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Case: Trainers’ House 

This thesis focuses on recognizing corporate culture and its core elements. It researches how the 

case company’s employees perceive the corporate culture of the company and how it is present 

in their daily work at Trainers’ House. These matters were answered through three research 

questions: What is the case company’s corporate culture like and how does it impact an 

organizations work climate, what are formal and informal sybsystems and how do they affect an 

organization and is Trainers’ House’s corporate culture recognized by the employees in their daily 

work. 

The literature review discussed six core elements which shape corporate culture; vision, values, 

practices, people, narrative and place. In addition to these components, company structure and 

formal and informal subsystems were also looked at. It was important to also find out whether 

there is a correlation between corporate culture and work climate. A questionnaire was 

administered to answer the research questions and it was done by mixed data collection method. 

The questionnaire mainly used Likert-scale to form questions but also included three open-ended 

questions to gain more depth in the results. The questionnaire was sent to Trainers’ House’s 

subsidiary Ignis’, employees.  

It was concluded that Trainers’ House has all of the core elements in practice which were found 

in the literature review but some of the elements should be updated and reviewed in order to 

strengthen and shape the corporate culture at the company. It was found out that especially the 

values at Trainers’ House need to be re-evaluated. 
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YRITYSKULTTUURIN VAIKUTUKSEN 
TUNNISTAMINEN JA KESKEISET PIIRTEET 

Tutkimus: Trainers’ House 

Tässä opinnäytetyössä keskitytään yrityskulttuurin ja sen keskeisten elementtien tunnistamiseen. 

Se tutkii, miten työntekijät kokevat yrityskulttuurin ja miten se on läsnä heidän päivittäisessä 

työssään Trainers 'Housella. Näihin kysymyksiin vastattiin kolmella tutkimuskysymyksellä: 

millainen on yrityksen yrityskulttuuri ja miten se vaikuttaa organisaation työilmapiiriin, mitä ovat 

viralliset ja epäviralliset alajärjestelmät ja miten ne vaikuttavat organisaatioon ja onko Trainers' 

Housen yrityskulttuuri tunnustettu työntekijöiden päivittäisessä työssä. 

Kirjallisuuskatsauksessa keskusteltiin kuudesta ydielementistä, jotka muodostavat 

yrityskulttuurin; visio, arvot, käytännöt, ihmiset, kertomus ja paikka. Näiden komponenttien lisäksi 

tarkasteltiin myös yritysrakennetta sekä virallisia ja epävirallisia alajärjestelmiä. On myös tärkeää 

selvittää, onko yrityskulttuurin ja työilmapiirin välillä korrelaatiota. Tutkimuskysymyksiin vastattiin 

kyselylomakkeella ja se tehtiin yhdistetyllä tiedonkeruumenetelmällä. Kyselylomakkeessa 

käytettiin pääasiassa Likert-asteikkoa kysymysten muodostamiseen, mutta siihen sisältyi myös 

kolme avointa kysymystä, joilla saatiin syvemmät tulokset. Kysely lähetettiin Trainers' Housen 

tytäryhtiön Ignis Oy:n työntekijöille. 

Lopputulos oli, että Trainers' Housella on käytännössä kaikki ydinelementit, jotka löydettiin 

kirjallisuuskatsauksessa, mutta osa niistä on päivitettävä ja tarkistettava yrityksen yrityskulttuurin 

vahvistamiseksi ja muokkaamiseksi. Todettiin, että erityisesti Trainers' Housen arvot on arvioitava 

uudelleen. 
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1 INTRODUCTION 

This thesis is a study about recognizing how Trainers’ House’s corporate culture 

and its core elements are perceived at Trainers’ House. First, there is an 

introduction to the thesis and the motivation for the research. Then, an objective 

and research questions are stated to give a more in-depth look in to the 

research’s goals. After that, the case company is introduced in addition to 

explaining the company’s internal processes and the focus point of the research.  

 

1.1 Motivation 

Since working for over a year for the company in question, Trainers’ House, I am 

astonished by the particularly strong corporate culture which is present there. Not 

every day do you encounter a company especially in Finland which is as value-

led as Trainers’ House. I am extremely fascinated to examine in what way does 

this abundant culture affect the employees of the company.  

I am excited to examine how the corporate culture at Trainers’ House is 

communicated to the employees and what are the core elements affecting it. 

Particularly, to find out how important of a role does corporate culture play in a 

workplace for employees and how they perceive it. 

1.2 Objective of the thesis and research questions 

This thesis explores the opinions of Trainers’ House’s employees about their 

company’s corporate culture. It assesses how they perceive the company’s 

culture and how well it is communicated to them. An important part is to examine 

how the employees think the corporate culture affects them in their daily work. 

Trainers’ House is used as an example of a company with a strong set of values 

and to demonstrate the pros and cons of a strong corporate culture on the 

employees’ behalf.  
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Research questions are used to fulfill the objectives of this thesis. The research 

questions are the following; 

 

1. What is the case company’s corporate culture like and how does it impact 

an organizations work climate? 

2. What are formal and informal sybsystems and how do they affect an 

organization? 

3. Is Trainers’ House’s corporate culture recognized by the employees in 

their daily work? 

1.3 Company overview 

Trainers’ House Oyj is a change management company helping other companies 

implement their strategy faster and with more success. It was founded in 1990 

and handles all of its operations with its subsidiary Ignis Oy. Trainers’ House 

currently has four offices. The headquarter is located in Helsinki, Finland. Other 

office locations are in Oulu and Turku in Finland as well as Torrevieja in Spain. 

“Our clients trust our skilled and customer-oriented people, our well-functioning 

tools and modern methods. Our work is measured based on the results achieved 

by our client. Verifiable results are best reached when the corporate culture 

supports the objectives.” (Trainers' House Oyj, 2019) This quote was taken from 

Trainers’ House’s website and it explains well how Trainers’ House does 

business, what separates them from competitors and how their clients perceive 

their operations. This quote also says that corporate culture supports objectives 

and through that verifiable results are reached. This tells us that Trainers’ House 

is aware of how corporate culture can affect businesses. 
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1.3.1 Main activities and mission 

Trainers’ House operates in the business-to-business sector. Their main services 

are the following: management of sales and sales personnel, improving 

supervisory work, service concepts, clarifying and implementing strategy, 

changing culture, making production more efficient, outsourcing sales and 

marketing, integrated services and occupational well-being. (Trainers' House, 

2016, pp. 14-15) Trainers’ House is a consulting company helping other 

companies with change management. The consulting industry can be competitive 

in Finland with companies offering similar products and services and recruiting 

similar people. Trainers’ House’s competitors in Finland are for example 

Accenture and Rainmaker. Therefore, they are putting effort in to trying to offer 

as many innovative services to their clients as possible. 

Trainers’ House is responsible for the selling process of these services. The sales 

are mostly done by the Change Consultants of Trainers’ House. Depending on 

the process, it is executed either by Trainers’ House or Trainers’ House’s 

subsidiary, Ignis, which will be presented in the next subchapter. 

Trainers’ House’s mission is as follows: “Our mission is to help people realise and 

love a shared story so that the most important actions become a reality. Our 

success is measured by enthusiastic employees and verifiable results within the 

client organisation.” (Trainers' House, 2019)  This mission is achieved by 

Trainers’ House by their unique tools and methods and the passion they have in 

helping clients through change management, as it is said in their vision statement. 

Trainers’ House’s values are the following, in said order: people, courage, speed, 

growth and results. (Trainers' House, 2019) These are explained in more detail 

later in this thesis. 

Trainers’ House’s vision is “to be a world-class change management company. 

We employ the finest experts in the field, provide unique tools and methods and 

have a driving passion for guiding our clients successfully through change 
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management:” (Trainers' House, 2019) Trainers’ House’s pricing is higher than 

their competitors’. Regardless, customers are choosing Trainers’ House for a 

partner because they have established themselves in the field and, as said 

before, employ the finest experts in the field. 

As explained in the beginning of this chapter, change management and changing 

culture are the key services Trainers’ House offers to their client companies. It is 

interesting to find out what their internal culture is like. Also, Trainers’ House’s 

mission states that they measure their success by enthusiastic employees. Thus, 

it is important to find out whether the employees are passionate about their job 

and that the key values and processes Trainers’ House has set, are recognized 

and shared by their own employees. 

1.3.2 Ignis Oy 

Ignis Oy operates as an outbound call center though this is not a term the 

company uses to describe its operations. Ignis Oy is tasked with booking 

meetings via telephone for the customer companies who bought booking services 

through Trainer’s House’. This means that Trainers’ House has outsourced its 

booking services to Ignis Oy.  

 

“Our subsidiary Ignis Oy's resources are enthusiastic and ambitious marketeers. 

Ignis currently employs about 140 students and recently graduated people. Their 

work is supported by Trainers’ House Growth Academy, a work and coaching 

program that has been coaching young people to be the best in business for over 

10 years.” (Trainers' House, 2019, p. 51) Ignis Oy employes mostly students 

since the job description is entry level. Ignis Oy is also very flexible when it comes 

to working hours so students can very well decide how many hours per week they 

work. Most of the employees at Ignis Oy are part-time employees but there are 

also many recent graduates who work full-time. As of 31.5.2019 there were 133 

marketeers employed at Trainers’ House. This however can change almost 

weekly since Ignis Oy recruits constantly and there is a high employee turnover. 
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This information about the amount of marketeers was received from a superior of 

the Turku office on 6th of June 2019. 

 

Figure 1. Trainers' House's and Ignis' service concept. (Trainers’ House’s internal 

materials) 

Here can be seen the main services Trainers’ House Oyj and Ignis Oy offer. 

Trainings, Digital contents and BEAT are Trainers’ House’s services offered to 

clients. Ignis Oy can be thought of as the back office where they serve customers’ 

needs via booking meetings, getting new leads or auditing. Meeting bookings are 

done in the customer company’s name to ensure that it is not exposed that the 

company uses their booking service and also to ensure that the customer 

company is marketed and not Trainers’ House. Trainers’ House on the other hand 

is the front office where they offer consultant services and trainings. 

 

In this thesis when talking about Trainers’ House it also includes Ignis Oy and its 

operations. Because Ignis Oy is the subsidiary of Trainers’ House, many 

procedures and policies stem from there. Also, Trainers’ House and Ignis employ 

different people but they work together on a daily basis on, e.g., customer 

projects. Most of the Change Consultants who work at Trainers’ House work at 

Trainers’ House Oyj 
Trainings: 

 

• Sales training 

• Sales manager training 

• Negotiation training 

• Presentation skills training  

Ignis Oy 
Marketing support: 

 

• Prospecting 

• Booking meetings 

• Customer audits 

Trainers’ House Oyj  
BEAT (application): 

 

• Change management 
support  

Trainers’ House Oyj  
Digital contents: 

 

• Trainings 

• Webinars  
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the headquartes in Helsinki so Ignis’ employees working at the headquarter have 

almost daily interactions with the consultants. Change Consultants are the case 

officers on each of the projects outsourced to Ignis, so Ignis’ employees interact 

with them on a daily basis. Thus, when talking about Trainers’ House in this 

thesis, it also includes Ignis Oy since they share the same values, mission, vision 

and internal processes.  

 

1.3.3 Marketeers 

Everyone working as a marketeer works for Ignis Oy. As presented in part 1.3.2., 

Marketeers handle new customer acquisitions for customer companies and their 

main task is to book meetings. They do not partake on those meetings since the 

meetings are booked for customer companies. Marketeers book meetings under 

the customer company’s name, as said before, in order to market their customer 

and not Trainers’ House. 

The culture of Trainers’ House plays a particularly big role at Ignis since 

marketeers are youngsters who are just starting their careers in business. Thus, 

marketeer’s opinions play a big role in this thesis especially since marketeers 

make up the majority of Ignis Oy’s employees. How they perceive Trainers’ 

House’s corporate culture and recognize it in daily tasks is examined in chapter 

4. 

 

“Our marketeers participate in Trainers' House Growth Academy work and 

coaching program. They agree over 30,000 customer meetings each year with 

our customers, conduct customer interviews and participate in our customers' 

sales and marketing events. Quality is our priority because every phone 

conversation is always branding.” (Trainers' House, 2019, p. 47)  This statement 

helps clients and other people who do not know much about Ignis’ operations to 

understand the importance of marketeers’ work. It also shows that marketeers’ 

work is perceived valuable by Trainers’ House. 
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When marketeers are hired at Ignis Oy, their contracts are made to last between 

1-1,5 years. This is because of the Trainers’ House Growth Academy training 

program which is mentioned above. As said, the ‘THGA’ is constructed of 10 

training sessions which are held once a month thus, it takes approximately a year 

to complete. The marketeers are hired there to complete this program while 

working and this is why the working contracts are made to last the amount of time 

it takes to finish the program. Though, the contracts are normally renewed when 

they are about to expire. In principle, the length of a marketeer’s career at 

Trainers’ House is that of year. Very often after completing ‘THGA’, marketeers 

are promoted, they find work in their own study field or they find a full-time job. 

 

Trainers’ House Growth Academy is a training program given as an incentive to 

the employees. It is constructed of 10 training sessions. It provides in-depth 

approach to real-life business practices and mindsets, not only such that could 

be applied at Trainers’ House. The themes of the training are: 

 

• Strategy and management 

• Professional working skills and mindsets 

• Value management in companies and growth companies 

• Change management 

• Wielding influence and gaining status 

• Top sport in working life 

• Goal-oriented work and life pledges and methods 

• High-voltage sales 

• The psychology and biology of winning 

• Strategy and culture 

• Everyday leadership, the philosophy of living in truth and productive 

methods 

(Trainers' House, 2016, p. 52) 
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It is also possible that a Marketeer gets promoted quickly. They can have a 

project or two where they perform only in the role of a Marketeer even though 

they have been promoted to perform in another role. 

1.4 Structure of the thesis 

This thesis continues as follows. In the next chapter, the thesis moves on to 

explain the most important terms used in the thesis to define and give support to 

claims made. The definitions part also includes literature review which discusses 

theory found, providing answers to research questions. Later, the thesis also 

explains the methodology which is used to research the case company and to 

get answers to research questions. After the methodology part is concluded, 

analysis is conducted based on the outcomes of the research and they are then 

compared to the theory found in the literature review. The thesis then comes to 

an end with a conclusion which summarises the research. 
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2 CORPORATE CULTURE 

This chapter is a literature review about the term corporate culture. More 

importantly, it is essential to understand the core elements of a corporate culture 

and how complex it can be. The objective is to define the components as clearly 

as possible and answer the research questions 1 and 2. It is important to have a 

clear understanding of the main terms used in this study in order to objectively 

assess the research outcome. 

 

Corporate culture can be an unwritten set of values which management 

communicates either directly or indirectly. All employees should recognize it and 

work accordingly. Via corporate culture, employee loyalty is also formed. It 

depends whether the culture accelerates employees’ performance or if it 

oppresses the employees’ true abilities. (O'Malley, 2000) 

According to Flamholtz and Randle (2011, p. 6) culture can be thought of as a 

company’s personality. No matter how small or big a company is, there is always 

a culture present which affects people’s behaviour. The culture is a combination 

of company’s history, vision, people and environment (Root, 2018). Even though 

there might not be an officially written set of values which would clearly define the 

culture of the company, every company still has its own culture which is a 

combination of many different elements. 

 

Culture is made out of at least six common components; Vision, values, practices, 

people, narrative and place. Everything starts with a vision. Without a vision there 

is no purpose. Then again, values are the core of the culture and they create a 

set of guidlines for achieving the vision. (Coleman, 2013) This comes to show 

that understanding corporate culture is a complex phenomena since it depends 

on several aspects and components which interact with each other over time. The 

main components will be explained in the following sections. 
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2.1 Values 

Core values are the beliefs a business follows in all phases of their operations. 

They guide decision-making and explain what the business stands for. 

Businesses values can influence brand identity and how others view the company 

as well. (Kappel, 2018) It is important to routinely evaluate the values as the 

organization grows and time changes. There may be a situation where they need 

to be altered in a way. However, employees do need to understand the values in 

order to behave in a way that is expected of them. (Root, 2018) Understanding 

company values will ensure that employees understand the company’s way of 

thinking and act accordingly in their daily work. If the values do not represent the 

current environment of the company, employees will have a lack framework on 

how to act in certain situations. 

 

As mentioned already in chapter 1.3.1, Trainers’ House’s values are people, 

courage, speed, growth and results, in said order. People form the core of 

Trainers’ House’s values. They work with their client companies’ people and with 

their everyday actions. Courage means that Trainers’ House’s employees do not 

shy away from dealing with difficult issues. They do the work that has to be done 

to ensure that the assignments succeed. Speed means that they do not rush but 

work efficiently with carefulness. Growth is their goal and they challenge 

themselves and their clients to excel as human beings, professionals and 

businesses. Finally, proven results give their clients a reason to continue working 

with them. Proven client results give them a sense of purpose to continue their 

work. (Trainers' House, 2019) Values are the core of the culture. It can be seen 

that Trainers’ House has established a written set of values and explained them 

clearly. These values help guiding employees in the direction they are required 

to go. 

 

The values are well communicated and visible on Trainers’ House’s website. 

They are also introduced to new recruits during their 1st day. This shows that 

Trainers’ House communicates their values clearly and employees are told to use 
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them to support their everyday decision making. This claim is also confirmed on 

their webpage where it says “Trainers’ House is a strongly value-led company. 

We want our values to be expressed in the everyday choices made in our work. 

Our values help us and our clients to make strategy a reality.” (Trainers' House, 

2019) The values of Trainers’ House are communicated openly and are visible 

on multiple places like their website, their annual reports and on their office walls. 

Thus, they are expected to be clear to all employees. 

2.2 Mission, vision and purposes 

Coleman (2013) explains that mission or vision is what starts a working corporate 

culture. They provide purpose to the values which then adjusts every decision the 

employees make. If the mission or vision is clearly demonstrated, it may also 

orient customers and stakeholders in decision making.  

It is also important to understand that if a company does not have a clear mission, 

a clear direction they are moving towards, it may be a struggle to try to find an 

identity or something to separate themselves from competitors. (Arthur, n.d.) 

As also mentioned in chapter 1.3.1, Trainers’ House’s mission is to “help people 

realise and love a shared story so that the most important actions become a 

reality. Our success is measured by enthusiastic employees and verifiable results 

within the client organisation.” (Trainers' House, 2019) This mission is more of an 

explanation of how a mission should be achieved and there is nothing else more 

concrete. Though, Trainers’ House does state that they have a long-term goal of 

“profitable growth” which could be thought of as a type of strategic mission. 

 

As Coleman (2013) said, mission and vision bring purpose to the values a 

company has established. Trainers’ House has communicated their values, 

mission and vision which are important elements to guide employees towards the 

direction the company wants them to follow. Also, as Arthur (n.d.) wrote, not 

having a mission, an identity is hard to find and it is more difficult to differentiate 

from competitors. Trainers’ House have developed their own, strong identity, by 
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making their mission and vision visible, thus it could be concluded that their 

identity is strong and they are able to separate themselves from competitors. 

2.3 Narrative and relationships 

Most businesses build their relationships, connections, character and loyalty by 

using story and narrative. It is important that organizations own and control their 

own story. The narrative can be used to engage customers, colleagues, partners, 

suppliers and stakeholders in their change journey. A compelling narrative can 

connect the company’s purpose to their strategy, behaviours and action, drive 

authentic human connections with their audiences and provide a touchpoint and 

cultural catalyst for change. (Parr, 2016)  

“We are excited about the opportunities and results of our customers. We 

regularly meet together to review our customers' success, the effectiveness of 

our own work, and the doctrines of our encounters. Our goal is legendary 

customer intimacy, which means that the customer's experience of results and 

cooperation is so that it is told stories about.” (Trainers' House, 2019) Storytelling 

is an important part of sales processes at Trainers’ House as can be seen above 

from what is told on their website. These are the types of stories that are told at 

the workplace amongst employees. These stories are also told at meetings to the 

clients to give them the feeling that they could achieve something great with them 

too. These stories and the explanation on Trainers’ House’s website support 

Parr’s review on the power of organisational narrative which was cited in the 

beginning of this chapter.  

 

Relationships between coworkers are extremely important too in addition to the 

stories being told in and about a company. It was found by Opie and Livingston 

(2018) that employees are more likely to thrive at work when the workplace 

relationships are cooperative. It can contribute to greater trust, generate positive 

emotional connections and lead to information sharing. All of these components 

then lead to increased productivity and reduced turnover.  
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2.4 Place and climate 

Whether it’s geography, architecture or aesthetic design that is meant with the 

word ‘place’, it impacts the values and behaviors of the people in a workplace. 

(Coleman, 2013) Jennifer Cross (2016) explained that organizational climate is 

also a factor affecting culture. The climate is the mood or temperature of an 

organization. Climate is also a by-product of the deeper culture of the 

organization but much more flexible. A company could have a deep, positive and 

living corporate culture but a negative and stressful climate because of, for 

example, economic factors. The climate reflects the current state of an 

organization though its values remain the same throughout.  

 

Trainers’ House has offices in three locations in Finland and one office in 

Torrevieja. The geographical location of an office can impact the organizational 

climate. An office location could be chosen by keeping in mind that there are, for 

example, restaurants and stores close by so employees can go out of the office 

during lunchtime. Proximity to amenities can affect the employee’s moods. Also, 

architectural and aesthetical aspects are important. For example, the 

headquarters in Helsinki are in a brand-new space in an office building. Big 

windows, views to the sea, scooters, swings, wall bars and glass conference 

rooms are somethings that are available to the people working at the Helsinki 

office. Such stimuli can prevent employee dissatisfaction. Other offices have, for 

example, exercise balls to improve work ergonomics but other than that, they do 

not have as much of stimuli as the Helsinki office has. 

An important cultural and aesthetic trait at Trainers’ House is the use of open 

spaces at the offices. No one has their own office, not even management. 

Everyone sits together in a big, open space. Also, seats are changed on a daily 

basis, so everyone sits in a different place each day. This as well affects the 

climate at the offices and also the culture since the architectural design of the 

offices are a certain type. This type of seating arrangement strengthens Trainers’ 

House’s values. It could be awkward for employees, especially new employees, 

to make phone calls in an open space where everyone can here them talk. This 
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is aimed to strengthen and validate the value courage. The value people is 

validated by the fact that everyone supports each other. Help is always close by 

when they are sitting next to someone and not alone in their own office. Also, in 

this type of working space, superiors can always see and hear what is happening 

so they are able to give feedback and tell employees what they could do 

differently next time. This supports the value growth. 

2.5 Practices and people 

One of the most important parts of corporate culture is the people. The people 

carry the culture and help shape the culture. The culture should be visible to 

customers and prospective hires through employees and that is why targeted 

training can be used to communicate to employees what type of behaviour 

supports the culture. (Root, 2018) 

Values become irrelevant if they are not included in the company’s everyday 

practices. It is essential that the people actually share the values and possess 

the willingness to embrace those values. (ATD Staff, 2013) Values at Trainers’ 

House are aimed to guide employee’s behaviour and decisions in their daily 

operations. They are something which are used on a daily basis to support the 

work and performance of the employees. The values can be seen very clearly in 

everyday practices at Trainers’ House. For example the value results. Different 

goals are set for each day and they must be met. Everyone knows that they must 

be met and cheer on colleagues who might be a little behind their goals. Same 

goes for the value people, the goal each day is to make the person on the other 

end of the phone to be at least a little bit more in a better mood. This is why often 

at Trainers’ House, they use the phrase “human to human” which means that 

everyone is a person though they might represent a big company or be in a bad 

mood. Thus, marketeers are often measured by Trainers’ House’s values and 

how well they follow them with daily practices. This type of evaluation is done so 

that a supervisors gives a task to an employee and evaluates whether they did it 

taking in to consideration, for example, the value speed or results.  
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2.6 Formal and informal subsystems 

When a company structure is poorly designed it can affect its operations in 

multiple ways. For example, confusion within roles, failure to share ideas, lack of 

co-ordination within functions and slow decision-making causing managers 

stress and conflict. (Corkindale, 2011) There must be a formal company structure 

to avoid confusion as to who reports to who and who is responsible for which 

function. A clear structure can also help create internal paths to promotions for 

entry-level employees. (Ingram, 2019)  

Lefifi (2015) explains that there are two types of structures in most organizations. 

The first one is the formal, documented structure which describes the individuals 

and their ranks and departments. The second structure is the informal structure 

which is not documented. It describes how employees interact with each other 

within the organization. Thus, the formal structure explains how employees are 

expected to relate to each other and the informal structure explains how they truly 

interact with each other.   

 

“A business owner can improve the company culture by changing which 

employee is responsible for a specific duty” (Bianca, n.d.). This speaks about the 

correlation between company structure and corporate culture. It is clear they are 

intertwined. Failure to understand key aspects of an organization’s processes can 

lead to multiple communication mishaps and as a result, affect the culture. Thus, 

it must be clear to employees what their role in the company is. 
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Figure 2. The organisational iceberg. (Mullins, 2007, p. 30) 

 

In addition to formal and informal structures at a corporation, there are also formal 

and informal subsystems, as can be seen in Figure 2. Organizational subsystems 

are for example structure, vision, strategy and culture. Together, the formal and 

informal subsystems, they form the core of the organization but independently 

they also have their own structures and ideas. (Higley, 2017) 

 

The Figure 2 above shows that there are overt and covert parts in an 

organisation. It should be kept in mind that the covert, the behavioural aspects, 

are just as important as the overt, formal aspects. The overt part of the iceberg 

includes the organisation design, the formal structure of the organisation which 

was explained before in this chapter. It also includes company goals, rules and 
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regulations and physical facilities. The covert part of the iceberg includes more of 

informal and unwritten processes like attitudes, personalities and conflict. The 

informal organization will always be present in an organization. It arises from the 

interactions of people, their social and psychological needs and the development 

of groups with their own norms of behaviour. The informal organization has 

different types of important functions such as providing the members a sense of 

personal identity and belonging, means of motivation through status and informal 

methods of work, and a communication channel, like hearing “through the 

grapevine”. (Mullins, 2007, pp. 91-92) Overall, this subchapter answered 

research question 2. 

 

As said in chapter 2.1., corporate culture can be complex since it depends on 

many different aspects and components which interact with each other. The 

different components then affect the organizations work climate and 

performance. In addition to the components explained in the first chapter, the 

formal and informal subsystems of an organization which were explained in 

chapter 2.1.6. are just as important. These components are analyzed in chapter 

4 where it is explained via research how each component affects the work climate 

at Trainers’ House and in what way. This will then finalize the answer to research 

question 1. 
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3 METHODOLOGY 

This thesis assesses the impact of a corporate culture on employee performance 

and motivation. The most suitable methods for data collection have to be used in 

order to get reliable results which support the data found in professional literature. 

This chapter will explain how research was conducted to further understand and 

explain the effect of Trainers’ House’s corporate culture on their employees. 

3.1 Data collection 

Mixed methods was used to administer the research in this thesis. Hesse-Biber 

(2010, pp. 3-4) clarifies that mixed methods means using qualitative data such 

as words and narrative and combining it with quantitative, numerical data, which 

allows the research results to be generalized for future studies. One of the 

reasons for using mixed methods design is that it allows the researcher to gain a 

better understanding of the research problem and to clarify a research result.  

This research used non-probability sampling as a method and, more precisely, 

purposive sampling. One common purposive sampling strategy is homogeneous 

sampling which focuses on one particular sub-group where all the sample 

members are similar which enables to study the group in great depth (Saunders, 

et al., 2009, pp. 239-240). This was chosen because only a certain group of 

people could be studied in order to gain correct results for the research.  

 

A questionnaire was decided to be the best fit for the type of research done in 

this thesis. This method was used in this thesis since it was best to get 

measurable results. Also, the questionnaire was sent to approximately 140 

employees which means that by using mixed data collection method instead of 

just qualitative or quantitative, the result are easier to measure and analyze. 

 

First, demographical questions were asked. These included questions on the 

respondents’ gender, age, time of employment at Trainers’ House, their job title 

and which office they work at.  After that, Likert-scale and yes/no-questions were 
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asked to get measurable data on the core components of culture. The 

questionnaire followed the same structure as chapter 2 in order to efficiently and 

clearly assess the answers and compare them to theory. The questionnaire also 

entailed 3 open-ended questions which were planned to reinforce the Likert-scale 

and yes/no-questions and the answers received for them. When designing the 

questions, it was important to cover all of the core components of culture. It was 

also important to create the questions to be clear and univocal in order to avoid 

confusion with concepts. A big part of designing the questionnaire was also to 

ask relevant questions to gain precise data on the core components of culture. 

 

The questionnaire was done on an online platform and it was sent as a link to 

approximately 140 employees at Trainers’ House via email and Whatsapp.. The 

questionnaire was sent to a ‘marketeers-mailing list’ via email which, in addition 

to all of the marketeers in the company, also includes the office managers, the 

CEO and the CFO. It is difficult to estimate how many of the ‘marketeer recipients’ 

on the mailing list are currently working at Trainers’ House since it is possible 

there are people who have either resigned or are currently on study leave. 

Regardless of these types of variables, 37 responses were received from 

approximately 140 questionnaires sent which makes the answer rate to be 

26,43% when calculated with 140 recipients. The questionnaires were sent on 

the 15th of May 2019 and was kept open for 7 days. Reminders were sent via 

email and Whatsapp to get more employees to answer. There was a deadline set 

to engage employees to answer rather sooner than later and that is why the 

questionnaire was open for 7 days. This however does not affect the amount of 

responses because employees were reminded on multiple occasions to answer 

throughout the whole period it was open. 

3.2 Reliability and validity 

Reliability means the extent to which the data collection techniques will yield 

consistents findings. Threats to reliability might be participant error, participant 

bias or observer bias. (Saunders, et al., 2009, pp. 156-157) Since this study is 
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about how employees perceive the corporate culture at Trainers’ House, there 

can be some threats to reliability. Culture is not a tangible entity and it can change 

quite quickly. Employees might change their opinion on the culture if the company 

changes a certain part of their protocol. Despite of the fact that there could be 

some participant error, I will argue that the research findings are reliable and 

applicaple at the time being. After all, results gained were supportive of each 

other and there were no noticeable anomalies in the results. 

 

Validity means whether findings are about what they appear to be about. Threats 

to validity can be for example history, testing, mortality and maturation. 

(Saunders, et al., 2009, p. 157) It could be expected that because the 

respondents answered the research anonymously, the answers would be honest. 

The responses were quite unanimous so it would be reasonable to conclude that 

the results are valid. Though, when analyzing anonymously submitted results, 

there must be some critical evaluation involved when looking at the results. 
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4 ANALYSIS (THE CASE) 

 

This thesis studies the opinions of Trainers’ House’s employees and assesses 

how they perceive the company’s culture and how well it is communicated to 

them. Also an important part was to examine how the employees thought the 

corporate culture affects them in their daily work and how they recognize the core 

elements affecting Trainers’ House’s culture.  

 

The first question was about their gender. 56,8% of the respondents were female, 

40,5% were male and 2,7% chose to not state their gender. This means, that the 

respondents were quite well split between each gender. 

Many respondents, 67,6%, stated their age to be between 22-25 years old which 

confirms what was presented in chapter 1.3.2., that Trainers’ House employs 

around 140 students and recent graduates. 24,3% of the respondents were 26-

29 years old and rest were either 18-21 years old or 30-34 years old. 

 

The amount of time each respondent has been working at Trainers’ House varied. 

24,3% have been working there for 0-6 months, 32,4% have been working there 

from 7 months up to 1 year, 27% have been working there for 1-2 years while 

16,2% have been working there for at least 2-3 years. As said before in chapter 

1.3.3., when Marketeers are hired to Ignis Oy they are meant to complete 10 

training sessions, the Trainers’ House Growth Academy, which lasts 

approximately a year. The working contracts are first made to last the length of 

the training program but are renewed after that. The working contracts are mainly 

made for fixed-periods. In theory, the length of a marketeer’s career at Trainers’ 

House is around that one year. Very often after completing Trainers’ House 

Growth Academy, marketeers are promoted to, for example, senior marketeers 

or assisting consultants. There is also a possibility that they find work in their own 

study field or they find a full-time job thus they move on to new challenges in 

another company. The results for this question support the approximate length of 

a marketeers career since the majority of respondents said they have been 
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working for Trainers’ House for 7 months to 1 year. Quite an equal amount of 

respondents have worked there either less than that or more than a year.  

 

70,3% of the respondents work as marketeers. It is possible that they have other 

titles at the company as well since it is possible to be a marketeer in a project in 

addition to being a senior marketeer in another project. 32,4% of the respondents 

also have a role as a Senior Marketeer, 8.1% work as Team Leaders, 8,1% are 

Assisting Consultants and 10,8% work as Change Support Specialists. As 

explained in chapter 1.3.3., the culture of Trainers’ House plays a particularly big 

role at Ignis since the employees are mostly youngsters who are just starting their 

careers in business. These types of companies appeal to students because the 

working hours are flexible, they gain working experience while studying and they 

get free training at the same time. 

Majority of the respondents, 54%, said they work mainly at the Turku office. 38% 

work in Helsinki, at the headquarters, and 8% work in Oulu. The questionnaire 

was sent to the employees at the Torrevieja office as well but there were no 

answers gotten from there. This could be because some employees go there for 

a few months and then return to their “main office” in Finland. This though does 

not affect the results gotten for this questionnaire. 

 

The questionnaire’s structure followed the core elements affecting corporate 

culture; vision, values, practices, people, narrative and place and how they were 

presented in chapter 2. 

4.1 Values 

First part of the components of culture studied was values. It was important to 

examine how well employees know the company values and whether they feel 

like they can work accordingly. Or, if they even know how to embrace the 

company values in their daily work. 
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Figure 3. Trainers’ House’s value communication. 

It was first asked of the employees whether in their opinion their direct supervisor 

communicates Trainers’ House’s values clearly at the workplace. 29,7% say 

Trainers’ House’s values are communicated extremely clearly at the workplace 

and 46% state that they are communicated very well. There is still 24,3% of 

people who say that values are communicated moderately or slightly clearly at 

the workplace. As mentioned in chapter 2.1.1., employees need to understand 

the vision and values in order to behave in a way that is expected of them. (Root, 

2018) It should be ensured that people are living the key values the company has 

defined. After all, values are the basis for company culture. (We the Talent, 2018)  

 

As said on Trainers’ House’s website, values are an important part of the 

everyday work of the company. The values are communicated in different ways, 

for example their website and on office walls. According to these results, the 

company should find a way to communicate their values to the 24,3% of people 

who do not think values are communicated very or extremely well at the 

workplace. Thus, there is room for improvement. Though, it is not enough that 

the values are communicated regularly to assume that employees are living the 

key values. Therefore, based on this question it can be concluded that the 

employees are well aware of Trainers’ House’s values. This is a good fact for 
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Trainers’ House because it shows that the employees most likely know and 

understand what is expected of them and how they should work. 

 

Figure 4. Employees’ value recognition on Likert-scale. 

 

The following question was “How well do you recognize these values in your daily 

work?”. This question was created to understand whether the employees feel like 

they can apply these specific values to their daily work and follow them. As it can 

be seen above, majority of the respondents recognize the values in their daily 

work very well. The answers received for each of the values is quite equal. 

Though, it can be seen that there is an important difference with two of the values, 

people and results. Results as a value seem to be recognized extremely well by 

almost 4 times more of the respondents than the value people which shows that 

results are an important part of the operations of the company. People as a value 

seems to be left more unrecognized in daily work which might be related to the 

fact that the daily processes and culture are very results-driven. Thus, it could be 

concluded that Ignis’ employees feel like results are more important than people 

despite people is stated to be the core value at Trainers’ House. 



30 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Netta Käpylä 

Figure 5. Trainers’ House’s value implementation. 

 

As with the two previous questions regarding values, here in the third question, 

how well do employees think the values come true at Trainers’ House, the 

answers are quite equal too. With this question, the intention was to gain realistic 

opinions on how the employees think the values are implemented at Trainers’ 

House. Again, there can be seen some fluctuation with the results gotten for the 

values people and results. 29,7% of respondents think that the value people does 

not come true at all or comes slightly true at Trainers’ House. Then on the other 

hand 81% of respondent think that, as a value, results come true very well or 

extremely well at Trainers’ House. This gives an even bigger reason to believe 

that results bypass people as values in the minds of employees. 

 

As mentioned in chapter 2.1.1., it should be ensured that people live the key 

values of the company and understand them in order to behave in a way that is 

expected. As can be seen from the answers, most of the respondents know the 

values well and recognize them in their daily work. It can be assumed that most 

of the employees at Trainers’ House also behave according to the company’s 

values. Values should be regularly evaluated to meet the inevitable changes 

which the growing of an organization or changing of time creates. The answers 

received from the last question (Figure 4)  regarding values show that values like 

people and results should be evaluated and probably updated or made clearer. 

The results on the value ‘results’ show that it is the most recognized of all of the 

values and also comes true at Trainers’ House quite well. Then on the other hand, 

the value ‘people’ seems to have the most responses on the negative side. This 
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allows to make the assumption that employees think that the company cares 

more about the results than the well being of people. 

4.2 Mission, vision and purposes 

The second part of culture’s components gone through in this thesis are mission, 

vision and purposes. It is important to understand whether employees have 

familiarized themselves with these components since mission and vision explain 

the company’s purposes and why they are doing what they are doing. 

 

Figure 6. Knowing Trainers’ House’s vision. 

 

It was asked from the employees whether they are familiar with Trainers’ House’s 

vision. 16,2% said that they are extremely familiar with the vision while the 

majority, 51,4% of the respondents, said that they are very familiar with Trainers’ 

House’s vision. The rest, 32,4%, said they are either moderately or slightly 

familiar with Trainers’ House’s vision. It can be concluded that these results can 

be considered as positive for Trainers’ House as 67,6% are either extremely 

familiar or very familiar with Trainers’ House’s vision. This is a good thing for 

Trainers’ House to know. 
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Figure 7. Vision communication to employees. 

 

The following question asked of the employees opinion, is Trainers’ House’s 

vision communicated clearly to the employees. 59,5% said it is communicated 

either very well or extremely well while 40,5% said it is communicated moderately 

or slightly. 

 

Figure 8. Knowing Trainers' House's mission. 

In addition to vision, questions about mission were also asked. 46% of 

respondents said that they are either slightly or moderately familiar with Trainers’ 
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House’s mission. 54% said they are either very or extremely familiar with the 

mission.  

 

Figure 9. Mission communication to employees. 

Then, when asked a question about Trainers’ House’s mission being 

communicated to employees, 54% said it is communicated either slightly or 

moderately clearly and 46% said it is communicated very or extremely well. 

 

It can be concluded from these answers that employees are much more familiar 

with Trainers’ House’s vision than mission. Though, there are many people who 

say that they are very or extremely familiar with the vision and mission, there is 

still an unfortunate amount of employees who say that they are either slightly or 

moderately familiar with them or that they are communicated slightly or 

moderately clearly in their opinion. As presented in chapter 2.1.2., mission and 

vision provide purpose to the values which then adjusts every decision the 

employees make. (Coleman, 2013) Since Trainers’ House’s values were quite 

clear to most employees, mission and vision should also be more clear as well in 

order to deepen the employees understanding on company goals and enhance 

focus and efficiency. 
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4.3 Narrative and relationships 

In this part talking about narrative and relationships, it was important to find out 

whether employees meet each other outside of work and what they normally 

discuss together. After all, employees and how they perceive and speak about 

the company, will have a huge effect on how new employees perceive the 

company or if there are false stories being told about the company. It can also 

affect other employee’s motivation if someone is demotivated in their job.  

 

Figure 10. Meeting colleagues outside of work. 

As can be seen from the results of the question above, many of the employees 

at Trainers’ House meet their colleagues outside of work. Only 13,5% say they 

never meet their colleagues in their free time but the majority says they meet their 

colleagues on a monthly basis, or at least a few times in a year, in their free time.  

Figure 11. Frequent topics discussed outside of work. 
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It has been found by research that employees are more likely to thrive at work 

when the workplace relationships are cooperative. It can contribute to greater 

trust, generate positive emotional connections and lead to information sharing. 

All of these components then lead to increased productivity and reduced turnover. 

(Opie & Livingston, 2018) As seen with this question and it’s answers, when 

employees meet each other outside of work, they speak about lots of things. A 

large amount of respondents say that they always or often speak about work 

outside of work with their colleagues but they also talk about their personal life, 

personal interests and for example, exercise. These topics increase their mutual 

relationships because they get to know each other on a deeper, more personal 

level. A relationship might not be deep enough if nothing else is discussed in free 

time than work, colleagues and superiors.  

 

Figure 12. Describing work climate. 

4.4 Place and climate 

Though the values, mission and vision are quite clear to many of the employees 

(see chapters 4.1. and 4.2.) certainly the place and climate of the offices are 

different. It can be seen, for example, the offices are not perceived very ‘cosy’ or 

‘relaxed’ by everyone, but the climate can be rather ‘strict’. ‘Transparency’, 

‘honesty’ and ‘equality’ have also very varied answers. These answers have 

some correlation with the answers received for the questions about values in 

chapter 4.1. The conclusion is that results come first and people well after which 

will definitely affect work climate. 21,6%-40,5% of the respondents seem to 

perceive the climate as lacking transparency and cosiness. This can be 
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consistent with the result-driven thinking Trainers’ House seems to practice and 

people are left secondary.  

What is great to see though, is that so many of the respondents feel the climate 

to be ‘friendly’ which, without a doubt, affects the moods and the climate of the 

offices and tells about the relationships between employees. There can also be 

a correlation between the friendly climate and many employees meeting often 

outside of work. As many of the employees are young students and most likely 

do not have children yet, it is easier to form relationships outside of work when 

there is more free time. As concluded in chapter 5.3., employees are more likely 

to thrive at work when the relationships at the work place are of cooperative. And 

the fact that so many perceive the climate friendly and they meet regularly in their 

free time, fortifies that claim even more. Friendly climate at the work place also 

helps employees cope with pressure linked to results as they get closer to people 

who are in the same situation. 

4.5 Practices and people 

Values mean nothing if they are not built-in in the company’s everyday practices. 

It is essential that the people actually share the values and possess the 

willingness to embrace those values. (ATD Staff, 2013) Thus, it was important to 

ask if the employees think that Trainers’ House’s values affect certain elements 

in the workplace.  



37 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Netta Käpylä 

Figure 13. Practices affected by values. 

It can be seen that the majority of the respondents say that values affect their 

daily decisions at the workplace, personal performance at the workplace and the 

work climate at the office. There are still approximately 16% of respondents who 

say that the values do not affect them at all or just slightly regarding decisions 

and performance. It is not clear though, whether it is a positive thing that the 

values do not affect them. 84%-95% of the employees say that the values affect 

them from moderately to very or extremely regarding decision making, 

performance and climate at the office. It could then be concluded that the values 

are well communicated at the workplace and thus very present in their daily work. 

The values being well exposed at the workplace then steer employee’s decision-

making to the direction they are intended which is a very good thing.  
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Figure 14. Relationships with colleagues. 

Almost the majority of respondents describe their relationship with colleagues 

with positive feedback. 95% say that they agree that their relationship with their 

colleagues is transparent and 97% say they agree that there is mutual support. 

The respondents also say that that their relationships have open communication, 

transparency, friendliness, equality, respect and supportiveness as a big portion 

of the respondents answered agree or strongly agree in the questions. This tells 

that employees embrace certain values, for example, the value people. It can be 

concluded that they act accordingly and treat each other well though the value 

people is much less present at the company level. 

 

Figure 15. Relationships with supervisors. 

When asked to describe how they feel about their relationship with their 

supervisors, the results are different to the results gotten from colleague-to-
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colleague relationship. 3% to 8% of respondents say that they strongly disagree 

that there is open communication, transparency, friendliness, equality, respect or 

support in their relationships with their supervisor. This is a big difference when 

comparing to the results on colleague-to-colleague relationships. There is also a 

big difference overall in the answers gotten about open communication, 

transparency and equality since there is a bigger amount of respondents who say 

they disagree or are neutral regarding these options. Friendliness and respect 

seem to have more answers where respondents say that they agree with these 

statements. It looks like the relationships between colleagues are in much better 

terms than employee-supervisor relationships. It could be assumed that some 

issues regarding work climate and value order can stem from employee vs. 

supervisor relationships. These assumptions can also be applied to what was 

discussed and concluded in chapter 4.4. The fact that many employees meet 

their colleagues in their free time affect their mutual relationships in a big way and 

helps them thrive at work as well.  

4.6 Formal and informal subsystems 

As said in the chapter 2.1.6., when a company structure is poorly designed it can 

affect multiple things. For example, confusion within roles, failure to share ideas, 

lack of co-ordination within functions and slow decision-making causing 

managers stress and conflict. (Corkindale, 2011) Thus, it was important to make 

sure it is clear to the employees who they report to on a daily basis. 
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Figure 16. Knowing direct supervisors. 

The answers gotten for this question are quite unequivocal. Only one 

respondents answered maybe when asked if they are aware of who their direct 

supervisor is. This could be due to a bigger team who has an office manager as 

well as a team leader and it can, in its self, cause some minor confusion. Other 

than that, the answers show that the majority knows who their direct supervisor 

is. 

 

Figure 17. Knowing team members. 

When asked whether the respondents are aware who belongs in their team, one 

respondent (2,7%)  answered no and three (8,1%) answered maybe. This can 



41 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Netta Käpylä 

also be explained by the fact that many of the employees at Ignis are students 

and may only work two shifts a week. It is quite common that some people’s shift 

do not overlap for a long time. Other than that, again the majority could say that 

they are aware of their team members. 

 

Figure 18. Understanding team's responsibilities. 

 

It was also important to see whether employees are aware of the tasks which 

belong to their team. Overall, the tasks are quite similar for everyone but there 

might be some differences is certain projects or different teams in general. Again, 

only 10,8% stated that ‘maybe’ they are aware of the tasks their team is 

responsible. 

 

Figure 19. Understanding day-to-day tasks. 



42 

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Netta Käpylä 

In this last question related to company structure and subsystems, only 5,4% said 

that their day-to-day tasks are somewhat clear. This was asked merely to make 

sure that the employees no what to do when they come to work and that they do 

not have to wait for their supervisor to give them tasks to do. It is important that 

day-to-day tasks are clear in order to be independent and unprompted to act 

based on the values courage and speed. 

 

Overall, the answers received for these questions tell that employees know who 

their supervisor is, who their colleagues are, what their teams responsibilities are 

and what their daily tasks are. Only a handful, roughly 3%-11% respondents 

answered maybe to the questions. There seems to be more of a fluctuation in the 

answers gotten for “I am aware of who belongs to my team”. This could be a 

result of the fact that teams can be big at Trainers’ House and there are many 

students who do not work fulltime thus some shifts may hardly ever overlap. 

There was also quite a big of an amount of respondents who said that they may 

be aware of which tasks them and their team are responsible. This could also be 

due to lack of introduction to the job or projects changing often. 

4.7 Open questions 

There were two optional open questions in the questionnaire to gain more 

detailed opinions which would validate some of the Likert Scale questions asked. 

The first open question was “Do you think Trainers’ House’s values are up-to-

date?”. This was asked of the employees to see whether they feel like the current 

values fit Trainers’ House and its culture as it is now.  

 

Here are some quotes from the answers: 

 

“I don’t think for example ‘results’ is a value at all. Company values should be 

something that people have themselves as personal values so that they truly 

relate to them” 
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“I don't think so. Acts and speeches are far apart from each other. For example, 

the value 'human' doesn’t appear in daily activities except at speech level. Also, 

the values are used to manipulate people rather than used as management 

tools.”  

 

“Yes and no. Yes, they represent relevant values for a growth-driven organization 

that TH is. However, values like sustainability, transparency and responsible 

management are not being given as much weight as they should be.” To clarify, 

the values this respondent is talking about, sustainability, transparency and 

responsible management, are not Trainers’ House’s values. This simply means 

that these types of values should be added to the list. 

 

There were also some respondents who answered with just a yes or a no. This 

obviously tells that there are conflicting opinions on the values. It must also be 

taken to consideration that even though employees know what the company 

values mean, they still might have different perceptions of them, and they might 

mean different things to them personally. They might be well communicated but 

not well explained. 

As mentioned regarding the questions about values in chapter 5.1., the answers 

received from the open questions support the assumption that people and results, 

as values, might be good to evaluate again and maybe even changed completely. 

The second open question was “How do you perceive Trainers’ House’s 

culture?”. This was asked as an open question to gain realistic ideas and quotes 

from the employees on how they see and feel about Trainers’ House’s culture.  

 

Here are some of the answers: 

 

“Strict hierarchy” 

“Relatively fixed on results” 

“Results are what matter” 

“Competitive, strict, unequal, favors only certain people” 

“Focuses mainly around its five core values – not a bad thing though” 
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“Not at all. I think it’s quite fake and double standard. Also if you don’t buy 

Trainers’ House’s values and culture, you might be kicked out of the cult. I think 

there is a lot of correlation between TH’s culture and scientology.” 

 

The last question of the questionnaire was “other feedback” to make sure if 

someone would like to add something else to their answers. Most respondents 

wished luck with the thesis and case study but one respondent added their 

opinion on Trainers’ House culture in general. “The culture is really demanding 

which is great. Although in my opinion the results could be better if the 

atmosphere at work would be more relaxing and people would be interested 

about others genuinely” This respondent’s claim also supports the answers 

gotten for the question about work climate at the offices. As said, many 

respondents felt like the climate is not very relaxed at the offices but rather strict. 

These open questions provided lots of good insights on Trainers’ House’s culture. 

It can also be established that employees can very quickly see whether Trainers’ 

House is the right place for them to work at and vice versa since Trainers’ House 

works in a certain way. 

 

To conclude, there are many things that Trainers’ House could update and 

improve in order to develop their corporate culture such as values. Overall, the 

answers gotten suggest that employees understand and recognize the corporate 

culture at Trainers’ House. This assumption can be made based on the fact that 

the majority of the respondents said they are familiar with and recognize the 

mission, vision, values and corporate structure at Trainers’ House which were 

among the main components affecting corporate culture. These results answer 

research question 3. 

 

How corporate culture can impact an organizations work climate can be clarified 

by the majority of responses. Many feel like Trainers’ House’s values affect their 

decisions, performance and work climate at the offices. It can also be seen that 

the work climate at the offices is perceived friendly because of the internal 

relationships built between employees but the climate is also quite strict and not 
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transparent nor relaxed. This can be due to the relationships between employees 

and supervisors as these relationships were not perceived as transparent and 

honest, as can be seen from figure 15. It can then be concluded that the corporate 

culture, or at least the core elements of corporate culture, can very well affect 

employee’s thoughts on work climate and especially since there seems to be a 

gap between what the company does and what happens in practice. This 

information gives more depth to the research question 1.  
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5 CONCLUSION 

This thesis is a study concentrating on the opinions of Trainers’ House’s 

employees on their company’s corporate culture. It assesses how they perceive 

the company’s culture and how well it is communicated to them. An important 

part is to examine how the employees think the corporate culture affects them in 

their daily work. 

 

The first research question was: what is the case company’s corporate culture 

like and how does it impact an organizations work climate? For this question, the 

answer started to form already in chapter 2. After that, research showed and 

verified that Trainers’ House’s corporate culture is results- and value-driven. 

These traits then affect the organizations work climate. The work climate is 

affected in ways such as; employees feel like results is very important and people 

tend to be left second, Trainers’ House’s values are perceived as if they are not 

up-to-date and employee-supervisor relationships are not as lively as colleague-

to-colleague relationships, which all affect the work climate at the offices in a way. 

The second research question asked what are formal and informal subsystems 

and how do they affect an organization. This was studied because there are 

multiple visible and invisible elements which affect an organization and its culture. 

The visible aspects can be formal organizational structures, company goals and 

physical facilities. The invisible aspects are for example personalities and 

attitudes. These invisible aspects are as important as the visible ones since they 

can provide employees with motivation and a sense of belonging and on their 

own affect the organization and its processes.  

The third and last research question was: is Trainers’ House’s corporate culture 

recognized by the employees in their daily work. This question was answered via 

research. The research showed that most of the employees at Trainers’ House 

recognize the core elements of corporate culture well, such as values, mission 

and company structure. This then provides an answer to this question and proves 

that most of the employees do indeed understand and recognize the culture no 

matter what their personal opinion on it might be. 
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Corporate culture as a concept was defined by literature found. There were six 

components found in this thesis which affect corporate culture. These 

components were studied in depth and applied to the case company. The 

components and the company’s practices were then examined thoroughly via a 

questionnaire. It was important to see whether these components also affect 

Trainers’ House’s culture and in what ways. 

 

Based on the research, Trainers’ House’s values, mission and vision are quite 

well recognized by employees. The employees were also very well aware of their 

team members, day-to-day tasks and who their supervisors are, which supports 

the fact that company structure plays a big part in shaping the corporate culture. 

It can be deduced though that Trainers’ House’s mission and vision should be 

given more emphasis within the employee community since they were not very 

familiar to considerably high percentage of respondents. The main subject for 

improvement, which could be concluded based on the research, were the values 

at Trainers’ House. Even more specifically, two of the values came up on multiple 

occasions, results and people. It was said that results bypass people as a value 

even though ‘people’ as a value is communicated to be the first value at Trainers’ 

House. It was also found out that values affect the employees quite a lot in their 

daily work and performance as well as the work climate. This can be measured 

as success on Trainers’ House’s side since they have said that they are a 

“strongly value-led company. We want our values to be expressed in the 

everyday choices made in our work.” (Trainers' House, 2019) 

 

Overall, all of the components discovered while doing this research were found 

to be in practice at Trainers’ House which gives an idea on how well the company 

has managed to establish themselves and their goals. It would require some 

updating and redefining of some of the components in order to make some 

changes in the corporate culture. In the very end, this research provided very 

useful information and good development ideas on the corporate culture of 

Trainers’ House which are also supported by theory found. 
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The next step should be diving much deeper to the concept of corporate culture 

and doing a profound research of all of the elements of corporate culture in order 

to deeply understand all invisible practices affecting corporate culture as well. 

Through this, the company could understand their strengths and weaknesses on 

a more profound level. 
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