationship with Schäfer?
Site-manager: I actually think, it is top management of Schäfer‟s decision that we have to get
closer to Carlsberg. It is a strategic choice that we have to get closer. More-sales and long
relations.
(Interview, Site-manager – Quote 8, [21.27])

Here can be seen the strategic choice of the top management, to involve the SSI site team as
much as possible with Carlsberg. This includes, as he mentions, several times a year meetings on
various management levels and to encourage SSI employees to get to know their Carlsberg
counterparts. This both ties in with what Technician 2 mentioned, as well as the theoretical point
of view by Schein that the introduction of new environments and people, forces new learning and
adaptation, as well as influencing the current culture to evolve and grow. The technician
mentioned that he could sometimes feel part of Carlsberg, which was due to him having
established familiarities with the Carlsberg mono-rail service crew. According to the sitemanager and how the technician sometimes perceive Carlsberg employees, it invariably seems as
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if there is a culture evolving at the SSI site at Carlsberg. Whether or not we can say that
Carlsberg and SSI employees are an overarching culture, or them being a sub-culture of each
other, it is nevertheless obvious that the individual cultures that may have existed, have now
evolved and adapted to something new.

Still important to find out is, whether or not the SSI site employees actually feel part of the
overarching SSI culture. Several indicator questions were posed during the course of the
interviews in order to find out more of the employees‟ affiliation towards SSI. To this end, there
are several factors that will be drawn upon from the interview data, as well as to include a
theoretical perspective. As every respondent from the Carlsberg site said they felt part of the SSI
organization, this will now be the point of departure, as the first and foremost wondering is,
whether or not they actually feel part of the organization with which they are employed.
As mentioned earlier, every respondent from the Carlsberg site feels part of the SSI
organizations, however as became apparent through the interviews, none of the technicians from
the Carlsberg site experience communications with the head-office. In fact the ones that have had
communications with the head-office, has called them due to issues of salary, which they
mentioned was limited to very few encounters. This is portrayed in the following quote by
Technician 2.

I: In relation to SSI Schäfer, how often do you experience contact to Hadsund or the mainoffice?
Technician 2: If I am completely honest, I don‟t really think I have had contact with Hadsund,
only perhaps twice in the start, where I had moved, with a new address or bank data that had
changed. For example I have never been to Hadsund.
(Interview, Technician 2 - Quote 9, [15.20])

As mentioned by the technician, contact with the main-office (Hadsund) was limited to technical
details, however he has not since had contact with nor has he visited the main-office. This
portrays an initial idea of how technicians at the Carlsberg site are somewhat secluded, not to be
read as excluded however. Consequently, this makes it all the more difficult for the SSI
employees at Carlsberg to relate to their peers in Hadsund. Again looking back to Schein, it is
evident that the most fundamental ways of communicating are non-existing, apart from a few
technical calls. This means that for the SSI employees to form relations with their Hadsund
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department, actual communications would have to be occurring. The evolving of culture within
the SSI Carlsberg team is hard pressed to be within the overarching SSI culture. It is, however,
recognized that as the employees do feel part of the SSI organization, this cannot be ignored,
which is why additional aspects must also be analyzed upon.
Team managers are in a unique position in that they are often in communication with the headoffice, and because of this they may be one of the only sources of information for their teams.
This is, for example, illustrated in the interview with technician 5 as he mentioned his manager‟s
role in relaying information.

I: How often do you experience contact with Hadsund?
Technician 5: Nothing besides the weekly meeting that our site-manager insofar as it is possible
has with us.
I: So, you don‟t have any personal contact with Schäfer?
Technician 5: No.
I: What about e-mail? Do you get anything there?
Technician 5: No, it all goes through site-manager and then he is good at redirecting relevant
information, but I do not have personal contact with Hadsund.
(Interview, Technician 5 – Quote 10, [9.05])

Here can be seen, how this technician receives information, where the prominent source of
information is a weekly meeting by his site-manager. Additionally, it is mentioned that the
technician is not in contact with the main-office and that all information is actually going
through his site-manager.
The task of handling internal communications by site-managers is mentioned by Farrant as an
important factor in internal communications. Farrant mentions this in relation to best practice
organizations: “there is an implicit sharing of responsibility for internal communications within
the management community” (Farrant, 2003, p.41). Here is described the sharing of
responsibility for internal communications at a management level, which the manager reported
having been doing.

It was so bad that I introduced info meetings everyday at the end of shifts. There were so many
rumors, now we are doing it once a week to find out, what is going on?
(Interview, Site-manager – Quote 11, [13.58])
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The site-manager from the Carlsberg site mentioned this as one of his goals, to secure proper
information channels that every employee should receive news, and often. When we talked about
his team he mentioned rumor control and info meetings as a source of information.
As mentioned here by the site-manager and the previous quote by technician 5, the site-manager
has held meetings to give information, in order to make sure his team is well informed, for
example to prevent rumors flourishing. It is noteworthy that the internal communications is
limited to communication between site-manager and his team, and communication between the
main-office and the site-manager. This effectively creates a bottleneck of information that only
the site-manager can re-direct. This aspect may create unforeseen adverse affects to the
overarching SSI culture. If the multi-site employees only ever receive their information from
their manager, and if they never experience communication with their peers in the rest of the
organization, the unavoidable consequence is their culture not being able to be influenced by the
rest of the SSI organization. However, as the Carlsberg organization and SSI are beginning to
work very closely together, the two invariably affects one another, thus also impacting their
respective cultures.

Multi-Site Cultures – Part-Conclusion
This section has tried to pinpoint the cultures that exist at multi-sites. Though only one specific
site has been interviewed, and a manager from a former multi-site relaying his teams‟ feelings, a
view of the issues and cultures forming has been attempted to be shown.
The first section of the culture discussion, involved the external-site manager who has had
several meetings with his team concerning where they felt they belonged. However, this was a
somewhat particular case, as the team neither felt a belonging to their host-company, nor did
they feel they belonged to SSI. In this case, can be seen how a site can end up evolving a
completely independent culture, if both host-company and employer are not an influence. Shared
experiences, new environments, new employees and familiarities are required for cultures to
learn, adapt, evolve and grow. Without influences, a group of people will evolve their own
culture, which will be very much difficult for outsiders to penetrate.
Alternately, the multi-site employees at Carlsberg, however, see themselves being part of SSI
and see Carlsberg as a partner. In this case, the obvious answer to the culture, turned out to be
incorrect. Initially, there seemed to be the possibility of SSI being an overarching culture,
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wherein the multi-site was a sub-culture. However, as the interview data was drawn upon, as
well as the organizational culture theory by Schein, it suddenly seemed obvious that it is highly
unlikely, for the multi-site to have any real attachment to the overarching SSI culture. This is due
to a number of things, one of which is the non-existing communication between the multi-site
employees and the main-office. Another aspect, is the fact that any and all information that is
gathered by the team is presented by their manager and not, for example, a representative from
the main-office. These two aspects, is a highly important factor in determining that the site is
actually secluded from the SSI organization, and not an active part of it. Note here, is mentioned
that they are not an active part, which means they have the possibility of placing calls to the
main-office, however this is only in the instance where issues arise. If the multi-site employees
are not an active part of the overarching organization, their culture likewise cannot be influenced
by it.
A second highly influential impact on the SSI site is the fact that a more closely knit connection
to Carlsberg is underway. More and more, SSI and Carlsberg employees are in communication
with each other, and as Technician 2, quote 1, mention they even discuss issues back and forth. If
not already, the two organizations, or at least the parts of the organization‟s that encounter each
other will see a shared culture emerging. Imaginably, there will possibly be an overarching
Carlsberg or Carlsberg/SSI culture, or perhaps they will be sub-cultures of one another.
Regardless of the eventual outcome, it is clear that the SSI team has a culture that is continually
being affected by the everyday cooperation with Carlsberg employees, which forces the team to
learn and adapt, and pressures them into evolving and growing. No such discernable force exists
from the main organization of SSI.
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Internal Communications in SSI
The previous section discussed the culture of the SSI multi-sites and as noted several times, their
internal communications was drawn upon to establish whether or not a tangible connection
between the main organization and the sites were feasible. While internal communications is
about communications within an organization, it also deals with several greater aspects that
inherently are affected by the internal initiatives. Therefore, in order to draw upon the internal
communications theory, it is important to make note of the communication channels as they exist
in SSI. Considering the distance that separates multi-sites and their main organization, there are
communications channels that are more accessible than others, which will be analyzed upon
firstly.

SSI Communication Channels
Instant messaging is a fast “fire and forget” means of communication, e-mail and text messages
can be sent quickly and efficiently. However, in instant messages the actors are not able to listen
to each other‟s voices, which diminish the aspect of familiarity, in comparison to telephone calls.
As discussed in the previous section, communication between the main-office and site
employees was very limited; however this particular issue may have been worsened in that not
every technician has an e-mail account, nor SSI intranet access, or a work phone. This is
mentioned by the external-site manager, as well as the employees at the Carlsberg site.

I: In relation to contact back and forth, how was that, did they get e-mail accounts or did they
have to log on to a server?
External-site manager: No, in fact there was really bad communication, or lack thereof. One of
the first things we changed was for me to be able to communicate with the team per e-mail, since
they did not have a company mail account, due to high costs. A few from the team had been
given cell phones [trustees and IT personnel] but other than them, the team used private cell
phones.
(Interview, External-site manager – Quote 12, [29.14])

As mentioned here by the external-site manager, none of his team members had e-mail accounts
and only a few had work phones, which consequently meant their ability to communicate with
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their own company was highly diminished. No e-mail account and no work phones (aside from a
select few) highly impact both the overarching culture as well as internal communications.
The same was reported by technician 2 from the Carlsberg site.

Technician 2: I do not have my own e-mail account
I: Oh you do not have your own?
Technician 2: No, we have this shared account, but
I: You can all access that one?
Technician 2: Yes, it is in the workshop, the laptop and there is an Outlook account on it, but,
yeah there we have the opportunity, but it is only within the last year. In the start we did not get
any important information.
(Interview, Technician 2 – Quote 13, [16.01])

The technician reported here, the same as the external-site manager that the employees do not
have their own e-mail account, and a discussion with the site-manager confirmed this, as well as
explaining no employee has work phones. In both instances here, multi-site crews are not given
e-mail accounts nor telephones, which effectively put them in a situation where they have to use
personal phones and e-mail. This creates several adverse effects; firstly a company issued work
phone will have its number registered, meaning you can come into contact with the person
receiving it, additionally the phone can have all employees in the company pre-registered,
meaning he or she can come into contact with everyone else. Having to resort to using personal
phones, any sort of registration is up the individual or manager to make sure is done, ultimately
this means multi-site employees may be “out of contact” to the main-office. The same principles
apply towards company e-mail versus using personal e-mail accounts.

Personal Relations vs. Instant Communications
A way to lessen the distance between main-organization and site, could be to utilize e-mail,
frequent newsletters, updates or info via intranet, and indeed these tools are good at breaching
the gap, however if they are given too much reliance personal relations takes quite a hit. This
particular aspect was discussed in the internal communications theory section, however in light
of the discovery that no discernable culture exists between the overarching SSI culture and multisite locations, this will take a somewhat different direction.
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Part of the reason for the multi-sites not being part of the overarching SSI culture, is precisely
because there are no personal relations, it is non-existent. The issue is worsened when we look at
the communication channels of SSI, no multi-site employee are in contact with the mainorganization, only a few have work phones and no one has e-mails. This makes it very
problematic to even send monthly newsletters or updates, however as the technicians at
Carlsberg had reported, their manager often relay important information, perhaps making other
sources redundant. This is a very big problem in and of itself, firstly relying solely on instant
communications is detrimental to personal relations; however no communication at all, is far
worse, since the multi-site employees receive nothing from SSI, but only from their manager.
Secondly, as the multi-site employees solely receive information from their manager, personal
relations within the group become better, as well as reinforcing their team culture. However, as
the team culture becomes stronger, with no internal communication from the main-office, the
farther distanced the two become from one another. In essence this could be viewed as a negative
downward spiral, where each step places the main-organization and the multi-site employees
further away from each other; appendix 4 shows a cycle of the downward spiral.

Communicating Face-to-Face
A large proportion of the internal communications theory deal with the facet of face-to-face
communications, this is simply because it is the most preferred form of communication (Farrant,
2003, p.50). As it has been discussed several times so far, it is recognized that no face-to-face
communication occurs between the main-organization and multi-sites. However, moving away
from the notion that face-to-face communication with representatives from the mainorganization, as a vital part of internal communication, it is to be analyzed if site-managers are
“enough” representation.

I: You mentioned that your site-manager is also a source of information about Schäfer, is that
enough in your opinion?
Technician 4: I believe so, yes, because we receive the information we seek. I think so yeah, I do
not think it can be done much more
(Interview, Technician 4 – Quote 14, [15.35])
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As mentioned, face-to-face communication is the most preferred form of communication; Farrant
explains (2003, p.50) that this is to hear from their manager what is going on in the organization
and to share their own feelings and ideas. At the Carlsberg site, a technician reported that his
manager is indeed a great source of information as can be seen in the above mentioned quote.
Here can be seen that the technician believes his manager to be a good source of information,
and that it probably could not be done better. In this instance, the multi-site employees seem to
experience good internal communications and also face-to-face communications. As has been
mentioned previously, the multi-site team at Carlsberg has weekly meetings with their manager,
as well as having several meetings every day, which effectively translates into frequent
encounters of face-to-face communications, both with the site-manager as well as Carlsberg
personnel. The important aspect to note here is, internal communications and face-to-face
encounters happen regularly, though it has to be mentioned that as the visibility of the mainoffice is lessened the tangible connection between the site and organization will eventually
become completely non-existent.
Seemingly, most respondents viewed their site-manager as being “enough” of a representative of
SSI, thus it would appear that no further relation to the main-office is felt needed. Coming from
various craftsmanship origins, all of the respondents are used to being sent out to work for
others, which might be why they do not feel additional kinship with the main-organization is
necessary. Referring to the analysis of culture, this would mean as internal communications and
face-to-face encounters with Carlsberg happen on a regular basis, the relations between the two
continually strengthen and solidify.
As mentioned by the site-manager, it has been a clear strategic choice to strengthen the
relationship between Carlsberg and the SSI site, which is why this section will try to deal with
internal communications theory in a slightly alternative direction. In lieu of analyzing internal
communications and face-to-face communications between the SSI multi-site and SSI, this
section will instead analyze the communication between the multi-site and Carlsberg. Referring
to the problem formulation, this thesis seeks to investigate how employees at multi-sites
experience and enact upon being away from their own company, which is why internal
communications between the multi-site and host-company will be analyzed.
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Communications with Carlsberg
To see if there are any meaningful relations between the multi-site and Carlsberg, the
respondents were asked how often they experience conversations with Carlsberg employees. The
respondents were also asked how often they speak to Carlsberg employees about SSI, which
revealed several interesting points. Technician 1 had an interesting point in his interview in
which he said.

I: During an eight hour shift, how often do you speak with Carlsberg employees, with the people
close to you?
Technician 5: As I am getting to know them, I speak a lot with them, it is very equal, we work
together and it is always good dialogue.
I: How many people are there in the vicinity of your area that you can talk with, that you do talk
with?
Technician 5: Individual, it is very individual, it is a varied area here. We are connected to
mono-rail support and luckily we have really good dialogue with them and as mentioned I speak
with everyone. It gives a lot of understanding towards each other; it gives a lot of acceptance
towards each other.
(Interview, Technician 5 – Quote 15, [13.45])

As technician 5 here mentions, he is getting to know the Carlsberg personnel and speaks a lot to
them. He also states that he speaks with everyone, which gives both understanding and
acceptance. This is an interesting aspect, as he mentions precisely this particular aspect,
acceptance and understanding via communication. The casual banter, the interaction back and
forth during working hours is mentioned by Smith and Mounter (2008, p.137), who call this
particular interaction “story telling”, briefly mentioned is how people relay memories and
stories. One important thing about this particular aspect of face-to-face communications is
mentioned by Smith and Mounter: “They [storytelling] are the way humans understand,
experience, communicate and try to influence others. Stories constantly change as people pass
them on and consist of the process of telling as well as the end product. Corporate culture may
therefore be regarded as a set of connecting stories.” (Smith & Mounter, 2008, p.137).
With an emerging culture forming between the multi-site team and Carlsberg, so too may be the
perpetuation of storytelling among employees from both camps, as a progress in good internal
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communications. Storytelling is not just about sharing a “last night I did X” story, it perpetuates
and promotes a stronger relations/bond between the people involved.
As mentioned by Smith and Mounter, corporate culture can be regarded as a set of connecting
stories, which promotes the relations between employees. Technician 5 mentioned that he is
getting to know the employees of Carlsberg, also mentioned is the fact that he speaks with
everyone and that the dialogue is really good. Now, admittedly the technician said nothing of
sharing stories or personal anecdotes, however the point to make here is, as the two groups of
people and the two cultures become more infused together, stories will begin to form. The
employees of both camps, may begin to share personal anecdotes, jokes etc. and this is the kind
of internal communications that is mentioned by Smith and Mounter. When Technician 5 said
that by speaking to everyone it gives a lot of understanding and acceptance, this proved (or
heavily pointed towards) the fact that the two cultures have indeed begun to evolve to the point
that their internal communications are becoming stronger. This point is strengthened by the fact,
mentioned previously, that the site-manager said this was a strategic goal for the site, to become
much more involved with Carlsberg.
Briefly touched upon earlier, as Farrant mentioned (2003, p.50), face-to-face communications is
the form of communication that is most preferred as it gives employees the chance to hear from
their manager what is going on in the organization, as well as being able to relay their own
feelings. As this is an important aspect of internal communications, it is important to note how
this plays out at the multi-site at Carlsberg. Quote 14 of technician 4 mentioned the site-manager
as being a good source of information, additionally technician 2 quote 7 said there were meetings
with both SSI and Carlsberg several times a day. These two points in conjunction actually show
that there are in fact good internal communications within the SSI/Carlsberg culture. In addition
to there being good internal communications, there are also very good face-to-face encounters
with the possibility for employees to ask questions and receive information from their manager.
According to the theoretical approach for good internal communications, there are indeed correct
steps taken by both Carlsberg and the SSI multi-site.

Referring to the problem formulation, the initial wondering of how employees at these kinds of
sites experience and enact upon being away from the company that employ them, was admittedly
pre-conceived to be an issue. However as the analysis progresses, it is becoming apparent that in
the case of the Carlsberg site, the employees seem to have absolutely no issues being away from
their own company.
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I: How do you experience being employed by SSI Schäfer, but you are working at Carlsberg?
Technician 5: Well, it is really like a normal handyman. It is the same as when I was a plumber,
you are employed at a company, but go out as a handyman to service the customer. So,
theoretically this is one big customer, but I have tried this before.
(Interview, Technician 5 - Quote 16, [2.44])

If the respondents do not experience issues being away from their own company, this may
reinforce their connection to Carlsberg as there is no wanting for more communication with SSI.
This would mean that the employees actually experience and enact upon their situation, by being
more tightly knit with Carlsberg. Drawing upon what technician 5 stated in the above mentioned
quote, being away from your own company is no different than other craftsmanship jobs,
however in the instance of multi-sites, you are not just at the location a few days, but
indefinitely. The formation of culture as expressed by Schein, mentioned previously, supports
the claim that internal communications within the Carlsberg site assists in creating a solidified
overarching culture.

External-Site Communications
During the interview with the external-site manager, several aspects of the external-site were
revealed pertaining to internal communications. Mentioned already, is the fact that only the
external-site manager has had contact with the main-office of SSI, additionally not every
employee had been given work phones and none had been given e-mail accounts. This is similar
to the multi-site on Carlsberg; however the major difference between the two sites is that the
external-site has no internal communications with its host-company. Or rather, as was previously
reported by the external-site manager, the external-site employees felt alienated by the hostcompany employees. Whereas the multi-site cooperates with Carlsberg and experience internal
communications across companies, the external-site team is effectively completely independent
and cut off.
The question is, how do the external site employees experience and enact upon being away from
their own company. However, concrete data upon this could not be gained and thus the externalsite manager is the only indicator of how the external-site team experienced their surroundings.
As the external-site manager pointed out in quote 1, the site was effectively a company within
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the organization. Completely cut off from the rest of the organization, his team experienced no
communication with the main-organization and relations with the host-company were tenuous as
the team was viewed as an external force and not a part of the host-company. Ultimately, this
means the employees at the external-site would have experienced and enacted upon being, in
essence, alone. Their internal communications would have been limited to that of their own team
and the external-site manager. This means that this multi-site team would have had to experience
and enact them being away from their own company in a different way than the Carlsberg site.
The reasoning for this is based on the fact that the SSI employees at the Carlsberg site has
connected with the employees of Carlsberg, there has been an emerging culture that allows for
familiarities and kinship between the two companies. However the external multi-site does not
have this kinship with their host-company, this would undoubtedly leave the external-site
employees with a sense of detachment, which the external-site manager pointed out in quote 1,
where he said: “it was very impersonal and made you feel you did not belong there, even though
some had been there for two years”. However, the view of the external-site cannot be analyzed
more in-depth due to the lack of data of this site, but it has nevertheless been the idea to present
differing examples of how multi-site employees experience and enact being away from their own
company, in this case how internal communications play into this situation.

Internal Communications in SSI – Part Conclusion
Throughout this section, the internal communications of SSI have been discussed. As a premise
for being able to send and receive information, in the sense that a person communicates a
message to another, is the necessary tool for doing so. This translates into having a cell phone, email account or similar products as for example Skype, in the context of SSI‟s internal
communications the former two options are more likely to be used.
However, during the process of this section it has been discovered that there are several
hindrances to internal communications or in the more severe case complete obstructions. Initially
it was discovered that employees at multi-sites do not have work phones, nor company e-mail
accounts (apart from a select few), this in itself is an enormous hindrance to communicating with
the multi-site personnel. Personal phone numbers and e-mail addresses are not guaranteed to be
registered, which means any important internal messages might be lost upon some members.
Additionally, this means the only source of information these members have is what they receive
from their site-manager. Consequently this has the undesired drawback that not all information
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may be relayed, for example less important messages might not be passed on, however in the
organizational culture sense, even these seemingly unimportant messages, are indeed important.
The more important aspect of internal communications is the impact this has on multi-site
employees‟ enacting as well as how they experience being away from their own company.
While, similar to a handyman, it may be possible to work in a location away from one‟s own
company and still retain the company feeling, to enact upon and experience one‟s daily life in
line with your own company. However, with the SSI multi-sites neither site experience any form
of internal communications with the main-office, only with their manager, which means that this
is what will be enacted upon. In fact, as internal communication occur both within the multi-site
team at Carlsberg and with the Carlsberg personnel, the emerging culture is strengthened as it is
continually enacted upon. However, as there is no information or communication with SSI the
multi-site employees have nothing to enact upon, thus excluding the possibility for these
employees to have any meaningful relations with SSI

The SSI Brand
A company brand is the symbol or logo that represents you and that which you stand for. Now,
in the context of this thesis it might seem strange to include a theory that, for the most part is
used in external marketing. However, the reason for including this theoretical perspective is
precisely because it is used in external marketing, how clear is the SSI brand really and why is
this important to this thesis? Two answers to this question are, brand strength relative to
employee knowledge of it, and, employee knowledge of brand comparable to internal
communications and organizational culture. These two aspects very much tie into the problem
formulation, how employees at multi-sites experience and enact upon being away from their own
company.

Relative Brand Strength
A brand can be an important asset for a company; it is a great tool to have recognition solely
based on your ideas and values. Because a brand can be the strong force it potentially has, the
theory was included in this thesis, both to discover employees‟ knowledge of the banner under
which they are employed, but also to see if branding itself could have an influence upon how
multi-site employees experience being away from their own company.
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The respondents were all asked what their understanding of the brand SSI is, as well as enquiring
as to whether or not they feel a belonging to it. Technician 1‟s reaction when I asked what his
understanding of the SSI brand is can be seen below.

I: The concept you mentioned, what is your understanding of the SSI concept?
Technician 1: Well……
I: If it helps, you can try saying it with three sentences?
Technician 1: Yeah, but, uhm …… I really do not know, I have never had to ……
I: We can skip that one, but do you feel a connection to it? To the concept of Schäfer?
Technician 1: Well, yes I do
I: I think you mentioned it earlier, are you proud to work for Schäfer?
Technician 1: Well yeah, of course I am.
(Interview, Technician 1 – Quote 17, [18.26])

As is evident here, though the technician feels a connection to the brand, and is proud to work for
SSI, he has no clear idea of what the brand represents, or even what his own understanding of it
is. There was much hesitation concerning this particular subject, which was also the case with
some of the other respondents. However, since no communication exists between the multi-site
employees at Carlsberg and SSI, it may be difficult to clearly gain an understanding of what the
SSI brand really means, or should mean or even in which direction it is headed. Branding theory,
mention the importance that every employee know what the corporate brand is about. Hatch et
al. mention this is the following quote:
No longer do marketing departments rule the domain of branding. Instead, responsibility
radiates out from the very top of the company to every nook and cranny in the
organization and, beyond even this, into the web of stakeholders that make up the
enterprise. As a consequence of these changes, current ways of thinking about corporate
branding are in need of an overhaul (Hatch et al., 2008, p.xvii).

Mentioned here by Hatch et al. it is essential that every part of an organization has a share in the
responsibility for branding. Whereas this has been the job of marketing departments, it is now a
universal task that every branch of an organization should pick up. However, it is here that
theory and reality collide in the case of the multi-site at Carlsberg. As has been discussed many
times, the communication between the multi-site and SSI is non-existent, consequently affecting
the possibility for sites to have a clear understanding of the SSI brand. Not only is this a branding
issue it is also an organizational and communications issue. This is one of the major reasons why
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organizational culture, internal communications and branding theory are so much interconnected,
in this thesis, as one area affects the other. In essence, the non-existing internal communications
affects multi-site employees‟ chance of being part of an overarching culture, and it affects their
ability to understand and know what the brand even means, this in turn affects how they enact
and experience their everyday situation.
There is, however, the possibility that the on-site manager would be able to relay the meanings of
the brand to his team, as seen earlier the site-manager is the only source of information when it
comes to things concerning SSI. The site-manager was also asked about his understanding of the
brand, more interestingly he was then asked whether or not he knows which direction it was
headed and the response was as follows.

Do you know what SSI wants with the brand, with the SSI brand? Do you know which direction
they are going with it?
No, if they do, I do not know it in any case.
(Interview, Site-manager – Quote 18, [25.28])

Admittedly, this was a very short and to-the-point answer; however it does show that the sitemanager does not know in which direction the brand is headed, which in turn has the implication
that he cannot relay this to his team. Effectively this translates into the entire SSI multi-site at
Carlsberg not knowing precisely what the SSI brand is supposed to mean, nor in which direction
it is headed. Consequently, this actually has serious implications to the strength of the brand as
well as diminishing the strength of an overarching culture. As Hatch et al. mention, branding is
now important for everyone in an organization to be part of, not just a marketing department.
However, as a large proportion of SSI‟s employees are working at external sites, it becomes
imperative to impress upon them the brand values and also where it is heading. In a sense this
could be equated to, if the employees do not know the brand, how are customers going to? The
strength of the brand will therefore, in the case of SSI, be weaker than it potentially could be.
This is something Hatch et al. also mentioned, as they suggests employees being a sort of
branding agent, also mentioned in this thesis‟ theoretical section.
The status of employees as organizational stakeholders who are expected to deliver the
brand promise gives them a special role in corporate branding, and the organizational
culture that helps them make sense of and enact this role makes a major contribution to
brand value. Herein lies the problem most brand managers eventually face: to manage a
brand effectively, you must either adapt the organizational culture to the brand or adapt
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the brand to the culture. Either way, getting the brand behind your employees is an
important first step (Hatch et al., 2008, p.147).

Here Hatch et al. mention the special role of employees as organizational stakeholders that are
able to deliver the brand promise. However, the organizational culture helps the employees make
sense of and enact this role of branding agent. Also mentioned is the problematics in adapting
brand to culture or vice versa, but the important thing to note is the last line, in which is
mentioned “getting the brand behind your employees is an important first step”. The SSI multisite at Carlsberg is in no position to take up this mantle, as they are not likely to even be part of
the overarching culture, nor do they have the necessary knowledge of the brand, to know what to
deliver. Ultimately, this means SSI has not effectively adapted the brand to the organizational
culture or vice versa, and when considering this on top of the fact that multi-sites being outside
of the overarching culture, there are severely lacking areas that desperately need attention.
Considering the problem formulation in a branding context, SSI multi-site employees are hard
pressed to experience and enact the role of branding agent. In conjunction with the previous
theories, the multi-site employees may experience and enact them being away from the mainorganization of SSI, quite strongly when considering the fact that they are not part of the culture,
they do not experience internal communications and they do not know what the brand means.
While some of the thoughts here are conjectures, they are based upon the connectedness of how
the theories affect each other. It is clear, from the interviews with the multi-site employees that
their culture and internal communications affect their perceptions of the SSI brand. Again it is
noted that the employees do seem to be outside of the culture of SSI, and while the employees
feel part of the brand and are employed by SSI and wear SSI labels, they are practically and in
reality completely outside of the SSI organization.

The SSI Brand – Part Conclusion
Several aspects of branding have been discussed in this section; most important is the fact that
the multi-site employees do not have a clear understanding of what exactly the SSI brand entails.
The reason for this is very much to do with the lack of internal communications, as important
information about the company does not reach the employees. More so, even the smaller
seemingly unimportant messages that might carry bits of what the corporate identity entails are
also lost. As Hatch et al. point out, the responsibility of branding emanates from the top to every
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branch of the organization, however the multi-site employees have been exempt of any such
attempts.
Drawing upon the interview with the site-manager of Carlsberg, it became clear that even a
management level employee has no clear understanding of what SSI intends to do with the
brand, resultantly this also means he is not able to express upon his team this vital piece of
information.
An important asset in branding is employees being active agents in delivering the corporate
message. To this end, having an overarching organizational culture assists employees in enacting
their role as facilitators of the brand. However, again as the multi-site employees are not within
the overarching culture of SSI, as they do not receive information or are in a position where they
can be relayed by their manager what the brand is about, they are not able to fulfill this role. This
is both detrimental for the employees but also SSI as an organization, as SSI looses a valuable
marketing asset and the employees loose the organizational feeling, the opportunity to feel part
of SSI.
In an overall sense, the lack of information and organizational have meant that it is more likely
that they will ultimately be part of an overarching culture intertwined with Carlsberg‟s service
personnel.

Multi-Sites and Enactment
The previous used theories, interpretations and analytical considerations all come together, in a
sense, when enacting theory is drawn upon. A core understanding of enacting theory is when
people wonder “what is going on” and thinking “what should I do now?” this brings into
existence meaning and this can be enacted upon. This is the simple core understanding of the
enacting theory. In essence, this is just a reflection of the things that occur around us, when
something happens we wonder what is going on and act accordingly.
The multi-site at Carlsberg and the external-site manager were asked several questions pertaining
to enacting, while questions relating to other theories are also useful in deciphering how these
multi-site employees enact and experience their daily operations. Firstly this section will try to
draw upon the other theories that have been used, though organizational culture is more of the
eventuality of employees‟ enacting, which is why internal communications and branding will be
mostly drawn upon.
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Having mentioned several of the influential aspects of enacting already, it will be attempted to
make repetitious statements as few as possible. Though it is influential that potential enactment
has been lost due to no internal communications, however, what has been an influential force in
the multi-site employees‟ enactment is their connection to Carlsberg.
It has to be briefly mentioned that the lack of internal communication, no work phones or e-mail
accounts has meant that the multi-site employees have had no actions, messages or information
to enact upon. This is actually highly important in the formation of an overarching culture. The
enactment process is a kind of cyclical process in which desired elements are continually drawn
and evolved upon, and undesired elements are either phased out or will eventually be influential,
insofar as these can continually affect the culture. What this means is, in the multi-site culture
where there are no visible and tangible influences from the main organization SSI; there are no
forces from SSI that will influence the multi-site employees. What this also means is the multisite team will be influenced by Carlsberg and its employees. During the shifts that the SSI
employees are at Carlsberg, there are several meetings a day that includes Carlsberg employees;
there are interactions and visible proximity to them as well and this is a visible and tangible force
that will influence how the SSI employees enact and experience their environment. This is the
major driving force behind cultures forming, this is the way people enact upon the things that
happen around us, and we organize to make sense of ambivalent perceptions.
Something that has not been mentioned so far is the initiatives SSI has tried to establish by their
personnel union. Though the events have been received with mixed feelings, there have been
attempts to unite the employees across boundaries within the SSI organization, as was expressed
by technician 3.

I: Next question is, do Schäfer or, Hadsund do they arrange event that you have participated in?
Technician 3: They do not, or they might but in any case I have not participated.
I: For what reason is this, do you think?
Technician 3: I simply will not drive all the way to Aalborg to play curling.
I: Yeah there is a 2½ hours drive.
Technician 3: Yeah, I will not go that distance.
I: So, it is simply the location they choose?
Technician 3: Yeah, you cannot get, you cannot interpret anything else, they are spread out
around the country, they have to have their main office somewhere, if it is us or the people from
Copenhagen that get hit…
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(Interview, Technician 3 - Quote 19, [14.33])

As is pointed out there, the technician has not participated in SSI events, as the particular event
mentioned here is held at a location too far away for him to join. Approximately it is two and a
half hours drive each way, which is five hours of time spent on the road to participate in an event
that may last three or four hours. The specific point here is that even though events are being
held by SSI, the location may be geographically undesirable for some employees within the
organization. Referring to Weick (2005, p.414) and enactment theory, exchanges between people
are made meaningful and are preserved, this is the cyclical process that was briefly mentioned
earlier. As multi-site employees are situated far away from the main-office, events such as the
one described may be held in locations that are simply undesirable to attend. As the main-office
and its multiple locations are situated far away from each other it is difficult to arrange events
that bring together all employees, however this has the impact that they will not be able to ensure
the exchanges between people. This means, that there are no exchanges that are made
meaningful or preserved, thus the employees do not enact any experience with each other. As
can be seen from the interview quote, he does not participate in SSI events in general and this
relates very much to the lack of an overarching culture, as there simply are no exchanges that can
be made meaningful.
The external-site manager said of the events being held, in quote 1, that they are an attempt to
bring together the employees, but are arranged with little thought to the external employees, as to
where they are situated in the country and their working hours. If an external-site employee gets
off work at four, then it is very difficult to join an event that begins at five, insofar as he has to
drive for two and a half hours.

While the Carlsberg site does not experience communications with the SSI main office, the
respondents were asked about possible SSI visitations, if the service manager (the one who
oversees all multi-sites‟ service) would sometimes come by, on official or unofficial visits.
Indeed the respondents indicated that the CEO of SSI Hadsund sometimes comes to the site, to
do tours for potential customers. Also, the service manager has been indicated to sometimes
come to the site, which means there is a little contact with the SSI organization. During one of
the interviews, when talking about visitations and how often this occurs, one of the respondents
said the following.
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I: How often is it that SSI Hadsund employees come down here? Besides to show off the site.
Technician 4: They probably do not, unless they have a business errand, so no.
I: Is this something you experience in either a positive or negative way?
Technician 4: Again it is, it is difficult right, when the distance is there, but I do think it would be
an advantage if you could. In my perspective, people communicate better if they know each
other, right. But we have tried the whole thing of gathering people, but it is difficult, you have to
drive to the one and the other thing. People also have to have an interest and it is a shame for
the people who put a great deal of effort into it and it is not utilized. Perhaps it should not be as
big events. But I am convinced that it would be an advantage if we know each other, in the long
haul.
(Interview, Technician 4 – Quote 20, [28.00])

As technician 4 mention here, it is primarily of a business nature if there are any SSI Hadsund
personnel visitations. The technician was, however, very understanding towards this as he
expresses that it is very difficult to traverse distances, but he did also mention that it would be an
advantage if visits could occur (more often), when he said “but I do think it would be an
advantage if you could”. When the technician said “people communicate better if they know
each other […] it would be an advantage if we know each other”, this was a clear indicator that
there is something missing between the main SSI office and the multi-site. However when asking
whether or not they arranged events within their own team, it was revealed that these were
attended by all the respondents. A fun little fact came up when talking to one of the technicians
as he said the following.

I: Have you participated in any events that your team, your own team, the SSI team.
Technician 1: No, well yes a local Christmas party, if you can call that an event, there is also
going to be a summer party.
I: And you are going to that one?
Technician 1: Yes I am, because it is going to be at my place.
I: Ahh okay, well yes then I hope you are going.
Technician 1: Hehe yeah I hope I will be allowed to join. But it is purely local, of course it is, it
is not within Schäfer, as such.
I: Oh yes, I did also just mean you guys. But what about Schäfer, have you been to any events
with them?
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Technician 1: No I have not.
(Interview, Technician 1 – Quote 21, [23.46])
Here the interesting point is, that the technician participates in his teams‟ events, but it is also an
important fact that he himself is having a summer party. Lastly it is also important to note that he
does not participate in SSI Schäfer events. This tells a number of things, firstly that the
technician is social and wants participate in events, secondly it also tells us that the multi-site
employees themselves are arranging events and that it is not left up to management, which is a
very important thing to note. Thirdly even though the technician is social and participates in
events, he does not join in SSI events. The importance of him participating in events, show that
the employees have evolved a team culture, one that they enact and preserve, else they would
likely not be arranging events. As the employees arrange events in their own homes, this shows
that the team does indeed have a team culture and that they have evolved a “team spirit”. In
summation, it is clear that there is a strong team culture, and though it may appear some would
like more from SSI, the employees enact upon the experiences they have as a group. With little
to no communication from SSI, and none of the seemingly smaller unimportant updates it is
evident that the further along we get, as the multi-site begins to cooperate more and more with
Carlsberg, the tangible connection to SSI will be lost and the only thing connecting the two, will
be the work clothes. If a clear signal of what the brand means, of the direction it is going to have
is not provided and if SSI does not impress on all their employees the values the organization
represents, then it is highly unlikely that the employees will be able to enact accordingly.

Multi-Sites and Enactment – Part Conclusion
Going back to the problem formulation, which tie heavily into this particular segment, it is
wondered how the multi-site employees experience and enact upon being away from their own
company.
It is clear that there has to be surroundings and environments for people to enact upon, however
when looking at these multi-sites, it is also clear that there is not SSI representation that allow for
the employees to enact in a way that inspires SSI culture. Contrary to this, the employees at the
Carlsberg multi-site actually go in the opposite direction and align themselves more closely to
their host-company. In an overarching sense, to have a strategic goal that implies a close relation
to a host-company in order to secure more sales and renewal of service contracts, it is absolutely
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imperative that the employer does not forget to maintain a visible and tangible connection to the
sites. It is a clever marketing and branding move, to ensure one‟s company more sales with a
host-company, to have active branding agents that can deliver the corporate brand. However, as
has been discussed throughout the analysis, with no discernable and explicit knowledge of what
the brand actually represents, it is neigh impossible for the employees to represent a clear vision
of their company. This is detrimental to the branding contribution that could have been.
On the employee personal level, it is likewise neigh impossible for them to enact according to
SSI values and ideas, as these are not present at their site. However, in the missing connection to
the main organization, the team will be able to enact solely upon their own actions, which will
strengthen the team culture and team mentality, as was expressed by Hatch et al. in that the
process of enacting will eventually lead to organizing in order to make sense of one‟s
surroundings and to eliminate insecurities.
In the new contract between SSI and Carlsberg, a closer relationship between the two has been
requested. While this is not a bad decision per se, it has the consequence that the SSI multi-site
team will move further away from SSI. To introduce into the environment and surroundings a
closer relationship with Carlsberg, while there still is no visible and tangible connection to SSI,
will eventually have an emerging overarching culture between the SSI team and Carlsberg. This
is of course unless the SSI team decisively chooses to ignore their Carlsberg counterparts; else a
continued presence and force for change will exist and will eventually force the SSI team to
reevaluate their enacting.
Concluding upon this section, the question of how the multi-site employees experience and enact
upon being away from their own company has in essence been answered. The team enacts upon
what is around them, and the people that are in their environment. Therefore the multi-site team
enacts a team mentality, they enact a team culture, and perhaps some retain a feeling of
belonging to SSI, however in an overall sense the team is most likely only able to enact upon
their own team. With the new contract and closer relations to Carlsberg, this is going to change
and evolve. The few indications there were, showed that some of the team members would
indeed like a closer relations to SSI, this means that the teams‟ enacting may be influenced by
the lack of SSI presence. However, as technician 5 said in quote 16, it is just like being a regular
handyman, and continued to say.

So, it is not important for you to have contact to Hadsund?
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To put it plainly as long as money goes into my account, I do not care if it is Bill Gates in USA
that is my employer, I could not care less.
(Interview, Technician 5 – Quote 22 [10.30])

As can be seen here, this employee does not care at all who his employer is, as long as there
arrives money each month. This is actually the reason why, it is important to note that the multisite employees enact and experience them being away from their own company as a regular
thing, something that they have always done. However the difference is the lack of connection
with SSI makes the employees‟ enacting very focused upon the aspects that do appear in their
everyday working environments. In essence, the multi-site employees basically enact as if they
were on a site with their manager as their employer, they carry the SSI logo and clothes, but they
do not enact as SSI employees nor do they clearly know what the brand means. They are in
essence an independent culture that is beginning to be closely related to their host-company.
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Conclusion
Throughout this thesis, it has been my intent to analyze upon companies that employ multiple
sites and the employees that are situation away from their main organization. It has been a
constant thought since being an intern in SSI Schäfer, of how do these employees experience
their everyday, when being so far away from their own employers and if it is possible to keep
every branch of the organization together. The wondering if it could be possible to create a sense
of belonging and coherence within such an organization was at the top of my mind. Therefore
this thesis has tried to illuminate how exactly these employees experience and enact upon being
away from their own company. It would be for later study to see if it is possible to create a
lasting and tangible connection to every branch of an organization.
Four theories have been drawn upon, each with a different perspective of multi-site employees,
however in an overall sense; all of the theories are interconnected one affecting the other, which
is the reasoning behind choosing precisely these four theories. The conclusion here, will try to
present the last reflecting thoughts on this kind of organizational structure and the employees that
occupy these sites.

From an organizational culture point of view, it became quite evident from an early stage that in
the SSI organization there were effectively different cultures at the main-organization and the
various multi-sites. In an overall sense, there seemed to be a divide between the main
organization and the sites, because there was a clear lack of a visible and tangible connection.
According to the organizational culture theory, cultures form when there are shared experiences
that bind people together. When analyzing upon how the employees experience being away from
their own company, the wondering has been if there are any such shared experiences that could
facilitate a shared culture. Or at the very least if there were shared encounters that could be built
upon. However, as has been discovered through the qualitative interview data, very few of the
multi-site employees have had any such shared experiences with the SSI main-organization. The
effective outcome of the lack of connection between sites and main-organization has been for the
multi-site to evolve an independent culture. This has been the case at both the SSI Carlsberg site
as well as the external multi-site as has been portrayed by the external-site manager. This has had
additional consequences, in that the multi-site employees with the lack of connection to their
main-organization have begun to experience an individual uprising of team grouping. This
basically means, the site has evolved an independent culture and the employees there have begun
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to form a tightly knit group. The more shared experiences the group encounters the stronger their
culture will become, however as this occurs it will become that much more difficult for the mainorganization to establish an overarching SSI culture. Resultantly this creates a barrier or distance
between the site and the head-office.

Two different outcomes have affected the two sites in question, the external-site manager and his
team experienced one eventuality of this while the Carlsberg site experienced quite another.
The external-site experienced the distance between the main-organization and them, but they
also encounter their host-company as being “unwelcoming” in that the employees did not feel a
belonging to the host-company. The consequent feeling of the external-site employees was a
complete and utter independent culture wherein they had only the team.
Differently from the external-site team, the Carlsberg site did experience coldness in the
beginning, however as time progressed the relationship between the two has become much better
and with Carlsberg‟s introduction with a mono-rail support and service team, the SSI site there
has experienced a much better dialogue. In fact, as has been reported by some of the respondents,
sometimes a sense of belonging to Carlsberg could be felt. Ultimately at the present time, SSI
and Carlsberg have re-negotiated a new service contract that specifically allows for a much
closer connection between the SSI team and Carlsberg. While this is good for business, it is not
however good for the possibility of an overarching SSI culture, as the multi-site team and
Carlsberg will, with continued shared experiences, evolve their own culture. However the main
decisive point here is the fact that in neither of the multi-sites does SSI Schäfer have any
influence nor is it part of their overarching culture.

As was also discussed in the analysis, was how internal communications was carried out between
the main-organization and sites. As the analysis went forward, there was an initial and primary
concern that began to evolve, which is the lack of employees receiving work phones and e-mail
accounts. As a basic and standard internal communications channel, everyone must be able to
communication with their head-offices and the head-offices must be able to contact every
employee. The repercussions of this are not to be discounted, as the communications channels
are effectively shut down. Using personal phones and e-mail addresses, it has to be made sure
that these are registered at the main-company so that they will be able to come into contact with
them; however this is something the employees must do themselves and as can happen, people
forget and thus are out of reach. This is not to say, however, that the main-organization will
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never be able to get a hold of them, but it is to point out that important e-mails or news updates
or even the little seemingly unimportant messages will be missed by some of the employees.
This particular issue emphasizes the already existing culture problem and reinforces the existing
multi-site cultures, simply because the main-organization is unable to relay any meaningful
messages. If the communications channels are as closed as they seem to be, then even shared
experiences through e-mails and phone calls cannot happen, thus again hindering an overarching
SSI culture and reinforcing an independent culture.
As has been discussed by Farrant numerous times is the importance of face-to-face
communications, however as is quite evident there is a large gap here. It is the form of
communication most preferred, however as there are very few SSI personnel encounters at the
multi-sites the employees there will not get to know their fellow SSI employees. The only faceto-face encounters the multi-site employees are likely to experience from an authoritative source,
is the site-manager, however this consequently reinforces the already independent culture, as any
meaningful face-to-face encounters and messages will be delivered by their own manager. In
essence there is a rather large gap in the internal communications and without emphasis on this
area it becomes extremely difficult for the main-organization to have established a connection to
their multi-site employees.
Likewise, the branding theory has several approaches to how employees may become “branding
agents”, as well as to recognize that the brand is a very effective marketing tool. However, the
brand strength is relative to the employees‟ knowledge of it, and consequently this means that the
possible strength of the brand is diminished at the present time. Taking into consideration the
already mentioned theories and analysis, it has become clear that with multi-sites‟ independent
cultures and with no clear and direct internal communications channels, it is close to impossible
for the main-organization SSI to impress upon its employees what exactly the brand means, what
its values are and in which direction it is headed. This also means that as multi-site personnel
may have no clear indication what the brand actually means, they might misrepresent their own
company, or perhaps not at all. As the branding tool is one of the strong marketing tools it is very
detrimental to the SSI brand, not to have its employees directly know how to represent it. Insofar
as concrete communications channels could be established, the multi-site employees might be
able to deliver the brand and thus promote the SSI organization. However, as the employees at
the present time might not know exactly what the brand is about, they may nevertheless feel an
attachment to it, which in and of itself is a positive thing to note.
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Last of the theories to be mentioned is that of enactment, which has been mentioned quite
profoundly in the problem formulation and this is not without cause either. It has been an
essential task to establish exactly how multi-site employees experience and enact upon being
away from their own company, and as have been evident so far, it is very difficult if not
impossible for the multi-site employees to actually have a sense of belonging to the main SSI
organization. With communications channels that do not reach every branch of the organization
and a brand that has not been directly and precisely established what actually means, a sense of
detachment may be impressed upon the employees. How do the employees enact this particular
and special case? From the data gathered and from the analysis, what has been the prominent
answer, has for the most part been the employees do not really care, more communication and
interaction is desired, but other than this it is not a big deal. All of the respondents are handymen
of profession, and are used to being away from their own company. However a major difference
is, as a handyman you return to your company and you receive information when applicable. In
this instance, the employees are essentially cut off. While the employees at the multi-sites may
not care or care little for the missing communications, it would seem they enact their
environment and surroundings in a team oriented fashion. All of the multi-site employees
participate in team events, and this reinforces the belief that as the team is “cut off” from the
main-organization they enact what is in their environment and that is basically only them.
With the recent renewal of service contract, however, there is going to be a lot more contact
between the multi-site and Carlsberg which means their culture may be updated and renewed as
to enact an overarching culture between them and the employees of Carlsberg. This is already
progressing as several of the multi-site employees mentioned having good relations with
Carlsberg‟s mono-rail supporters. Concluding the enacting theory, it can be said that the multisite employees at Carlsberg enact and experience them being away from their own company, in a
way that reinforces their solitude that their independence creates a culture on to itself.

A last note here has to be mentioned. As researchers we may be predisposed to believing
something previous to initiating our work, this particular analysis did have an idea that although
the multi-site teams are in a way remote to the SSI organization that it could be established and
corrected, so that the entirety of the organization could be within an overarching SSI culture.
Needless to say, this particular idea has been quite altered as the analysis went further and further
along. Seemingly it appears that as the situation is now that it will be near impossible to create an
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overarching SSI culture and that serious attention needs to be paid to the lacking internal
communication and branding efforts. In order to create an SSI culture and to have employees
enact in a way that SSI desire, there needs to be more focused attention to the multi-sites. Sitemanager is not enough to represent the entirety of the SSI organization and more connection and
face-to-face time is needed between multi-site employees and higher level management.
Hopefully this has given a clear view of how multi-site employees experience and enact upon
being away from their own company, though future studies are warranted to find possible
solutions to the immediate issues SSI faces here.
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Appendix
Appendix 1 - Qualitative Interview Guide - Danish
Navn:
Stilling:
- NB: Dette er kun til arkiverings formål, interview bliver behandlet fortroligt.
Indledende
1. Kan du fortælle lidt om dig selv
2. Og kort om din karriere?
Organisations Kultur – Overordnet
3. Hvor længe har du været i gruppen?
4. Har i nogle fælles mål og funktioner i gruppen?
5. Hvilke mål tror du SSI har?
6. Hvordan fungerer teamet med hinanden?
Organisations Kultur – Personligt
7. Hvordan oplever du det, at arbejde i én virksomhed, mens du er ansat i en anden?
8. Hvor ofte kommer din leder med input om arbejdet?
Organisations Kultur – Konflikter
9. Hvordan oplever du, at nye ansatte bliver modtaget?
10. Hvordan løser i konflikter i teamet?
11. Er konflikt løsning noget jeres manager er med til?
12. Har du oplevet en gruppering i teamet?
Intern Kommunikation
13. Hvor føler du, du hører til, SSI eller Carlsberg, Teamet? Alle?
a. Er dette noget i taler om på møder?
14. Hvor ofte har i kontakt til Hadsund?
a. E-mail, telefon, video konference?
b. Hvordan oplever du dette?
15. Er din manager ”nok” repræsentation fra SSI?
16. Hvordan mener du SSI klarer sig, som firma?
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Branding
17. Når du er på arbejde, hvor ofte taler du om SSI til Carlsberg folk og i så fald hvem?
a. Når du har fri, hvor ofte taler du om SSI? Og til hvem.
18. Hvorvidt ved du om Carlsberg er tilfreds med jeres arbejde?
a. Har du haft talt med nogen fra Carlsberg om dette?
19. Hvad er din forståelse af SSI brandet?
a. Hvordan har du dannet dig denne forståelse?
i. Hvis du skulle sige det med 3 ord, hvilke vil det så være?
b. Føler du en tilknytning til SSI branded?
20. Ved du hvad SSI lederne vil med selve SSI brandet?
21. Da du blev ansat ved SSI, var der nogen løfter fra SSI‟s side som du gerne ville kæmpe
for at opnå? Fx, vil du kunne blive forfremmet, eller lønforhøjelse efter tid eller arbejde?
a. Hvis ja, har du opnået disse mål?
22. Har du personligt, eller ved du om nogen i teamet, har været grund til mer-salg til
Carlsberg?
Enacting
23. Hvor ofte taler du med ansatte fra Carlsberg?
24. Arrangerer Carlsberg events, som du deltager i?
a. Hvorfor, hvorfor ikke?
25. Arrangerer i i teamet events som du deltager i?
a. Hvorfor, hvorfor ikke?
26. Arrangerer SSI events som du deltager i?
a. Hvorfor, hvorfor ikke?
27. Bemærker du en forskel i den interaktion du har med Carlsberg, i forhold til dit team og
SSI?
28. Kommer der SSI ansatte ned til jeres site?
a. Hvor ofte sker dette?
ii. Hvordan oplever du disse besøg?
b. Hvis ikke, hvorfor?
iii. Hvordan oplever du fraværet?
Mere at tilføje?
29. Har du mere at tilføje her til sidst?
30. Har du nogen spørgsmål til interviewet?
Tusind tak for din deltagelse.
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Appendix 1.a – Qualitative Interview Guide – English
Name:
Position:
- Note: This is for archiving only; the interviews will be handled confidentially.
Introduction
1. Can you tell me a little about yourself
2. And shortly about your career

Organizational Culture - Overarching
3. How long have you been on the team?
4. Do you have some common goals and functions in the team?
5. Which goals do you think SSI has?
6. How does the team function with each other?
Organizational Culture - Personal
7. How do you experience, working at one company, while you are employed by another?
8. How often do you receive input from your manager concerning your work?
Organizational Culture - Conflicts
9. How do you experience new employees being accepted?
10. How do you solve conflicts within the team?
11. Is conflict resolution something your manager is in on?
12. Have you experience a grouping within the team?
Intern Kommunikation
13. Where do you feel you belong, SSI, Carlsberg or the team, or maybe all of the above?
a. Is this something you have discussed at meetings?
14. How often do you have contact with Hadsund?
a. E-mail, telefon, video conference?
b. How do you experience this?
15. Is your manager enough representation from SSI?
16. How do you think SSI is doing as a company?
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Branding
17. While you are at work, how often do you speak of SSI to Carlsberg personnel?
a. When you are off work, how often do you speak of SSI? And to whom?
18. Do you know if Carlsberg is satisfied with your work here?
b. Have you talked to anyone from Carlsberg about this?
19. What is your understanding of the SSI brand?
a. How have you come to this understanding?
iv. If you had to put it in 3 words, what would they be?
b. Do you feel connected to the brand?
20. Do you know what the SSI management wants with the brand?
21. When you were hired by SSI, were there any promises from SSI that you could fight to
achieve? For example a promotion or pay raise?
a. If yes, have you achieved these goals?
22. Have you personally or anyone in the team, caused Carlsberg to buy additional items?
Enacting
23. How often do you speak with Carlsberg personnel?
24. Does Carlsberg arrange events that you participate in?
25. Do you guys in the team arrange events that you participate in?
26. Does SSI arrange events that you participate in?
27. Do you notice a difference in the interaction you have with Carlsberg, in contrast to what
you experience with your team or SSI?
28. Do SSI employees come down here to your site?
a. If so, how often?
v. How do you experience these visits?
b. If not, why?
vi. How do you experience the absence?
More to add?
29. Do you have anything else to add?
30. Do you have any questions to the interview?
Thank you very much for your participation.
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Appendix 2 – Meta Matrix
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Appendix 3 – Quotes Translated From Danish
In order to help make sense of the quoted translations, this appendix will also include the
questions posed during the interviews. Additionally, the translated quotes following herein are
inserted in the order they appear in the thesis.

Organizational Culture – Influence Quotes
Interview Question

Respondent Answer

External-site manager – Quote 1 [11.10]
I relation til hele den situation med at være
på et site […] men alligevel så er de ansat af
Schäfer, hvordan spillede det sammen? […]
Hvordan tror du dine ansatte havde det [med
det]?
Jamen, det ved jeg hvordan de havde det, fordi det snakkede vi om
og det som var lidt underligt for dem var […] når du gik ud i
[ekstern-site] rummet […] så var den typiske udmelding fra en
[ekstern-site] ansat ”jeg skal lige bruge en Schäfer mand” og der
havde de næsten været der i to år,[…] det var meget upersonligt
det gjorde man ikke hørte til der. Men de følte heller ikke [at de
hørte til ved Schäfer], for det var en virksomhed der ligger i
Hadsund og de kendte ikke kollegerne og vidste ikke hvordan folk
så ud. [Events blev holdt uden tanke for site ansatte – distance,
arbejdstider osv.] hvilket gav manglende tilhørsforhold til ens
hovedvirksomhed, […] og det forstærkede følelsen af at være en
virksomhed i virksomheden.
Translation:
In relation to the situation of being on a site,
but still being employed by Schäfer, how
was that? How do you think your employees
experienced that situation?
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Well, I know how they felt, because we talked about it, and what
was strange was, when you went out into the external site space,
the typical call from an external-site host employee was “I need a
Schäfer guy”, it was very impersonal and made you feel you did
not belong there, even though some had been there for two years.
However they did not feel part of Schäfer either, since it was in
Hadsund, and they did not know the colleagues or how they look.
Events were held without consideration to site-employees and
travel distance or working hours, which created a lacking
affiliation and this emphasized the feeling of being a company
within the company.

External-site manager – Quote 2 [40.57]
Føler du […] en tilknytning til brandet?
Ja naturligvis, jeg er meget loyal for den
virksomhed jeg arbejder for.
Translation:
Do you feel connected to the brand?
Yes of course, I am very loyal to the
company I am employed.

External-site manager – Quote 3 [24.55]
Hvor ofte havde I kontakt til Hadsund og
omvendt, hvor ofte havde Hadsund kontakt
til jer?
Jeg havde ofte kontakt til Hadsund, dels i
starten [min daværende leder] og senere til
[min nuværende leder]
Men

teamet

havde

ikke

[kontakt

til

Hadsund]?
Teamet havde ikke, de havde kontakt til
Hadsund når de var på besøg [på sitet af
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min daværende og nuværende leder] og
hvis der var et problem med løn ringede de
til [bogholderiet], men de vidste ikke
hvordan de så ud og de kendte dem ikke, og
de kendte heller ikke andre [deroppe].

Translation:
How often did you have contact with
Hadsund and vice versa?
I was often in contact with Hadsund, in the
start to my past leader and later on to my
present leader.
But the team did not have contact with
Hadsund?
The team did not, they had contact with
Hadsund when the site was visited by my
past and present leader and if there were
issues

with

salary

they

called

the

bookkeeping department, but they did not
know how they looked and did not know
them or anyone else in Hadsund.

External-site manager – Quote 4 [46.25]
Arrangerede [ekstern-sitet] nogen events
som i deltog i? Også teamet?
De arrangerede nogen events som jeg
deltog i og som team-leader deltog i, men
ikke som teknikerne deltog i.
Hvordan kan det være?
Fordi at [ekstern-sitet] ikke følte de var [en
del af det eksterne site] de inviterede teamleader og jeg fordi vi blev betragtet som
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næsten en del af ledelsen, fordi vi sad med
ledelses ansvar for teknikerne, som skulle
sørge for at holde fabrikken kørende
Translation
Did the host-company arrange any events
that you participated in? And the team?
They arranged some events that the teamleader and I participated in, but not the
technicians.
Why is that?
Because the host-company did not feel they
were part of the company. They invited the
team-leader and I because we were seen as,
almost, part of their management, since we
were in charge of the technicians that had
to make sure the plant was running.

External-site manager – Quote 5 [8.00]
Jeg betragtede […] service teamet, som en virksomhed i
virksomheden og for at jeg kunne få handlefrihed til at gøre det jeg
havde brug for at gøre for at få teamet rettet op, så var jeg nødt til
at lave mine egne regler. Jeg var nødt til at betragte [sitet] som en
virksomhed og jeg var den øverste chef […]. Jeg skelede på intet
tidspunkt til om der var nogen værdier i Hadsund, som vi ramte
eller ikke ramte og det var helt bevidst. Jeg ville ikke lade noget
komme i vejen for at teamet skulle få succes.
Translation:
I viewed the service team as a company within the company, in
order to get the team functioning, I had to make my own rules. I
had to view the site as a company where I was the boss. I gave no
consideration if there were any value sets in Hadsund that we hit or
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did not hit, which was completely intentional. I did not want to let
anything come in the way of the team having success.

Technician 4 – Quote 6 [11.56]
Det her skift mellem Carlsberg og Schäfer,
ansat deroppe [i Hadsund] men er hernede
[på Carlsberg], hvor føler du egentlig du
hører til?
Jeg hører til ved Schäfer, det føler jeg er
mit tilhørsforhold. Jeg kan da godt se
Carlsberg som en samarbejdspartner […]
deres tillidsvalgte og os arbejder lidt på
kryds og tværs, men der vil selvfølgelig
altid være nogle begrænsninger.
Translation:
The shift between Carlsberg and Schäfer,
employed in Hadsund but being down here
at Carlsberg, where do you feel you belong?
I belong with Schäfer that is where I feel
affiliated. I view Carlsberg as a partner,
their representatives and we cooperate back
and forth, but there are obviously always
going to be some limits.

Technician 2 – Quote 7 [13.01]
Du er på Carlsberg, men du arbejder for
Schäfer, hvor føler du at du hører til? Hører
du til Schäfer, eller Carlsberg, eller begge
to?
Ja, det er svært at svare […] til at starte
med var det jo meget Schäfer, at man har
følt sig Schäfer, men nu har man også, i
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starten var der ikke mono-rail support og
nu skal man også arbejde tæt på, altså
sammen med mono-rail support. Og de er
ansat ved Carlsberg og der snakker man jo
meget med dem. Man skal jo også arbejde
sammen og så føler man sig også nogen
gange. Man arbejder

mere og mere

sammen, men stadigvæk føler jeg mig […]
som Schäfer medarbejder […]
Men kan du godt nogen gange føle dig som
en Carlsberg mand?
Ja selvfølgelig, fordi jeg kan godt forstå
deres problemer, hvis de har behov for, ja,
de kan også føle efter hvis man har nogen
problemer. […] Vi har også tavlemøde 3
gange om dagen, tror jeg nok, der snakker
man også sammen, Carlsberg og Schäfer.
Translation:
You are at Carlsberg, but you work for
Schäfer, where do you feel you belong?
With Schäfer, or Carlsberg, or both?
Yes, that is difficult to answer, in the
beginning it was very much Schäfer that
you felt like Schäfer. In the start there was
no mono-rail support, but now there is, and
we have to work closely together, and they
are hired by Carlsberg. We talk a lot
together. You have to work together, and
sometimes you feel like. You work more
and more together, but still I feel like a
Schäfer employee.
But

do you sometimes feel part of

Carlsberg?
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Yes of course, because I can understand
their issues, if they are in need of, yeah,
they can also sense if we have issues. We
also have meetings, three times a day I
think, where we also speak together,
Carlsberg and Schäfer.

Site-manager – Quote 8 [21.27]
Jeg tror faktisk at vi er kommet endnu tættere på og vi skal også
endnu tættere på dem. Vi har i den nye kontrakt med vilje lagt ind
et ledermøde også på produktions lederniveau og på højeste
niveau, flere gange årligt for simpelthen også at kunne komme
endnu tættere på Carlsberg. Fordi det er der, det er der, hvis du kan
have den relation, hvis du kan gøre den stærk, det er vi også
begyndt at prædike overfor vores medarbejdere, vi skal ind, vi skal
ind og kende dem. Vi skal kende personerne, vi skal kende hvad de
hedder
Hvordan tror du det vil påvirke forholdet til
Schäfer?
Jeg tror faktisk, det er Schäfer øverst beslutning at vi skal tættere
på Carlsberg, for det første. Det er strategisk at vi skal være tættere
[…] mer-salg og lange relationer.
Translation:
I actually think we have come closer to, and we have to get even
closer to them. In the new contract, we have on purpose included a
board meeting (leader meeting), including on a production
management level, and on the highest level, several times a year
simply to get closer to Carlsberg. Because it is there, it is there, if
you can have that relation, if you can make that strong, which we
also have begun to instruct to our employees, we have to get in to
get to know them. We have to get to know the people, to know
what their names are.
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How do you think this will affect the
relationship with Schäfer?
I actually think, it is top management of Schäfer‟s decision that we
have to get closer to Carlsberg. It is a strategic choice that we have
to get closer. More-sales and long relations.

Technician 2 – Quote 9 [15.20]
I forhold til SSI Schäfer, hvor ofte har du
kontakt til Hadsund eller hovedkontoret?
Altså, hvis jeg er helt ærlig så tror jeg ikke
rigtig kontakt til Hadsund, kun måske 2
gange i starten, hvor jeg er flyttet, hvor der
var med anden adresse eller bank data som
har ændret sig. […]. Jeg har aldrig været
deroppe for eksempel [Hadsund].
Translation:
In relation to SSI Schäfer, how often do you
experience contact to Hadsund or the mainoffice?
If I am completely honest, I don‟t really
think I have had contact with Hadsund,
only perhaps twice in the start, where I had
moved, with a new address or bank data
that had changed. For example I have never
been to Hadsund.

Technician 5 – Quote 10 [9.05]
Hvor ofte oplever du kontakt til Hadsund?
Ikke andet end det ugentlige møde, som
[site-manager] så vidt som muligt […] har
med os.
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Så personlig kontakt til Schäfer har du ikke
selv?
Nej.
Hvad med e-mail? Der får du heller ikke
noget?
Nej det går igennem [site-manager] og så er
han flink til at smide det ud til os, hvad der
er relevant, men jeg har ikke personlig
kontakt til Hadsund.
Translation:
How often do you experience contact with
Hadsund?
Nothing besides the weekly meeting that
our site-manage] insofar as it is possible
has with us.
So, you don‟t have any personal contact
with Schäfer?
No.
What about e-mail? Do you get anything
there?
No, it all goes through site-manager and
then he is good at redirecting relevant
information, but I do not have personal
contact with Hadsund.

Site-manager – Quote 11 [13.58]
Det var så slemt at jeg begyndte at indføre infomøder hver dag ved
vagtskifte […] der var så mange rygter […] nu gør vi det en gang
om ugen [for at finde ud af] hvad rører der sig?

Translation:
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It was so bad that I introduced info meetings everyday at the end of
shifts. There were so many rumors, now we are doing it once a
week to find out, what is going on?

Internal Communications in SSI Quotes
Interview Question

Respondent Answer

External-site manager – Quote 12 [29.14]
I relation til det med kontakten frem og
tilbage […] hvordan var det, fik de e-mails
eller skulle de på en server?
Nej,

der

var

faktisk

rigtig

dårlig

kommunikation, eller manglende. Det var
sådan at en af de første ting vi lavede om,
det var at jeg kunne kommunikere med
dem (teamet) på mail, fordi de havde ikke
en firma mail […] det havde man (SSI Hadsund) valgt at spare væk. Det var nogen
få af dem […] som havde en mobiltelefon
udleveret [tillidsmænd og IT folk] men
udover

det

havde

folk

kun

private

mobiltelefoner.
Translation:
In relation to contact back and forth, how
was that, did they get e-mail accounts or did
they have to log on to a server?
No,

in

fact

there

was

really

bad

communication, or lack thereof. One of the
first things we changed was for me to be
able to communicate with the team per email, since they did not have a company
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mail account, due to high costs. A few from
the team had been given cell phones
trustees and IT personnel but other than
them, the team used private cell phones.

Technician 2 – Quote 13 [16.01]
Jeg har jo ikke nogen egen e-mail account
Nå du har ikke din egen?
Nej, men vi har sådan en fælles account,
men
Kan i alle sammen gå ind på den?
Ja det er, den står i værkstedet den bærbare
computer og der er en Outlook account på,
men, ja, der har vi mulighed for, men det er
også først det sidste et år. I starten har vi jo
aldrig fået nogen vigtige informationer.
Translation:
I do not have my own e-mail account
Oh you do not have your own?
No, we have this shared account, but
You can all access that one?
Yes, it is in the workshop, the laptop and
there is an Outlook account on it, but, yeah
there we have the opportunity, but it is only
within the last year. In the start we did not
get any important information.

Technician 4 – Quote 14 [15.35]
Nu siger du [site-manager] også er en kilde
til information, om Schäfer, synes du så det
er nok?
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Ja det synes jeg, fordi jeg synes vi får de
informationer vi søger og dem får vi oplyst
om. Det synes jeg at, jeg tror ikke det kan
gøres ret meget mere
Translation:
You mentioned that your site-manager is
also a source of information about Schäfer,
is that enough in your opinion?
I believe so, yes, because we receive the
information we seek. I think so yeah, I do
not think it can be done much more

Technician 5 – Quote 15 [13.45]
I løbet af otte timers vagt, hvor ofte taler du
egentlig med Carlsberg, med de folk der er i
nærheden?
Som jeg efterhånden kender dem, så taler
jeg meget med dem, altså det er meget
ligeværdig, vi arbejder sammen […] og det
er en god dialog altid.
Hvor mange folk er der egentlig i nærheden
af jeres område, som i kan tale med, som i
taler med […]?
Individuelt, det er meget individuelt, det er
jo et forskelligt område her. Vi har
tilknytning til mono-rail support og dem
har vi heldigvis [rigtig] god dialog med, og
som sagt så snakker jeg med alt og alle, det
giver meget forståelse overfor hinanden,
meget accept overfor hinanden.
Translation:
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During an eight hour shift, how often do you
speak with Carlsberg employees, with the
people close to you?
As I am getting to know them, I speak a lot
with them, it is very equal, we work
together and it is always good dialogue.
How many people are there in the vicinity of
your area that you can talk with, that you do
talk with?
Individual, it is very individual, it is a
varied area here. We are connected to
mono-rail support and luckily we have
really good dialogue with them and as
mentioned I speak with everyone. It gives a
lot of understanding towards each other; it
gives a lot of acceptance towards each
other.

Technician 5 – Quote 16 [2.44]
Hvordan oplever du det og være ansat i SSI
Schäfer, men du arbejder alligevel på
Carlsberg?
Jamen det er som en normal håndværker.
Det kender jeg over fra VVS, man er ansat
et sted men kører ud som håndværker og
servicerer kunden. Så det er jo teoretisk set,
er det et sted det her, en stor kunde, men
jeg har været udsat for det før.
Translation:
How do you experience being employed by
SSI Schäfer, but you are working at
Carlsberg?
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Well, it is really like a normal handyman. It
is the same as when I was a plumber, you
are employed at a company, but go out as a
handyman to service the customer. So,
theoretically this is one big customer, but I
have tried this before.

The Brand in the SSI Organization Quotes
Interview Question

Respondent Answer

Technician 1 – Quote 17 [18.26]
Det koncept du taler om, hvad er din
forståelse af SSI konceptet?
Jaah ………
Du kan også sige det med tre sætninger, hvis
det er?
Ja, men, øhh …… nå det ved jeg [sørme]
ikke, for jeg har aldrig skulle ……
Vi kan også springe den over, men føler du
en tilknytning til det? Til selve konceptet
Schäfer?
Ja det gør jeg da
Jeg tror du nævnte det før, er du stolt af at
være hos Schäfer?
Jamen ja, det er jeg da
Translation:
The concept you mentioned, what is your
understanding of the SSI concept?
Well……
If it helps, you can try saying it with three
sentences?
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Yeah, but, uhm …… I really do not know, I
have never had to ……
We can skip that one, but do you feel a
connection to it? To the concept of Schäfer?
Well, yes I do
I think you mentioned it earlier, are you
proud to work for Schäfer?
Well yeah, of course I am.

Site-manager – Quote 18 [25.28]
Ved du hvad selve SSI vil med brandet, med
SSI brandet? Ved du om de har nogen
retning med det?
Næ, jeg kender den ikke i hvert fald.
Translation:
Do you know what SSI wants with the
brand, with the SSI brand? Do you know
which direction they are going with it?
No, if they do, I do not know it in any case.

Multi-Sites and Enactment Quotes
Interview Question

Respondent Answer

Technician 3 – Quote 19 [14.33]
Næste spørgsmål er om Schäfer de, eller, om
Hadsund de arrangerer noget du har været
med i?
Det gør de ikke, eller det kan godt være de
har gjort det, men jeg har i hvert fald ikke
deltaget i det.
Af hvilken grund tror du det er?
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Jeg kører [sørme] ikke til Aalborg for at
spille curling.
Der er også 2½ times kørsel.
Ja, det det gør jeg ikke.
Så det er simpelthen den beliggenhed de
vælger?
Ja, altså man kan ikke få, altså man kan
ikke fortolke andet, de er jo spredt ud i alle
mulige steder i landet, et eller andet sted
skal de jo have et hoved kontor, om det er
os eller københavnerne der bliver ramt…
Translation:
Next question is, do Schäfer or, Hadsund do
they arrange event that you have participated
in?
They do not, or they might but in any case I
have not participated.
For what reason is this, do you think?
I simply will not drive all the way to
Aalborg to play curling.
Yeah there is a 2½ hours drive.
Yeah, I will not go that distance.
So, it is simply the location they choose?
Yeah, you cannot get, you cannot interpret
anything else, they are spread out around
the country, they have to have their main
office somewhere, if it is us or the people
from Copenhagen that get hit…

Technician 4 – Quote 20, [28.00]
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Hvor ofte er det egentlig at der kommer
nogen SSI Hadsund ansatte herned til? […]
Udover fremvisninger.
Det gør de nok ikke, medmindre de har et
fagligt ærinde her, så nej
Er det noget du oplever på enten en positiv
eller negativ facon?
Det er igen det der, det er jo svært ikke
også, når afstanden er der, men jeg tror da
selvfølgelig det vil være en fordel hvis man
kunne. I min verden snakker folk meget
bedre sammen hvis de kender hinanden
ikke også. Men vi har jo prøvet det der med
at samle folk, det er jo svært, så skal man
køre til det ene og det andet. Men folk skal
jo også have interessen i det og jeg synes
også det er synd der er nogen mennesker
der lægger et kæmpe stykke arbejde i noget
og så folk ikke får det brugt. Men så skal
det måske ikke være så omfangsrigt, men
jeg er overbevist om at det vil være en
fordel hvis vi kender hinanden fremadrettet.
Translation:
How often is it that SSI Hadsund employees
come down here? Besides to show off the
site.
They probably do not, unless they have a
business errand, so no.
Is this something you experience in either a
positive or negative way?
Again it is, it is difficult right, when the
distance is there, but I do think it would be
an advantage if you could. In my
perspective, people communicate better if
they know each other, right. But we have
tried the whole thing of gathering people,
but it is difficult, you have to drive to the
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one and the other thing. People also have to
have an interest and it is a shame for the
people who put a great deal of effort into it
and it is not utilized. Perhaps it should not
be as big events. But I am convinced that it
would be an advantage if we know each
other, in the long haul.

Technician 1 – Quote 21, [23.46]
Har du været med i nogen events som
teamet, jeres eget team, SSI teamet
Nej, joo, lokal julefrokost hvis du kan kalde
det for en event, der bliver også holdt en
sommerfest.
Er du også med i den?
Ja det kommer jeg til at være for det skal
være hjemme ved mig
Ja, så vil jeg da håbe du er med
Ja, det håber jeg da at jeg får lov at komme
med. Men det er sådan rent lokalt,
selvfølgelig er det da, det er ikke i Schäfer
regi, som sådan.
Nå ja, jeg tænkte også bare på jer gutter,
men hvad så med Schäfer regi, har du været
med i nogen events der?
Nej det har jeg ikke.
Translation:
Have you participated in any events that
your team, your own team, the SSI team.
No, well yes a local Christmas party, if you
can call that an event, there is also going to
be a summer party.
And you are going to that one?
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Yes I am, because it is going to be at my
place.
Ahh okay, well yes then I hope you are
going.
Hehe yeah I hope I will be allowed to join.
But it is purely local, of course it is, it is not
within Schäfer, as such.
Oh yes, I did also just mean you guys. But
what about Schäfer, have you been to any
events with them?
No I have not.

Technician 5 – Quote 22, [10.30]
Det er ikke vigtigt for dig at du har kontakt
til Hadsund?
Bare der kommer gryn på kontoen, for at
sige det [lige ud], om det er Bill Gates over
i USA [der er arbejdsgiver], det rager mig
en pap-and.
Translation:
So, it is not important for you to have
contact to Hadsund?
To put it plainly as long as money goes into
my account, I do not care if it is Bill Gates
in USA that is my employer, I could not
care less.
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Appendix 4 – Negative Cycle of non-information
Here is shown a cycle in which a multi-site and its main organization move away from one
another, through non-communication. In a situation where only a site-manager confers with the
main-organization the multi-site group will reinforce its culture and continually move away from
the main-organization.
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