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ABSTRACT 

In this day and age, it is getting more and more difficult for organizations to market their 
products and services, and to differentiate their companies in the marketplace due to the 
increase of business competition. A good and successful marketing strategy is considered one 
of the most important aspects within companies and business. Therefore, to effectively 
participate in this progressively competitive environment, one has to find a way to hold on to 
the uniqueness of the organization, to promote their products and services very well, and to 
build up a well-known brand name. Organizations have identified storytelling and corporate 
storytelling as a useful tool in aiding them to communicate what their company is all about 
and thus adding value to leadership challenges. The purpose of this study is to examine how 
and for what purpose organizations in Sweden are using storytelling as part of their 
marketing, leadership and communication strategy to communicate with employees and 
customers. Furthermore, the affecters and contributors of using storytelling and corporate 
storytelling are examined. A qualitative research study was conducted and interviews were 
carried out with organizations of different sorts and sizes that make use of storytelling 
internally and externally. The findings indicate that it is a rather recent strategy in business, 
yet an old way but not until now companies are tactically using stories to build a brand, to 
form a corporate culture and union in organizations. However, how this is done in reality 
differs among the studied organizations, and although they all considered storytelling and 
corporate storytelling as a valuable and helpful tool; it needs preparation and understanding 
given that there are downsides to it.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 1 

 

CONTENTS 

1 INTRODUCTION _________________________________________________________4 

1.1 BACKGROUND ____________________________________________________________ 4 

1.2 PROBLEM DISCUSSION____________________________________________________ 5 

1.3 PURPOSE OF THE STUDY __________________________________________________ 6 

1.4 STRUCTURE OF THE THESIS_______________________________________________ 6 

2 THEORETICAL FRAMEWORK_____________________________________________7 

2.1 MARKETING AND RELATIONSHIP MARKETING ____________________________ 7 
2.1.1 External Marketing - Relationships with the consumer market _____________________________ 7 
2.1.2 Internal Marketing - Relationships with the employee market______________________________ 8 

2.2 THE KNOWLEDGE RELATIONSHIP_________________________________________ 8 

2.3 HUMAN RESOURCE MANAGEMENT________________________________________ 9 

2.4 THE ELEMENTS OF PERSUASION __________________________________________ 9 

2.5 EXTERNAL STORYTELLING - AS A MARKETING TOOL ____________________ 11 

2.6 INTERNAL STORYTELLING - AS A LEADERSHIP AND COMMUNICATION TOOL

_____________________________________________________________________________ 12 
2.6.1 Story gathering in organizations____________________________________________________ 13 

2.7 THE IMPORTANCE OF STORIES, STORYTELLING AND CORPORATE 

STORYTELLING_____________________________________________________________ 13 
2.7.1 Sharing and Delivering the Story ___________________________________________________ 14 

2.8 SUMMARY _______________________________________________________________ 15 

3 METHODOLOGY________________________________________________________17 

3.1 RESEARCH APPROACH___________________________________________________ 17 
3.1.1 Research Method _______________________________________________________________ 17 
3.1.2 Research Design ________________________________________________________________ 17 

3.2 DATA COLLECTION ______________________________________________________ 18 
3.2.1 Primary and Secondary data sources ________________________________________________ 18 
3.2.2 Part Takers in the study __________________________________________________________ 19 
3.2.3 Interview Method _______________________________________________________________ 19 

3.3 DATA PROCESSING ______________________________________________________ 20 

3.4 GENERAL LIMITATIONS _________________________________________________ 21 
3.4.1 Validity and Reliability___________________________________________________________ 21 

4 RESULTS ______________________________________________________________23 

4.1 INTRODUCTION TO THE ORGANIZATIONS AND INTERVIEWEES ___________ 23 
4.1.1 Storytellers Heijbel Company AB __________________________________________________ 23 
4.1.2 Corporate Missions______________________________________________________________ 23 
4.1.3 The Storytellers_________________________________________________________________ 23 
4.1.4 Moose Garden__________________________________________________________________ 23 
4.1.5 Astrid Lindgren’s World__________________________________________________________ 24 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 2 

 

4.1.6 SAS Sweden ___________________________________________________________________ 24 
4.1.7 Visma Spcs AB_________________________________________________________________ 24 
4.1.8 Fresh AB______________________________________________________________________ 24 

4.2 CONSULTANTS STANDPOINT ON INTERNAL AND EXTERNAL STORYTELLING

_____________________________________________________________________________ 25 
4.2.1 Storytellers Heijbel Company AB __________________________________________________ 25 
4.2.2 Corporate Missions______________________________________________________________ 25 
4.2.3 The Storytellers_________________________________________________________________ 26 

4.3 ORGANIZATIONS POINT OF VIEW ON EXTERNAL STORYTELLING_________ 27 
4.3.1 Moose Garden__________________________________________________________________ 27 
4.3.2 Astrid Lindgren’s World__________________________________________________________ 28 

4.4 ORGANIZATIONS’ VIEWPOINT ON INTERNAL STORYTELLING ____________ 28 
4.4.1 SAS Sweden ___________________________________________________________________ 28 
4.4.2 Visma Spcs AB_________________________________________________________________ 29 

4.5 AN ORGANIZATION THAT USES BOTH EXTERNAL AND INTERNAL 

STORYTELLING_____________________________________________________________ 29 
4.5.1 Fresh AB______________________________________________________________________ 29 

4.6 STORY GATHERING IN ORGANIZATIONS _________________________________ 30 
4.6.1 Storytellers Heijbel Company AB __________________________________________________ 30 
4.6.2 Corporate Missions______________________________________________________________ 30 
4.6.3 The Storytellers_________________________________________________________________ 31 
4.6.4 Moose Garden__________________________________________________________________ 31 
4.6.5 SAS Sweden ___________________________________________________________________ 31 
4.6.6 Visma Spcs AB_________________________________________________________________ 31 
4.6.7 Fresh AB______________________________________________________________________ 32 

4.7 THE IMPORTANCE OF STORIES AND STORYTELLING _____________________ 32 
4.7.1 Storytellers Heijbel Company AB __________________________________________________ 32 
4.7.2 Corporate Missions______________________________________________________________ 32 
4.7.3 The Storyteller _________________________________________________________________ 32 
4.7.4 Moose Garden__________________________________________________________________ 33 
4.7.5 Astrid Lindgren’s World__________________________________________________________ 33 
4.7.6 SAS Sweden ___________________________________________________________________ 33 
4.7.7 Visma Spcs AB_________________________________________________________________ 33 
4.7.8 Fresh AB______________________________________________________________________ 34 

4.8 SHARING, PRESERVING AND DELIVERING STORIES _______________________ 34 
4.8.1 Storytellers Heijbel Company AB __________________________________________________ 34 
4.8.2 Corporate Missions______________________________________________________________ 34 
4.8.3 The Storytellers_________________________________________________________________ 35 
4.8.4 Moose Garden__________________________________________________________________ 35 
4.8.5 SAS Sweden ___________________________________________________________________ 35 
4.8.6 Visma Spcs AB_________________________________________________________________ 36 
4.8.7 Fresh AB______________________________________________________________________ 36 

4.9 CREATING AND MAINTAINING RELATIONSHIPS WITH CUSTOMERS _______ 36 
4.9.1 Moose Garden__________________________________________________________________ 36 
4.9.2 Astrid Lindgren’s World__________________________________________________________ 36 
4.9.3 SAS Sweden ___________________________________________________________________ 37 
4.9.4 Visma Spcs AB_________________________________________________________________ 37 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 3 

 

4.9.5 Fresh AB______________________________________________________________________ 37 

5. ANALYSIS _____________________________________________________________38 

5.1 CROSS ANALYSIS OF ORGANIZATIONS AND INTERVIEWEES ______________ 38 

5.2 CONSULTANTS’ STANDPOINT ON INTERNAL AND EXTERNAL STORYTELLING

_____________________________________________________________________________ 38 

5.3 ORGANIZATIONS’ PRACTICE OF STORYTELLING AS A MARKETING TOOL_ 39 

5.4 ORGANIZATIONS’ USAGE OF STORYTELLING AS A LEADERSHIP AND 

COMMUNICATION TOOL____________________________________________________ 40 
5.4.1 Resemblance and distinction on story gathering _______________________________________ 42 

5.5 COMMON RESULTS ABOUT THE IMPORTANCE OF STORIES, STORYTELLING 

& CORPORATE STORYTELLING _____________________________________________ 42 
5.5.1 The process of sharing, preserving and delivering of stories ______________________________ 43 

5.6 FORMING AND SUSTAINING CUSTOMER RELATIONSHIPS _________________ 44 

6 DISCUSSION AND CONCLUSION _________________________________________46 

6.1 THE PROCESS OF USING STORYTELLING AS A MARKETING TOOL_________ 46 

6.2 THE PROCESS OF USING STORYTELLING AS A LEADERSHIP AND 

COMMUNICATION TOOL____________________________________________________ 47 

6.3 THE PROCESS OF USING STORYTELLING AND CORPORATE STORYTELLING 

TO CREATE CUSTOMER AND EMPLOYEE RELATIONSHIPS ___________________ 48 

6.4 CONCLUSION ____________________________________________________________ 48 
6.4.1 SUGGESTIONS FOR FUTURE RESEARCH ________________________________________ 49 

REFERENCES ___________________________________________________________50 

APPENDICES ____________________________________________________________54 

APPENDIX 1: INTERVIEW QUESTIONNAIRE FORMAT_______________________54 

 
 

 

 

 

 

 

 

 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 4 

 

1 INTRODUCTION  

The aim with this first chapter is to introduce the thesis by providing a synopsis of the 

selected topic and presenting the structure of the study. It starts with an introduction and 

background to the selected subject. Next the problem and its purpose are defined, including 

the research questions. In conclusion, a chapter summary is presented, which gives an outline 

of the thesis structure.  

1.1 BACKGROUND 

“Just as a story can communicate who you are, a story can communicate who your company 
is. Storytelling is natural, easy, entertaining and energizing. Stories help us to understand 
complexity and can enhance or change perceptions. They are easy to remember and engage 
our feelings. Storytelling enables individuals to see themselves in a different light.” (Denning, 
2005) One of the more popular topics particularly in the 80s and 90s was organizational 
storytelling and the idea was that organizations and employees told stories and those stories 
say something about the organization and the relationship of the employees to the 
organization. (Kersten, 2008) Stories hold additional power, it is more memorable and it 
speaks more to the heart than to the brain. Stories have always been the key motivation in 
making a purchase, fixing a deal and raising one’s level of effectiveness in the world. In the 
future, leaders will have to become storytellers first and managers second. (Jensen, 1999; 
2005) Stories have always been the heart of communication and already play a huge role in 
the world of organization, business and politics. (Denning, 2005) 

Human beings have always been fascinated by stories. They have been communicating with 
each other through storytelling since we lived in caves and sat around campfires exchanging 
tales. (Brown & Denning, 2005) The experience industry is rapidly turning into an important 
business area. Today’s market is no longer the tradition marketplace where all the power is on 
the producer’s side. Companies are in continuous competition with each other for customer’s 
attention and it is getting very difficult since price is no longer the main factor in the 
customers decision process. Customers are searching for the richer experiences but 
experiences are not exclusively about entertainment; companies stage an experience whenever 
they engage customers in a personal, memorable way. Consumers are ever more likely to 
choose goods and services that offer the best experience and are willing to pay higher prices 
for them. (Pine & Gilmore, 1998)  

One important marketing and communication tool in the experience industry and today’s 
business is storytelling and corporate storytelling, used effectively to communicate values, to 
illustrate good and bad behavior, to illustrate one’s vulnerability and insight into situations 
without being arrogant or self-righteous, and also  delivering the company’s core position 
across in a tale to customers and employees. (Denning, 2005)  The term storytelling and 
corporate storytelling is originally from USA and became established in Sweden in the late 
90s from Denmark. (Heijbel, 2008) Storytelling can be used as a communication tool within 
organizations. It can add value to leadership challenges in companies and communicating who 
one is and so building trust in oneself as an authentic person is vital for today’s leaders. 
Today’s consumers are interested in associating themselves with a well-known brand, and 
according to Denning (2005) a strong brand is a relationship supported by a narrative, 
therefore using narrative to build a brand can enhance a company’s reputation. Hence, it is a 
promise the organization has to keep and it begins by making sure that the managers and 
staffs of companies know and live the brand narrative. (Denning, 2005)  
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The connection between storytelling and the notion of change and transition is as old as some 
of the stories themselves, for example the Cinderella story, Snow White and the seven dwarfs. 
Storytelling has always been an influential tool for change, whether used by wandering tribes 
passing on cultural ethics, morals, values through community storytelling, or by a shaman 
sharing wisdom through a story to cheer and support learning. However, storytelling is not 
just the area for children: it is a great and forceful resource that can be used to re-frame and 
re-size problems and provide helpful metaphors for the boardroom, organization and human 
beings. (Parkin, 2004)  

We became interested in the chosen topic after having lectures and reading books about 
storytelling and corporate storytelling. We deem it as an interesting topic and worth gaining a 
deeper understanding and knowledge within the subject area. Furthermore, students that 
would like to dig deeper within storytelling and corporate storytelling can gain and find 
important facts, bases and literature references. This thesis can also be an inspiration for other 
companies that have not start using storytelling to start using storytelling or at least consider it 
and also can have a glimpse of how it is already used within organizations.  For storytelling to 
be seen as a useful communication tool depends on a variety of reasons, but one in general 
that has raised awareness is that storytelling appeals to the human side of people. (Mossberg 
& Johansen, 2006) 

 

1.2 PROBLEM DISCUSSION 

While some academics in the field of organizational storytelling have highlighted the concept 
of corporate storytelling and its significance (Denning, 2005; Fog, 2005; Parkin 2004; Brown 
2005), it seems unexplored within the marketing perspective, even though in a higher degree, 
companies and places are becoming conscious about how histories and stories can work as a 
tool in their marketing. It is argued that storytelling is not a new concept, in fact it has existed 
in many years in different forms and that it is up till now that marketers have focus on the 
subject. (Mossberg & Johansen, 2006) Therefore it can be useful to get more knowledge 
about this subject since it is being used in organizations to attract and build relationships with 
customers, employees and serves as a useful communication tool for leaders within 
organizations. Hence, it should be within the organizations interest and duty to strategically 
agree on what stories are suitable to be used in the company, what makes it unique and what 
is the message within the story. 

Given that the two concepts, storytelling and corporate storytelling are now gaining attention 
within organizations, we think there is or might be certain concept confusion between the two. 
This is because when using storytelling within organizations, they are referred to as corporate 
storytelling and when using storytelling in a marketing perspective, it does not really have a 
name of its own. We think that this makes it a bit difficult to fully understand the differences 
between the two concepts. However, this makes it an area in need of further research because 
it will do well to everyone especially to new organizations that are not aware of the concept 
and its meaning. Furthermore, the clarification of the concepts will make it much easier for 
those who want to engage storytelling and corporate storytelling within their organization. It 
can be difficult to find similar stories and make comparison which is one of the reasons why 
we decided to focus on how storytelling is used internally and externally in organizations and 
not to compare the stories being used and told within and outside the organizations. However, 
these research questions have therefore been proposed: 
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• How do companies use storytelling and corporate storytelling as a marketing, 
leadership and communication tool and is it important for firms to use storytelling in 
their marketing and within the organization?  

• Under which conditions can storytelling and corporate storytelling be used as a 
marketing and communication tool in creating employee/customer relationships?  

 

1.3 PURPOSE OF THE STUDY 

The aim for this thesis is to find out how and for what purpose companies in Sweden are 
using storytelling as part of their marketing and leadership strategy to communicate with 
employees and customers. Since there is little research done about storytelling, we want to 
look if there are similarities or differences as to how organizations use storytelling internally 
and externally and if it affects or contributes to the way they do business. 

 

1.4 STRUCTURE OF THE THESIS 

The thesis is part into six chapters. 

The first chapter is intended to introduce the readers to this thesis. It begins with a short 
introduction and a general background to the subject. This is then followed by a problem 
discussion, the research questions and the purpose of the thesis. Finally, it is the chapter 
overview which shows the whole structure of the thesis. 

Chapter two discusses the theoretical framework and aims at illustrating the preceding 
research that is associated to this study. It also provides or serves as a framework for the 
analysis that is presented later in this thesis. 

Chapter three covers the methodology and aims at showing the methods and approaches used 
to collect data in this thesis. It begins with an explanation of the selected research approach, 
followed by the data collection method, an outline of the part takers in the study and the 
interview method. After that, the data processing is look at, which explains how the data was 
used and examined. Concluding the chapter is a section on research quality. 

Chapter four aims at presenting the results from the study that was gathered from the 
interviews from organizations that put into practice storytelling as part of their marketing 
strategy and corporate storytelling as a leadership and communication tool. 

Chapter five shows the analysis of the empirical data with the use of the theoretical 
framework. Focus was on the similarities and differences as to the way it is done in practice 
between the different organizations. 

Chapter six brings to a close of the thesis. The conclusion chapter recapitulates the results 
attained in this study and finishes with future research proposals. 
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2 THEORETICAL FRAMEWORK 

This chapter will provide an overview on the related literature and to look at and discuss 

earlier research that is of importance for this study. This will also be used as a framework for 

the analysis that is presented subsequently in this study. The theory begins with a discussion 

about marketing, human resource management, storytelling and corporate storytelling and 

ends with the importance of stories within the organization.  

2.1 MARKETING AND RELATIONSHIP MARKETING 

Marketing is a social and managerial process by which individuals and groups obtain what 
they need and want through creating and exchanging products and value with others. The aim 
is to know and understand the customer so well that the product or service fits and sells itself. 
(Kotler, 2005) Relationships are at the core of human behaviour. The emerging understanding 
of the unique properties of service has given new meaning to relationships and interaction. 
Gummesson (2004) points out that marketing embraces not only the customers’ contacts with 
sales staff, but all types of contacts with the service provider’s personnel and equipment 
during the production and delivery of the services. Therefore, the provider and the customer 
create value together. He also talked of Relationship Marketing (RM) which is marketing 
based on interaction within network of relationships. Dyché (2001) points out a similar 
resemblance about relationship marketing in the sense that RM was embraced as a way for 
marketing departments to get to know their customers more closely by understanding their 
preferences and thus increasing the chances of retaining them. The core values of RM are 
found in its importance on collaboration and the creation of mutual values. It includes viewing 
suppliers, customers and others as partners rather than opposite parties. (Gummesson, 2004) 
Relationship marketing is also based on a notion of trusting co-operation with known 
customers. Hence, firms have to get to know their customers much better than has normally 
been the case. Regardless of how close a firm can get to the situation of knowing and treating 
customers as individuals, one should always use face-to-face contacts with customers or 
means provided by information technology to get as close as possible to customers. 
(Grönroos, 2000) 

2.1.1 External Marketing - Relationships with the consumer market 

Nowadays, the competition is just a mouse-click away. Organizations are slouching toward 
the realization that without customers, services and products will not sell and revenues will 
not materialize. It has been argued that it cost a company six times more to sell a product or 
service to a new customer than it does to sell to an existing one. (Kotler & Armstrong, 2008, 
Kotler, 2005, Sheth & Mittal, 2004, Dyché, 2001) It is of common knowledge that the way to 
grasp every drop of value from existing customers is to know who the best customers are and 
motivate them to stay that way. Companies of today are achieving this through customer 
relationship management (CRM) which is defined as the infrastructure that enables the 
delineation of an increase in customer value, and the correct means by which to motivate 
valuable customers to remain loyal and to buy again. CRM has the potential to change a 
customer’s relationship with a company and increase revenues in the bargain, therefore it 
helps if companies get to know their customers well enough to understand which ones to keep 
and which ones they should be willing to lose and why and how not to overspend in the 
meantime. Dyché (2001) argues that treating customers well is the antithesis of CRM and the 
goal is to recognize and treat each customer as an individual. He further points out that one 
widely accepted marketing rule-of thumb is that if one individual is dissatisfied, chances are 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 8 

 

that he or she will tell a collection of other individuals. (Dychè, 2001) However, the outcome 
can be that they either leave for a competitor, or stop buying the goods or services temporarily 
or permanently. They can also chose to speak their mind and demand correction or remain 
loyal for lack of alternative suppliers or prohibitive switching cost, inertia, ideological reasons 
and others, at least within limits.(Gummesson, 2004) According to Grönroos (2000) there are 
benefits for customers of maintaining a relationship with the service provider and this can be 
of three types. 

• Confidence: Reduces anxiety, increases faith and feeling of trust-worthiness of the 
service provider. 

• Social benefits: Personal recognition by employees, customers being familiar with 
employees and the development of friendship with employees 

• Special treatment: Extra services, special prices and higher priority than other 
customers  (Grönroos, 2000) 

2.1.2 Internal Marketing - Relationships with the employee market 

The employee who through telling stories about the organization’s results, manages to 
strengthen corporate culture will be considered a valuable asset in the future. (Jensen, 1999) 
The notion of team building, with employees getting to know one another as human beings 
not merely as colleagues has grown popular in recent years, complete with courses in which 
departments build kites, construct bridges over streams and race one another over rough 
terrain. Gummesson (2002) argues that internal marketing is in-bound and directed to the 
personnel and it has emerged from service marketing. Its purpose was to get the front-line 
personnel who have interactive relationships with external customers to handle the service 
encounter better and with more independence. It is essential that the contact people are well 
informed about a company’s offerings, but also that they understand the business mission, 
goals, strategies and organizational processes. The objective of internal marketing within 
relationship marketing is to create relationships between management and employees and 
between functions. The personnel can be viewed as an internal market and this market must 
be reached efficiently in order to prepare the personnel for external contacts. Efficient internal 
marketing becomes an antecedent to efficient external marketing. Internal marketing can be 
restricted to employees but there is an equal need to reach the whole network. (Gummesson, 
2002)  

 

2.2 THE KNOWLEDGE RELATIONSHIP 

Knowledge can unite and divide. Gummesson (2002) means that established knowledge can 
inject stability and professionalism; if it becomes obsolete it will stifle operations. New 
knowledge can initiate change, dissolve established industry definitions and create new ones, 
transcend geographical borders and create novel technological conditions. He claims that 
knowledge is often the basis for an alliance. The daily applications of knowledge may be part 
of the market relationships, whereas new combinations of knowledge and new ways of 
commercializing knowledge largely exist on levels above market relationships. He further 
points out that companies need knowledge to take care of their personnel, to develop, produce 
and market goods and service since they are progressively perceived as the core driver of 
competitiveness. He also states that a company can be viewed as consisting of the three 
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knowledge processes. The generative process, in which knowledge is created, the productive 
process, in which knowledge is transformed into the organization, products and services or 
value creating offerings and the representative process, which is handling of relationships to 
customers. In addition, he proclaims that a strong business culture includes social 
relationships and personal proximity. (Gummesson, 2002) 

 

2.3 HUMAN RESOURCE MANAGEMENT 

Stone (2005) argued that human resource management (HRM) is managing people within the 
employer-employee relationship. Specifically, it involves the productive use of people in 
achieving the organization’s strategic business objectives and the satisfaction of individual 
employee needs. HRM is viewed as either part of the problem or part of the solution in 
gaining the productive contribution of people. Leading companies recognize that human 
capital is their most important resource and take action to maximize it by focusing on 
selecting, developing and rewarding top talent, encouraging open communication, motivating 
teamwork and collaboration, and refusing to tolerate poor performance. He further states that 
ability and skill determine whether an employee can do the job, but motivation determines 
whether the employee will do the job properly. He further claims that many other factors 
influence individual performance in an organization and that managers believe that a satisfied 
employee is a motivated employee. However, happy employees are not necessarily productive 
and job satisfaction does not automatically cause employees to work harder. The employee’s 
attitude towards work and life in general, their age, health, level of aspiration, social status, 
political and social activities, can all influence the level of job satisfaction. Stone (2005) 
believes that managers must be flexible in designing jobs, work schedules, rewards, and 
training and development programs. 

 

2.4 THE ELEMENTS OF PERSUASION 

In this study, we perceive Storytelling as the usage of stories in organizations whilst 
marketing a product or service to customers to increase the value and in the process, to plea to 
the emotional part of consumers. It also refers to as External storytelling as in storytelling as a 
marketing tool; whereas Corporate Storytelling are the stories used within organizations to 
improve communication skills and to spread and share knowledge. It also refers to as Internal 
storytelling as in storytelling as a leadership and communication tool. 

Storytelling and Corporate storytelling are about stories, myths, fables and they can be verbal, 
written texts or images, or a combination of all and stories has contributed to the transferring 
of knowledge, norms and ideals between generations. Corporate storytelling is seen as unique 
and a powerful tool in marketing and relationship marketing. Stories have for all time been 
essential for communication between humans. They provide a medium of communication, 
both internally within an organization and externally to customers, potential customers, 
business partners, business rivals, investors, and others. Stories provide a tool for articulating 
and focusing vision. (Mclellan, 2008) Maxwell and Dickman (2007) argue that people should 
use storytelling to pitch and communicate better, sell faster and win more business. They 
defined story as a fact and represent a basic and powerful universal form, wrapped in an 
emotion that compels people to take an action that transforms people’s world and experiences. 
A story is not only the content of what we think, it is also how we think. The three things that 
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one should be aware of in stories are that stories do not have to be long, do not always have to 
be verbal and the right story, at the right time, helps us shape and control our world. Memory 
is a key to persuasive and the one thing that every organization shares is that they all like to 
win. All successful stories have five basic components and using it in the right way can help 
sell products, inspire employees to be problem solvers, innovators and inevitably earn an 
organization more money. (Maxwell and Dickman, 2007) 

(Source: Maxwell & Dickman, 2007, characteristics of a story, constructed by authors) 

 

Passion - Every powerful narrative has passion, the energy that makes people want or even 
need to tell the story because without it, one cannot get started. It is the essential spark, the 
irreducible cohesive core from which the rest of the story grows. It is passion that calls the 
audience’s attention to the story at the first place, especially if the story is aimed at more than 
one listener. The shorter the story, the more powerful the passion must be. 

Hero - The hero grounds the story in our reality; it is the character in the story that gives the 
audience a point of view. This point of view needs to be substantial enough that the story has 
“a leg to stand on“, but of a scale that allows the audience to identify with it. For the audience 
to identify with the hero’s point of view, they must feel a little piece of themselves in the 
hero’s situation. In corporate storytelling, this is often the role of the corporate spokesperson. 

Antagonist - Antagonists and the conflict they represent for the hero are the beating heart at 
the centre of the story. Antagonist here means the obstacle the hero must overcome, because if 
the hero faces no obstacles, there really is no story. The antagonist does not have to be a 
person and it is best when the chosen antagonist in a story is one the hero can overcome. 
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Awareness - Awareness allows for the hero to prevail and emotion make the hero want to 
move. It is literally the inspiration the hero has that lets him or her sees the problem for what 
it is and take the right action. Awareness is not always easy or comfortable, but if one wants a 
story to make a difference, it always has to be there.  

Transformation - Transformation is the natural result of a well-told story because of, if the 
other elements are taken care of, transformation just happens. The heroes take action to 
overcome their problems and they and the world around them change. (Maxwell & Dickman, 
2007) 

 

2.5 EXTERNAL STORYTELLING - AS A MARKETING TOOL 

A strong brand generates benefits in terms of raising capital, launching new products, 
acquiring new assets, or attracting new partners. (Denning, 2005) Today it is not enough with 
a good product because the competition is big and service quality is seen as something 
obvious. Companies now offer dreams and fantasies in their marketing and there is a fifth 
society evolving, namely the dream society, where the emotional satisfaction in the 
consumption is central. It is a new society in which businesses, communities and people as 
individuals will thrive on the basis of their stories, not just on data and information. Jensen 
(1999) claims that increasingly, products will need a story to distinguish them in the 
marketplace. To evidence the presence of the dream society, he uses as an example with eggs 
in Denmark from free-range hens showing how consumers are willing to pay more for the 
story behind the eggs and about animal ethics, about rustic romanticism, about the good old 
days and if one can embed a story in its products and services, it will enhance its visibility. 
The stories may be related to a location, how the product was made or a story of family 
tradition. He further points out that a brand is no longer merely a guarantee of quality; instead 
it is a little story one buys in order to convey oneself and others who one is. This new reality 
means that we are actually dealing with an emotional definition of branding. The better the 
story, the more one is speaking to the emotions and the higher the price can command. Selling 
has to be aimed at the heart and the best way to sell an emotional message is through a story. 
On the future marketplace, the winners are the best storytellers and the best story will win. 
People shed light on the stories right here and now, and are fascinated by the future because 
that is where they aim to spend the rest of their lives. (Jensen, 1999; 2005; 2008) 

Mossberg and Johansen (2005) share the same view as Jensen about the power stories can 
have on customers by arguing that companies need meaningful messages to convince their 
customers. They mean that similar products are transformed through emotions and ethics 
symbols since storytelling can be an important aspect in creating relations with customers. 
According to them, this is due to the fact that a story can attract listeners and viewers in 
different ages, education, gender and position. Furthermore, a TV-commercial with a clear 
way of telling a story can increase the possibility to have the customer’s attention. (Mossberg 
& Johansen, 2005) One should be aware when delivering these stories to be honest since 
companies need trust if their products and services are to succeed in the marketplace. For 
customers to trust a company and its products, they have to know what sort of company they 
are dealing with, what kinds of values it espouses and how its people approach meeting 
customers’ needs. (Denning, 2005) 
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2.6 INTERNAL STORYTELLING - AS A LEADERSHIP AND 

COMMUNICATION TOOL 

Leadership is a task of winning people’s minds and hearts and corporate storytelling can be a 
powerful tool for management and leadership. Corporate storytelling is about making 
managers and leaders more effective in what they do. It gets a message across more 
effectively and helps to tell people what they are and what their company is all about, 
sparking people into action, transmitting values, taming the grapevine and leading people into 
the future. The story of how ones company got started may be a very powerful strategic and 
marketing asset or tales of success and failure. Strong brands are based on narratives, a 
promise that the company makes to the customer and one that they have to keep. They are 
stories that the customer has about the company and its products and services and it is owned 
by the customer, not the company. Through using stories, a confidence between the 
organization and the employees can be built, but this demands that the managers 
communicate with a similar language such as sharing a story. Corporate storytelling is a tool 
for learning and sharing important organizational knowledge about effective business training 
and adapting to improvement due to the fact that they provide a tool for conceptualizing and 
identifying challenges and opportunities. Corporate storytelling is not just a tool for 
describing a company’s history but also a tool for showing where the company is at the 
present and where it is going. Therefore, an appropriate story has the power to do what 
rigorous analysis could not do, that is to communicate a strange new idea easily, naturally and 
quickly get people into enthusiastic action. Corporate storytelling can be much more powerful 
than any other communication tool. In a risky economy, a story can serve as a competitive 
tool that defines a company's sense of self and its place. (Denning, 2005) 

Three broad trends in evidence for Corporate Storytelling: 

• Growing recognition of narrative in management - Narrative will emerge as a core 
competence of organizational leaders at all level. 

• The emergence of narrative as a set of tools – It is a powerful tool for understanding 
and leading organizations. 

• A richer vision of leadership - The role of corporate storytelling in leadership is 
becoming more central. A way for leaders to embody the change they seek and they 
can enhance their credibility and authenticity through telling stories. (Brown & 
Denning, 2005) 

Stories can also be used to form corporate culture which is a form of know-how. It is a pattern 
of basic assumptions that a group learned as it solved its problem of external adaptation and 
the internal integration that has worked well enough to be considered to be valid and, 
therefore, to be taught to new members as the correct way to perceive, think, and feel in the 
relation to those problems. Consequently, any group that has been together for a significant 
time tends to develop a shared view of the way that the surrounding world works, of the 
methods for problems solving that have been effective in that world and of appropriate ways 
of acting  in that world in the future. The stories that are told and retold in organizations are 
learning and teaching experiences for the participants, whether positive or negative. They are 
among the principal means by which people are integrated for good or bad into the culture. By 
spreading the stories within organizations, they create a union between employees that makes 
them more loyal and feel connected to the organization. This in turn will help to strengthen 
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the company’s image and concept. Where storytelling gets the message across more 
effectively, its incremental cost is zero or closely to zero.  (Denning, 2005) 

2.6.1 Story gathering in organizations  

Corporate storytelling goes on almost in every organization today, at least in USA. This is of 
particularly during periods of change and this process of sharing and gathering stories is one 
that leaders should be aware of and learn to manage. Although many of their stories may be 
lost, some might be captured through the process known as learning history which is a 
document that tells an organizational story from the perspective of many of the people 
involved and is then used as a basis for team discussion. It is a chance for people to reflect on 
their own learning and achievements which in turn develop trust, confidence and bring out 
into the open for constructive discussion issues that may have been festering for years. 
(Parkin, 2004) This is confirm evidently that Parkin’s statement fits with Denning’s opinion 
in the sense that Denning (2005) states that stories can be a good way to create interest for a 
company and are important not only for customers but also for employees. Organizations 
want their employees to understand and share the company vision and to understand the 
stories that employees are telling about the company so as to improve cohesiveness and focus. 
At the heart of every good business story, there lies a truth that is simple enough for the 
management to communicate and so recognizable that others can quickly connect with it. 
Organizations need a story to communicate and share with employees, suppliers and 
customers and those stories can be found within the organization. (Denning, 2005) It is also 
argued by Fog, Budtz & Yakaboylu (2005) that all organizations have raw materials to create 
a unique story to differentiate their company from other companies in the market. If a 
company’s goal is just to make money and generate profit, then the company has nothing to 
distinguish itself from its competitors. To find out what is unique within ones organization, 
one must ask what is it that consumers are going to miss if the organization never existed and 
people can make stories out of this. As a concept, storytelling has won a decisive foothold in 
the debate on how brands of the future are shaped. Through real life examples, guidelines and 
practical tools, companies can be inspired to use storytelling as a means of building their 
brand internally as well as externally (Fog, Budtz & Yakaboylu, 2005) 

 

2.7 THE IMPORTANCE OF STORIES, STORYTELLING AND 

CORPORATE STORYTELLING 

Corporate storytelling and storytelling are today’s tools when you want to talk to the heart of 
customers and employees. People are moved by stories and that is why it is a strong tool. The 
story has to be true in your heart, be told with passion and it must have a conflict, otherwise it 
is not of interest to listeners. (Jensen, 2008) One of the greatest strengths of corporate 
storytelling is in its flexibility and it can help people and organizations through change and 
transition and it is less costly. As powerful as telling the right story to a client is, it is much 
more powerful if one can get the client to actually live it. (Parkin, 2004) According to 
Maxwell & Dickman (2007) storytelling is the key to corporate motivation. They then argued 
that a good story is infectious and it spreads like fire and can reach large numbers of people, 
amazingly rapidly. They further points out that stories help to build morale, strengthen 
teamwork and define problems, then step back from them so that leaders and co-workers can 
discover original and effective solutions. This then will help leaders to sell those solutions in 
the actual way they happen. (Maxwell & Dickman, 2007) Corporate storytelling helps 
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organizations to communicate the future of the organization clearly and enthusiastically, help 
people to crystallize their own ideas for change, act as an aid for memorable learning, as part 
of training sections to aid discussion and reflection, as part of team briefing or brainstorming 
session during the change process and to encourage individuals to discuss and share their 
sessions during the change process. (Parkin, 2004) This can then contribute to enhancing the 
legitimacy of an organization if the actions described in the narratives are seen as reasonable 
or reduce it if the actions are seen as unjust. Stories create a social bond and they 
communicate the values of the organization, which is what one must say in order to be heard 
in the organization, what one must listen to in order to speak, and what one must say and do 
in order to be the subject of a meaningful organizational story in the future. By telling stories, 
they can help to build confidence, create dialogues, solve conflicts, express emotions in a 
company, and assist in understanding complex problems in an easier way and communicating 
where the company stands and is going. Furthermore, organizations can use narrative to 
neutralize gossip and rumours or convince listeners that a gossip is untrue or unreasonable. 
(Denning, 2005)  

Corporate storytelling and storytelling are just not relevant in setting a story straight but can 
also be used to differentiate a company, to create a total picture concept, to show the brand 
and to give customers a high quality experience. They can be seen as a competitive advantage 
that reaches new dimensions in the sense that companies are interested in storytelling because 
it can communicate information and transfer values in a powerful form. It can engage us 
emotionally, communicate knowledge and entertain. It is argued that there is something 
unique in using corporate storytelling due to a history is hard for other companies to copy.  

A story can be distributed in three ways:  

• In a strategic level, the story can explain why the company exists and creates value for 
the owners. 

• In a marketing plan, the story explains how the organization differentiates itself on the 
market. 

• The managers and staff can communicate who they are and how they want to make 
their visions come true. 

Because the differences between products become smaller, the differentiation will be more 
about emotions, ethic symbols, designs and stories. Storytelling is quick, powerful and 
memorable due to people remember what they hear in a story. They keep in mind what it is in 
the story that touches them and they tend to become personally involved with the story which 
has a remarkable staying power. (Mossberg & Johansen, 2006) The superior the story is, the 
higher the worth of the product or service. (Jensen 2008) 

2.7.1 Sharing and Delivering the Story  

The most impressive aspect of good storytelling is its combination of perfection and 
spontaneity. The perfection comes from practice, while the spontaneity comes from reliving 
the story mentally for each retelling. (Denning, 2005) It is argued that when telling a story, the 
last thing one wants to do is freeze right at the start. It is important to come across as natural 
and relax by doing what one naturally does and in this way, the audience can hear the 
authenticity in one’s voice. As worried as one is about the audience, the audience is just as 
cautious about the storyteller, so it is important to win the audience over by being real and 
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relaxed. When delivering the story, the sound of the storyteller’s voice and the look on his or 
her face convey their emotions much more powerful than the content of their words. 
Therefore, people cannot really separate the two because they are stored together in the 
memory. The more fully the storyteller engages the brain of his or her audience, the more 
likely he or she is to be remembered. Memory is holistic and to be successful in business, it is 
emotional memories that really matter. Furthermore, it is important to share something 
personal at the beginning of a story and show the audience that you are talking to them, not 
simply giving a canned speech or sales pitch. (Maxwell & Dickman, 2007) According to 
Brown & Denning (2005), even optimistic stories have to be true and believable, since 
audiences know too well the experience of being presented with the half-truth. Stories told in 
an effort to spur action need to make good on their promises and contain sufficient evidence 
of a positive outcome while stories intended mainly to transfer knowledge must be more than 
true due to their objectives is to generate understanding and not action and also not to inspire 
people but to make them cautious. This is one of the reasons why it is important to keep the 
stories plain, focused, simple, clear, and direct and one should present the story and truth as 
one sees it, as something valuable in itself since the value comes from the story itself and 
from its roles as part of a larger whole. Brown & Denning (2005) further point out that it is 
essential that one  choose the shape of the story and stick to it given that the design is the 
backbone of effective storytelling and also the tone of one’s voice, the facial expressions and 
the accompanying gestures all play a vital role in the deliverance of stories or rather 
storytelling. Everyone can become a storyteller and skills in telling stories can easily and 
quickly be improved. The point is that there is no single right way to tell a story except it 
should fit the chosen target group and the context seeing as narratives comprises an array of 
tools each suitable to a different purpose. (Brown & Denning, 2005) 

 

2.8 SUMMARY 

It is important for organizations to create a relationship with their customers and potential 
customers due to it will increase customer loyalty and good word of mouth. CRM is the 
overall process of building and maintaining profitable customer relationships by delivering 
superior customer value and satisfaction. It deals with all aspects of acquiring, keeping and 
increasing customers. (Kotler & Armstrong, 2008) Modern information technology provides 
firms with ample opportunities to develop these relationships and ways of showing customers 
that he or she is known or valued. (Grönroos, 2000) 

A brand is what distinguishes a product or service and in today’s aggressive and competitive 
environment, it is considered vital for organizations and products to have a brand if they want 
to stay and succeed in the market place. According to Denning (2005) narrative is the 
foundation of an organization’s brand. Organizations can use brand narratives to strengthen 
the image and the company’s brand but one should keep the brand promise and make sure that 
the organization can deliver on it. The knowledge relationship talked about how fresh 
knowledge can bring about change and that companies need information to take care of their 
personnel, to build up, assemble and promote merchandise and services since they are 
increasingly seen as the centre driver of competitiveness. (Gummesson, 2004) Managers have 
to get their employees to act in a specific, goal/directed way so as to meet the organization’s 
strategic objectives. Motivation is the why of the behaviour and job satisfaction reflects an 
employer’s feelings about various aspects of work. (Stone, 2005) 
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Since communication is important within any organization, a tool such as stories is being used 
widely in today’s organization both as a communication and marketing tool. Storytelling is 
about making managers and leaders more effective in what they do. Stories can raise the value 
of a product or service but one should have in mind that people do read between lines and can 
see through a person or an organization if they are actually trying to sell something or 
nothing. Knowing the right story to tell is only half the battle, the other half is to tell the story 
right and the truth. (Denning, 2005) Stories are facts wrapped in emotions and the key to 
remembering a fact is to anchor it in an emotion. It is important to share with one and other 
the stories of one’s successes and pass on the stories, particularly important to share with new 
hires. People tell stories for a number of reasons, in order to connect with others, as an 
emotional release, to share knowledge and experience and to act as a reflective learning tool. 
(Parkin, 2004) In most cases, the good stories are already inside the company, you just have 
to find them. (Jensen, 2008, Denning 2005 & Fog, Budtz & Yakaboylu, 2005)   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 17 

 

3 METHODOLOGY 

The aim of this chapter is to present the methods and approaches used when gathering the 

data for this thesis. It begins with a description of the chosen research approach, research 

method and research design. It is then followed by an explanation of how the data was 

composed. Henceforward, the interview method is presented, as well as how the data was 

processed and analyzed. The chapter ends with a discussion on validity and reliability. 

3.1 RESEARCH APPROACH 

3.1.1 Research Method 

Research methods can have an either quantitative or qualitative approach, both having their 
shortcomings and as for being suitable, it is based on the questions at hand and the purpose of 
the study. The quantitative method is more formalised and structured and a lot is described in 
terms of numbers. In addition, a statistical measurement plays an important role in the 
analysis of this approach. Qualitative research is intended to examine meaning, descriptions, 
characteristic, concepts, symbols and definitions. It allows for in-depth data collection 
concerning beliefs, attitudes, perceptions and aid in investigating authentic behaviour. This 
method can also be suitable in understanding a phenomenon, obtaining a deeper 
understanding of the problem and describing the subject in an overall manner. In this method, 
closeness is often created between the respondent and the researcher but this proximity can 
also be a problem due to the respondent answering and behaving in a way that he or she 
thinks the researcher expects them to do. It gives flexibility in the order of the questions and 
in which they are to be used. (Holme & Solvang, 1997)  

Since this thesis is a deductive study regarding how storytelling is being used as a marketing, 
leadership and communication tool within organizations, we found it more suitable to use a 
qualitative research approach. We examined the theory on storytelling and corporate 
storytelling prior to writing out the interview questions and investigating the topic in reality. 
The purpose here is not to compare stories but to get hold of an in-depth understanding of 
how it is being used and for what purpose. The focus of the study will be on the views and 
opinions of people that work in different organizations and people who are knowledgeable in 
storytelling and corporate storytelling. A qualitative method is central if one wants to 
understand something or to find patterns and despite its strengths, qualitative inquiry is not 
without its limitations. It has been argued by Daymon & Holloway (2002) that a qualitative 
study can sometimes be too impressionistic and subjective. By paying attention to criteria of 
reliability and validity the study will go some way to overcoming this change. It can be 
difficult to replicate and there can be problems of generalization. But this is because 
qualitative research is not supposed to be representative of a larger population. However, by 
providing descriptions of what goes on in a particular context, it helps to illuminate important 
issues regarding a particular group of people. Moreover, lack of transparency in the sense that 
qualitative researchers have been remised in failing to articulate clearly the procedures they 
followed to select samples, collect the data and analyse them. (Daymon & Holloway, 2002)
  

3.1.2 Research Design 

The research design acts as a foundation and is the logical sequence that links the empirical 
data to a study’s initial research questions and ultimately, to its conclusions, in other words 
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what questions to study, the methods used to gather data and how to analyze the results. 
Additional research objectives can be met by using one of the three types of research design 
namely, descriptive, explanatory and exploratory. A descriptive research design is used 

to obtain information concerning the current status of the phenomena to describe 

"what exists" with respect to variables or conditions in a situation. An explanatory 
research design attempts to investigate the causes of particular phenomena, not simply to 
describe them. However, an exploratory research design is used in this study which refers to 
collecting either primary or secondary data using an unstructured design to interpret them. 
(Yin, 1994 & 2003; Occupational education, 2008) 

 

3.2 DATA COLLECTION 

3.2.1 Primary and Secondary data sources 

To collect data and information needed to answer the research problems and provide a reliable 
study, primary and secondary data was collected.  

Primary data refer to the foremost unprocessed information collected and data structures that 
have not so far any type of significant reading. The most usual exploratory qualitative 
methods when gathering primary data are in-depth interviews, observations, focus-group 
interviews and surveys. (Ejvegård, 2003, Daymon & Holloway, 2002) 

To collect the primary data, in-depth interviews were conducted with Matts Heijbel, a 
consultant on corporate storytelling and Ulrika Fager, an employee of SAS Sweden in which 
the respondents were interviewed for a short period of time following a certain sets of 
questions in a conversational manner but with very little interference. The interview that was 
carried out with Matts occurred at his place of work and at a cafe in Stockholm with Ulrika; 
however these include key people in corporate storytelling. At some point it was rather 
difficult to meet face to face with other participants, therefore telephone and e-mail interviews 
were conducted. The interview as a method is useful in this study because it gives more 
comprehensive answers and is helpful in minimizing the risk of respondents not answering 
the questions and misunderstanding regarding the questions can easily be resolved.  

A theoretical overview was made at an early stage. Secondary data refers to documents which 
have been produced by other people for a preceding research problem other than the present 
one and it can be a rich source of supplementary or secondary evidence in research. They are 
important in qualitative research because it’s cheap and often easy to get. However, the 
information may not be available in spoken form and because documents endure over time 
therefore providing historical insights. (Daymon & Holloway, 2002) 

The Internet and some well-known literature from authors that are knowledgeable in the 
chosen subject area have been made use of and also to obtain models for comprehensible 
analysis of some behaviour, however, it turned out to be a bit difficult to find the right 
models. Furthermore, the gained information was useful to develop the research questions and 
data was also collected from the Internet to have as much information possible given that 
there is not much literature concerning storytelling and also to collect background information 
on the organizations. 
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3.2.2 Part Takers in the study  

An overall of nine interviews were carried out, two face to face (in-depth) interviews along 
with four were conducted via e-mail and three via telephone. Nevertheless, one of the e-mails 
that were sent out was return back after a couple of weeks with a few lines summary about the 
chosen subject due to the fact that the interviewee claims that time did not permit. Therefore, 
in this study, we declare that only eight interviews in total were conducted. However, the 
respondent’s thoughts were included in the study in the theoretical framework due to the fact 
that he mentioned on an important subject area in the study. We are however aware of the fact 
that researchers have pointed out the importance of collecting a lot of primary data in order to 
be able to draw a proper conclusion. The respondents were chosen due to being familiar with 
the chosen topic and their position within their companies. The aim was to interview people 
that are involved or have valuable information about storytelling and corporate storytelling 
and also to include respondents from the same area of expertise with different backgrounds 
and familiarity around the chosen subject. 

The idea in the beginning was to interview one person within two to three different 
organizations that use storytelling as a communication tool and one person from another two 
to three organizations that use storytelling as a marketing tool. This however turned out to be 
a bit difficult in the beginning concerning companies that do engage in internal storytelling. 
This was due to not a lot of companies in Sweden are using storytelling in their organizations 
and companies that are using it were not willing to participate in the study due to time 
limitation or claimed to have little knowledge about the subject. Nevertheless, we managed to 
achieve our target by gathering enough data from organizations and people with essential 
knowledge on storytelling as a marketing, leadership and communication tool.  

3.2.3 Interview Method 

Interviews may be structured or standardized, semi-structured or focus interviews and 
unstructured or non- standardized. In this study, a semi- structured interview has been chosen, 
which means that the questions are contained in an interview guide with the focus on the 
issues or topic areas to be covered and the lines of inquiry to be followed. The sequencing of 
questions is not the same for every participant as it depends on the process of each interview 
and the responses of each individual. The interview guide however ensures that one collects 
similar types of data from all informants. This method is considered more appropriate in this 
study because the interviewees can express their experiences, thoughts and opinions better. A 
number of aspects were taken into account upon composing the interview questions. It is 
argued that problems may come up if the questions are overly complex and composed. 
Problems in interviewing concern a possible gap between what informants say they do and 
what they actually do, the time consuming nature of interviews and the interviewer effect. 
(Daymon & Holloway, 2002) Numerous of the questions were for that reason open-ended and 
quite broad in its formation, since it was meant for the respondents to elaborate on the subject 
and issues.  

During the searching process for potential candidates to interview, information search was 
done on the internet, phone calls were made and e-mails were sent out. The first contact took 
place very early to add to the possibilities for getting hold of an appropriate interviewee. A 
digital tape-recorder was used during the interviews and notes were also taken to make sure 
everything got documented and to avoid losing data in case something should happen to the 
tape-recorder. This also will increase the reliability in the study since all two in-depth 
interviews were tape-recorded in the exact way. The questions were sent to the people that 
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were interviewed prior to the meeting so that they could familiarize themselves with the 
questions and know what to expect at the course of the interview.  

The two in-depth interviews took place in April in Stockholm and lasted for one hour to one 
hour twenty minutes. The participants obtained different question formats but with certain 
similar questions due to their different background and positions within the organization they 
work in, but both answered questions regarding internal storytelling. The reason as to why 
some questions are different is because not both interviewees are able to be answering them 
since Ulrika uses storytelling within SAS Sweden and Matts is a storyteller and a consultant 
on corporate storytelling. There were three sets of questionnaire; one which is for consultants, 
another for organizations that use storytelling internally and one for organizations that use 
storytelling externally. Nonetheless, during the interviews, the order of the questions altered 
according to how the conversation went. This is because at times, the interviewees moved on 
to different subjects and questions that were not clear enough was easily taken care of. The 
interview guideline was written in English and in order to minimize misunderstandings of 
questions and to ensure appropriate question formations, the questions were asked in English 
but the respondents answered in Swedish. This was never considered a problem since both of 
us and the interviewees are fluent in both languages. In view of the fact that Swedish is their 
first language, the respondents felt more comfortable answering in Swedish and could best 
express themselves. 

The e-mail interviews were also sent out early so that the respondents could take their time in 
answering the questions and not stress themselves out. This is because the respondents can 
think through the questions; however we are aware of the fact that unclear questions cannot be 
set right and this can lead to unanswered questions. Three of the e-mail interviews came in 
April and the fourth one in May. The questions were also sent in its original form which was 
in English but the respondents answered in Swedish except for two who answered in English. 
One of the respondent’s response that came in April was not answered instead the 
interviewee, Rolf Jensen wrote general facts about the subject. The telephone interviews took 
place in April and a digital tape-recorder was also used. This was possible with the help of a 
speaker phone. However, we believe this was necessary because a telephone interview can 
occur in a fast manner and data might be lost due to not being able to catch up with the 
interviewee’s responses and we might miss out on writing down everything that was says over 
the phone. 

 

3.3 DATA PROCESSING 

Inconvenience in interviewing unease a potential opening involving what informants state 
they do and what they in fact do and the time overshadowing nature of dialogues. Some 
informants can fabricate in order to enhance their self-esteem or cover up discreditable 
actions. However, it is good to validate the evidence that one have obtained from interviews, 
checking statements and referring to documentary evidence. (Daymon & Holloway, 2002) For 
this reason, the recorded copy was downloaded to the lap top from the digital recorder and 
written out almost right away after coming from the interviews. Some of the interviewees 
wanted to read out the written out responses, therefore, it was sent out to them to validate and 
verify to avoid misinterpretation or misunderstanding. They then were structured into the 
empirical data chapter and then according to decided subject matter. The theme was chosen 
after writing the theoretical framework but we had an idea and draft on what was to be 
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included. Most of all the gathered materials were used because they were considered to be 
necessary and relevant. The e-mail interviews were carefully translated into English except 
two which were already in English and all written out interview responses were read over and 
over again while listening to the interview responses that were downloaded. As mentioned 
earlier in the method part, there are three different question formats with similar and 
dissimilar questions which are the reason as to why one of the organizations that use 
storytelling as a marketing tool, Astrid Lindgren’s World is not included in the entire chosen 
theme in the results. This is due to an e-mail interview which was carried out and the 
interviewee just answered the questions proposed and nothing else, whereas with Moose 
Garden, another organization that uses storytelling as a marketing tool, a telephone interview 
was conducted resulting in the interviewee answering and elaborating more on the issues and 
therefore providing information on matters that are applicable . 

 

3.4 GENERAL LIMITATIONS 

Since it might be difficult to compare business narratives within organizations, the study 
limited and focused on how organizations use storytelling differently. However, some 
respondents might have been less familiar with the subject than the others but nevertheless; all 
interviewed subjects had experience in storytelling and corporate storytelling. The study is 
limited to organizations in Sweden that have actually made use of storytelling in their 
marketing or within the organization as a leadership and communication tool, not those 
thinking of starting to use it. However, this limitation does not include consultants. This is 
however presented in the empirical section. Questions regarding marketing in general were 
not asked; instead emphasis was made on questions concerning customer relationship 
marketing which in this study is related to storytelling.  

3.4.1 Validity and Reliability 

Consideration of quality should be done for the research because this is the basis on which the 
study will be judged. Researchers have referred to notions of reliability and validity to 
demonstrate the goodness or quality of studies. 

Validity is the degree to which a result is likely to be true and free of bias or the degree to 
which survey questions actually measure what they intend to measure. A further aspect of 
validity is relevance, which means that any research study must be meaningful and useful for 
those who undertake it and who read it. There are two types of validity: 

External validity – External validity is the extent to which the results of a study can apply to 
people other than the ones that were in the study. This is a measure of how generalizable the 
results are to others outside of the study.  

Internal validity – Internal validity is the extent to which a study properly measures what it is 
meant to.  

In order to make sure that the study can be carried out by future researchers, all interview 
guidelines are attached in the appendix and almost every bit of information is fully 
documented. The object of reliability is to be sure that, if a later investigator followed the 
same procedures as described by an earlier investigator and conducted the same study all over 
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again, the later investigator should arrive at the same findings and conclusions. The goal of 
reliability is to minimize the errors and biases in a study. (Yin, 1994; Daymon & Holloway, 
2002; Thurèn, 2007; Glossary, 2008) It is believed that all interviewees’ knowledge and 
practice can contribute to the reliability of this study but they might have been partly one-
sided in their answers because of their insight and position in their company. They perhaps 
were not eager to give information that could be a sign of negativity on their organization. 
However, we believe that the interviewees are serious, dependable, qualified, and reliable 
within the area of the chosen subject. In the use of Internet sources, we know it can be of most 
importance to validate the quality of the information more carefully and thoroughly. 
Therefore, we perceive the websites of the organizations trustworthy since it states facts and 
background of the companies. The different kinds of question formats may affect the internal 
validity in this study, nevertheless, each set of respondents or organizations had the same kind 
of questions resulting in similar answers and comparison was made in the same way for all of 
the interviews and organizations. As mentioned earlier, the interview questions were in 
English but most of the respondents answered in Swedish and we consider this might also 
affect the external validity. However, all involved people are confident in both languages and 
we have been very careful in our translations.  
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4 RESULTS 

This chapter presents all the empirical findings from the study. It mainly includes the findings 

from the interviews and is divided according to organizations and main themes. It begins with 

an introduction to the organizations in the order of consultants first, followed by 

organizations that use storytelling as a marketing tool, then organizations that use 

storytelling as a leadership and communication tool and last but not least, an organization 

that uses storytelling both as a marketing, leadership and communication tool. This is then 

followed by the different subject areas and ends with building and maintaining customer 

relations.  

4.1 INTRODUCTION TO THE ORGANIZATIONS AND INTERVIEWEES 

4.1.1 Storytellers Heijbel Company AB  

Matts Heijbel is a consultant, owner and head of the company of Storytellers Heijbel 
Company AB situated at Hornsgatan in Stockholm. He has no employees in his company and 
has worked as a storyteller and consultant for almost 10 years. Matts is one of Sweden’s most 
experienced storytellers for corporations and organizations. He is a writer and journalist with 
a social-anthropological background and has been lecturing with, among many others, 
Stephen Denning who has written several books about corporate storytelling. 

4.1.2 Corporate Missions 

Rikard Naring is a consultant and he is part of a little consultancy company called Corporate 
Missions. The organization has been around for almost 12 years and they are organization 
consultants that help leaders to build strong, successful trade names and organization through 
the carrying idea. Rikard has worked as a storyteller for 5 to 6 years and in his work, he 
integrates a telling culture and works with a brand driven business development. Currently, he 
is working on a big cultural project with the company Apoteket AB to create an integrating 
culture in the company and in this project; he is also working as a storyteller. 

4.1.3 The Storytellers 

The Storytellers was formed in 2003 and is an organization situated in London, UK that helps 
large organisations all over the world to improve their performance by engaging their people 
in strategy, vision, values and change through corporate storytelling. Alison Esse is part of 
their leadership team as a Director of Marketing & Business Development and as a business 
dedicated to storytelling; she has worked with it for 5 years. However, she was involved in a 
live events business prior to that for seven years which focused on finding the story a client 
wanted to tell within a show or event, and telling that story to the audience.  She also was in 
PR, telling stories to journalists via press releases.  

4.1.4 Moose Garden 

Sune Häggmark is owner and head of the company of Moose Garden which is a tourism 
company located in Orrviken just outside of Östersund. The company started with two 
abandoned moose calves that he took care of and by making exclusive paper from moose 
droppings; he became known to the outside world. He started the company 11 years ago; 
started using storytelling 9 years ago and he has about 5-6 full-time employees. Sune manages 
the administrative work, the marketing and finance, takes care of tourists and helps in taking 
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care of the animals. His establishment is built on genuine experiences in a typical Jämtland 
culture and environment where one can get in close contact with the mosses. 

4.1.5 Astrid Lindgren’s World 

Nils-Magnus Angantyr is the marketing manager in Astrid Lindgren’s world which is a 
theatre park that is built around the environments from Astrid Lindgren’s books and is a place 
where tales become reality. He has work in the company for 12 years; started using 
storytelling 4 years ago and there are about 20 full-time employees working on a yearly basis 
and in high season there are about 350 employees. The company has a managing director, 
sales and marketing managers, theatrical and human relations, a park and facility manager, 
team leader's personnel, merchandise and kitchen managers and staffs. Optimism, and a long-
term focus and high ambitions are important factors in Astrid Lindgren’s World.  

4.1.6 SAS Sweden 

Ulrika Fager is an employee of SAS Sweden, an airline company which is a subsidiary in 
SAS group situated in Stockholm. She is responsible for extern communication and to a 
certain degree internal communication. Her work entails dealing with the press and media but 
she has also worked with leadership development within the organization. She has been an 
employee of SAS for about 19 to 20 years and there are about 3000 people working within the 
organization. In her department which is communication, she states that there are 6 people 
working there including her and that they are also the ones working with corporate 
storytelling within the organization the past 4 years. 

4.1.7 Visma Spcs AB 

Visma Spcs AB is a subsidiary in Visma groups with a total of 2700 employees in the four 
Scandinavian countries Norway, Denmark, Finland and Sweden including Holland. It is one 
of Scandinavian’s leading support and deliverer on economic programs to small and medium-
sized companies. They are market leaders on programs for bookkeeping, managing of 
payments, taxes and complete economic systems. One of their branch offices is situated in 
Sambandsvägen in Växjö which happens to be the workplace of our interviewee, Sara Nylen. 
She works in the human relations department dealing with employee functions. Sara has 
worked in the organization since 2002 and she believes that Visma Spcs AB has a strong 
corporate culture. The organization has existed for 24 years with 270 employees working in 
Visma Spcs AB and 800 employees in total in Sweden including other branches. 

4.1.8 Fresh AB 

Patrick Dahlberg is the Managing Director of Fresh AB which is one of Europe’s leading 
suppliers of ventilation systems products for a better indoor climate. He has been working in 
the organization since 1988 and there are 70 employees working in the marketing department 
with storytelling and corporate storytelling since 13-14 years ago. Through an active and 
rightful engagement from the workers, Fresh AB develops and grows so adequately that in the 
future, they want to be a quality company in the industry for ventilation systems for indoor 
climate.  
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4.2 CONSULTANTS STANDPOINT ON INTERNAL AND EXTERNAL 

STORYTELLING 

4.2.1 Storytellers Heijbel Company AB  

Matts is interested in corporate storytelling and true stories are all what he is about. People in 
all parts of the world and in all cultures have always narrated and that is how one holds 
together an organization and passes on knowledge and values. He points out that a company 
can for example add a story to a product or service and then literally, the product or service 
will be worth double the price. This will be because of the story behind the product or service 
which in turn will give it more value. He looks at organizations like tribes in a way that they 
all have goals, they want to achieve and work together to reach those goals. Matts describes 
corporate storytelling as to search, process, harvest and use the existing stories in the 
organization among employees, customers, and clients to communicate better and improve the 
company’s image. He believes that storytelling can shape and strengthen a brand and an 
organization’s image but one ought to fill and load its brand with stories. One should also 
have in mind that a story can affect and do bad as much as it can contribute and do well to an 
organization. For instance, bad rumours or stories can hurt a brand and at the same time 
reduce the effect to a rumour. According to Matts, the reason as to why organizations now 
engage in corporate storytelling may be that they have just discovered the power it holds and 
modern leadership is playing a vital role in organization. Modern leaders are sometimes tired 
of abstract and theoretical ways of describing reality such as power point presentations, and 
this frustration has raised an enormous interest in corporate storytelling.  

Matts mentions how the changes in globalization are also playing a vital role in organizations 
and one in particular, the Internet, which he says is an important channel when spreading and 
getting information because it increases word of mouth. He thinks that every organization 
should have a repertoire of stories since it can be seen as a part of a communication strategy, 
and a marketing tool to reach customers and to build emotional bonds. He believes that all 
types of organizations can use storytelling and in different ways. It could be used for personal 
marketing or as IKEA uses it when establishing in new markets. In short, privately, publicly, 
and personally, Matts thinks it is a powerful internal and external tool for organizations and 
individuals. The reason as to what he thinks why not much research has been done in external 
storytelling compared to internal storytelling might be that the thinking started with 
knowledge management and using storytelling in marketing is relatively new. He also says 
that it can probably be that marketers have recently understood the importance of storytelling 
as part of a marketing strategy. He furthermore reveals that some organizations claim that 
they have been using storytelling in their marketing for a very long time but Matts says that 
making up stories about and around a product or service is not storytelling. It is important to 
search for the stories, find them, use them, have a company blog and take part in other 
company’s on-line forums. He says if an organization is not using storytelling, then they are 
leaving and missing out on a valuable capital and asset.   

4.2.2 Corporate Missions 

Rikard has worked with communication for a long time and according to him, storytelling is a 
good way to communicate and he only works with internal storytelling. He says that his work 
entails being out there and talking with the employees, conducting interviews and 
coordinating the whole thing. In other words, using stories as a leadership and communication 
tool to manage a cultural development in organizations. He is driven to find out how to make 
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humans do their best at work by using stories because a story has always worked well on 
humans. Corporate missions wish for to support and help individuals and organizations 
develop, reach their objectives and become more successful. Their approach is built on an 
overall vision about the corporate culture, communication and leadership. It is simply about 
creating energy, give involving promises and to hold and keep those promises one gives. 
Rikard believes that corporate storytelling is a technique that can be used to build team spirit 
and direction in a transformation process for instance if one wants to point out certain 
behaviours, changes, achievements, success or certain characteristics. Rikard defines 
corporate storytelling as the stories used within organizations as a tool to reach the company´s 
goal and focus on how to get the employees to become motivated since it has an immense 
power and can reach employees in a new way. The reason why Rikard thinks that many 
companies now engage in corporate storytelling is that they want to earn money, but 
companies also have a more social role today. He says there is like a paradigm shift evolving, 
and instead of focusing on just the stockowners and other economic interests, there is now a 
social responsibility in business. 

Corporate storytelling can be a good way to transfer the social messages and he thinks that it 
is positive that companies are taking a social responsibility. According to Rikard, he does not 
think that storytelling is changing the way organizations do business,  not yet anyway, due to 
there are not so many companies that have such a type of corporate culture yet. He says that 
as long as there are active leaders in a company that engage in storytelling and keeping it alive 
and believing in it, then business narratives or telling stories will always work. Rikard thinks 
that storytelling and corporate storytelling can definitely contribute to the way a company 
does business but simply if it is done in the right way and if they are aggressively working 
with it. It is then of most importance that one can choose to govern storytelling with an aware 
management. However, there are also stories about bad managers and bad working conditions 
that can affect an organization negatively. Rikard believes that storytelling can be applied in 
all organizations and be successful but it demands a lot of effort and a clear way of thinking 
making it the reason why storytelling can have a positive effect on the organization, in their 
marketing and in the internal or corporate culture. He adds that storytelling can be a powerful 
marketing tool if it is done in the right way. 

4.2.3 The Storytellers 

The Storytellers organization helps their clients share their stories, experiences, knowledge 
and ideas to demonstrate progress and celebrate success, helps to  change the way they think 
and work and shape a collective vision of the future. Alison and her colleagues help their 
clients tell the story of the journey of their business in a clear and simple way. She became 
interested in corporate storytelling because of the frustration businesses feel when they need 
to get simple messages across to large numbers of people, and the barriers they face in using 
conventional communication techniques. These for examples are e-mail, internet, and 
newsletters and they can be a one-way communication, non-involving, dry abstract and hard 
to absorb. People cannot see how they relate to the job that they are doing, and as a result 
leaders are reluctant or lack the confidence to share the information with their teams.  As a 
result, people do not feel engaged in the goals of the business, and the effort they put into 
their work reflects this.  Corporate storytelling is much more powerful, engaging, involving 
and a great vehicle for learning and development. She defines corporate storytelling as a 
business that illustrates its corporate strategic messages by illustrating it with real human 
stories wherever possible and encouraging people to feed back their experiences, failures, and 
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successes through stories that demonstrate desired actions and behaviours that others can 
learn from and be inspired.  

Alison thinks that the need for storytelling in today’s organization is because of the need to 
adapt to change, attract and retain the best talented has never been stronger and also the need 
to win hearts and minds, not just brains. In this digital age, more and more organizations can 
only differentiate themselves through the relationships they have with their customers. 
Therefore their own people must feel completely engaged with their organization and brand, 
what it stands for, and the goals of the business. In turn, they must be able to understand the 
journey that the business is on, and how they personally can contribute to it. She further says 
that it is all part of building engagement; energy and unleashing the discretionary effort that 
will help an organization outperform the competition. She additionally adds that this need 
runs through the entire organization because it is difficult to engage junior members of staff, 
or those at the grass roots of an organization, in strategy and vision using the kind of complex 
language management speaks normally used at leadership level. She says it is at that level 
where corporate storytelling acts as an effective communication tool. She believes that many 
organisations have been advocates of ‘corporate storytelling’ for a long time. Nevertheless, up 
to now there was no formal process or tangible, practical methodology to enable everybody to 
participate, and build a culture of storytelling across the business. She says that she and her 
colleagues, however, have managed to create that methodology. Alison points out that to a 
certain extent; trust is built as a result of telling the story.  However, to create a sense of trust, 
the story should be delivered by a credible person, perhaps with authority (a leader) or 
somebody who is respected by their peers.  A story should be true; therefore that level of trust 
is increased by the very fact that the story is simply a record of an event which is not 
fabricated by the storyteller in anyway. She also says that many of their clients tell the stories 
to their investors, customers and suppliers, not just to their employees 

 

4.3 ORGANIZATIONS POINT OF VIEW ON EXTERNAL 

STORYTELLING 

4.3.1 Moose Garden  

Sune points out that storytelling is being used as a marketing strategy in his company. He is 
the one who introduced the idea of using storytelling in his company because he believes 
storytelling creates and gives more value to the product. He states that there are two people 
who are responsible for and working with storytelling externally. Sune also mentions that he 
himself had no former experience in storytelling before he started using it in his company. He 
started using storytelling in 1999, 2 years after the company was established and he thinks 
that it is an effective marketing tool. He has no clear definition of storytelling but he points 
out that it is about telling the history and story behind every product or service and in doing 
so, one can give it an identity, an origin, and a name. Sune admits to using other marketing 
strategies besides from storytelling and they work equally well for him. He further reveals that 
he talked about the importance of storytelling with his staffs and that they understand the 
concept and its meaning very well as well as they are good at it. The downsides with 
storytelling can be that at times it can be hard for example like working in a theatre where one 
has to constantly put on a show. Sune believes that storytelling is a new word for old 
knowledge and points out that there are role models in Sweden that one can associate with the 
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notion of storytelling such as Ingvar Kamprad, founder of IKEA and Clas Ohlson. He means 
that these people gave storytelling a new face in Sweden.  

4.3.2 Astrid Lindgren’s World 

Nils-Magnus states that the company is using storytelling as a part of their marketing strategy 
and they have been using it since 2004 and so far it has work very well for the business. The 
idea for engaging in storytelling came from their advertising department and he describes 
storytelling as using the way of writing that Astrid Lindgren did without using any difficult 
words and without any strong commercial messages in their stories. Nils-Magnus had no 
former experience in storytelling but he says if one counts his experiences as a guide where he 
told a lot of stories, then he might have some kind of experience in storytelling. The company 
does not use other kinds of marketing strategies apart from the regular ones but relies on the 
stories and the name of Astrid Lindgren. Nils-Magnus points out that their employees 
understand the concept of storytelling and they do not use storytelling as a marketing scam 
but as a way of maintaining the originality, uniqueness and connection with Astrid Lindgren. 
The advantage of using storytelling is that their customers have a tendency to associate the 
company with Astrid Lindgren and her work which is a good thing but the downside is that 
the company cannot be too commercial in some occasions or areas where they may have 
wanted to because of this association to Astrid Lindgren. They really did not expect much 
prior to using storytelling but it has proved and given the results that they think it would have 
on the company. He further mentions that storytelling has and is positively affecting the way 
business is done in the company in the sense that the stories that are told in the organization 
are affecting their customers and they are getting  really good responses. 

 

4.4 ORGANIZATIONS’ VIEWPOINT ON INTERNAL STORYTELLING 

4.4.1 SAS Sweden 

Ulrika points out that storytelling is used as a communication tool within SAS Sweden and 
they have so far succeeded. SAS Sweden started using corporate storytelling during the spring 
of 2004. According to Ulrika, it was first seen as a fun thing to do, a fun activity for the 
employees. She says that she uses storytelling in a public relations context but as for the 
organization using storytelling externally, they really have not started it yet but maybe they 
will in the future. Matts Heijbel came up with the idea and introduced corporate storytelling in 
SAS Sweden but it was Ulrika and her colleagues who first contacted him and then convinced 
management that storytelling could be a great communication tool within the organization. 
She says she read about corporate storytelling in a newspaper but did not really understand the 
meaning of the concept at that time. Storytelling has mostly been used intern for the staffs in 
the organization and it has been good for the company due to business narratives make it 
easier to talk about behaviour, give credit to employees and easy to create and get reactions. 
Ulrika describes corporate storytelling as the opportunity of the future, a way to build up 
corporate culture and to be noticed.  She calls it a strategic cultural building tool due to its 
effectiveness and as a well functioning communication tool for the organization.  She further 
states that using storytelling as a communication tool within SAS Sweden is a long-term 
strategy and the reason is to build a corporate culture, to reach the staffs and transfer company 
values. Prior to using corporate storytelling, they had no expectations so there was no room 
for disappointments. The positive thing since SAS Sweden started using storytelling has been 
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that their employees have been cooperative and they now can communicate through stories. 
Since storytelling was new to them, the negative thing was that it took a lot of time to analyse 
the stories and this was a bit frustrating for them to handle all the stories that they collected.  
They really never conducted a research before using storytelling; they just rely on references 
from other people. She says that storytelling affects as much as it contributes in how business 
is done in the company due to the fact that it has given a lot of valuable stories and support 
from the staffs. The use of storytelling can at times force them to do things against on what 
they have agreed on in the company. Furthermore, they have learnt more and more about 
corporate storytelling since they started using it. 

4.4.2 Visma Spcs AB 

Visma Spcs AB uses storytelling in the organization as a communication tool for leadership in 
their monthly meetings where they talk about different stories that come up during their 
gatherings. They also use corporate storytelling to confirm elementary values in the company 
in view of the fact that they work for a shared understanding of definitions. However, they 
wanted to keep and transfer the culture that exists in the company given that corporate 
storytelling is like a transferee of culture to them. They also organize educational trips for 
their employees and there was this one time that most of the staffs went to an educational trip 
to Seattle in USA. Sara was the one who introduced the idea for storytelling in Visma Spcs 
AB and the reason for them starting to use storytelling was another way to strengthen the 
company's culture. Sara mentions that she has also been to a Matts Heijbel seminar, one of 
Sweden's leading consultants on corporate storytelling where she gained a deeper insight on 
the subject. The use of storytelling in the organization is a long -term approach which they are 
making use of to change and develop the culture within the company. Their expectations prior 
to using storytelling were to put through good stories and increase the frequency of sharing 
good ones and Sara thinks that the expectations were met. Sara believes that the reason for 
storytelling today can be that everything goes so fast in today’s business. One of the positive 
effects for them using storytelling is that they are able to create different kinds of stories and 
stories that are over 20 years old can be found years later and can be used to understand the 
company's earlier history. Sara does not think that there are any negative effects with 
storytelling in the company and Visma Spcs AB did not conduct any research before they 
started to use storytelling, they just did it. 

 

4.5 AN ORGANIZATION THAT USES BOTH EXTERNAL AND 

INTERNAL STORYTELLING 

4.5.1 Fresh AB 

Patrick reveals that Fresh AB is using storytelling both externally and internally and it is a 
long-term plan. They use it externally as a business idea in their teaching in the company and 
internally to spread the procedure and course of action they work with within Fresh. They first 
started with telling stories externally in 1995 about their way of work and during that process, 
they realised that storytelling was gaining attention internally. Everyone in the organization 
started to become part of the story because of the interest it created and how it raised 
awareness. The idea for Fresh AB wanting and starting to use storytelling was a joint proposal 
between their former Managing Director, Mats Birgersson and Patrick himself. The company 
also uses storytelling as a way to communicate about their past trip within the company since 
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1994, how they worked, how and where they are and how they have been successful. Patrick 
admits that they are using other marketing strategies in the company plans and they are well 
anchored and secured in their marketing strategies. They sometimes combine other marketing 
strategies with storytelling and at times use it separately but this depends on the target 
customer group and market in question. According to Patrick, their employees understand the 
concept of storytelling to a high degree since it is a part of the schooling in the company. As 
to if storytelling is affecting or contributing to the way business is done in the company, 
Patrick admits it definitely has changed. The positive effect of storytelling is that marketing 
through stories are free, cheap and builds up a brand. The negative effect can be that the 
organization sometimes can be experienced as egocentric, however, it is important for them to 
keep what they promise, given that it is privileged required externally. The need for 
storytelling in today's business is that it has an uncomplicated value that connects people in an 
organization, it pays off and contributes to a healthier and better working place. The 
optimistic effects that storytelling has contributed to the organization is that they have been 
able to build their brand through the way they are managing the company, they have been 
honoured as Sweden's best working place and this attention that storytelling creates does not 
cost anything but enhances the brand in a very good way. They have no problem with 
recruiting staffs and they have a good reputation; therefore storytelling gives an effective 
personal development and a strong attitude. Fresh AB gives the employees a safe and 
meaningful working place and they really have not done any research before implementing 
storytelling in the company. 

 

4.6 STORY GATHERING IN ORGANIZATIONS 

4.6.1 Storytellers Heijbel Company AB 

Matts says it is important for him to know how to find the stories within the organization, 
work with them, capture them and use them to give an organization a business-related 
success. He states that it is not necessary to make up stories since organizations are filled with 
stories for example between customers and other interested parties and the stories do not have 
to be in exact detail. It is just to find the story that one’s organization can relate to. However, 
it is up to the listener to interpret the message in the story and the way they feel about the 
story. Some of the stories that one can make use of can be heard in meetings, coffee shops, 
dining areas, pubs and in cars. They are usually about people who have says or done one thing 
or the other. Leaders and managers should search and find the stories within the 
organizations, among employees that can contribute in making the company stronger. 
Organizations can focus on questions like the employees proudest moment for being part of 
the organization but most importantly connecting an event that resembles with the 
organization or mistakes that one has made and learned from.  

4.6.2 Corporate Missions 

Rikard points out that storytelling is going on everywhere all the time and the kind of stories 
that they collect or organizations should gather must be true because one cannot defraud with 
a story and if one does, it can result in or give  the opposite effect. 
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4.6.3 The Storytellers 

The Storytellers leadership team gathers stories within organizations by working with the 
boards of the organizations, interviewing them or facilitating a plenary session to extract the 
main ingredients of their strategy/vision, and weaving them into a simple but compelling 
narrative. They then provide the tools, methodology and training to help their clients tell the 
story internally, bring it to life, start to turn the priorities of the story into action and celebrate 
progress and success. Their innovative, practical program helps connect people at every level 
in the journey the business is on. They align the senior leadership team behind the journey, 
then equip and train leaders and managers to personalize and bring the story to life for their 
own teams. They show them how to make the connection and to explore the journey looking 
at it through the lens of their function or area of the business, then to identify the role that 
individuals and teams can play in the journey. Alison and her colleagues work in a practical 
and sustainable way, with tools and processes that help them to connect their clients with their 
teams since everyone can tell a story, and in this way, everyone can be involved.  

4.6.4 Moose Garden 

Sune mentions that he creates new stories all the time due to the fact that it can be boring to 
repeatedly tell the same story over and over again. He gathers and tells stories about the 
mooses, souvenirs, and creates experiences for the tourists. He makes use of the behaviour of 
the animals, their birth and their interaction with customers and employees and makes stories 
out of them. 

4.6.5 SAS Sweden 

Ulrika points out that the first time they gathered stories; they came up with 10-15 stories 
from 30 employees. They then started using stories such as why the employees work in SAS, 
customer meetings and interaction, and also stories connected to the Tsunami in Thailand. 
The stories that they collected in connection with the Tsunami were linked to the airlift that 
SAS established after requests from the Scandinavian government between Scandinavia and 
Thailand in order to transport home travellers that have been affected by the disaster in Asia. 
The aim was that those employees who worked on board and with rescuing would have the 
possibility to share their experiences from working during extremely tragic relations. 
However, they were affected by the incident and SAS Sweden used the employees’ 
knowledge and stories to communicate within the organization. Nonetheless, in August 2006, 
they took corporate narratives to another level. SAS Sweden’s employees started talking 
about the future, talking about when SAS Sweden is at its best and before they knew it, there 
were about 110 stories about customer service, customer relations and employee experiences. 
They do not sensor any stories or look for exact details such as people’s names or exact time 
frame; instead they just want some truth within the stories. They develop all kind of stories to 
put in their leadership toolbox from collaboration between employees and clients to solutions 
as to how to solve different kinds of conflicts.  

4.6.6 Visma Spcs AB  

Visma Spcs AB is working at motivating, building and keeping a positive attitude in the 
company and according to Sara, it is the human relations department and the information 
manager that decides on which stories are good or not. They gather stories such as the ones 
that come up in the interaction with customers and those stories that are best used to 
strengthen the company´s culture. True stories are important to them and they collect the ones 
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that already exist in the organization. They have one special evening for the veterans who 
have worked in the company for five years and they brainstorm around stories. The staffs 
were in Thailand in 1999 and started with what is to be known as the company's ten words of 
demands which involve every employee receiving one word which they used to create a story 
and communicate with each other.  

4.6.7 Fresh AB 

In the beginning, Fresh AB focused and gathered stories on the management experiences and 
the experience of others in the organization who knew the company well before Mats 
Birgersson; former Managing Director joined the firm. They focused and relied on the true 
stories when telling and gathering stories. The kinds of stories that they develop to put in the 
leadership box are stories concerning the company's development since 1994. They are down 
written in special cards, where all the elementary values are sampled. According to Patrick, 
storytelling and corporate storytelling are a result of the improvement processes that they have 
been working with since 1994/1995. 

 

4.7 THE IMPORTANCE OF STORIES AND STORYTELLING 

4.7.1 Storytellers Heijbel Company AB 

Matts states that stories are a powerful tool in the sense that they can communicate and show 
the nature of an organization towards employees and customers. He further points out that 
stories can be used to get success in the organizations, show company values, illustrate what 
they believe, learn and stand for and transfer and distribute knowledge. He additionally points 
out that business narratives or stories are as important as earnings and all other capital in the 
organization, and without them, an organization would not exist. Corporate storytelling can be 
useful in collaboration due to partners can at times use another partner’s story and spread the 
message. It is a force in organizations because stories are memorable and speak to the heart. It 
can also be useful in recruiting new employees to a company. 

4.7.2 Corporate Missions 

Rikard mentions that the importance of storytelling can be different in every organization and 
companies may use storytelling but they may not think of it why they are using it. Rikard 
thinks that stories can create a strong culture in a company and can be useful when recruiting 
employees. It can be used to create a great feeling, create motivation and engagement from 
the employees, reach the employees in a new way and assist in being more effective. It can be 
used to make employees to want to reach the same goal and vision as the company and to 
shape and strengthen an organizations image and brand. 

4.7.3 The Storyteller 

Alison points out that businesses are constantly faced with the need to change, and stories can 
help to illustrate that need in a far more effective and compelling way than the dry, abstract 
principles. Corporate storytelling or stories can be a powerful tool in making a change 
happen, helping people to share best practice and learn from others. Alison believes that 
stories are important and to a great deal, in the sense that they can make an enormous 
difference to the level of commitment and energy that employees put into their work. 
Therefore, this increased ‘engagement’ has been linked time and time again to increased 
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productivity and performance, and reducing levels of absenteeism and labor turnover. Stories 
shape and change actions and behaviors, help people understand and make sense of what they 
do at work and why they do it. She further points out that stories can help people to learn, 
reach out, absorb, remember, persuade, encourage, and share information and ideas. Stories 
can demonstrate what success looks and feels like, and also paint a clear picture of how they 
might need to change the way they think and do things. The great thing about stories is that 
they can change and be embellished as they travel through the organization.  As long as the 
main point of the story remains the same, it does not matter if the story is given a different 
flavour as it passes from one person to the other. She points out that a good story will have 
different parts: The situation or challenge that the protagonist faced the outcome of that 
action, and what was learnt as a result. Therefore, it should be based on a human experience 
with an emotional dimension. Stories can also be used to demonstrate progress, to inspire, 
motivate and help a deeper understanding of a message, as well as celebrating the ‘heroes’ of 
an organisation. They can be used very effectively to keep corporate messages refreshed and 
alive over an indefinite period of time, so adding an element of sustainability and continued 
interest. Stories are also used as ‘visionary’ tools to create a collective vision.   

4.7.4 Moose Garden 

Sune thinks it is important to use storytelling as a marketing tool in his company due to the 
fact that he is in the service industry and stories are a great way to market and sell his 
products and services, and in the process create relationship with his employees. He believes 
that storytelling generates more worth for his products and services and in the process 
increases the value for the customers due to the fact that his customers want and love the 
stories he tells. He adds that storytelling presents several positive effects and one in particular, 
it creates direct contact and very strong lasting relations. It is a strategy that creates a good 
word-of-mouth contributing to customers always returning and most likely bring along other 
people. 

4.7.5 Astrid Lindgren’s World  

Nils-Magnus says that they have noticed that storytelling as a marketing tool can be valuable 
and it is very important to them that they are close to the stories of Astrid Lindgren. He 
mentions that storytelling creates more value for the customers and that their message is 
straightforward. He also states that storytelling has improved the company's brand; image and 
it have increased sales as well. 

4.7.6 SAS Sweden 

Ulrika reveals that corporate storytelling makes it easier to discuss difficult questions and to 
get a total perspective of a given situation. She explains that there is a large flow of 
information and corporate storytelling can be a good way to reach out to people, to get 
attention, to highlight problems and also bring forward values and culture. She believes that 
using corporate storytelling has helped them to gain deeper access to organizational realities 
and employees experiences. Engaging corporate storytelling has enhanced employees’ 
creativity and has been a great technique for gathering thoughts and new ideas. 

4.7.7 Visma Spcs AB 

As a communication tool for leadership, Sara believes that stories make it clear and strengthen 
on what they want to say because they are all pedagogical different. She says that internal 
storytelling is important to the organization because it is used for forming bonds and 
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motivating their employees. Sara believes that a good story without a doubt shows the 
fundamental values of the company and that everyone can identify oneself with it.  

4.7.8 Fresh AB 

Patrick believes that corporate storytelling and storytelling are to some extent effective 
marketing leadership and communication tools due to they provides the company with a good 
reputation and this leads to other companies’ interest in forming collaboration. Patrick thinks 
that it is important for the company to use storytelling as a marketing and communicating tool 
because they use it to reach their employees and customers by trying to have contact with the 
customers every week. They believe that stories can create more value for the customers and 
by combining forces with other companies that have good stories; they can strengthen each 
other's organization. Storytelling and corporate storytelling can and have improved the 
company's brand, image and sales to a high degree and as a part of a marketing strategy, 
storytelling has overwhelmed their expectations. Patrick adds that it is good to use storytelling 
especially in describing how their organization works and what responsibility the sales staffs 
have. They consider storytelling as an effective communication tool due to it makes it easier 
to get the employees to do a better work in the company. He further says that to feel part of a 
story creates a fantastic feeling and humility. They think that storytelling as a communication 
tool is central to leadership and if one has been part of the story, it can serve as an effective 
and excellent way to inspire both old and new employees. Patrick thinks that it is much more 
difficult if one has not been involved in or with the story before. 

 

4.8 SHARING, PRESERVING AND DELIVERING STORIES 

4.8.1 Storytellers Heijbel Company AB 

Matts points out that stories are best used to transfer and share knowledge within 
organizations. He means that managers and leaders can use stories to show desirable 
behaviours, to lead and discuss the organizations vision. According to Matts, if one wants to 
succeed with storytelling and as a storyteller, one should be honest, professional, be open, be 
passionate about the story and believe in it. A storyteller should understand why he or she is 
telling the story and try to convince the audience that he or she believes in what he or she is 
delivering and sharing. A good story is valuable, true and has actually happened in reality. It 
should be clear, does not have to be long or get lost in details and facts, speak to the heart, 
focus on behaviour rather on specific persons, have a dramaturgies point, and a person should 
be able to learn something from the story. If a story is good, then a person gets the message 
instantly and becomes emotionally touched. 

4.8.2 Corporate Missions 

Rikard mentions that it is good to use storytelling in the transferring of values and visions, but 
mostly soft values, and stories can also be used instead of clear instructions. He says that it is 
of great importance that the story is true and told in the right way because the story has to be 
totally constant to the receiver. He says that the qualities that a storyteller should possess is to 
become a so called “storytelling uncle”. It is important to like and understand the dramaturgic 
in the technique, to be interested in what one is telling, know people and  body languages, be 
quick to react in different kinds of communiqué but most importantly, be humanistic. He 
further mentions that it is group behaviour that makes up the ground element for this area. 
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Rikard explains that the factors that make a good story are that there should be passion and a 
hero involved a dilemma that is going to be solved, a main character that the audience can 
identify themselves with and a little twist. This kind of story can then be used to show and 
interpret desirable behaviour.  According to Rikard, building trust in oneself depends on who 
it is that tells the story and it is very important to give an authentic impression.   

4.8.3 The Storytellers 

Alison points out that stories are best used to transfer and share knowledge within 
organizations. She means that if an individual tells an inspiring story to his or her peers, a 
story that carries meaning, a story that has an implication which will resonate emotionally 
with somebody else, a story one can learn from then knowledge can be shared highly 
effective. The challenge is to create a framework and process that enable people to share this 
knowledge. She says that her and her colleagues have created several tools to enable this, 
including an on-line capture and share tool that acts as a repository for stories and key to its 
success is the commitment a leader has to communicate with it teams. Alison further points 
out that stories are just plain, simple, clear human language and she believes that people tell 
stories every day in their lives. She mentions that stories appeal to a wider audience and 
therefore are more likely to create the emotional impact needed within the business. It is all 
about creating emotional impact to win hearts as well as minds. A story about a fellow human 
being is much more likely to create emotional impact than a series of bullet points and it is 
more important that the storyteller feels confident and can translate it into a meaningful story 
that resonates with his or her audience. Alison believes that telling stories in the right way is 
important because an engaging storyteller can make all the difference to how a story ‘lands” 
with his or her audience. She further mentions that a good storyteller should be credible with 
its audience, be engaging and use plenty of body language, look directly at the audience, and 
bring humour and tone into the story wherever possible.  Furthermore, a good storyteller will 
involve his/her audience, ask questions around the message within the story, and explain the 
meaning of it if necessary.  The most important thing about a good storyteller is their ability 
to bring a message to life drawing on their own experience, because this will be delivered in a 
way which is more credible, passionate and meaningful. Furthermore, it is vital to be able to 
inject some emotion into what would otherwise be dry or abstract principles.  

4.8.4 Moose Garden 

Sune uses humour when telling stories because he believes it is more approachable to the 
listeners plus the way and how the products are being created are always a good story. He 
says that his staffs tell the story in a manner that people can get a sense of feeling and 
genuineness in the story. However, they do not really preserve the stories; instead they use the 
story that best fits with the given situation.  

4.8.5 SAS Sweden  

Ulrika mentions that the communication department never spread the stories they collect, 
instead they were spread by word of mouth.  She means if the stories are good, people will 
listen and the stories will survive on their own but this however depends on who the 
storyteller is. After reading the stories, they analyse them and choose the ones that best 
describe and are related to the organization. They then publish the chosen stories on their 
website or in a booklet. Ulrika says that they would like to have a database where they can 
preserve all the stories they assembled.  Above all, they would like to look for specific stories 
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on the basis of different needs. For example she would like to have good stories linked to 
good customers’ interfaces or to some core worth. 

4.8.6 Visma Spcs AB 

Sara mentions that stories are best used to transmit and share knowledge within an 
organization. They have their own personal catalogue with pictures of employees and within 
this catalogue; there are five corporate stories in it, which the employees can show to their 
families and friends. However, the stories are mostly used to build a stronger corporate 
culture. 

4.8.7 Fresh AB 

Within Fresh AB, everyone is a transferee of the story in the sense that it is the employees that 
convey the stories to the customers, the suppliers and investors. Patrick points out that stories 
are best used to transfer and share knowledge within the organization through the meetings 
between people, through learning trips and development groups. The decision on what a good 
story is or not depends upon one and another in the company to take a stand. It is important to 
tell the right story and to tell it in the right way so that there is no misunderstanding in the 
story because if the story is unclear or misinterpreted, it can be experienced negatively. In the 
collection and preserving of data, they have a development file and special cards were all the 
elementary values are preserved and it is updated regularly.  

 

4.9 CREATING AND MAINTAINING RELATIONSHIPS WITH 

CUSTOMERS 

4.9.1 Moose Garden 

Sune believes that it is very important to engage in customer relations because customers are 
the company’s asset. Moose garden’s target market are overseas tourists and families 
especially those with children. He thinks that creating customer relationship through 
storytelling has definitely improved the brand, the company’s image and sales. He believes 
the result of using storytelling has been better than what he was expecting. He makes use of 
public relations via the media and celebrities, and also staging experiences which attract a lot 
of visitors. He moreover creates a relationship with his customers and potential customers 
through the moose cam and the blog on his website where customers can read and get 
updated, via e-mails, YouTube, Facebook, basically the Internet. The values he gains by 
creating customer relations is that the experience feels more true and real for him and his 
customers. According to Sune, it is important that one communicates to his or her customers 
in their own language if one can when trying to build customer relations. This show interests, 
he adds. Sune uses different languages such as French, German and English when 
communicating with the visitors and this he says has been good for his company.  

4.9.2 Astrid Lindgren’s World 

The company is not very much involved in customer relationship marketing. Hence, they have 
a newsletter which is not very personalized, which they use to reach out to customers. The 
relationships that they create are on the actors-guests level which takes place during the visit 
at the theatre park. The customer relationship in the company is not so firm, however, they try 
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to reach out to their customers and employees via brochures, advertising material, Internet as 
well as TV-commercials. Nils-Magnus thinks that it is important to create a relationship with 
customers and he feels that storytelling is important in the process of gaining and attracting 
customers. He believes that storytelling is also important to their target market and today's 
customers. The company's target market ARE families with children within the ages of 3-10 
years. The values that the company gain by retaining and creating relationships with 
customers are that the guest experience is very high and positive and their quality result tend 
to be very high. 

4.9.3 SAS Sweden 

SAS Sweden engages in customer relationship marketing by using programs such as 
Eurobonus program, frequent flyer program where the customer can collect points and 
exchange them for a ticket. The Eurobonus points can also be used to rent cars, overnight 
stays at hotels, take part in special offers, special treatments and other kinds of different 
benefits. They also create customer relations by signing contracts with multinational 
organizations, and sending those updates about the organization. They develop close contacts 
with their loyal customers and communicate with them through SMS and customer registries. 
Ulrika further states that building relationships with their customers are important to the 
organization and having one with their clients is vital because it can be use as a competitive 
tool against rivals. She also says that it is necessary for them to know how to take care of their 
customers especially those in distress and in need of their services. 

4.9.4 Visma Spcs AB 

Visma Spcs AB make use of customer relationship marketing and according to Sara; it is 
what they live on. They definitely think that it is important to create a relationship with their 
customers and potential customers. Therefore, they have good and frequent communication 
with their customers, make measurements, and have high quality dialogues. Customer 
relations are important to them because she believes that they are the ones who pay their 
monthly salary; moreover, it is very important to meet the customers' needs and want. Visma 
Spcs AB is aiming at being the best and always trying to improve its employees in managing 
customer relations. 

4.9.5 Fresh AB 

Fresh AB target markets are in Europe, North America, and Northern Asia and they believe 
that they supply and offer the best concept to their customers in those markets. As a supplier 
for indoor climate products, Patrick thinks that it is important to create relationship with their 
customers since the best deals are the ones they do with current customers, in other words the 
existing customers. They create customer relations by being close, noticeable and talking to 
their customers because they believe it should be them that ought to take the first step in 
creating the relation with the customers. They gain fundamental values through gaining, 
retaining and creating relationships with customers and Patrick says that in every person, they 
see a customer and in all customers, they see a person.   
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5. ANALYSIS 

The aim of this section is to analyse the results that have been presented in the empirical 

section. As a support, the theoretical framework in chapter three will be used to evaluate and 

compare with the collected information. This section is part into the different phases that 

contribute to storytelling and its importance, also creating customer and employee 

relationships.  

5.1 CROSS ANALYSIS OF ORGANIZATIONS AND INTERVIEWEES 

This study includes eight organizations and among the organizations, one is situated in 
London, England and the rest in different locations in Sweden. Out of the three consultants, 
Matts Heijbel has worked longest as a corporate storyteller consultant making him the one 
with most experience on the subject as to the other two consultants. Rikard Naring and Alison 
Esse are working in much larger organizations compared to Matts, seeing as he is the sole 
owner of his company and does not have any employees.   

All the chosen organizations are different in size and structure. However, SAS Sweden and 
Visma Spcs AB appear to be the organizations with the most employees. All of the 
organizations are involved in different kinds of business either in supplying or delivering of 
products or in the experience industry. SAS Sweden, Fresh AB and Visma Spcs AB have 
existed longest but this to our minds does not make them the organizations with the most 
experience on storytelling and corporate storytelling. On the other hand, Astrid Lindgren’s 
World and SAS Sweden started using storytelling and corporate storytelling the same year, 
2004 while Moose Garden started using it in 1999, Visma Spcs AB in 2005 and Fresh AB in 
1994/1995. This we believe therefore may affect how storytelling and corporate storytelling 
are used in the different companies because the more one put storytelling into practice; the 
more one becomes better at it. All the organizations are perceived as well established 
companies and it is believed that each and one of them have a different goal as to what they 
want to accomplish with storytelling and corporate storytelling.  

 

5.2 CONSULTANTS’ STANDPOINT ON INTERNAL AND EXTERNAL 

STORYTELLING 

It is clear in the results that Matts Heijbel, Rikard Naring and Alison Esse have one common 
goal, which is to assist and guide organizations in building a strong corporate culture, 
corporate unity and in the process, strengthen the company’s brand and image. It has been 
pointed out in the theoretical chapter that if an organization entrenches a story in its products 
and services, it will give it more value and raise visibility. (Jensen, 1999 & 2005) Matts 
believes this statement to be true for the reason that he thinks the story behind products and 
services are what people are interested in and in the process increases the worth. However, 
Matts and Rikard believe that one must be aware of the stories used within organizations as a 
marketing, leadership and communication tool whether the aim is to enhance a product or 
service or to improve communication because they can easily hurt a brand as much as they 
can enhance the value of the brand. Nonetheless, in the case of communication improvement, 
it can send the wrong message if not used correctly or affect an organization negatively. The 
three consultants have similar definitions or views regarding corporate storytelling which is to 
use the existing stories within organizations to inspire and interpret certain behaviours, to 
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improve communication skills, to form an emotional bond, to get employees more 
motivational, and to encourage people to give opinions on each other’s experiences, failures 
and successes. To some extent, this meaning fits with Denning’s (2005) view, pointing that 
through using storytelling as a communication tool, a union can be formed and confidence 
between the organization and the employees can be built, leading to easy access to knowledge 
sharing and in the process get a feel for improvement, and recognizing dispute and 
opportunities. As mentioned above, Matts, Rikard and Alison have comparable sights on the 
subject of corporate storytelling. However, they have dissimilar views concerning the need or 
as to what they think the reason is why organizations now engage in corporate storytelling. 
Matts believes that organization are probably just now realising the power it holds, Rikard 
believes it helps organizations to earn more money and Alison thinks  it is because of the need 
to adapt to change, attract and hang on to the best employees. Nevertheless, they shared a 
common belief;  they believe that a new kind of leadership has arise in today’s organization 
that demands not only earning money and making profit but having a social obligations to 
employees and customers and exonerating the tiring abstract and conventional communication 
method and techniques. In conclusion, they all believe that corporate storytelling is a powerful 
tool to forming corporate culture, making leaders more effective, winning hearts and minds, 
engaging and involving but this comes to pass only if the right stories are used and in the right 
way. 

 

5.3 ORGANIZATIONS’ PRACTICE OF STORYTELLING AS A 

MARKETING TOOL 

In this study, Moose Garden, Astrid Lindgren’s World and Fresh AB are the companies using 
storytelling externally as a marketing tool. It is viewed clearly that storytelling is used 
differently in their marketing which to our minds, can contribute or have a different effect to 
the organization. The suggestions for each of the companies wanting and starting to use 
storytelling in their marketing were the interviewee’s idea except in the case for Astrid 
Lindgren’s World, as it was their advertising department that came up with the idea. One 
thing that they all have in common is that they had no former experience prior to using 
storytelling, but seen as they all are still using it in their marketing, it shows that they all have 
managed to master the practice. This proves Brown and Denning, (2005) point that everyone 
can become a storyteller and the skills in telling stories can easily and quickly be improved.  

Moose Garden and Astrid’s Lindgren World have quite a different definition to the meaning 
of storytelling but yet still similar in context because it is believed that they defined the 
concept according to their products and services, in other words, the way of the organization. 
Jensen (1999) believes that stories related to a location or how products are made are a good 
story for organizations, and Sune at Moose Garden accepts this as true because he believes 
through telling histories and stories around his products and services, he is giving it 
individuality, a foundation and a name. However, Astrid Lindgren’s World states that using 
storytelling is a way for them to reduce the effects of strong commercials and maintaining the 
originality of the company. Furthermore, Moose Garden and Fresh AB admit to using other 
marketing strategies besides from storytelling and they work equally well for the organization 
whereby Astrid Lindgren’s World believes that other marketing strategies apart from the 
standard ones are not necessary because they consider the stories of Astrid Lindgren adequate 
and satisfactory. It is seen clearly in the three organizations that all of their employees are 
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aware and understand the concept of storytelling to a high degree since it is important to them 
and is a necessity.  

There are signs of positive and negative effects of storytelling in the different companies but 
with some minor dissimilarity. Astrid Lindgren’s World and Fresh AB both disclose that 
storytelling has and still is positively contributing to the way business is done in their 
companies. As a result, Nils-Magnus at Astrid Lindgren’s World believes that the stories 
being told in the organization are affecting their customers in a good way and they are in fact 
receiving good feedbacks. This form of business is similar to what Jensen (1999) talked of  
about the dream society, stating that business, communities and individuals will thrive on the 
basis of stories to connect with an organization, not just on data and information. Nils-
Magnus further claims that using storytelling is to their advantage because their customers 
have an inclination to connect the company with Astrid Lindgren and her work. However, this 
association with Astrid Lindgren is also the downside because of they need to be careful in 
some occasions or parts regarding commercials. Patrick at Fresh AB states that storytelling 
has definitely changed the way business is done in their organization and the positive 
contribution has been that it costs next to nothing and has helped them to build a strong brand 
through the way they are managing the company which has earned them some time ago the 
honour of being Sweden’s best working place. This is an example of what Denning (2005) 
meant by how a strong brand can be of significance and can generate a number of benefits for 
organization either by raising capital, attracting new partners or some other benefits. He also 
argued that the cost for telling stories is zero or next to zero which Patrick has also confirmed 
Jensen (1999) believes this new reality means that we are actually dealing with an emotional 
definition of branding. However, Patrick feels the negative effect of using storytelling can be 
that the organization at times can be seen as self-centred, but they coat the situation through 
keeping what they promise seeing as to them, it is necessary if they want to survive on the 
outside. It is comprehended in the results that storytelling does contribute in organizations and 
differently depending on how it is make use of; hence it does come with its downsides. Kotler 
(2005) argued in order for organizations to succeed in any market, it is important that they 
deliver what they guarantee, and individuals and groups to obtain what they need and want, 
however, one should keep in mind when delivering promises to be honest because companies 
need trust if they are to accomplish something in the marketplace.  

5.4 ORGANIZATIONS’ USAGE OF STORYTELLING AS A 

LEADERSHIP AND COMMUNICATION TOOL 

SAS Sweden, Visma Spcs AB and Fresh AB all engage in corporate storytelling and for 
different reasons. Prior to using corporate storytelling, none of the above organizations 
conducted any research; it was just an impulse thing for some of them with the help of 
references. Corporate storytelling was first considered a fun activity for the staffs of SAS 
Sweden to engage in, but later developed to be a communication tool for communicating 
behaviour, praising and motivating employees, and creating and getting reactions. The reason 
was and still is to build a corporate culture, to reach the staffs, bring forward and transfer the 
company values and according to Denning (2005) he too believes stories can be used to form 
a corporate culture. Visma Spcs AB on the other hand uses corporate storytelling as a 
communication tool for leadership during the monthly meetings that occur in the company 
and also to verify the elementary values in the organization. Hence, they too use stories to 
keep and transfer the culture that exists in the company. This illustrate that both SAS Sweden 
and Visma Spcs AB used stories to build and strengthen their corporate culture. It is judged 
that this connection depended on the fact that both of them had some sort of contact with 
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Matts Heijbel, a storyteller consultant. They both used his opinions in trying to attain the best 
possible workplace by either hiring him as a consultant or attending to one of his seminar. 
According to Jensen (1999), this kind of effort that employees make will pay off in the future 
because he believes that an employee who is finding a way to tell stories about the 
organization’s results, and same time manages to strengthen the corporate culture will be 
considered a valuable asset in the future. Denning (2005) mentions that through using stories 
of how one are company got started; tales of success and failure can be a powerful 
communication strategy and company’s asset. In reality, Fresh AB is using corporate 
storytelling as a communication tool to communicate about their past trips within the 
organization, how they worked, how and where they are and how they have been successful. 
One common observation that can be seen between all three organizations is that they all use 
corporate storytelling as a form of communication; however the dissimilarity is that they use 
it to communicate different things. All the interviewees came up with the idea and introduced 
corporate storytelling within their organizations as some sort of tool, communication or 
otherwise except for SAS Sweden, which in their case, it was Matts Heijbel that introduced 
and guided them in their journey. All the interviewees believe that using storytelling as a 
leadership and communication tool is a long term strategy and so far they all have succeeded. 
It is seen clearly that it is important to SAS Sweden, Visma AB and Fresh AB that the stories 
they make use of are to some extent true, however, the precise facts in the stories are not that 
necessary.  

The positive outcome since SAS Sweden started using storytelling has been that their 
employees have been supportive which now led to them talking and conveying through 
narratives. The difficulty they encounter with corporate storytelling occurred when they first 
started to use it. Ulrika at SAS Sweden meant it took a lot of time for them to analyze the 
stories that they gathered due to the lack of experience. She believes that corporate 
storytelling affects as much as it contributes in how business is done in the organization; 
however, in SAS Sweden’s case, it has contributed to the organization in the way that they 
give them a lot of valuable stories and a new way in reaching out to the employees. Through 
spreading the stories within the organization, Denning (2005) thinks it can create a union 
between employees that makes them more loyal and feel connected to the organization. It is 
normal for people to have high expectations when engaging in something new or different 
from the usual and Visma Spcs AB thinks that their expectations prior to using corporate 
storytelling were met. They were interested in gathering good quality stories and increase the 
rate of sharing good ones which they have accomplished. They do not think that storytelling 
has contributed negatively to the organization; however one of the positive effects is that they 
were and still are able to create different kinds of stories to put into the leadership box. 
Denning (2005) believes that corporate storytelling can get a message across more effectively, 
transfer and transmit values in a powerful way. He also believes that it could be a tool for 
describing a company´s earlier history (Denning, 2005) and in reality, Visma Spcs AB is 
already gathering and preserving stories that after twenty years, they can later be found in the 
organization and use to understand the companies earlier history. Patrick at Fresh AB believes 
that corporate storytelling can contribute and change an organization, and in their case, it has 
helped them to build up the brand. He says that the organization considers sharing stories and 
experiences as a tool to create an effective personal growth; to motivate a strong and positive 
attitude and to contribute to a safe and meaningful working place. Stone (2005) believes that 
the ability and skills determines if an employee can do the job, but motivation determines 
whether the employee will do the job properly.   
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5.4.1 Resemblance and distinction on story gathering 

There is a high resemblance within the companies regarding the gathering of true stories. 
Some believe it is not necessary to use invented stories since true stories are packed up in 
organizations. Others think it is a waste of time to use fictional stories, because one cannot 
deceive people through stories and if one does, the outcome may be unsuccessful. Storyteller 
Heijbel Company AB and SAS Sweden think that the gathered stories do not have to be in 
exact aspects other than they have to be associated or connected with the organization. This 
statement corresponds with Denning (2005) and Fog (2005) that stories can be found within 
the organization and that all organizations have raw materials to create a unique story. There 
is a distinction in how they are in fact gathering and using the stories but yet a similarity on 
what the actual focal point is about, that is to say employee’s experiences and stories that have 
to do with the organization’s progress. This shows that all the organizations in fact are using 
corporate storytelling to reach their employees and in the process try to make them feel part of 
the organization. To just come back to the issue, Sune at Moose Garden believes in creating 
new stories all the time because he thinks it can be boring to tell the same story over and over 
again. Denning (2005) argues that corporate storytelling can create dialogues and solve 
conflicts in organizations, moreover; SAS Sweden mentions that it is being done in their 
organization. Therefore, this proves Denning’s (2005) point to be true and according to them, 
this is possible through developing stories about collaboration between employees and clients 
and solutions as to how to solve different kinds of conflicts. Stories can also lead people into 
the future, showing where the company is at the present and where it is going. (Brown & 
Denning, 2005) Once more again, SAS Sweden is and has practiced this approach in August 
2006 through talking and having discussions about the future of the company and when the 
company was and is at its best. Alison Esse states that the Storytellers organization believes 
that everyone can tell a story and everyone in the organization should be involved in the 
process to be able to work in teams and make the connection to exploring the journey the 
organization is on. To our minds, this statement supports Denning’s (2005) opinion seeing as 
he argued that organizations want their employees to understand and share the company’s 
vision. Therefore, in using the innovative practical program that Alison uses in their 
organization, and making possible a plenary gathering to digging out the thoughts of leader’s 
and employee’s strategy/vision for a company, then the sharing and understanding of an 
organization’s vision  can easily be done. 

 

5.5 COMMON RESULTS ABOUT THE IMPORTANCE OF STORIES, 

STORYTELLING & CORPORATE STORYTELLING 

Storyteller Heijbel Company AB and Fresh AB point out and share the same view about what 
corporate storytelling can do for and to a company. They both believe that corporate 
storytelling can provide a company with a good reputation which can give way to or raise 
interest for other companies in forming a joint venture or collaboration. This they say will be 
in favour of both organizations seeing as by combining forces together, they can strength each 
other’s organization. This contribution to collaboration between organizations can also be 
accomplished through the employer-employee relationship. According to Stone (2005) by 
recognizing that human resources is one of the most important asset a company can posses, 
action can be taken through motivating teamwork and partnership, and developing and 
rewarding top talented employees. A further common thought that is seen between Storyteller 
Heijbel Company AB and Fresh AB is that they equally think that stories can be useful in 
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recruiting new employees and to inspire both new and old staffs. Alison at The Storytellers 
and Matts at Storyteller Heijbel Company AB believe that stories can be a powerful tool in 
making a change happen, getting success in organizations and demonstrating what success 
looks and feels like. Gummesson (2002) believes that it is new knowledge that can initiate the 
changes and creates new ones since companies need knowledge to nurture their employees 
and promote their products and services. He also argues that knowledge can bring together 
and segregate, therefore, sharing stories and experiences can be very healthy for 
organizations.  

The Storytellers, Visma Spcs AB and Storyteller Heijbel Company feel that stories transfer 
and show a company’s value, to illustrate what they believe and stand for, aid in learning 
from one another, and help people to share best practice and knowledge. To our minds, this 
opinion is partly accurate to Parkin’s (2004) statement for the reason that he believes 
corporate storytelling helps organizations to communicate their future clearly, aid people in 
developing their own ideas for change, and aid for unforgettable learning and also encourage 
individuals to discuss and share experiences through training sessions. A general and very 
similar remark is seen between Corporate Missions, SAS Sweden, The Storytellers and Fresh 
AB. They all consider corporate storytelling as a good tool in reaching out to people, to 
motivate employees but most importantly, they see corporate storytelling as a great 
communication means. It is believed that both Nils-Magnus at Astrid Lindgren’s World and 
Sune at Moose Garden share the same view as to what storytelling can do. They believe that 
storytelling creates more value for the customers and in the process generates and increases 
more meaning for the product or service which in turn is good for the organization since it 
will boost sales. This statement is supported by Jensen (1999 & 2005) seeing as he too 
believes that the better the story is, the higher the price a product or service can command.  

5.5.1 The process of sharing, preserving and delivering of stories 

Brown & Denning (2005) argued that stories intended mainly to transfer knowledge must be 
more than accurate due to their purpose is to create understanding and not action and not to 
encourage people but to make them cautious. Matts at Storyteller Heijbel Company AB, 
Alison at The Storytellers, Sara at Visma Spcs AB and Patrick at Fresh AB all accept this 
statement as true seeing as they all consider that stories can and are best used to transfer and 
share knowledge within organizations. However, there are certain distinctions as to the reason 
why they think so and the way it should be used. Matts and Alison feel that bosses and leaders 
can use stories to show wanted behaviours, and to guide and talk about the organization. 
Nonetheless, Alison believes if an individual tells a moving story with a point to it and one 
that people can learn from, then that is when the information can highly be shared 
successfully. Patrick thinks that the knowledge can be shared through gatherings, educational 
trips and through development groups. Therefore, the most striking characteristic of good 
storytelling is its blend of flawlessness and naturalness. The flawlessness comes from training 
while the naturalness comes from reliving the story emotionally for each retelling. (Denning, 
2005) For this reason, this statement connects and explains better why Matts thinks it is 
important when delivering and presenting a story to be honest, be professional, be truthful, be 
passionate about the story and to believe in what one is delivering bringing us to Denning’s 
(2005) next point as to the importance of credibility and truth in a story. This indication is 
considered by Matts, Patrick and Rickard at Corporate Missions to be of great importance for 
the reason that they believe a story should be true.  
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Rickard, Patrick and Alison all believe that a story should be told in the right way in order to 
be completely authentic to the receiver and to avoid misunderstandings which in this case, can 
lead to a negative experience. Hence, this statement is challenged by Brown & Denning, 
(2005) as they believe that there is no single right way to telling a story other than it should fit 
the audience and the context. According to Matts, a storyteller ought to understand why the 
story is being told and should try to convince the audience that he or she believes in what he 
or she is presenting. Furthermore, Matts and Alison believe that a story should be clear, plain, 
simple, does not have to be long or get lost in details and facts, should be of human language, 
creates emotional impact, speaks to the heart, and has a point to it. Brown & Denning (2005) 
and Maxwell and Dickman (2007) support and agreed with the above comment stating that all 
of the above aspects of a story are necessary, and important because the value of a story 
comes from the story itself and from its roles as part of a larger whole and in the process, 
making it possible to help people shape their world. To further comment on the topic of the 
important aspects of a story, Alison and Rikard state that there should be a hero involved in a 
good story, passion; being the energy that makes people to want to tell the story, a dilemma or 
challenge the protagonist faces, the action that was taken, the outcome of that action, what 
was learnt as a result, and a main character that the audience can identify itself. This belief 
and factors fit to a high degree with Maxwell & Dickman’s (2007) model presented in the 
theoretical framework since the model talked of the hero as the character in the story that 
gives the audience a point of view and the antagonist which means the obstacle the hero must 
overcome, and passion, the energy that makes people to want to tell the story. In the 
deliverance of stories, Sune Häggmark at Moose Garden believes in using humour because he 
deems that one can feel a sense of authenticity in the story and as to preserving the stories, he 
does not save them but rather goes with the flow. However, it is viewed clearly that SAS 
Sweden and Visma Spcs AB are companies that moreover publish or preserve their stories 
either in a booklet, a catalogue or in development files. 

 

5.6 FORMING AND SUSTAINING CUSTOMER RELATIONSHIPS 

SAS Sweden, Visma Spcs AB and Fresh AB all have different target groups or markets, 
however,  Moose Garden and Astrid Lindgren’s World have similar target groups since they 
are both in the experience industry and aim at families with children as well as individuals. 
All of the organizations believe in engaging and creating customer relations to a high degree 
with the exception of Astrid Lindgren’s World. They claim the organization is not so much 
involved in customer relationship marketing; however, they do have a newsletter to reach out 
to customers. Sune Häggmark at Moose Garden believes that customers are a company’s asset 
while Ulrika Fager at SAS Sweden accepts as true that it can be used as a competitive tool 
against competitors and Sara Nylen at Visma Spcs AB thinks it is what the company depends 
and lives on. This statement is supported by many researchers and they too believe that 
without customers, services and products will not sell and there will be no profits. (Kotler & 
Armstrong, 2008 Kotler, 2005, Sheth & Mittal, 2004, Dyché, 2001) Sune at Moose Garden 
and Nils-Magnus at Astrid Lindgren’s World believe that creating customer relationships 
through storytelling is important and has definitely improved the brand, the company’s image 
and sales. The values that they gain by creating customer relations are that Sune believes the 
experience feels more genuine for him and to his consumers whereas Nils-Magnus thinks the 
guest experience is very high, positive and the quality result can be satisfying. 
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Grönroos (2002) mentions the importance of having a close relationship with customers and 
despite of how close a company can get to the circumstance of knowing and treating 
customers as persons, one should always have personal contacts with customers or means 
provided by information technology to get as close as possible to them. Moose Garden and 
Astrid Lindgren’s World are the major examples of how this is done in reality. They both 
create relationships with customers and potential customer’s though advertising materials and 
modern technology, namely the Internet via blogs and communities such as Facebook. Nils-
Magnus says the relationships that Astrid Lindgren’s World creates are on the actors-guests 
level, which takes place during the visit at the Theatre Park while Sune uses the moose cam to 
stage experiences for current and potential customers. This s that both Nils-Magnus’ and Sune 
are attentive to the whole idea of customer relationship management and customers’ needs, 
which entails knowing who the best customers are, and in Nils-Magnus and Sune’s case, they 
use stage experiences to motivate current customers to stay that way as well as increase 
revenues in the bargain and also attract promising customers. (Dyché, 2001) 

It is argued by Grönroos (2000) that there are benefits for customers of maintaining a 
relationship with the service provider and SAS Sweden has shown how this can be done in 
reality. They use benefit programs such as Eurobonus and frequent flyer programs to create 
customer relationships where customer can gather points and then exchange them for 
overnight stays at hotels, receive special offers, give them exceptional treatments and also 
develop close contacts with them. Visma Spcs AB on the other hand create customer relations 
through having well and frequent contact with its customers through high quality dialogues 
and improving its employees in managing customer relations. Fresh AB creates customer 
relations by being close, visible and communicating to their customers for the reason that they 
think it should be them that should reach out in creating the relations with the customers. It is 
accepted as true that SAS Sweden, Visma Spcs AB and Fresh AB all create customer 
relations in their own way and style, however it involves some sort of personal approach and 
not just on newsletters and e-mails. 
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6 DISCUSSION AND CONCLUSION 

This section intends to sum up the preceding analyzed findings concerning our research 

questions and the results that have been acquired during the course of writing the thesis. The 

chapter starts with different processes of the different subject areas and ends up with a 

section on proposal and suggestions for future research. 

6.1 THE PROCESS OF USING STORYTELLING AS A MARKETING 

TOOL 

Storytelling as a marketing strategy is receiving enormous attention in organizations and it 
was discovered in the results that not all companies use it as a sales pitch but rather to hang on 
to the individuality and freshness of certain ideals. We believe that an organization wanting to 
maintain its originality is much better than any sales pitch. Although it is argued by 
researchers that consumers are now interested in the story behind products and services, we 
think that customers still want an organization that keeps and shares part of its uniqueness 
through the stories and not just using storytelling to sell faster and win better. It is true and a 
common awareness that every organization needs a marketing strategy to help them 
communicate to customers; however, we feel it is of at most importance for organizations to 
deliver what it is they sell through the stories. Given that consumers do not want to do 
business with companies that are dishonest, for the reason that it can involve risks such as 
financial, social and deliverance risks, we believe that storytelling as a marketing tool can 
contribute to and reduce these kinds of risks through certainty and truth. In order to avoid 
misconceptions, one should not give false impressions; make empty promises other than to 
use the stories that best fits the context and situation at hand. In that case, using the right story 
too is important, for example if one’s message is to provide great customer service, and 
another message is to be efficient with time, then one should not tell a story about somebody 
who went to extraordinary lengths to serve a customer, but spent so much time doing it that it 
becomes counter-productive.  

While storytelling does not include one to master the practice before hand, we believe it 
demands practice seeing as practice makes perfect and this way, it then can be made use of in 
a better and more effective way. In view of the fact that most of the companies in this study 
started using storytelling and corporate storytelling only a few years ago, there is a possibility 
that circumstances may change in their future business as to how well this tool works for them 
and how the environment around their companies’ changes. Therefore, it can be wise to 
continuously extend the tool and try it out in areas that it has never been attempted before. 
Despite the fact that storytelling as a marketing tool is not yet so commonly practiced in 
Sweden, it can be a useful and working tool in their marketing, since it is cheap to make use 
of and it is as well a unique competitive tool that can be applied to customer's emotions. It is 
considered that storytelling can be applied to all kind of companies as a marketing strategy; 
however, they should be very careful in what message they are conveying and always try to 
have some truth within the stories, otherwise it can be their downfall since people will 
perceive the organization not reliable and not trustworthy.  
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6.2 THE PROCESS OF USING STORYTELLING AS A LEADERSHIP 

AND COMMUNICATION TOOL 

Communication is a core capability of a leader. The problem is that many leaders have been 
promoted to their position as a result of their performance, not because of their 
communication skills. This means that many leaders lack the skills and confidence to 
communicate to their teams and as a result, they communicate the message poorly, or don not 
communicate it at all. Just like storytelling as a marketing approach is starting to receive 
immense attention in business, corporate storytelling on the other hand has already received 
acknowledgment. It was discovered during the interviews and results that the organizations 
have gone through a similar process when engaging and introducing corporate storytelling in 
their organizations. However, the purpose for each organization to start using it has been to 
some extent a bit different. Therefore expressing dissimilarity; but making one comprehend 
that it is possible to use corporate storytelling to achieve whatever goal one sets. As all in life, 
there are downsides to everything and using business narratives in organizations comes with a 
price. It was also discovered that there are a number of affectors and contributors that 
corporate storytelling brings along. It can impact the direction of the outcome as to the way 
business is done in the organizations but mostly for improved and positive case scenarios. 
However, there are consequences that follow which can either lead to a total failure and 
disappointment or complications that one first has to overcome in order to succeed. 
Furthermore, this leads to the assumption that by learning how to draw on their own 
experiences, leaders will find storytelling as a powerful and useful tool to help illustrate 
desired messages and behaviours, to celebrate local success, and local heroes of their team 
within the organization. This therefore, will make life easier for leaders if they are able to 
illustrate a principle or message with an anecdote that will resonate with their teams. 
Everybody can tell a story and as a result, we believe that everyone can learn how to channel 
their own storytelling skills into their workplace. 

One thing that is certain in business is that change is constant in organizations and as a result, 
we believe that leaders need to be able to engage their teams in change and improvement in 
working practice on a regular basis to help them embrace it and adapt to it where necessary. 
Furthermore, organizations need to be flexible, responsive to change, and able to adapt 
quickly and easily and what better tool to use than stories. Since many are perhaps tired of 
abstract communication methods to adapt to adjustment, corporate storytelling can be a 
refreshing method that communicates complex knowledge in a more simple way to all kinds 
of people regardless of background, culture, education and personality. The fact that corporate 
storytelling does not demand a whole lot of searching for stories rather to use stories within 
the organization and among employees is brilliant, for the reason that employees will be more 
interested in working with the issue seeing as the focus will be on them; after all everybody is 
looking for some little attention. In that case, corporate storytelling can be a useful tool for 
leaders in organizations to engage and motivate employees in aiding to achieve the company’s 
objectives and visions. In addition, to have a well functioning corporate culture and union 
may increase the level of employee satisfaction in organizations and it is believed that a 
comprehensible corporate culture can make employees more secure in how they should act, 
perform and work.   
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6.3 THE PROCESS OF USING STORYTELLING AND CORPORATE 

STORYTELLING TO CREATE CUSTOMER AND EMPLOYEE 

RELATIONSHIPS 

After viewing the process of using storytelling and corporate storytelling to create customer 
and employee relationships, we found that the organizations show similar results in creating 
customer/employee relations with the help of stories. We feel the reason as to why many of 
the companies in this study have some form of customer/employee relation to a certain level 
is that they have realized its importance in doing business. Therefore, we assume that 
organizations need to offer potential and current customers and employees unique conditions 
and healthy working places in order to build up a lasting relationship. We can draw closer 
arguments that the contribution of storytelling and corporate storytelling within organizations 
is rather excellent and as people have argued, it can be useful in conveying behaviour, when 
establishing into new markets and when trying to form an interrelated connection with 
customers and between management and employees. Therefore, making customers and 
employees feel as if they are part of the company can help organizations reach their goals and 
dreams, subsequently leading to an increase in customer value, quality products and the 
correct resources by which to motivate valuable customers to remain loyal, buy more and for 
employees to do a job well done. We imagine that satisfied customers will generate free 
publicity through good word of mouth and motivated employees will do their best to help in 
achieving the organization’s strategic business objectives. In that case, using stories to create 
relationships with customers and employees is a ”win, win” situation for all parties involved, 
however, this demands that organizations give back something in return. Today, the Internet 
is one way of creating customer relations but we believe that the old fashion way through 
personal contact still is the best way for companies to earn the trust of consumers, for the 
reason that the high misconception that the Internet can convey. Storytelling and corporate 
storytelling will continue to touch both customers’ and employees’ hearts as long as it is 
transmitting the truth and organizations will continue to use it as long as it helps improve their 
brand name, image and increases sales.  

 

6.4 CONCLUSION  

The business world is getting more and more competitive everyday and organizations are 
indeed in need of aid besides from top products and services to distinguish them from their 
competitors in the marketplace. In view of the fact that globalization and the development of 
technology have changed how business is conducted, and progressively make way to more 
markets, it also has resulted increasingly the competition between companies. Therefore, 
using stories to show where one’s organization is and stands might just be what organizations 
need to differentiate their companies from other companies and to improve unification in the 
working place. Moreover, it is now than ever more important to have a well known brand that 
consumers can identify with seeing as it is highly a necessity; nevertheless it is imperative to 
keep the promise that was communicated through the brand. This study has been about for 
what purpose storytelling is used in organizations and whether it contributes or affects the 
way business is done in the company. We have logically made use of literature from areas of 
marketing, human resources and storytelling to answer the research questions. The aim of the 
study has not been to compare stories, but rather to look if there are similarities or differences 
as to how storytelling is used internally and externally, and also to gain more knowledge on 
the matter and analyse the results against previous research. Furthermore, the outcome of the 
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study resulted in how storytelling and corporate storytelling can be done in practice as a 
marketing, leadership and communication tool showing that it is valuable, useful and can be 
successful but requires a lot of understanding. It can also be used in creating 
customer/employee relations; however, the relationship has to base on respect and trust. To 
conclude, stories are valuable when the audience grasps the meaning or implication of the 
story for themselves.  This is when a story becomes credible and stimulates a change in 
behaviour or attitude, the ‘aha’ moment or ‘now, I got it’.  Stories can be quite competitive 
and as a result one story can strain another but the flow of stories will increase energy, value 
commitment and a sense of involvement.   

6.4.1 SUGGESTIONS FOR FUTURE RESEARCH  

It is trust for that the attained knowledge in this study will end in a deeper awareness for 
organizations and those interested in as to how storytelling can be used as a marketing, 
leadership and communication strategy. Since there has been little research done in the field 
of storytelling from the marketing perspective, more broad studies are certainly needed on the 
matter. It has been argued and presented in the study as to the kind of stories one can use as a 
starting point for storytelling but maybe the actual steps to take in order to get started would 
make things much simpler for organizations. A lot of material supporting the need for 
corporate storytelling and providing a good business case has appeared in academic 
publications such as Harvard Business Review and other business books. However, until now, 
we believe nobody has created a practical, tangible and consistent methodology or process to 
enable effective corporate storytelling. Furthermore, advance studies on illuminating the 
distinction between the related concepts of storytelling in relation to marketing and 
storytelling in relation to leadership and communication is recommended. Research could also 
be done from the consumer’s and employee’s perspective on the use of storytelling and 
corporate storytelling and what it means to them. Just as in the case for storytelling as a 
leadership and communication tool (corporate storytelling), storytelling as a marketing tool 
ought to have a single universal name. 
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 APPENDICES 

 APPENDIX 1: INTERVIEW QUESTIONNAIRE FORMAT 

 

The Organization 

1.  What is your position in the company? 
 

2.  How long have you been working in the company? 
 

3. Can you estimate how many employees are working in this company? 
 

4. How is the organization structured? 
 

Storytelling - Consultant 

1. How long have you been working with storytelling? 
 

2. Do you consider yourself a storyteller? 
 

3. If so, what is it you do as a storyteller? 
 

4. What made you interested in the area organizational/corporate storytelling? 
 

5. How do you or this company define storytelling or corporate storytelling? 
 

6. What kind of power do you think that stories have in organizations? 
 

7. Why do you think that companies now engage in corporate storytelling? 
 
 

8. What can you say is the importance of storytelling in today's organizations? 
 

9. Can stories be used to transfer and share knowledge within organizations? If so, how? 
 

10.  Do you think it is important to telling the right story and to tell it in the right way? If 
so, why? 
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11. What qualities and skills do you think a storyteller should posses? 
 
 

12. What makes a good story and when and how the use of stories may be valuable? 
 

13.  How are stories best used to create a collective vision within organizations?   
 

14.  How do you build trust in you before telling a story in front of an audience? 
 

15.  Do you think that using storytelling as a communication tool is central to leadership 
within organizations? If so, how? 

 

16. Why do you think there is a lot of discussion about corporate storytelling? 
 

17.  How do you think that business people, leaders and managers use storytelling as a 
communication tool within and outside the organization? 

 

18.  Is storytelling changing the way organizations do business and if so, how? 
 

19. Can storytelling shape or strengthen an organization’s image and brand? If so, in what 
way? 

 

20.  Do you think that storytelling affects or contributes to the way business is done in 
today’s organization? And if so, how? 

 

21. Can storytelling be applied in all organizations and be successful? If so, why is that? 
 

22.  As part of a marketing strategy, do you think that storytelling is a powerful marketing 
tool? If so, how and why?  

 

23.  As a marketing tool, how do you think that storytelling is helping organizations to get 
their message to employees and customers? 

 

24. What do you think organizations should be aware of when using storytelling as a 
marketing tool to stimulate price, loyalty and emotions to its customers? 

 

25. What do you think organizations should be aware of when using storytelling as a 
communication tool to help building trust, solving internal conflicts and improving the 
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company’s vision?  
 

26. Why do you think that there has been a lot of research done in organizational 
storytelling and not from the marketing perspective? 

 

 

 Internal and External storytelling - Common Questions 

1. Do you have any former experience in storytelling? 
 

2. If so, when did the company start using storytelling? 
 

3. Where did the idea come from and who introduced it? 
 

4. How do you or this company describe storytelling? 
 

5. How does the company use storytelling to reach its customers, clients and employees? 
Who leads the process? 

 

6. Can storytelling create more value for the customers and if so, in what way? 
 

7. Using storytelling, does it affect or contribute to the way business is done in this 
company? And if so, how? 

 

 

CRM 

8. Does this company engage in customer relationship marketing? 
 

9. How can you describe the customer relationship in this company? 
 

10. Do you think that creating a relationship with your customers is important to this 
company and in today’s business? If so, why? 

 

11. In what way is this company creating relationships with the customers? 
 

12. What are the fundamental values that this company gains by retaining and creating 
relationships with its customers?  
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13. Do you think that storytelling is important to this company in the process of gaining 
and attracting customers and if so, why? 

14. What is this company's target market?  
 
15. Do you think that storytelling is important to your target market and today's 

customers? If so, why? 
 

16. Is there anything you would like to add that we have not mention? 
 

 

 
Internal Storytelling- As a Leadership & Communication Tool 

1. Is this company using storytelling as a communication tool or in any other way?  
 

2. How does this company use storytelling internally and externally? 
 

3. Does this company consider storytelling as an effective leadership and communication 
tool within and outside the organization? If so, in what way? 

 

4. Who in this company decides what a good story is or not? 
 

5.  Does this company focus on true stories or fiction? 
 

6.  Why do you think there is a need for storytelling in today’s business? 
 

7. How do you collect and preserve data? 
 

8. Does this company pay attention on telling the right story and telling it in the right 
way? If so, why? If no, why not? 

 

9. What is the purpose or what does this company want to achieve by using storytelling? 
 

10. What were the expectations that this company had prior to implementing storytelling 
in the organization? 

 

11. Were the expectations met and if so, in what way? 
 

12.  Do you think that using corporate storytelling as a communication tool is central to 
leadership within this company? If so, how? 

 



  Storytelling as a Marketing, Leadership and Communication tool  

  

 58 

 

13.  Has using storytelling helped this company gain access to deeper organizational 
realities and links to members' experiences? If so, in what way? 

 

14. What kind of stories does this company develop to put in the leadership toolbox? 
 

15. What are the effects or what can you say has been most positive and negative since 
this company started using organizational/corporate storytelling? 

 

16. Has this company conducted a research of its own before deciding to apply 
storytelling in the organization? If so what kind and how? If no, why not? 

 

17. Is using storytelling a long - term or short - term communication strategy? 

 

External Storytelling 

1. Is this company using storytelling as a marketing strategy or in any other way?  
 
2. Do you think it is important for this company to use storytelling as a marketing tool? 

 
3. Does this company consider storytelling as an effective marketing tool? If so, in what 

way?  
 

4. Does this company use other marketing strategies and if so what kinds? 
 

5.  If yes, do you combine these strategies with storytelling or use them separately in the 
marketing? 

 

6.  Do you think that the employees in this organization understand the concept of 
storytelling and why it is use as a marketing tool? 

 

7.  What can you say are the advantages and disadvantages for the company’s usage of 
storytelling as a marketing tool? 

 

8.  Has using storytelling as a marketing tool improved the company's brand, image and 
sales? If so, how? 

 

9.  Has the implementation of storytelling as a marketing strategy given this company the 
results you thought it will have on the company? 

 

10.  Is using storytelling a long or short term marketing strategy? 
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