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1.3. Study9s Objectives

 Identify the main dimensions of Mojobrands9 

 Describe in which way Mojobrands9 work model affect employees9 perception 

of the company9s brand and culture, thus impacting the company9s 

 Analyze which tools and procedures can improve Mojobrands9 
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 Identify the main dimensions of Mojobrands9 

 Describe in which way Mojobrands9 work models affect employees9 

perception of the company9s brand and culture, thus impacting the company9s 

performance; ÿ

 Analyze which tools and procedures can improve and maintain Mojobrands9 
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To have a better understanding of the company9s structure, the COO explained 
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particularly social media posts, depending on the team9s availability each week, but 

the staff doesn9t use it regularly (
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company9s values, even beyond the professional sphere. The COO elaborated that 
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" 

" 

" 

" 

"  

<As Mojobrands has a very familia
there9s

learning a lot with each other.= (

<There is no strictly vinculated hierarchy, 

someone, ultimately.= (COO)
 

<

whole process isn9t very rigorous, technical, 

process.= (

<
n9t 

t9s a bit of a construct for everyone.= (CEO)

<We have brainstorming sessions and 
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like it9s a bad one at first.= (

<We have a weekly review, which is for 

or things that are happening in the world.= 

<You have a person that is in charge, which 

to, which is the art director.= (COO)

<We9re a small company. There is hierarchy, 

of it being vertical, it9s horizontal.= (

<I believe that everyone is available and 

each one9s 
positions and each one9s work ends up being 

to collaborate with each other.= (

<Because this is a very familial company, 

That9s the only thing I believe which is not as 
good about the company. As there isn9t a 
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repercussions for others.= (

<I think that sometimes there9
9

to get back on track. However, I don9t believe 

effects on employees.= (

<They immediately feel that there's a 

everyone's happiness.= (CEO)

<The last company I worked for gave me a 

time as I possibly could.= (

<I feel like we lack a more formal 
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don9t use it regularly, it depends on the time 
we have to organize it each week.= (

 

" 
" 

" 
" 

" 
" 

 

<It9

error basis.= 

 

<To have a welcoming manual I think that 
9

company.= (COO)

<I9d say someone more creative and 

it wouldn9t solely be a creative or rational 

would be a mixture of both worlds.= (

<Many times, we are reminded of our 

we9re in constant contact with clients. Many 

(work related or not) reflects these values.= 

<W

work.= (
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<Everybody talks with everybody (...) The 

= (COO)

<We use Google Meet for meetings. We have 

there9s a 
general group where everyone9s involved. 

inside the company.= (

<We use Telegram, WhatsApp

TV show, for example.= (

<The CEO always encouraged us to show 

3

our work.= (

<We talk to people and give them feedback 

organizing.= (CEO)
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<You have to talk with people, so that the 
mistake doesn9t happen again and to 

why it went wrong= (COO)

<It is constantly encouraged to carry out 

some other point= (COO)

<We sometimes hold meetings with me, the 

and what we have to evolve.= (CEO)

<I think that Mojobrands hires people that 

also helps a lot.= (  

" 

" 

" 

" 

 

<When I came to Mojobrands we started at 

It was very complicated.= (COO)

<I work a thousand times better at home. At 

9m more 

interact whilst in remote working, but it9s in 
= (
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<I believe hybrid work helped these people a 

another space other than the normal office.= 

<I think that hybrid work brings emotional 

people. There are areas where it9s much

a week.= (COO)
 

<As I only have one remote workday, I end 

colleagues.= (

<I don't think it's really had a positive 

happier. I'm not a big fan of the hybrid.= 
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