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Abstract  
 
This study explores the capacities and opportunities brought about by storytelling in some 

internal issues if organizations 

Focusing on organizational development and recruitment, the author investigates the 

capabilities and uses of storytelling strategies, and notably in their digital formats. 

Critically reviewing literature about the topic, the author gives an overview of the existing 

theories on organizational storytelling, that tend to demonstrate a substantial power to share 

organizational and cultural knowledge, build leadership and collective synergy, make 

recruitment for meaningful. 

After collecting primary data about diverse and interesting cases, in the form of in-depth 

interviews with communication professionals and business leaders, this research came out 

with valuable findings to compare with literature materials. 

These results show that the internal storytelling is more a natural process that implements 

itself in favourable contexts rather than a real strategic business orientation. 

Nevertheless, the findings also agreed with a number of elements mentioned in the 

literature review, notably about the importance of the storytelling leader to create and 

develop a collective sense and a collective storytelling process. 

They also underline that, as far as recruitment-oriented storytelling is concerned, stories 

about and by the employees are more efficient than a top-management storytelling in order 

to attract talents 

Finally, extending the investigation to new firms, this study tries to understand how these 

organizations integrate storytelling in their so-called “start-up” culture and management. 
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1. Introduction   
 

1.1 Introduction to the Topic and Motivation for Research  
 

The aim of this dissertation is to provide a view on how corporate storytelling strategies can 

impact not only the consumer experience but also the internal organization and practices of 

a firm. 

The new forms of communication such as blogging, social media and content creation 

brought new challenges and opportunities to brands.  

This digital movement has brought a very classic concept, storytelling; back to the front and 

to it plays a very important part in the communication strategy. 

As the consumer is involved in the organization’s history, real or invented, new marketing 

possibilities are available.  

Then, it is also relevant to study how, reciprocally, stories can be told to employees and 

potential employees and what are their impacts on several aspects of human resources 

management as well as on the diffusion and development of a corporate culture. 

“Good stories entertain, explain, inspire, educate and convince,” says Yannis Gabriel 

(2000). Therefore, stories are not only superficial marketing tools, but also effective 

organizational components, strategic practice of which is named “storytelling”. 

Stories have the power to convey complex ideas, concepts and even data in a way that 

engages, stimulates, and interests the listener.  

For Sole (2002) storytelling is important because a lot of organizational knowledge cannot 

be shared by graphics or formal figures compelling data. 

  Then, it appears to be a crucial skill for leaders who want to improve their leadership but 

for employees as well, to enhance the internal communication within the organization. 

By the capacity of storytelling to build and develop communities, is likely to be a vector of 

organizational development, to grant power to employees and a better sense of 

collaboration. 

Nevertheless, storytelling remains a marketing tool that engages and attracts people. 
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But consumers and clients are not the exclusive targets of narrative strategies; recruiters of 

new employees as well as candidates to a position in a firm can also benefit from these 

strategies. 

 

1.2 Objectives of the Study  
 

The objectives that the author wants to reach in this dissertation are presented here 

following a progressive approach from the most general to the most particular issues. 

 

 In this study, the aim is to understand the use of the storytelling, as a means of internal 

communication, in business strategy and figure out how storytelling is seen and used in 

organizational development as well as for recruitment purposes. 

 

• Explore the relation between storytelling and organizational culture. 

Evaluate the pertinence of storytelling to share and support organizational culture. 

Investigate into the concept of “storytelling culture”. 

 

 

• Explore the effects of storytelling on leadership as well as staff commitment in a 

collective adherence. This research tries to evaluate whether organizational storytelling 

should come from top management or emerge from collective dynamism. 

 

• Explore the practice of storytelling in recruitment strategies, both from the side of 

employer branding and from the perspective of candidates with personal branding. 

 

• Evaluate the impact of digital medias and their ethical issues; and explore the 

implications of organizational storytelling in digital storytelling. 

 

 

 1.3 Outline of Chapters   
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Introduction: This first part introduces the topic, argued its relevancy and the motivations 

that led the author to his research project.  

In addition, the goals and objectives expected to be reached in this dissertation have been 

stated. 

 
Literature Review: This chapter presents and reviews topic-related literature, both 

academic publications and journals, website articles following a purposive structure that 

detail the various aspects of the subject. 

 

Research Methods: This part explains how and why the data collection processes have 

been chosen, designed, implemented. 

It also mentions the necessary ethical issues, possible limitations that should be considered 

when gathering and using this data. 

 

Findings: In the fourth section, the results obtained through primary data collection are 

presented, discussed and confronted with literature materials previously reviewed. 

From the perspective of case studies and expert interviews, the author tries to study the 

reality of facts in corporate strategies.  

 

Conclusions: This last chapter gathers the main findings and ideas developed in the study 

while verifying if the aims and objectives have been reached and respected. 

It also opens the research on further investigation and related issues. 
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2. Literature Review  
 

2.1 Introduction 
 

This literature review will collect and confront pieces of academic studies as well as 

business articles in order to construct a logical development of the subject. 

Firstly, important terminology will be defined. 

Then, the study is declined in three parts: a focus on storytelling strategies and uses in 

organizational development and knowledge-sharing perspective, an approach of how 

storytelling is used for recruitment either by the employer or the candidates, and finally a 

review of the key challenges and opportunities brought about by digital medias for specific 

storytelling usages previously seen.  

 
 

2.2 Definitions  
 

2.2.1 Internal Communication 
 

Firstly, internal communication means “all forms of communication within the organization” 

(Vercic, Vercic & al., 2012).  

This includes communications from employer to employee, employee to employer and 

employee to employee. 

 

But, according to Hopkins (2006), internal communication is mainly a dialogue between 

managers and employees.  

And although communication from top management to workforce is a great way to share 

strategic and targeted information, it is important not to underestimate the power of 

communications between employees, notably because they determine “the tone of 

response back to the employer”.	
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For White, Vanc & al. (2010), internal communication can be a competitive advantage when 

it is strategically oriented to enhance the employees’ satisfaction and productivity but also 

when “well-informed employees can contribute to company’s external public relations 

efforts”. 

 

 

2.2.2 Storytelling and Digital Storytelling  
 

The simplest definition of storytelling could be: a method of narrative communication. In 

other terms, it is the fact of using narration to reach some goals of its communication 

strategy. 

It is important to see the word as “story-telling, the main point is to understand that the 

manner the story is told is as crucial as the story itself (Sole, 2002). 

 

Storytelling in business application is a method for conveying messages that involve 

audiences and guide them toward the wanted behaviour or action (Murray, 2014).  

It is telling stories in a “deliberate and purposeful way” (Donckers, in Linders, 2015). 

But, storytelling is not a new form of communication.  

It is in fact a very ancient method to convey complex and wide concepts via narrative tools 

(Kalid & Mahmud, 2008). 

Digital storytelling is seen as the natural evolution of this ancient art and an adaptation to 

the new formats and medias (Petrucco, 2015). 

 

With its capacity of being trans-media, digital storytelling is not only able to share knowledge 

but also to grandly amplify a message and reach a larger audience. 

Multimedia and easy-to-use benefits of digital storytelling are also to create stories as a 

community, where everyone can be a storyteller (Burgess, 2006). 
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2.2.3 Organizational Storytelling 
 

We name organizational storytelling the storytelling strategically oriented toward employees 

and internal goals; which can imply construction or development of the corporate culture of 

a company. 

According to Kalid & Mahmud (2008), “organizational story is defined as the detailed 

narrative of past actions, employee’s interactions and organizational events”. 

Organizational storytelling is a strategic application of storytelling destined to diffuse and 

made understood components of corporate culture such as values, norms and rules through 

specific stories (Arsenijevic, Trivan & Milosevic, 2016). 

 

Boje (1991) had defined Storytelling Organizations as a “collective storytelling system in 

which the performance of the stories is a key part of the members’ sense making and a 

means to allow them to supplement individual memories with institutional memories”. 

 

 

 

 

2.3 Organizational Culture and Organizational Storytelling 
 

2.3.1 Storytelling to share corporate knowledge and to build corporate identity 
 

Studies have demonstrated the role of storytelling in the diffusion and understanding of 

corporate culture components as well as its capacity to build some parts of the corporate 

culture itself. 

 

Firstly, storytelling as an organizational learning tool has been seen to reach high 

effectiveness. 

Kaye & Jacboson (1999) put in light two major things about this power of sharing 

knowledge. The “vivid and memorable” characteristic of a story helps organizational 

members to understand concepts “in ways that are meaningful and relevant”. 
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In addition, as storytelling is a collective act, it can build cohesion, perhaps unreachable 

otherwise. 

Gabriel (2000) adds that, through storytelling, knowledge is transferred from generations to 

generations. 

Both Kalid & Mahmud and Kaye & Jacobson claim that the best corporate and 

organizational stories destined to transfer knowledge are designed from personal 

experience. 

 

Although these two studies admit the fact that the organizational story can be a “Tall tale” 

(Kaye & Jacobson), in other word an exaggerated, or even fictive story, Janis Forman 

(2013) set a as a crucial parameter the authenticity of the story.  

According to her statements, storytelling must be “credible, authentic and intend to be 

truthful”(see Appendix A). 

For Prasad (2014), storytelling allows to shape and re-shape an organizational culture 

because of three major characteristics: it involves employees, it permits to take the 

organization back to its roots through its history and is likely to paint an inspiring vision for 

the future. 

 

Schein (1984) have defined norms and values to be part of the level of the cultural structure 

of an organization. This level, called “espoused values”, constitute the conscious strategies 

and global orientations of the firm. 

Then, several frameworks underline the power of organizational storytelling as a medium to 

specifically share and diffuse these norms and values. 

Lee, Liu & al’s framework classifies the five types of knowledge embedded in organizational 

stories. 

 

They assume that storytelling can convey norms and values but also influence behaviours, 

which Schein analyse as physical outcome and so “artefacts” of the organization. 

 

Figure 1. Lee, Liu & al. (2013) five type of knowledge in organizational stories 
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Incidentally, Gabriel (2000) says that organizational stories are themselves cultural 

artefacts, taking Schein’s classification over, because they “support a set of values”.  

By carrying norms and values of the organization, storytelling can be considered as a vector 

of corporate culture creation and diffusion.  

Lee, Liu & al. claim that a story the purpose of which is to share values “should embody 

these values and tell of an organizational member modelling the espoused values in action”. 

   

Sole & Wilson (2002) proposed a framework that also highlights as well the role of 

storytelling in conveying norms and values (see Appendix B). 

They added that storytelling for sharing norms and values helps to use inspiring and 

involving aspects from the history of an organization and give them a sense in a context of 

future vision  

This also underlines also the point that storytelling is not only to be a tool of organizational 

management working on the superficiality but that is also to share more deeply-

implemented components such as norms and values. 

 

However, Sole & Wilson (2002) have also pointed the limitations of the storytelling to share 

knowledge. They assumed that potential failures of knowledge-sharing narratives would 

consist in seductiveness, single point of view and “static-ness”. 

In other terms stories could fail to transmit corporate knowledge if they are too entertaining 

and untruthful, if they communicate a vision from the point of view of a single person and if 

they convey knowledge captured at a moment that is no longer relevant in the current 

context. 
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2.3.2 Storytelling organization’s hierarchy and the role of the leader 
 

All the studies previously mentioned underline the high power of the storytelling to create 

and enforce sense of community in organizations and enhance the collaborative work 

between managers and employees. 

A predominant role of the leader would even be antagonistic with the notion of 

organizational storytelling. 

 

Donckers (2015) assures that seeing corporate strategy, as a top-down management is no 

longer relevant. And in the perspective of engaging the entire organisation in the strategy, 

there should be a collective environment where everyone can participate in the storytelling 

process instead of following the leader that tells the story alone as a hero. 

Kull (2011) points the fact that organizational storytelling “helped to break down 

communication barriers and build a sense of collaboration”. 

But some researches have also given examples of the importance of the leader’s role in 

organizational storytelling and even its capability to improve the community spirit. 

 

Parkin (2010) has defined, among other things, the leadership storytelling as being capable 

of creating a sense of community within a perhaps heterogeneous organization. 

Still according to Parkin, good organizational storytellers are often inspiring leaders because 

they are able to make the heritage, the history of the organization understood by employees 

as well as to draw a vision for the future. 

Whenever the leaders highly embody their organization, they can be storytellers about their 

self-personal stories. 

 

Denning (2004) added that storytelling, by being inherently collaborative, helped leaders to 

work with others as team players while having a connection with the people they are 

supposed to manage. 

 

 In his article “The chief, the Guru and the Shaman: Storytelling and Leadership”,  

PhD Michael Kull (2011) identified in the modern organizations three sorts of storytellers’ 

archetypes that are cultural and organizational storytelling models for leaders. 
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The Chief: he is considered as the “bravest” of the organization, he embodies courage and 

determination to get the objectives reached. 

The Guru: he is the wisest person, an expert leader in his speciality, he is able to 

reformulate problems and seek solutions. 

The Shaman: considered as a spiritual leader, he holds the creative power and is able to 

craft stories that arise passion among the listeners. 

Therefore it is clear that storytelling is a powerful tool for leaders to both consolidate their 

leadership and define precisely their role in the organizations. 

 

2.3.3 A culture of Storytelling? Towards more commitment  
 

Storytelling as a medium to share cultural knowledge has also puts itself as a value in 

certain organizations, hence the appearance of a “culture of storytelling”. 

 

According to Dixon (2014), a storytelling culture is defined by the presence, in the 

organization, of several stories from different points of view compelled to obtain a dynamic 

of narratives. It is opposed to an organizational structure with a single and unchangeable 

story told by one person dedicated to this task. 

 

If Goodman (2016) agrees on the necessity for every organizational member to participate, 

he nevertheless adds that the implementation of a culture of storytelling must come from the 

top-management, which set it as a part of the “cultural DNA” (Klotz-Guest, 2016) of the 

organization. 

Goodman also notes that storytelling must become a daily business activity to engage the 

whole organization: narratives should be as impregnated as possible in both internal and 

external communication; and that regular storytelling trainings or workshops are important to 

keep movement going, notably by targeting champion storytellers that are to be models for 

others employees. 

 

For Klotz-Guest (2016), the key to the storytelling culture is to positively encourage 

employees’ creativity so they can produce the most valuable story toward both costumers 
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and colleagues. She insists that stories must be acted, plainly taken on by the whole 

organization to both embody and add sense to it. 

Then, it could be a vector of individual as well as global staff commitment. 

 
Commitment is reachable when storytelling is strategically used to share and enforce the 

trustworthiness of the organization (through its history, values) in the relationship with 

employees (Sole & Wilson, 2002). 

In addition to this, the framework (see Appendix A) developed by Forman (2013) shows that 

by relying on authenticity, and through the ability of storytelling to engage both emotions 

and intellect it is possible to obtain trust and inspiration from the employees, and so make 

them feel involved in the organizational project. 

 

However, Dangel (in Eychenne, 2014) warns of excess in the storytelling strategies.  

A story used to enforce brutally organizational change or new cultural settings will be seen 

as manipulation and rejected by the organizational members. 

 

 

2.4 Storytelling and Recruitment  
 

2.4.1 Employer Branding: storytelling strategies to attract talents 
 

According to Schmidt (2016), new recruiters are marketers. Candidates’ priority is no longer 

salary and high-valued position but they actually seek for work conditions, work 

atmosphere. Hence the necessity of having a commercial approach of recruitment, named 

employer branding. 

 Banham (2016) notes that talent acquisition processes have to be competitive to face the 

“war” between companies. 

Then, storytelling appears to be a very useful tool to combine all specific needs of employer 

branding. 

 

Two major aspects are emerging in the recruitment storytelling. 
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Woesthoff (2013) explains that telling about the culture of the organization, the values that 

drive the work atmosphere, the level of commitment and skills required, is very important 

notably to give a clear understanding of the corporate culture and what is expected from the 

person that will obtain the position. In addition, it can allow refuting potential negative 

stereotypes or rumours about the firm. 

 

On the other hand, McGregor (2016) and Laval (2014) have highlighted that the stories told 

about the employees  already working in the company or told by these employees 

themselves were really decisive in the performance of the employer branding strategy. 

McGregor (2016) argues that telling stories about the employees allow to show what is the 

daily life in the company, what are the progression opportunities, what are the personal 

benefits that individuals can withdraw from working for the firm, etc. 

Laval (2014) notes that employees are the people who embody, fulfil the branding promises 

of the company and therefore they should be considered as such and be a central issue in 

employer branding. 

 

Laval also adds that recruiting oriented storytelling is destined to fail if internal storytelling is 

not efficient. This is to relate with Goodman’s (2016) view of storytelling culture where 

storytelling is an omniscient aspect of the organization used both for external or internal 

purpose. 

Both Laval (2014) and Woesthoff (2016) agree on the benefits of specifically focused and 

targeted stories to attract the desired profiles. Although, Laval warns of falling into 

stereotypes when targeting a certain profile. 

 

Banham (2016) has put forward some critics on the use of recruitment-focused narratives. 

He argues that storytelling strategies can lead to build tales that might overtake the reality 

and constitute too embellished stories. Therefore, people potentially attracted and hired on 

such a basis, could become rapidly disillusioned when discovering the factual reality of the 

workplace. 
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2.4.2 Personal Branding: storytelling for candidacies’ success 
 

If recruiters use stories to attract and get a competitive employer brand in order to acquire 

the desired profiles or talents, candidates themselves use to storytelling to make their 

application valuable and highlight their profile among the stack of resumes on a hiring 

manager’s desk. 

 

For Fourgerat (2016), storytelling is the key to get the most engaging self-presentation and 

self-selling.  

Hansen (2007) argues that recruiters seek for applications that are meaningful for them.  An 

exhaustive list of skills is not what matters most, candidates need to narrate how and why 

they got these skills (Higgins, 2015). 

Fourgerat (2016) notes that candidates tend to demonstrate why they are qualified, 

mentioning facts and achievements; instead of using narration to engage and project both 

themselves and the recruiter in a future relationship or collaboration. Demonstration is logic, 

but not engaging. 

Seth Godin (2005) adds to this that telling only facts will lead quasi-certainly to a failure. 

 

Moreover, Higgins (2015) shows that using storytelling to support an application makes the 

recruiter see the candidate as a storyteller. It provides the proof of the mastering of this skill 

and an example of a purposeful use. Given the raising importance of being a storyteller in 

new organizational models, it is crucial for candidates to be perceived as a potential good 

brand storyteller. 

For Borschke (2011) it is also the opportunity for job seekers to show that they are able to 

learn from their failures and successes, analyse them and give an accurate feedback of how 

they impacted their professional profile. 

 

However, and as Borschke (2011) have underlined, untruthful or over-embellished stories 

are the main danger of this strategy, but also the main temptation. This point is valid for 

organizations as well, but the temptation might be greater for candidates whose story only 

engages themselves as individuals, while an organization lying on its story would deeply 

harm its reputation. 



 20 

 

Buzaud (2014) advocates for personal storytelling to be declined on several medias and 

notably online. 

Among other things because classic resumes, inherently, restrain considerably the 

possibility of tell a story in favour of simply detail skills (Denning, in Hansen, 2007). 

 

 

 

 

2.5 Impact of Digital Medias on Internal Storytelling Strategies 
 

The choice and use of specific medias and channels seem to be a central parameter in the 

success of storytelling from the recruitment point of view, but also in the organizational 

perspective. This leads this literature review to its third part. 

 

Forman (2013, see Appendix A) claimed that one of the three capabilities of storytelling was 

to work with technology.  

  

2.5.1 The opportunity of being trans-media 
 

In the organisational practice perspective  

For Gianluca Fiorelli (2015), important elements that constitute the benefits of the trans-

media storytelling are the spreadibility and the world building. 

Multi-support storytelling allows spreading the message widely and fast across all the 

existing communication channels, and is more and more integrated in companies. 

However, Bordeau (2016) claims that the multiplication of stories can lead to saturation and 

so managers have to care about synchronicity and coherence of messages carried by 

storytelling. 

The capacity of “building a world” permits to create an ecosystem of stories, that is dynamic 

and vivid, and that brings immersion and commitment. 



 21 

 

For Petrucco (2015) digital storytelling has also a capacity of conveying professional 

information and documentation through professional communities  

(e.g. independents, auto-entrepreneurs). 

The community’s collaboration sense is improved by dematerialized medias: storytelling 

workshops can take place without physical meeting. 

Petrucco says that the reflexive collective action towards sector’s best practices, with the 

purpose of document third party, is likely to enforce links between authors when the content 

is shared. And, as a final extent, to build links within the entire professional community, 

through the distribution of strategic and valuable information. 

 

In the recruitment perspective  
 

From the personal branding point of view, Burgess (2006) puts in light the concept of 

vernacular creativity. He affirms that digital storytelling is the ultimate tool to obtain high 

effectiveness with a “home-crafted” content, and that it is very likely to reach large 

audiences with autobiographical productions. 

Notably because digital medias are specifically shaped to share non-professional content 

(social networks), and to share it widely. 

 

From the companies’ perspective, Schmidt (2016) highlights the importance of being trans-

media for an effective storytelling towards targeted potential recruits, and notably by having 

a strong social media implementation.  

For Miller (2011: 17), web tools (and especially Youtube) are not to be underestimated in 

the recruiting strategy. He says, “It is as much a marketing project than it is something from 

the HR department”. 

Schmidt underlines the storytelling potentialities of very new and young-oriented networks 

such as Snapchat or Instagram. These two propose a service of “stories” on which users 

can upload ephemeral pictures and videos. According to Schmidt, this short-lived 

characteristic allows communicators to be more creative and less consensual than on the 

main medias and so get the message more impactful and attractive. 
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McReynolds (2012) adds that passing messages through videos is very useful to showcase 

a great variety of things from the firm, in order to recruit. These films, either broadcasted on 

Snapchat, Instagram or even “live” on Facebook or Youtube permit to get stories available 

“anytime, anywhere and to anyone” tells Schmidt (2016). 

In addition, he claims that these “on the moment” productions give the impression of having 

access directly to teams and to the workplace, without any filter. 

 

Although, only firms that target very young people, who have highly integrated digital 

medias in their daily lives, can consider these recommendations. They do not seem relevant 

for the current global context but will become more and more pertinent as new generations 

enter the labour market. 

 

2.5.2 Ethical Issues 
 

As digital storytelling brings the notion of sharing widely and on several medias the content 

crafted by one individual or by a collective, ethics must be evaluated and considered 

according to each situation. 

 

Gubrium (2014) has developed a framework (see Appendix C) that gives an overview of the 

ethical issues possibly encountered in participative storytelling methods or strategies. 

It underlines that the well being of the storyteller should be the central preoccupation when 

digital medias are used. 

The author argues that one of the major issues concern the confidentiality and the potential 

uncomfortable aspects of a personal story destined to be shared publicly. 

This, for the storyteller himself but also for external stakeholders like individuals, firms or 

communities mentioned in a story. 

 She also advocates as well for clear prevention toward participants involved, formal 

consents and guidelines to avoid any risk of participants regretting their commitment in a 

workshop or a team. 

However, Dush (2012) described precisely another ethical issue regarding the consents, 

with the concept of vulnerability.  
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A fiduciary relationship involving two individuals with a sort of dependency, like an employer 

with an employee, might be a problem when informed consent is needed for a storytelling 

activity with the purpose of sharing a personal story. 

 

 

2.6 Chapter Summary  
 

This chapter has reviewed diverse but relevant literature strategically structured to draw the 

beginning of a response to questions posed as objectives, which will be completed 

furthermore by the discussion and contrast that will occur in the fourth part of this 

dissertation. 

This literature review have explored several aspects of internal storytelling, notably how the 

storytelling can be an organizational vector of knowledge, leadership and its effect on 

hierarchy and commitment within an organization, as well as on recruitment processes. 

 It has shown that, according to specialists, storytelling strategies could have great impacts 

on these issues, often underestimated. 

Although, the author addressed the necessary limitations and critics brought by certain 

publications. 

The considerations for digital impacts, discussed at the end of the chapter also carried 

ethical issues concerning the sharing of personal contents through corporate stories. 

 

 

 

3. Research Methods  
 

3.1 Introduction  
 

In this part, the author provides a complete overview of the process that has led to the 

strategic choices regarding research methodology. 



 24 

Following the framework (see Appendix D) developed by Saunders, Lewis and Thornhill 

(1997), research strategies, orientations and concrete methods (analysis, collection, ethical 

considerations, etc.) are detailed, argued and discussed in the context of the field of 

research and the chosen approach for the study. 

The author argues for the relevancy of his choices in the respect of a clear, strict and 

academic methodology. 

3.2 Research Approach  
 

This research has followed an inductive approach. 

The author wanted to obtain qualitative data through perceptions and thoughts related to the 

topic, and provided by experts and business leaders potentially facing studied issues. 

According to Saunders, Lewis and Thornhill (1997), induction as a research approach cope 

with the needs of investigating through human feelings or perceptions, which are inherent to 

the field of research (human resources management), permits to focus on particular cases 

instead of seeking for a generalization and allows some flexibility in order to adapt as the 

research progresses. 

Therefore, inductive approach seemed to be likely to suit efficiently the research project. 

 

 

3.3 Research Strategy  
 

Referring to Saunders, Lewis and Thornhill’s classification (1997), the author chose to adopt 

a “case study” strategy. 

Firstly because the author will was to describe a phenomenon, answering to the questions 

“what, why and how”, strongly related to particular contexts. 

As human resources issues are highly tied with local environments and events, this study 

had to adopt a strategy that cope with particularisms. 

The strategy has been to consider two main cases, a commercial company with innovative 

and “new” management model as well as a world-spread non-profit organization. 

These cases have been treated according to a holistic approach, which encompasses the 

whole organization (Yin, 2003). 
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3.4 Research Method  
 

The author has opted for a qualitative mono-method, as Saunders, Lewis and Thornhill’s 

framework (1997:152) presents the different research choices. 

The choice of qualitative research results from the fact that storytelling is by essence in 

opposition to numerical data. 

The author assumed that approaching the primary data collection with qualitative, narratives 

materials was more relevant than relying on numbers. 

3.5 Method of Data Collection 
 

The chosen data collection method consisted in in-depth individual interviews. 

These interviews have been non-standardized and semi-structured (Saunders, Lewis and 

Thornhill, 1997). The author’s will was to ask relevant questions allowing the participant to 

digress from the original topic and without annihilating a potential spontaneous and 

unexpected conversation or debate. 

The author’s choice of interviewing few specialists and business leaders needed to use a 

method that permits to lead in-depth and non-formal investigations. 

Saunders & al. therefore underlined that non-standardized interviews were suitable for 

studies in which participants were managers or business leaders, questions were likely to 

be open-ended or when the researcher wants to ensure the reliability and validity of the 

data. 

 

3.6 Design & Implementation 
 

Designing the time horizon of the research, the author has chosen to lead a “cross-sectional 

study” (Saunders, Lewis and Thornhill, 1997), which allows to capture a phenomenon at a 

given moment. This choice results from the strategy and method orientations, with which a 

longitudinal study would not have coped efficiently and less relevant than picturing the 

situation at one given moment. 
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Regarding the implementation, the interviews have been led both “face to face” and also by 

Skype. 

Before the meeting, participants received informed consents as well as global guidelines of 

the questions to be asked. 

The questions were designed to explore interesting and relevant aspect of the subject that 

the author had pointed out in the literature review. 

The interviews had not time limit or frame, and were taped with an audio-recorder. 

 

 

 

3.7 Sampling Process  
 

As a logical following of the author previous strategic research choices, the elected method 

of sampling was purposive sampling (Saunders, Lewis and Thornhill, 1997). 

This method allows flexibility and small samples in order to focus on specific cases or key 

themes. 

According to the critical case sampling strategy, cases have been selected for their 

relevancy and their potential high interest and contribution to the research. 

This sampling method suited the author’s will to collect data through chosen channels and 

to have a liberty of judgment on the relevancy of the samples that have been used. 

3.8 Data Analysis  
 

The author approached the qualitative data analysis using a combination of deductive and 

inductive processes (Saunders, Lewis and Thornhill, 1997). 

Indeed, the author led few primary interviews in order to orient the study towards relevant 

and interesting issues, while, after having studied theoretical productions; the author led 

more in-depth investigation with targeted goals and objectives.  

 

Saunders, Lewis Thornhill’s types of qualitative analysing processes (1997) show that the 

most efficient way to analyse data collected during in-depth interviews, in which dialogue 
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and thoughts can emerge spontaneously between researcher and interviewee, is to use a 

narrative structure. 

This structure helped to organised the data both from the chronologic and contextual 

perspectives. 

 

3.9 Credibility of the Research Method  
 

In according with Saunders, Lewis and Thornhill (1997) the credibility and consistency of the 

research findings can be threatened or limited by parameters that are presented here. 

The reliability is potentially endangered by participant error or bias as well as researcher 

mistake. These issues are especially likely to occur in qualitative methods using interviews. 

 

The validity of the findings is the extent to which the results are what they seem to be. Some 

threats to this consist in participant’s will to retire from the experience or contextual causes 

such as events that change or perturb the research (new corporate policies, production 

stopped). However, as the author chose to interview each participant only once, the harmful 

consequences of these issues were limited. 

 

The concept of generalizability, that defines the extent to which the results can serve as a 

generalizable theory of framework, is not relevant in this study that tends more, through 

case studies and interviews, towards exploratory rather than towards explanatory. 

Finally, some considerations related to data should be taken into account. 

Regarding the secondary data collection and the threat of publications political or ideological 

bias, the response is that the topic is very unlikely to be subject of such debating issues. 

 

For primary data, important issues are related to the identification of the population studied 

(e.g “good news syndrome” when interviewing business leaders or managers). It was an 

issue to consider for the author as he interviewed managers and leaders about processes in 

their organization. 

Nevertheless, the aim was to understand and explore processes and not to evaluate 

performance. 
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3.10 Ethical Considerations  
 

For Saunders, Lewis and Thornhill (1997), ethical issues can appear at different stages of 

the research process: when the researcher is negotiating the access to the primary data, 

regarding informed consent of the participants as well as the collected data’s storage and 

use. 

 

The access to the primary data has been made through the author’s existing contacts. 

Therefore, asking for participation has been made in the context of a trustworthiness 

relationship. 

The participants received informed consent forms regarding the goals, objectives of the 

research as well as indications on how the collected data would be analysed and stored 

afterwards. 

The storage of the data was attentively secured, avoiding online storage (e.g. cloud drive), 

by using an external hard drive. As the collection method was to tape the interviewee with a 

vocal recorder and furthermore write a transcription, the audio records were deleted when 

transcriptions had been finalized. 

 

 

3.11 Chapter Summary  
 

To conclude, the author has made clear methodology choices, that embraced both his 

approach and the needs characteristics of the field of research, mainly referenced by the 

work of Mark Saunders, Philip Lewis and Adrian Thornhill. 

Through in-depth and semi-structured interviews, qualitative data has been collected among 

a sample of personalities chosen for their relevancy and expertise related to the subject. 

It has also been given limitations, threats to credibility of the research, just as ethical 

considerations. 

The author has given priority to the researcher flexibility in the investigation methodology, to 

allow adjustments as the research progressed, as well as highly contextual and qualitative 
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approach that focused on human thoughts and feelings through little structured discussion 

and debate. 
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4. Findings  
 

4.1 Introduction 
 

In the following chapter, the results coming out from the primary data, sorted per main 

identified themes, will be presented, analysed and discussed in comparison with the 

theories, statements and frameworks developed in the Literature Review part. 

To allow a diversity of points of view, the author chose to interview decision-making 

representatives of a commercial company with new management model, a worldwide-

implemented non-profit organization and a communication specialist, to get an external view 

on several issues. 

They are respectively named respondents A, B and C in the followings sections to preserve 

their anonymity.  

 

4.2 Theme 1: Storytelling and Organizational Culture 
 

4.2.1 Storytelling is a consequence of strong organizational “DNA” and culture 
 

Both respondents A and C claimed that organizational storytelling was not inevitably set as 

a cultural value and strategically designed to bring change or had a transmission purpose. 

They evoked storytelling as a natural result in companies having strong cultural DNA (where 

the attachment from the employees is high) and where cohesion, as well as teamwork, are 

important values. They both mentioned that the “pride of affiliation to the firm” plays a great 

role. 

Respondent A added that “entrepreneurs do not think the genesis of a firm, they deal with 

it”. And then the culture becomes rapidly a dogma. 

It is the events lived by the organization that lead to storytelling. 

For his part, respondent C put forward that a strong and specific corporate culture brought 

continuous information sharing within the organization. 
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Therefore, storytelling would rather be a process that appears and can be executed in 

favourable contexts where a strong corporate culture allows employees to express 

themselves.  On one hand, companies where teams work with efficiency promote cohesion, 

which itself promotes tight links between individuals.  

On the other hand, a strong corporate DNA brings pride within the organizational members. 

According to these findings, these two factors should set the basement of a successful and 

natural culture of storytelling. 

But the assumption that storytelling is likely to build part of the culture or settled, as a 

conscious strategic orientation, at the creation of a company, seems to be refuted.   

 

This contests the statements of Goodman (2016) and Klotz-Guest (2016) in the necessity of 

setting organizational storytelling as a cultural value (see section 2.3.3) 

The results provided here tend to show that this is not necessarily the way to implement 

storytelling practices. 

Incidentally, Dangel (2014, section 2.3.3) warns about non-natural and enforced settlement 

of stories or storytelling strategies in companies. 

It also contrasts the theory supported by Yannis Gabriel (2000, section 2.1.1) that claims 

that storytelling holds up the set of values in the organization.  

This statement is still accurate but values can exist and be understandable without 

storytelling.  

These values seem to be more the conditions of storytelling efficiency than the opposite. 

 

4.2.2 Leadership: the hero storyteller emulates and transmits to the collective 
 

 Interviewee B and C gave similar visions on what should be a storytelling leader. 

The “hero” storyteller is not distant from the collective (potentially his subordinates). 

Conversely he serves the collective emulation and the creation of storytelling synergies 

within the organization. 

Respondent B works for Rotary International, an old, big and international non-profit 

organization that carries a laden history and an important “package” of values and norms. 

He identifies the elderly members of the organization as the hero storytellers and highlights 

the very important role they play in the transmission of the complex set of values.  



 32 

He compares them as “grandparents” for their capacity to share valuable stories, and 

therefore analyses that this ability makes the younger members feel proud to work 

alongside these storytelling leaders. Respondent B also adds that a good leader is capable 

to coordinate stories and the people who tell them: temper the most extrovert ones in order 

to let the most “timid” express themselves. 

Respondent C told the author that one storyteller leader does not overshadow the others. 

On the contrary, he is able to arouse adherence to the storytelling activity and involve the 

organizational members in the creation of collective stories. 

 

An analysis of the previous description of results shows that having in a company one or 

several persons who got a storytelling leadership, thanks to their charisma or personal 

business achievements, their experience in the firm, their good storytelling skills, is not a 

obstacle to collective storytelling. 

It even seems necessary to count on a hero storyteller to efficiently transmit the set of 

organizational values: rather than a disembodied corporate story that follows a top-down 

trajectory, a tale brought to employees by a leader that inspire pride and adherence from his 

fellows workers is much more valuable and effective. 

The storytelling leader also creates the necessary emulation for collective movement 

towards the creation of their own stories by the organizational members as well as he 

provides control on stories and acts as a leader to ensure that every individual can tell their 

story and be at least listened. 

Another point that comes out from these interviews is that those hero storyteller or 

storytelling leaders are not necessarily business leaders (CEO, managers, board members, 

etc.). Storytelling allows leaders to emerge whatever their rank in the hierarchy. 

 

 

These findings appear to confirm Parkin’s (2010, section 2.3.2) as well as Denning’s (2004, 

section 2.3.2) statements on how a storytelling leader can be a collective cohesion 

facilitator.  

They also agree with Goodman (2016, section 2.3.3) and his evocation of “champions 

storytellers” that are models for the rest of the organization. 



 33 

These results also agree with the theory of Lee, Liu & al. (2011, section 2.1.1), who claim 

that organizational values can be transmitted by the tale of an individual embodying these 

values. This inspiring story should be told by the person concerned to reach the highest 

effectiveness, in order to enforce its impact and to arouse pride within the listeners. 

At last, the outcome of this analysis supports Kull’s (2011, section 2.3.2) typologies of 

storytelling leaders, showing that storytelling leadership has different purposes and 

attributes. 

 

 

 

 

4.3 Theme 2: Storytelling for Recruitment 
 

4.3.1 Employer Branding: the employee as main brand ambassador 
 

Interesting elements about employer branding have been developed in the transcriptions of 

the interviews of respondent A and respondent B. 

Respondent A mentioned a very innovative recruitment process in his enterprise. 

Indeed, he gives the employees the charge of short-listing the candidates and trust to 

defend their cases in front of the directors. 

Therefore, employees are really the ambassadors of the firm as they are the first persons 

the candidates meet and converse with, during specific “recruitment days”. 

The employees present the organization and, during the process of recruitment they are the 

main corporate reference for candidates. In addition, managers do not control the stories 

that come to the candidates and employees are completely free in their decisions 

concerning their recruitment practice.  

Respondent A adds that stories told by his employees are certainly different from the stories 

he would tell himself about the company. Among other things, he lets the employees free to 

experience their life at work by themselves and without any top-down strict communication. 

Respondent B mentioned that telling the success stories of members of an organization is 

more impactful than telling about organization itself and its history. 
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Having a rich background is good because it is a proof of solidity and reliability but it could 

appear as retrograde. 

In the same way, respondent A claimed that the history of a company is not what is relevant 

and important for applicants, they want to know what is the management philosophy of the 

firm, how the employees feel working for it, etc. 

Although, respondent B toned his previous statement: more than the success stories of the 

members, it is the success stories of the actions undertaken by those members that are 

important. 

 

 

From the analyse of this primary data, it is clear that more than employee’s stories about the 

company and its philosophy, current management practices is more important than the 

“history” of the firm in a perspective of attract valuable candidates that are ready to involve 

and espouse the organization’s culture. 

 The example of the company of respondent A shows well that employee’s experience and 

stories about the organization are the most impactful for the candidates. This original 

system of recruitment makes the employee a natural ambassador of the firm as well as 

ambassador of the candidates they short-listed to present to the CEO. 

This method itself can also be analysed as indirect storytelling process. 

Indeed, seeing that employees are empowered and assume big responsibilities such as 

selecting future collaborators is very impacting for candidates. They can easily identify 

themselves to the employees they meet and try to convince. 

Moreover, the fact that each employee has a different eco-system of stories from his 

colleagues and in particular from the CEO is also interesting because candidates have 

access to multiples views and stories about the company and not a fixed story that is often 

not reflecting the reality. This can reinforce the feeling that the story being told is true 

Therefore, candidates are likely to want to work in such a company where employees feel 

comfortable and where they seem to be highly respected and involved.  

It is without doubts a key and one the most engaging argument a firm can provide to attract 

talents. 
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This completely support the arguments provided by McGregor (2016, section 2.4.1) and 

Laval  (2014, section 2.4.1). The idea that corporate stories highlight the role of the 

employees and communicate about how the people who already work for the organization 

feel and experience the company are the most effective in recruitment and talent attraction 

strategies. 

Meanwhile, this does not refute Woesthoff (2013, section 2.4.1) statement, that recruitment 

storytelling must show the culture and the values of the company.  

The results simply suggest that the means to share culture and values should not be a story 

created by top-management and diffused with the goal to reach recruitment targets.  

But a package of heterogeneous stories brought by employees and telling about 

employees, in a natural and entrusted movement. 

 

4.3.2 Fantasies and mythology: construction and deconstruction 
 

Another point that aroused the interest of the author during the interviews concerns the 

issue of mythology gravitating around certain companies and their impact on recruitment. 

Respondent B analysed that its organization had been subject to some “bad storytelling” 

from its members themselves. Indeed, those members are volunteers and each subdivision 

of the organization has its independence. Then, control is difficult and some of 

communication mistakes led to a lot of stereotypes that affects the image of the whole 

organization, notably towards the potential recruits. 

Respondent A first answered that his firm had not any storytelling specific strategy to make 

people interested in the organization. But, after discussion he told the author that he had 

always maintained a sort of secrecy about the organization and its particular culture. The 

cohesion is so strong among the employees that it seems to be very intern-oriented and 

withdrawn from the exterior. He claimed that the absence of story increases the curiosity of 

a lot of people and their interest to work for this organization that is so “mysterious”. 

Both respondents insisted that the best storytelling for attracting people is to bring them to 

see and experience the reality of the organization. 

 

Therefore, the engaging stories are not necessarily told by the company or its members but 

often created by the imagination of the public. This can result from a lack of communication 
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(case of respondent B) or from a conscious strategy (respondent A). Anyway, fantasies and 

mythologies that public create about an organization do not appear to be so harmful, if 

companies succeed to make those people discover the inside reality.  In the case of 

respondent B, stereotypes are strong, but changing the minds could be even more 

impactful. 

In the case of respondent A, the strategy is well thought and is linked with the elements 

reviewed in the last section (4.3.1): maintain a secrecy on the management of its 

organization until “recruitment events” where employees act as recruiters and show 

candidates (attracted by the mystery of this firm) what are the values and the management 

by embodying them. 

Then, to make the public aware of the truth and break the mythology, firms can use either 

social media to share live moments of the inside or organize “open-door” events that are in 

reality nothing but physical, tangible, experienced storytelling. 

 

In some way, this outcome can complete Banham’s (2016, section 2.4.1) view on 

recruitment-oriented storytelling. 

It appears that tales that alter reality do not always come from the firm which wants to 

communicate but can also come out of the imagination of the public. 

Then, it is certain that over-embellished image as well as a bad impression are dangerous 

for an organization but there are also opportunities to take advantage of these situations. 

Moreover, the analysis of this topic agrees with the elements brought by Schmidt (2016) 

and McReynolds (2012) in the section 2.5.1. 

It is possible to report the very reality of what looks like the inside of an organization through 

telling its daily life with digital tools such as videos broadcasted live. 
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4.4 Theme 3: Storytelling in New Management Models  
  

4.4.1 The organizational story in a young and changing company  
  

The research has also provided some interesting results regarding the specificities of 

storytelling in young companies, which have adopted a new management model that could 

be identified as “start-up model”.  

Respondent A analysed that his company has always redefined the model of management, 

always invented new ways of working.  

And the firm is still young; the respondent has created it and is still the director. 

Then, the cycles of storytelling are short; the stories that employees create and share are 

mostly about events that have occurred in the past two years, but not before. 

Respondent A adds that there is not any hero-worship of the founder; as employees are 

free, autonomous and are in charge on a substantial number of activities (see section 

4.3.1).  

For him, founder-focused storytelling is not that important in such organizations.  

Collective cohesion is what matters. Perhaps after his death or when he retires, the 

storytelling will be oriented towards the founder (example of Steve Jobs), but in young 

companies that persistently re-think their management model the stories follow short and 

current results-oriented patterns, because the history of the firm is being written in the 

present. 

On this point, Respondent A specified that in young companies, untruthful tales were 

immediately identified as such and so, destined to fail. 

Respondent C suggested that such an example can be applied to any firm using new 

management methods, because it is a model coming from the US and more precisely from 

the Silicon Valley with companies such as Google, Facebook, Apple, Amazon; which have 

put in light a radical change in managing human resources. And this model is being adopted 

by many new enterprises in Europe. 
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The example of respondent A’s company, which seem to be generalized to any other firms 

practicing new management, shows that organizations with a “start-up” culture have very 

specific storytelling processes. 

The stories tell about the firm’s achievements, employees’ realizations, as well as short-

term goals and objectives. 

Telling the history is not relevant for a organization whose founder is still present and 

working. The history is being written, and that is why over-embellished stories do not 

deceive employees; as they know the organization very well. 

The main concern, in this type of management, is to make the employee feel comfortable 

working in the company. Space is created for its personal development and fulfilment.  

Therefore, there are no common corporate references carried by storytelling, each 

employee has constructed its own system of organizational stories that concerns the people 

he worked with, the projects he worked on, what he achieved.  

 

 

This analysis can complete Klotz-Guest (2016, see section 2.3.3), who claims that 

storytelling encourages employee’s creativity and initiative and therefore, increase 

commitment in the organization’s project and culture. 

But, as it has been demonstrated in section 4.2.1, storytelling seems to be more a 

consequence than a cause of the employee’s emancipation and personal satisfaction. 

The management, when US innovative models inspire it, is what creates processes of 

storytelling in young and changing organizations. 

In addition, dangers of untruthfulness of corporate stories, supports the statements from 

Borschke (2011, section 2.4.2), Sole & Wilson (2002, section, 2.3.1) and Banham (2016, 

section 2.4.1).  

It came out the interviews that the threat for the story of being perceived over-embellished, 

evoked by the authors previously referenced, is not only a practical, strategic consideration 

to take into account when the story is crafted. Forman (2013) clearly stated that 

organizational stories must rely on authenticity (appendix A). 

In young companies, where some employees have been working since the creation, it is 

impossible to tell them tales that are untruthful, even if it is only a little. 
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 4. Chapter Summary  
 

The results that the author extracted from the primary research have been presented, 

analysed, identified, discussed and compared with literature findings.  

These results have shown oppositions with statements or theories brought by secondary 

data, but also new perspectives and completion of existing points of view. 

The results even carry considerations that have not really been echoed by literature 

materials. 

The conducted interviews led to interesting findings especially in the relation between 

storytelling and leadership as well as the importance of the collective dynamism in 

organizational storytelling. 

The outcomes also identified valuable considerations that support the literature about the 

storytelling for recruiting, particularly in the perspective of using the employee as the first 

and the most efficient recruitment-oriented storyteller. 

Finally, the author acknowledged how the storytelling is practiced in young and changing 

companies built on a model of new management as it is an aspect that have been 

highlighted by the respondents as it is a trend of our times. 
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5. Conclusions  

5.1 Introduction  
 

In this chapter, several considerations will be reviewed in order to draw the most accurate 

conclusions to this study. 

Frist, the objectives enounced in the introduction will be evaluated to determine to what 

extent they have been reached in this research. 

Following this, the implications aroused by the exploitation of the findings will be presented 

synoptically. 

Then, the author will deliver the potential limitations to the credibility of the research and 

several suggestions for further study, to go deeper into the results acknowledged here. 

 

5.2 Aims and Objectives revisited  
 

• Explore the relation between storytelling and organizational culture. 

Evaluate the pertinence of storytelling to share and support organizational culture. Investigate 

into the concept of “storytelling culture”. 

 

Assessing the real power of storytelling to support organizational culture, primary research 

demonstrated that storytelling was more a consequence than a cause in its relation with 

culture. Although, several researchers such as Gabriel (2000) or Lee, Liu & al. (2011) tend 

to show that organizational values and norms can be supported and that storytelling is 

central organizational issue, in-depth research leads to temper and tone these statements. 

Storytelling would not be so predominant and exists in many cases thanks to corporate 

cultures that leave space for creativity. Regarding the exploration of the notion of 

“storytelling culture”, literature provided some interesting elements but primary data was not 

sufficient in this area to permit a rigorous analysis. 
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• Explore the effects of storytelling on leadership as well as staff commitment in a collective 

adherence. This research wants to evaluate whether organizational storytelling should come 

from top management or emerge from collective dynamism. 

 

The research produced interesting discussion on the subject of storytelling leadership. The 

results extracted from primary data tend to support the importance of a leader in storytelling 

processes, but in a way that improves collective involvement. 

Organizational storytelling, as it has predominantly been analysed in the reviewed literature, 

must emerge from a collective initiative to be the most efficient and impactful. Storytelling 

leadership to impose story-crafting practices in a top-down trajectory is, according to both 

literature and research results, destined to fail. 
 

• Explore the practice of storytelling in recruitment strategies, both from the side of employer 

branding and from the perspective of candidates with personal branding. 

 

This objective has been partially fulfilled, as there was a lack of materials about personal 

branding in the primary research outcome.  

But, regarding employer branding, results open new perspectives. 

They confirm the Laval’s (2014) and McGregor’s (2016) findings about the crucial role of the 

employee in recruitment-oriented storytelling, while bringing new aspects such as the 

necessity for the employee to embody the corporate culture. 

The research also suggests the mythological stories that surround the organization should 

be taken into account. 
 

• Evaluate the impact of digital medias and their ethical issues; and explore the implications of 

organizational storytelling in digital companies. 

 

This objective too has been only partially reached, due to no sufficient and consistent 

enough primary data about the relation between digital medias and internal storytelling. 

However, the literature review permitted to put forward interesting ethical considerations on 

the use of personal stories in an organizational purpose. 

In addition, the primary research highlights that storytelling practices are specific in young 

changing and digital-oriented companies. The investigation led in a firm based on new 
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management model allowed the author to discover valuable findings on the conception of 

storytelling in such organizations. 

 

5.3 Implications of Findings  
 

The findings of this study globally tend to show that the impact of storytelling as a medium 

of internal communication is not as predominant as literature pieces suggested. Or, at least, 

not in the form of a strategic and conscious activity. 

Storytelling seems to appear as more natural and as a consequence of a favourable context 

created by an organizational culture that promotes creativity and autonomy. 

Nevertheless, storytelling and leadership topic has brought up interesting elements that 

identify storytelling leaders as essentials for the development of stories and knowledge 

sharing throughout the organization. They are also and specifically factors of emulation 

within the collective to involve more people in the common project as well as in storytelling 

practices. 

Concerning the storytelling for recruiting, results have confirmed the major role of the 

employee, who is himself the most valuable story an organization can use to attract talents. 

By embodying the values of the company and being involved in the recruitment process, the 

effect is twofold: the potential recruits identify themselves to the employees who plainly 

embody the set of values the organization wants to share. Moreover, an employee who 

takes part in the recruitment process is likely to build strong links with the candidate he met 

if this candidate is hired afterwards. 

In addition, the mythological stories and fantasies that exist unbeknown to the organization 

are not necessarily uncontrolled issues and threats for recruitment, they can be exploited in 

a particular storytelling strategy and firms can take advantage of them, especially with the 

help of digital tools and medias. 

The findings also brought in the analysis elements that have not been found in the literature 

reviewing.  

Storytelling in new models of enterprise seem to be more complex than in “classic”-

management companies. It implies that these organizations have specific and perhaps less 
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designed and structured storytelling processes, although they are the most likely to produce 

stories due to their digital awareness and their facility to communicate. 

5.4 Limitations of the Study  
 

The results of this research can be limited by a certain number of issues. 

Firstly, the studies previously led in this field are really few and not always very complete. 

Therefore it was hard to refer to existing research to fix objectives and help the author in the 

structuration of the study. 

 Moreover, the issue of internal storytelling is quite new in the field of business research and 

therefore there is a lack of purely academic secondary data. As internal storytelling is highly 

related with the digital world, a lot of content is to be found in digital business specialized 

sites as well as business coaching blogs. This data is not necessarily inexact but is less 

traceable and less likely to be verified.  

Another limitation is inherent to the chosen research method. In-depth interviews can lead 

to inter-communication misunderstanding or biased interpretation from both the researcher 

and the respondent (see section 3.9). 

 

5.5 Suggestions for Further Research  
 

Some parts of this research should be investigated more deeply, and the author provides 

here suggestions for future studies. 

Firstly, the specific conception and design of storytelling in new models of management 

should receive in-depth investigation so as to understand clearly all the elements that imply 

such management patterns. 

Moreover, further research could explore specifically digital medias implications as new 

professions are emerging. In France, the first school that educates “corporate Youtubers” 

has opened. It is a sign that the new digital jobs are oriented towards organizational 

storytelling. 

Finally, future studies could lead to a better understanding of the impacts of storytelling on 

hierarchy and the pertinence of a concept of “culture of storytelling within organizations. 
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5.6 Chapter Summary  
 

This chapter has gathered the necessary considerations in order to conclude this 

dissertation. The final results have been presented and their implications underlined.  

The author evaluated to which extent the goals settled in the introduction have been 

reached and explained their potential and partial failures notably through the list of 

limitations that the research can suffer. Finally, suggestions for future work in the same field 

have been addressed. 
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Appendix A 
 

 

Figure 2. Organizational Storytelling (Forman, 2013) 
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Appendix B 
 
 

Figure 3. Storytelling to share knowledge (Sole & Wilson, 2002) 

 

 

 
 

 

 
 
 
 



 51 

Appendix C 
 
 
Figure 4. Ethics framework for digital storytelling (Gubrium, 2014) 
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Appendix D 
 

 Figure 5.  “Onion” framework for research methods (Saunders, Lewis and Thornill, 1997) 
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Appendix F - Individual Participants Consent Form  
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