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0 Abstract 
 
Mirror, mirror on the wall…   in   today’s   fast-moving world, attracting and retaining 
outstanding employees is the basis of competitive advantage - and companies have to wonder 
how to become the fairest employer of all. A new strategic tool can help with that: Employer 
Branding.  Emerged from relative insignificance a little more than a decade ago, there is still 
little research in the field. For this reason, the current study examines how the use of 
employer branding influences employer attractiveness and intentions to apply for a job. In 
order to gain a deeper understanding of the relationships of the above elements, the study 
pursues a qualitative research approach. More specifically, a multiple case study, processed in 
two focus group interviews, is conducted to explore the topic and test the reviewed literature. 
The focus groups, consisting of 12 students from Luleå University of Technology, are 
interviewed concerning the two companies Volkswagen and BMW. The findings suggest to 
consider the fact that information asymmetry dominates the recruitment market not 
necessarily as a barrier in the assessment of a future employer. On the contrary, it can also 
imply  the  company’s  exclusivity  and  a  competitive  advantage  for  applicants.  Furthermore, the 
study revealed that good corporate reputation is the basis for employer brand, employer 
attractiveness as well as application intention decisions. Relating to the channel, through 
which an employer brand is communicated, Facebook should never be seen as the main one. 
It is not considered as important source of employment-related information for potential 
employees and in its current use mainly highlights the already existing corporate reputation, 
but hardly sends any employer brand signals. The conclusions concerning employer 
attractiveness indicate a new categorization to differentiate between employment and 
employer attractiveness attributes. Moreover, the newly created location value needs to be 
taken into consideration when assessing the attractiveness of possible future employers. 
Nevertheless, all these results advise further research in order to examine the relationships and 
new outcomes in more detail.  
 
Keywords: Employer Branding, Employer Attractiveness, Application Intention Decisions, 
Corporate Reputation, Social Media  
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1 Introduction 
 
The following chapter will provide the background information and introduce the relevant 
areas for this thesis. Thereafter, the problems of employer branding, employer attractiveness 
and intentions to apply for a job will be presented and discussed. Furthermore, the reader 
will be introduced to the research purpose and the corresponding research questions, which 
serve as a guide through the thesis. The demarcations describe the limited scope of the study. 
Finally, an outline concludes the chapter.  
 
1.1 Background 
 
"Your   brand   is   what   other   people   say   about   you   when   you   are   not   in   the   room.” 
 

- Jeff Bezos, CEO Amazon 
 
It is the ultimate goal of every company: building a sustained competitive advantage. The 
more sustainable the advantage, the  more  difficult  it  is  for  the  company’s  rivals  to  neutralize  
the edge - and the easier it is for the firm to stand out. Nowadays, in the global marketplace of 
a fast-moving world, attracting and retaining the best people in the world is the foundation of 
this competitive advantage. (Sivertzen, Nilsen, & Olafsen, 2013) The war over intellectual 
and human capital amongst employers is constantly present throughout various industries. 
(Cable & Turban, 2003)  
 
For attracting outstanding employees, brands are crucial (Cappelli, 2001). Brands are amongst 
a  firm’s  most  valuable  assets  and  branding  activities  are  an  integral  element  of  every  firm’s  
business strategy. Interest in the branding concept is constantly increasing and some even say 
brands are slowly taking over the corporation. (Edwards, 2005) Although firms traditionally 
focused those branding efforts towards developing product brands, branding has recently 
become salient in the labor market as well. The application of branding principles to human 
resource management  has  been  termed  “employer  branding”.  (Backhaus  &  Tikoo,  2004)  This  
new trend went from relative obscurity a little more than a decade ago to being widely 
recognized as an important potential business differentiator in the professional community 
(Yazhuo, 2010).  
 
An employer brand underpins the efforts to attract, engage and retain talent. It aims at 
showing the organization as a good place to work. (Backhaus & Tikoo, 2004) As an umbrella 
program it provides structure to the previously separate policies and practices of marketing 
and human resources and consequently provides inter-departmental collaboration (Edwards, 
2010). Employer branding activities are increasingly used within the context of social media. 
As a mean, which combines communication, marketing, promotion and recruitment, social 
media platforms are immensely powerful. (Sivertzen et al., 2013) Accessible to every 
individual, they simplify the process for the firms to spread information virally (Davison, 
Maraist, & Bing, 2011). 
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A concept, which is closely related to employer branding, is the notion of employer 
attractiveness. As a long-term business strategy, an employer brand ultimately results in 
increased employer attractiveness. “Best  Employer”  prestige  is  something  that  more  and  more 
companies are aiming for – research in the field of psychology suggests, that potential 
employees are more likely to apply for a job that is offered by an organization, which they 
perceive as attractive (Edwards, 2009). Just as consumers are more attracted to products with 
positive brands, job applicants are more likely to pursue jobs at attractive firms (Berthon, 
Ewing and Hah, 2005). It   is   the   key   to   organizational   success:   applicants’   impressions  
regarding a prospective employer, including perceptions  of   an  organization’s   attractiveness.  
(Cable & Turban, 2003) 
 
1.2 Problem Discussion 
 
As described in the background, nowadays the highly competitive environment for attracting 
the right applicants represents a problem for companies. Additionally, the prospective 
employees become more and more demanding: Generation Y emphasizes different 
employment-related attributes than the generations before. (De Hauw & De Vos, 2010) There 
is a possibility that, in future, competition for the best employees will be as fierce as 
competition for customers (Berthon, Ewig & Hah, 2005). 
 
Thus, companies showed a flurry interest in employer branding over recent years (Edwards, 
2005). Many firms are interested in developing a formal employer-branding program 
(Conference Board, 2001), indicating that they find value in the practice (Backhaus & Tikoo, 
2004) - Internet searches using Google yield over 2 million hits for the term employer 
branding. The issue has become too big to ignore and is still growing in importance. 
 
However, exactly what employer branding entails is not necessarily clear, and definitions vary 
(Edwards & Kelan, 2001). Despite the growing popularity of employer branding in practice, 
academic research on the topic is limited to a few articles. The first explicit reference to 
employer  branding  can  be  found  in  a  paper  from  1996  entitled  „The  Employer  Brand“ written 
by Ambler and Barrow. Since then, research increased and a few other studies followed 
(Edwards, 2010; Backhaus & Tikoo, 2004; Sivertzen et al., 2013). But an employer brand can 
only be marketed effectively once organizations understand how it influences employer 
attractiveness. If employers want to create the image of a great place to work, it will be useful 
to have knowledge of what the potential employees want and find attractive from an 
employer. Only when organizations work towards integrating these factors into the 
employment brand, they can hope to successfully compete globally in attracting new 
employees and affecting their application intention decisions. (Edwards & Kelan, 2011) 
 
A well thought-through social media strategy could attract the desired attention and 
communicate the brand positively to prospective employees. But there is still a lot to learn 
about the consequences:  When conducting business within this yet almost uncharted 
territory, professionals use their toolkit often only by chance appropriately, misusing it in 
many other cases. (Davison et al., 2011)  
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As a result, this study investigates the use of employer branding in relation to employer 
attractiveness and intentions to apply for a job. It aims at providing additional research in 
order to enable organizations to aim their employer branding actions more purposefully and 
provide a guideline on how to best use them, particularly in social media, to achieve 
maximum result. 
 
1.3 Overall Purpose and Research Questions 
 
Based on the problem discussion above, the purpose of this thesis is to provide a deeper 
understanding on how the use of employer branding influences employer attractiveness and 
intentions to apply for a job. In order to investigate the research problem appropriately, the 
purpose is further subdivided into the following research questions: 
 
RQ1. How does employer branding influence employer attractiveness?  

 
RQ2. How does employer attractiveness influence intentions to apply for a job? 
 
1.4 Demarcations  
 
In order to narrow down and concentrate the scope of the study, this thesis focuses on the 
external marketing of an employer brand, the attractiveness of the employer towards an 
outside audience and the application intention decisions of potential employees. Furthermore, 
only one channel, through which employers brand themselves, is discussed in detail: social 
media.  As a relatively new channel, with not a lot of research existing yet, marketers pay 
more and more attention to it. Moreover, concentrating on only one of the various channels 
for employer branding, the study is able to provide more detail and deeper insights.  
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1.5 Outline of the Thesis 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
As illustrated in the figure above, Chapter One provides the introduction to the thesis and 
presents relevant background information followed by a problem discussion which leads to 
the purpose and the research questions guiding this study. Chapter Two, the literature review, 
deals with previous literature and theories related to employer branding, employer 
attractiveness and application intention decisions. Chapter Three, the frame of reference, 
includes the relevant theories and models relating to the specific research questions. This 
chapter forms the basis for the data collection. Chapter Four presents the chosen 
methodology for the data collection and analysis. The collected empirical data and its analysis 
will be covered in Chapter Five and Chapter Six. The thesis will be concluded with Chapter 
Seven, including the main findings, the answers to the research questions, a final discussion as 
well as implications for the future and limitations of the study.  
 
 
 
 

Conclusion  

Data Analysis 

Empirical Data 

Methodology 

Frame of Reference 

Literature Review 

Introduction 

Figure 1.1: Outline of the Thesis   1 
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2 Literature Review  
 
This chapter presents theories and models related to the topics stated in the previously 
presented research questions. The chapter is divided into three different areas. The first 
section defines the terms employer branding and social media, which are acting as an 
umbrella for this study. The second section focuses on the concepts related to employer 
attractiveness, corporate reputation as well as application intention decisions. Section three 
will bridge these areas under the roof of employer branding and present useful models for 
answering the research questions.  
 
2.1 Employer Branding 
 
Branding was originally used to differentiate tangible products from their substitutes. 
According  to  the  American  Marketing  Association  a  brand  is  “a  name,  term,  design,  symbol 
or   any   other   feature   that   identifies   one   seller’s   goods   or   services   as   distinct   from   those   of  
other   sellers.”   Moreover,   a   brand   represents   a   product   or   service,   which   is   symbolizing  
benefits to customers beyond price and functional advantages (Knox & Bickerton, 2003). 
 
However, over the years the concept has been applied in new contexts and areas. Whereas 
branding in its original meaning aims towards the right presentation of a product at the right 
time and at the right place to the customers, employer branding considers the same principles, 
but towards a different target group: current and potential employees. As a growing field of 
interest, literature provides a wide variety of definitions for the term, which have to be 
investigated in order to find out the core differences between the establishment of a brand and 
an employer brand. (Edwards, 2009) 
 
In 1996, Ambler and Barrow define employer branding for the first time, associating it with a 
“package  of   functional,   economic  and  psychological  benefits  provided by employment, and 
identified   with   the   employing   company”.   Eight   years   later,   Backhaus   and   Tikoo   (2004)  
specify the definition of an employer branding “as  the  process  of  building  an  identifiable  and  
unique employer identity”, and the employer brand “as a concept of the firm that 
differentiates   it   from   its   competitors”   (p.502).   With   their   knowledge   of   what   makes   them  
different and desirable as an employer, companies aim at the attraction, the motivation and the 
retention of current and potential employees. Moreover, the authors point out that the unique 
employment offering presented to the targeted audience serves as a successful mean of 
differentiating an employer brand. (Backhaus & Tikoo, 2004) The two previous presented 
definitions are used and extended  by  Edwards  (2009),  who  adds  that  “employer  branding  is  an  
activity,  where  principles  of  marketing  are  applied  to  HR  activities”  (p.6).  He  highlights  the  
human resource background and the unique employment experience as the strongest mean of 
differentiation,  since  “this  would  help  to  create  value  and  influence”  (p.6)  for  the  company. 
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Finally, Sivertzen, Nilsen & Olafsen (2013) combine and simplify all the presented 
definitions and consider employer   branding   as   “the   process   of   building   employer   identity 
directed at existing and potential employees, in order to differentiate the firm from its 
competitors”  (p.474).     
 
 
Table 2.1: Employer Brand Definitions 1 

Source Employer Branding Definition 

Ambler and Barrow 
(1996) 

“The  package of functional, economic and psychological 
benefits provided by employment, and identified with the 
employing  company.” 

Backhaus & Tikoo  
(2004) 

“The  process  of  building  an  identifiable  and  unique  employer  
identity and the employer brand as a concept of the firm that 
differentiates  it  from  its  competitors.” 

Edwards  
(2009) 

“Employer  branding  is  an  activity  where  principles  of  
marketing are applied to HR activities in relation to current 
and  potential  employees.” 

Sivertzen, Nilsen & Olafsen 
(2013) 

“The  process of building employer identity directed at 
existing and potential employees, in order to differentiate the 
firm  from  its  competitors.” 

 

Source: listed in the table 
 
 
As table 2.1 exemplifies, employer branding most often refers to a certain employer identity 
and a distinct employment experience in order to differentiate a company from its competitors 
However, Edwards (2009) recognizes the importance of considering the unique human 
resource background and the applied principles of marketing. Backhaus & Tikoo (2004), 
Ambler & Barrow (1996) and Sivertzen et al. (2013) focus more on the characteristics of the 
organization´s identity as an employer, which are directed at both internal and external 
audiences. Though a mixture of all the definitions would unify the various aspects of 
employer branding, this thesis focuses on the definition of Edwards (2009) that turned out to 
be most suitable in the contextual relation with HR activities, referred to in several aspects 
throughout this research.   
 
 
 



2 Literature Review 

7 
 

2.1.1 The Employer Branding Process 
 
The process of employer branding can be described as a three-step model (Backhaus & Tikoo, 
2004). First, a suitable proposition needs to be embodied in the employer brand, so that 
companies can promote an employment experience. It should show potential employees the 
“organization´s   culture,  management   style,   qualities   of   current   employees   [and   the]   current  
employment  image”  (Sullivan,  2002,  in  Backhaus  &  Tikoo,  2004,  p.502).  In  order  to  establish  
a successful value proposition, conveyed by the employer brand, trustworthy brand signals 
need to be ensured. There are three integral messages that a brand signal has to promote: 
brand clarity, brand credibility and brand consistency. (Wilden, Gudergan & Lings, 2010) The 
clarity of an employer brand, dependent on the amount of unambiguous information, ensures 
straightforward communication and absence of misleading signals. It therefore supports the 
credibility  and  consistency  of  the  presented  value  proposition.  Moreover,  “clear  brand  signals 
reduce   the   information  costs   for  potential  employees”   (Wilden  et  al.,  2010,  p.  61)  since   the  
resources that potential employees need to invest in interpreting and assessing employer brand 
messages decrease.  Subsequently, the absence of confusion, bias and unambiguity lead 
potential employees to associate a high employment quality and a low risk with the company. 
(ibid) 
 
After its development, the clear, credible and consistent value proposition is promoted and 
marketed to the external audience – the targeted potential employees - via various marketing 
channels (Backhaus & Tikoo, 2004). The World Wide Web, for instance, and social network 
sites in particular, present a cost-effective, wide-reaching and fast way for companies to 
advertise their employer brand (Sivertzen et al., 2013). Social network sites are defined as 
“web-based services that allow individuals to (1) construct a public or semi-public profile 
within a bounded system, (2) articulate a list of other users with whom they share a 
connection, and (3) view and traverse their list of connections and those made by others 
within   the   system”   (Boyd   and   Ellison,   2008,   p.   211).   These   networks   present   a   unique  
marketing channel for promoting the employer brand, as visible profiles are enabling 
individuals to get in contact with strangers (Boyd & Ellison, 2008). Moreover, social network 
sites improve the clarity and credibility of the employer brand, since substantial information is 
easily accessible (Sivertzen et al., 2013). Potential employees´ information costs and therefore 
the perceived risks associated with joining a company are reduced. (Wilden et al., 2010)  
 
Considering the fact that employer branding is directed not only at potential, but also at 
existing employees (Sivertzen et. al, 2013), internal marketing forms the third step in this 
process. Backhaus and Tikoo (2004) consider the goal of internal marketing as the 
development  of  “a  workforce  that  is  committed  to  the  set  of  values  and  organizational  goals  
established  by  the  firm”  (p.503).  Since the value proposition embodies, amongst other things, 
“the   quality   of   current   employees”   (Sullivan,   2002,   in   Backhaus   &   Tikoo,   2004,   p.502),  
internal marketing promotes the employer brand within the firm as a part of the organizational 
culture (Frook, 2001, in Backhaus and Tikoo, 2004). However, this study is concerned with 
the influence of employer branding on prospective employees.  
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Consequently, only the external marketing of an employer brand will be discussed in more 
detail in the following paragraphs. 
 
2.1.2 The Theoretical Foundation for Employer Branding  
 
According to Backhaus & Tikoo (2004), the theoretical foundation for employer branding is 
rooted in three different theories: the resource-based view, the psychological contract theory 
and the concept of brand equity. Firstly, Barney (1991) stipulates that the possession and the 
skillful management of rare, inimitable and valuable resources are establishing a competitive 
advantage for a company. Potential employees are considered as human capital, adding a 
certain and unique value to the company´s overall performance (Backhaus & Tikoo, 2004). 
An employer brand recognizes and values the competent workforce and consequently aims at 
the attraction of potential employees in order to differentiate from competitors (Sivertzen et 
al., 2013).  
 
Secondly, the theory of the psychological contract forms a basis for the process of forming an 
employer brand (Backhaus & Tikoo, 2004). Although written contractual terms contribute to 
a company´s employment offering, the employment experience is based on much more than 
that (Edwards, 2009). As stated previously, Ambler and Barrow (1996) define an employer 
brand as an employer identity, which offers functional, economic and psychological benefits 
to potential employees. These unwritten, psychological features are forming the psychological 
contract:  “an  individual´s  belief  regarding  the  terms  and  conditions  of  a  reciprocal  exchange  
agreement  between   the   focal  person  and  another  party”   (Rousseau,  1989,  cited   in  Edwards,  
2009, p. 13). Backhaus and Tikoo (2004) present a new form of psychological  contract  “in  
which employers provide workers with marketable skills through training and development in 
exchange   for   effort   and   flexibility”   (p.504). Edwards (2009) concludes that companies can 
use employer branding as a mean of advertising the unwritten features and psychological 
benefits.  
 
The concept of brand equity serves as the third theoretical foundation of employer branding. 
Considering marketing theory, Cable and Turban (2003) stipulate that brands are relevant for 
customers  because  “(1) brand names offer signals that consumers use to make interferences 
about the attributes of the product, and (2) consumers endeavor to associate themselves with 
certain brands to improve their self-esteem”   (p.2245).   This   leads   to   the   concept   of   brand  
equity  defined  as  “a  set  of  brand  assets  and  liabilities  linked  to  a  brand  that  add  to  or  subtract  
value   provided   by   a   product   or   service   to   a   firm   and/or   to   that   firm´s   customers”   (Aaker,  
1991, cited in Backhaus & Tikoo, 2004, p. 504). Wilden et al. (2010) are transferring the 
brand equity theory into an employer-branding context. The employer brand should 
communicate the quality of a company as an employer. To assess the employer based brand 
equity, one has to be aware that information is spread unequally in the marketplace, since 
potential employees rarely have full knowledge about the prospective employer. Moreover, 
the long-term risks that employment contracts bear motivate prospective applicants to invest 
resources into overcoming this information gap. (Wilden et al., 2010)  
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Subsequently employers need to reduce the information costs and the resulting perceived risk 
for potential applicants.  
 
This is where employer branding comes in: correctly implemented, it presents a successful 
mean to facilitate prospective employees´ access to information since employment-related 
characteristics and competencies are clearly and consistently promoted in the market place. 
(ibid) Furthermore, brand equity relates to the potential employees´ willingness to apply 
(Backhaus and Tikoo, 2004): reactions concerning comparable recruitment methods differ as 
a result  of  the  companies’  employer  based  brand  equity.  Consequently,  employer  based  brand  
equity can be seen as the ultimate result to which all employer-branding activities are 
directed. (ibid)  
 
2.2 Employer Attractiveness 
 
Also employer attractiveness forms an important element of employer branding. As an 
antecedent of employer-based brand equity, it is closely related to the third theoretical 
foundation: employer branding is used to create an established corporate identity that 
contributes to the company´s attractiveness on the job market and encourages current 
employees to stay with the company (Backhaus & Tikoo, 2004). Berthon et al. (2005) define 
employer attractiveness as  “the  envisioned  benefits  that  a  potential  employee  sees  in  working  
for   a   specific   organization”   (p.156).   Potential   employees   compare   these   benefits  with   their  
own needs and personality; and if they fit the organization´s employer brand, the company 
becomes attractive for them. (Sivertzen et al., 2013)  Wilden et al. (2010) additionally relate 
employer   attractiveness   to   the   previously   discussed   brand   signals,   stipulating   that   “these  
signals create expected utility for potential employees, which can also be defined as employer 
attractiveness”  (p.61).   
  
Berthon et al. (2005) developed a scale to assess employer attractiveness. Presented in a five-
factor structure, it constitutes the extension and refinement of the theory presented by Ambler 
and Barrow (1996): the functional, psychological and economic benefits proposed by an 
employer brand serve as a foundation for measuring employer attractiveness. The established 
scale consists of 25 items categorized in five dimensions: interest value, social value, 
economic value, development value and application value. The interest value, also called 
factor one, considers the existing work environment, the work practices and the integration of 
employees´ ideas as benefits, which increase the employer attractiveness. (Berthon et al., 
2005) It also includes innovation and interest in product and services (ibid). The social value, 
represented by factor two, incorporates good collegial relationships, team atmosphere and a 
pleasant working climate as main contributions to the entire employer attractiveness for 
potential employees.  These two first factors embodied by an employer brand capture Ambler 
and  Barrow’s  (1996)  psychological  benefits.  Factor  three,  the  economic value, is equivalent to 
the   original   economic   benefit.   It   assesses   the   extent   to   which   “above-average salary, 
compensation   packages,   job   security   and   promotional   opportunities”   (Berthon   et   al.,   2005,  
p.162) are contributing to the perceived employer attractiveness.  
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The development value, also labeled factor four, incorporates potential job opportunities, 
career enhancement and the received recognition and confidence. Moreover, potential 
employees assess the offered career development possibilities and compare them with their 
self-worth and confidence. The fifth dimension is named application value. It considers the 
customer orientation of a company and indicates to which extent the employees can apply 
their knowledge and teach others (Sivertzen et al., 2013). The functional benefits of Ambler 
and Barrow (1996) are represented by the last two factors, since development and application 
value are incorporating corporate orientation and future employment possibilities. 
 
Table 2.2 illustrates the five dimensions of employer attractiveness (EmpAt). Specific items 
are assigned to the corresponding values and organized in a descending order according to 
their influence on each factor.  
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Table 2.2: The five Dimensions of Employer Attractiveness 2 

Factor 1: Interest Value 
 

� The organization produces innovative products and services 
 

� Innovative employer (novel work practices) 
 

� The organization both values and makes use of the employees´ creativity 
 

� The organization produces high-quality products and services 
 

� Working in an exciting environment 
 

Factor 2: Social Value 
 

� Having a good relationship with colleagues 
 

� Having a good relationship with superiors 
 

� Supportive and encouraging colleagues  
 

� Fun working environment  
 

� Happy working environment  
 

Factor 3: Economic Value 
 

� An attractive overall compensation package  
 

� Above average basic salary 
 

� Job security within the organization  
 

� Good promotion opportunities within the organization 
 

� Hands-on interdepartmental experience  
 

Factor 4: Development Value 
 

� Feeling more self-confident as a result of working for a particular organization  
 

� Feeling good about yourself as a result of working for a particular organization  
 

� Gaining career-enhancing experience 
 

� Springboard for future development 
 

� Appreciation from management  
 

Factor 5: Application Value 
 

� Opportunity to teach others  
 

� Opportunity to apply what was learned at a tertiary institution  
 

� Customer-oriented organization 
 

� Humanitarian organization – gives back to society 
 

� Acceptance and belonging  
 

 

Source: adopted from Berthon et al., 2005, p. 160-161 
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2.3 Application Intention Decisions  
 
Employer attractiveness, as an integral objective of employer branding, is reflected by 
corporate reputation, a crucial factor affecting   potential   employees’   application   decisions  
(Cable & Turban, 2003). Potential employees are simultaneously assessing several 
organizations as potential employers; therefore the corporate reputation established and 
communicated with the employer brand serves as a source of company-related information 
(Cable  &  Turban,  2003).  Corporate  reputation,  is  defined  as  “an  organization´s  set  of  socially  
constructed characteristics, defined by the organization´s previous actions and future 
prospects”   (Sivertzen et al., 2013, p. 474). Cable and Turban (2003) state that corporate 
reputation  enables  potential  employees  to  assess  “the  quality  of  job  attributes  that  are  difficult  
to  learn  about  before  accepting  a  job”  (p.2249). Similarly, Sivertzen et al. (2013) support the 
proposition   that   “high   corporate   reputation   has   a   positive   relation   with   the   potential  
employee´s  intention  to  apply  for  a  job”  (p.475).   
 
Moreover, potential employees seek to improve their self-esteem by joining highly regarded 
firms. Potential   employees’   likelihood   to   apply   for   a   job   increases   if   the   employment   in   a  
specific company enhances their self-confidence and self-esteem. Corporate reputation serves 
as an efficient mean, influencing the prospective employees´ perceptions of the company and 
the pride they expect from a job in that firm. (Cable &Turban, 2003) A positive relation 
between favorable attitudes toward organizations and the intention to pursue further contact 
with the company definitely exists (Collins & Stevens, 2002). Edwards (2009) confirms that a 
positively perceived corporate reputation increases applicants´ evaluation of job attributes and 
their self-esteem associated with the company.  
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2.4 Models 
 
The following paragraph presents three different models, which have been developed to 
exemplify the influence of employer branding on employer attractiveness and application 
intention decisions. They form a conceptual framework for answering the proposed research 
questions.  
 
2.4.1 The Influence of Employer Branding on Employer Attraction  
 
The model developed by Backhaus and Tikoo (2004) is the starting point of the later 
conducted studies by Wilden et al. (2010) and Sivertzen et al. (2013), which will be explained 
in the following sections. The framework for employer branding establishes valid 
propositions and draws a linkage between employer branding activities, brand image and 
employer attraction for the first time. For this study, the model serves as a purely illustrative 
mediator in order to exemplify the relation between the upcoming conceptual frameworks, 
where employer attraction is referred to as employer attractiveness. The following paragraph 
will illustrate the research model and present the coherent assumptions, based on the existing 
theories of psychological contract, brand equity and the resource – based view. 
 
  

 
 
As figure 2.1 illustrates, Backhaus and Tikoo (2004) consider both targeted audiences of 
employer branding: current and potential employees. Since this study is focusing on the 
influence of employer branding on prospective applicants, only the external marketing 
approach, represented by the items colored in blue, is relevant. Backhaus and Tikoo (2004) 
create a link between employer branding and employer attraction with the help of employer 
brand associations and the employer image.  
 

Figure 2.1: Employer Branding Framework 2 
Source: Backhaus and Tikoo (2004) 
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Employer brand associations represent the determinant of the employer brand image and can 
be   described   as   “thoughts   and   ideas   that   a   brand   name   evokes   in   the  minds   of   customers”  
(Aaker, 1991, in Backhaus & Tikoo, 2004, p.505). The employer image reflects potential 
employees´ perceptions related to functional and symbolic benefits presented by the employer 
brand. Moreover,  the  researchers  stipulate  that  “potential  applicants  will be attracted to a firm 
based on the extent to which they believe that the firm possesses the desired employment-
related   attributes”   (Backhaus  &  Tikoo,   2004,   p.505).   The   illustrated relations in figure 2.1 
point to the fact that employer-branding activities are directly influencing employer brand 
associations, but also that not employer-controlled information sources have an impact on the 
associations and the image of an employer in prospective applicants´ minds. Therefore, a 
proactive approach, which identifies and embodies applicants´ desired brand image in the 
employer brand, increases the efficiency of branding related activities.  
 
2.4.2 The Influence of Employer Branding on Employer Attractiveness 
 
Considering existing frameworks of employer brand equity, employer brand signals and 
information asymmetry, Wilden et al. (2010) developed a conceptual model which identifies 
potential employees as the uniformed party that is trying to overcome the existing information 
gap in order to assess a prospective employer´s quality. They consider employer brand signals 
as a communication tool to reduce information asymmetry and affect employees´ perceived 
employer attractiveness. Figure 2.2 exemplifies the conceptual framework of employee-based 
brand equity developed by Wilden et al. (2010).  
 
 

 
 
 
 
 

Figure 2.2: Conceptual Model of Employee-Based Brand Equity 3  
Source: Wilden et al. (2010) 
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Figure 2.2 illustrates the influencing factors of employer attractiveness, considering employer 
brand signals as a facilitator for potential employees´ information search. The assumption that 
the assessment of a prospective employer requires potential applicants to invest resources in 
gathering information in order to make an informed decision forms the basis of the presented 
model. Wilden et al. (2010) assume that prospective applicants´ job evaluations are influenced 
by three main attributes: search, experience and trust characteristics. Search characteristics 
are, as the nomenclature implies, directly observable and accessible for potential employees. 
Subsequently, this direct information gathering is limited to characteristics such as location 
and salary. Experience and trust characteristics, including information related to the work 
climate, career development opportunities and employee orientation within the company, 
cannot be directly accessed. Therefore, potential employees need to make use of information 
substitutes such as employer brand signals. (Weiber & Adler, 1995, in Wilden et al., 2010) 
The established employer brand represents an employer on the recruitment market and serves 
as quality indicator for potential employees. Clear, consistent and credible employer brand 
signals are facilitating potential employees´ information search and are therefore directly 
related to prospective applicants´ perceived employer quality and risk. The utility created 
through the signals can be called employer attractiveness (Wilden et al., 2010). Combining 
the  presented  advantages,  Wilden  et  al.  (2010)  conclude  that  “employers  must  invest  in  clear  
and consistent brand signals to ensure that their position as an employer of choice is 
understood by potential employees”  (p.61). 
 
2.4.3 The Influence of Employer Attractiveness on Application Intention Decisions 
 
Sivertzen et al. (2010) developed a model, which clarifies the employer brand attributes that 
lead to a positive impression of the company on the recruitment market. The framework 
embodies the five dimensions influencing employer attractiveness, originally developed by 
Berthon et al. (2005), and alters the employer attractiveness scale with the variables corporate 
reputation, use of social media and application intention decisions. Building on the existing 
theories, Sivertzen et al. (2013) present an applicable and modified research model, 
exemplifying the important relations between EmpAt scale attributes, corporate reputation 
and intention to apply for a job, which are illustrated in figure 2.3. 
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As Figure 2.3 demonstrates, Sivertzen et al. (2013) reorganized the five dimensions originally 
developed by Berthon et al. (2005). They state that the influence of the economic and social 
value on the overall corporate reputation is insignificant, since monetary rewards are barely 
influencing prospective employees´ perceptions and relationships amongst colleagues are 
hard to access. However, an indirect influence cannot be neglected, since monthly salary and 
collegial relationships are information every potential employee seeks to find out. Sivertzen et 
al.  (2013)  specified  that  “non-materialistic aspects of the work seem more important to create 
a  positive  reputation  of   the  organization  to  potential  employees”  (p.479). However, the new 
model confirms the positive relation of innovation value, psychological value and application 
value with corporate reputation and therefore employer attractiveness. The researchers state 
that  organizations  have  to  focus  on  “innovation, personal growth, self-confidence, as well as a 
good   environment   for   learning   and   application   of   skills”   and   communicate   these   values   in  
their branding activities in order to attract qualified employees. Sivertzen et al. (2013) 
renamed two of the three confirmed elements. The originally established interest value is 
reflected by the newly named innovation value. Furthermore, the created psychological value 
represents the development value perspective. Prospective employees strongly relate the 
psychological attribute with their intention to apply for a job, whereas corporate reputation is 
recognized as a mediator in this relationship.  
 
 
 

Figure 2.3: Research Model adopted by Sivertzen et al. (2013) 4 
Source: Sivertzen et al. (2013) 
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Furthermore, the use of social media is significantly influencing corporate reputation, which, 
in turn, is directly linked to application intention decisions. Therefore, Sivertzen et al. (2013) 
suggest  that  “the  use  of  social  media  in  employer  branding  can  be  helpful  in  building  a  good  
reputation”  (p.479).  Social  media  usage  efficiency  will be increased, if the three values, which 
have been confirmed, – innovation, psychological and application value - are conveyed via 
this marketing channel.  
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3 Frame of Reference 
 
The following chapter presents the frame of reference, which will be used to guide the data 
collection and the subsequent analysis. The theories and models presented in the literature 
review are forming a conceptual framework to answer the proposed research questions.  
Considering employee-based brand equity, social media usage, employer attractiveness, 
corporate reputation and application intention decisions, the research models developed by 
Wilden et al. (2010) and Sivertzen et al. (2013) form the umbrella to investigate the proposed 
research purpose. 
  
This study examines the contribution of employer branding to a prospective applicant´s 
perception of employer attractiveness and its influence on application intention decisions. 
Sivertzen et al. (2013) are the pioneers in investigating employer branding in combination 
with the use of social media. Therefore, the current study aims to take this field of research 
one step further and considers social networking sites as the most varied and profound way to 
collect valid and diversified data in order to provide evidence for the empirical link between 
employer branding, employer attractiveness and application intention decisions. Table 3.1, 
illustrated below, serves as a reminder for the purpose and the research questions of this study 
and even though social networking sites are not explicitly considered, they serve as an 
absolute contextual prerequisite.  
 
 
Table 3.1: Research Purpose and Research Questions 3 

Research Purpose 

This study aims to provide a deeper understanding on how the 
use of employer branding influences employer attractiveness 
and intentions to apply for a job. 
 

Research Question 1 
How does employer branding influence employer 
attractiveness? 

Research Question 2 
How does employer attractiveness influence intentions to 
apply for a job? 

 
 
Table 3.1 exemplifies the three main research fields this study will focus on, employer 
branding, employer attractiveness and application intention decisions. The current state of 
research, with the developed models and established theories, has been reviewed in chapter 
two. The insights gained will form the framework to answer the research questions of this 
study.  
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The analysis of the influence of employer branding on the perceived employer attractiveness 
is based on the employee-based brand equity model developed by Wilden et al. (2010), 
illustrated in figure 2.2. It considers the long-term implications that an employment in a 
company bears for prospective applicants. Information costs, perceived quality and perceived 
risk are closely tied to employer brand signals, since an employer brand enables applicants to 
overcome the lack of information that is dominant on the recruitment market. Furthermore, 
Wilden et al. (2010) identify the utility that those employer brand signals create, which can 
also be defined as employer attractiveness. Based on this assumption, this study will 
investigate the extent to which clear, credible and consistent employer brand signals serve as 
a source of information and quality indicator for potential applicants and influence the 
perceived employer attractiveness.  
 
The investigation of the influence of employer attractiveness on application intention 
decisions is based on the research model developed by Sivertzen et al. (2013), exemplified in 
figure 2.3. Sivertzen et al. (2013) draw only an indirect link between economic and social 
value and corporate reputation; nevertheless, the psychological, application and innovation 
value, which were already introduced by Berthon et al. (2005) in order to analyze the 
employer attractiveness scale, are considered as having a direct influence on corporate 
reputation. Moreover, this study investigates the extent to which the social media marketing 
channel conveys these values.  
 
In order to stay focused on the topic, the three-step model for developing an employer brand, 
established by Backhaus and Tikoo (2004), is not applied, since this study aims to investigate 
the influence of already existent employer brands on potential employees´ perceived 
employer attractiveness and application intention decisions.   
 
The proposed research questions can be answered with the help of the developed frame of 
reference as follows. 
 
Conceptualization of Research Question 1:  
How does employer branding influence employer attractiveness? 
 
Information asymmetry is dominating the environment on recruitment markets, since 
potential employees barely have perfect information about their prospective employer. Even 
though specific search attributes, such as monthly salary and location are easy for applicants 
to investigate, company internal information, like the corporate working climate, are hardly to 
access. (Wilden et al., 2010) Employer brands help to overcome this information gap and 
facilitate the information search process for potential applicants. The signals, that the 
employer brand sends, should be clear, credible and consistent. Carefully developed employer 
brand signals increase the trustworthiness of an employer brand and ultimately lead to a 
higher perceived employer attractiveness: the reduced information costs for prospective 
employees lowers the perceived risk and increases the employer quality associated with a 
potential employment in a company. (Wilden et al., 2010) 
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Conceptualization of Research Question 2:  
How does employer attractiveness influence application intention decisions? 
 
The employer attractiveness scale established by Berthon et al. (2005) presents a 
measurement technique indicating the five most important factors influencing prospective 
employees´ perceived employer attractiveness: economic, social, interest, application and 
development value.  
 
Employer attractiveness is reflected by the corporate reputation of a company promoted on 
the job market. Sivertzen et al. (2013) revised the influence of materialistic and hardly 
accessible aspects of an employment on the corporate reputation and therefore omit the 
economic and social value recognized by Berthon et al. (2005). They identified application 
value, innovation value and psychological value as the factors, which are significantly and 
directly influencing corporate reputation. Social media, in this study, serves as a crucial 
facilitator of positive corporate reputation, as it enables potential applicants to assess 
attributes by using the World Wide Web, which is utilized as a wide-reaching marketing 
channel by the companies. This is fundamental, as corporate reputation constitutes the one 
mediator in the relationship between employer attractiveness and application intention 
decisions and therefore forms the main impact on the latter. (Sivertzen et al., 2013) 
 
Besides that, potential employees are most ostensibly to apply for a job in the organization, 
when the presented image of employment offers them a chance to increase their self-esteem 
and social status and when it fits their personal expectations. (Sivertzen et al., 2013) These 
elements can be summarized under the psychological value, which – additionally to its 
indirect influence through corporate reputation – also directly affects application intention 
decisions. Consequently, psychological value plays a role twice as important. (ibid) 
 
Figure 3.1 illustrates and summarizes the conceptualized research questions. 
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Figure 3.1: Frame of Reference 5 
Source: Wilden et al. (2010), Berthon et al. (2005) and Sivertzen et al. (2013) 
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4 Methodology 
 
This chapter provides a detailed description of the research methods used in this study, 
related to the purpose. It includes the research purpose, the research approach, as well as the 
research strategy. Moreover, the methods for data collection, sample selection and data 
analysis are discussed, followed by a review of the quality standards, divided in validity and 
reliability. Throughout the whole chapter, different methodological perspectives are 
examined and the choices made are justified. The chapter ends with a final overview of the 
chosen approach.  
 
“Research”   is   an important part of our lives and difficult to avoid. It is essential for 
individuals as well as organizations in order to understand even basic phenomena: buying a 
car or merging with another company. (Sekaran, 1992, cited in Saunders, Lewis, & Thornhill, 
2007) People use it for a wide range of meanings - but most of these everyday uses of the 
word are not accurate. Against a common belief, Walliman (2005) argues that research is not 
a collection of facts without purpose, likewise not a reordering of information with no 
interpretation, and is not used to simply make people aware of a product or idea. Research is 
“something   that   people   undertake   in   order   to   find   out   things   in   a   systematic   way,   thereby  
increasing  their  knowledge”  (Saunders  et  al.,  2007,  p.  5). This is based upon three main ideas: 
Data are collected systematically. Data are interpreted systematically. And there is a clear 
purpose: to find things out. (ibid)  
 
In order to get reliable answers to the stated research questions, there is a need to clarify what 
exactly one wants to find out and to investigate in a systematic manner. This implies that the 
“research   is  based  on   logical   relationships  and  not   just  beliefs”  (Ghauri  &  Grønhaug,  2005,  
p.13), including descriptions, explanations, analyses, understanding and criticism. (ibid) 
Research is often thought of as a process. Different stages require different tasks, and 
researchers have to perform them systematically. For example, it has to be defined first, 
which type of data is needed and how it can be best collected before actually going out and 
doing it. (Ghauri & Grønhaug, 2005) Figure 4.1 below illustrates this methodological path.  
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As can be seen in figure 4.1, the methodology consists of seven steps, represented by seven 
sub-chapters. Firstly, the research purpose, the research approach and the research strategy 
will be discussed, followed by an explanation of data collection methods and the sample 
selection strategy. The second step is a description of how to analyze the collected data. The 
quality standards, divided into reliability and validity, are a general issue and need to be 
ensured during every single step of the process. Consequently, they are explained in the end 
of the chapter.  
 
 
 
 
 
 
 
 
 
 
 

Figure 4.1: The Methodological Path 6 



4 Methodology 

24 
 

4.1 Research Purpose  
 
The first step when conducting research is to define the purpose. It is usually classified into 
three types: exploratory, descriptive and explanatory studies (Saunders et al., 2007). Their 
application depends inter alia on the researcher’s   knowledge   about   the   area   before   the  
investigation and on the type of information needed. However, a research may have more than 
one purpose, as some overlaps between the classes exist. (Yin, 2003) 
 
The  objective  of  a  descriptive  research  is  to  “portray an accurate profile of persons, events or 
situations”   (Robson,   2002,   p.59).   Therefore, backgrounds and procedures are illustrated. 
Consequently, the researchers have to hold much prior knowledge about the problem: theories 
and information already exist. This kind of study is usually strictly structured and the 
information needed is clearly defined (Malhotra, 2007). It is important to annotate that a 
descriptive study is usually used in connection to an explanatory or exploratory research and 
should be thought  of  as  “a  means to an end rather than  an  end   itself”   (Sanders  et  al.,  2007,  
p.140). 
 
When  a   research  aims   to  “establish  causal   relationships  between  variables”   (Saunders  et   al,  
2007, p. 140), the study is called explanatory. This means, as the name already indicates, the 
focus lies on explaining the forces causing a situation or problem. The goal is to develop a 
theory that can be used to explain empirical generalizations, which were developed in a 
descriptive stage (Denscombe, 1998). This approach is mainly used in quantitative studies, 
including statistical tests, to find out more about correlations and get a clearer view of 
relationships. (Saunders et al., 2007) 
 
Exploratory   studies   are   used   to   find   out   „what   is   happening;;   to   seek   new   insights;;   to   ask 
questions  and   to  asses  phenomena   in  a  new  light“  (Robson,  2002,  p.59).  This type of study 
seeks to gain a deeper understanding. Therefore, it is mainly used when there is little or 
restricted research on the topic (Saunders et al., 2007). The purpose is to gather as much 
information as possible (Denscombe, 1998). This kind of research mainly uses case studies 
and field studies as a strategy and often collects data through participants observations and in-
depth interviews (Marshall & Rossman, 1995).  
 
This study aims to provide a deeper understanding on how the use of employer branding 
influences employer attractiveness and intentions to apply for a job. With respect to the 
discussion above, the research purpose of this thesis is descriptive and exploratory, focusing 
on describing and exploring specific elements of the overall purpose. The descriptive 
elements of this study will be used to describe the collected data with the investigated theory. 
The exploratory part will then focus on new insights, explore the topic and look at different 
aspects, all with the aim of gaining a better understanding on the relationships between 
employer branding, employer attractiveness and application intention decisions. The goal is 
not to explain those relationships. An explanatory approach would therefore be misleading, 
since this thesis does not include any measures on cause and effect. 
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4.2 Research Approach 
 
The second step in the research process is to define the approach of the study, which will 
fulfill the purpose. Based on the type of data, which will be collected, one differentiates 
between a quantitative and a qualitative research approach (Denscombe, 1998). The focus lies 
either on the collection and analysis of numeric – quantitative - data, or non-numeric – 
qualitative - data (Saunders et al., 2007). 
 
Quantitative   research   is   defined   as   research   that   “addresses   research   objectives   through  
empirical  assessments  that  involve  numerical  measurement  and  statistical  analysis”  (Zikmund  
& Babin, 2012, p.99). It typically derives from data collection techniques such as 
experiments, questionnaires or surveys with a large number of respondents and aims at 
validating facts. The aim is generalizability from the sample to the population. (Newman, 
1998) 
 
According to Saunders et al. (2007), a qualitative research approach provides a deeper 
understanding of the phenomenon under investigation. The empirical data received cannot be 
transformed into numbers, but can rather be described in words, helping to discover new 
insights (Zikmund & Babin, 2012). It is used to learn more about perceptions, thoughts and 
feelings, to identify new ideas, and to go in depth with the research problem (Shiu, Hair, Bush 
& Ortinau, 2009).Qualitative research methods are commonly used in exploratory studies, 
which use data collection methods like interviews or observations, producing relatively small 
samples of subjects (Shiu et al., 2009). Instead of trying to arrive at a singular definition of 
qualitative research, Yin (2010) proposes five features: 
 
1. “Studying  the  meaning  of  people’s  lives,  under  real-world  conditions”  (p.7) 

Researchers   should   interfere   minimally   and   let   the   study’s   participants   freely   express  
themselves through behavior, words and social interaction (ibid). 
 

2. “Representing  the  views  and  perspectives  of  the  people  in  a  study”  (p.7) 
The data emerging from qualitative research should not represent the values or meanings 
held  by  the  researchers,  but  rather  the  ones  of  the  study’s  participants  (ibid).   

 
3. “Covering  the  contextual  conditions  within  which  people  live”  (p.8) 

This includes social, institutional as well as environmental conditions, which usually 
heavily influence the people living within it (ibid). 
 

4. “Contributing  insights  into  existing  or  emerging  concepts  that  may  help  to  explain  
human social  behavior”  (p.8) 
 

5. “Striving  to  use  multiple  sources  of  evidence  rather  than  relying  on  a  single  source  
alone”  (p.8) 
Researchers should use a combination of tools for collecting data in order to increase 
credibility and trustworthiness of the study (ibid). 
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This study asks: how does employer branding influence employer attractiveness? And how 
does employer attractiveness influence intentions to apply for a job? Therefore it is necessary 
to   capture   people’s   views.   To   ensure   doing   this   in   the   best   possible   way,   Yin’s   proposed  
features are considered throughout the whole data and sample selection process, which will be 
explained later in this chapter. To gain a deeper understanding of the studied area, the 
researchers look at values and attitudes of those taking part in the study, rather than using a 
numerical analysis and finding generalizations. Consequently, the research approach of this 
thesis is purely qualitative. 
 
4.3 Research Strategy 
 
The selection of an appropriate research strategy is of utter importance to answer the previous 
stated research questions. Before going into detail, one has to understand that no research 
strategy is superior or inferior to another (Yin, 2003). Consequently, it is not about how the 
particular strategy is labeled, but about its potential to answer the research questions (Sanders 
et al., 2007).  
 
Yin (2003) names five different ways of collecting and analyzing empirical evidence: 
experiment, survey, archival analysis, history and case study. They can be distinguished 
according to three conditions: 
 

x The type of research question posed 
x The context of control an investigator has over actual behavioral events 
x The degree of focus on contemporary as opposed to historical events 

(Yin, 2003, p.5) 
 
Table 4.1 displays the different strategies and the situations that their use depends on.  
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Table 4.1: Relevant Situations for Different Research Strategies 4 

Strategy 
 

Form of Research 
Question 

Requires Control 
of Behavioral 
Events? 

Focuses on 
Contemporary 
Events? 

Experiment how, why? yes yes 

Survey 
who, what, where, 
how many, how 
much? 

no yes 

Archival Analysis 
who, what, where, 
how many, how 
much? 

no yes/no 

History how, why? no no 

Case Study how, why? no yes 

 

Source: Yin, 2003, p.5 
 
 
Before going into detail, one has to annotate that each research strategy has its own 
advantages and disadvantages - and each can be used for all three research purposes – 
exploratory, descriptive, or explanatory. (ibid) In general, the way, in which the research 
questions are formulated, provides a useful hint on which strategy should be used and is the 
most   important   condition   for   differentiating   among   the   various   research   strategies.   “What”  
questions can imply exploratory approaches – then each of the five research strategies can be 
used.  “How  many”  and  “how  much”  are  two  different  types  of  “what”  questions,  which  ask  
for frequencies of occurrence and can therefore be answered using surveys or archival 
strategies.  The  same  strategies  apply  to  “who”  and  “where”  questions.  In  contrast,  “how”  and  
“why”  questions   are   likely   to   lead   to   the   use   of   case   studies,   histories,   and   experiments   as  
preferred research strategies. (ibid) 
 
Both research questions asked in this  study  are  “how”  questions,  which  narrow  the  choice  of  
strategy down to history, case study and experiment. Assuming this, a further distinction can 
be made via the   extent   of   the   investigator’s   control   over   and   access   to   actual   behavioral  
events. If the researcher has virtually no access or control, histories are the preferred strategy 
(ibid). As the only strategy with a focus on historical events, it is not the most suitable one for 
this thesis, as its focus clearly lies on contemporary developments in social media and 
branding theory. Before taking a final decision between the remaining two strategies, one has 
to   know   that   research   strategies   do   not   have   to   be   “mutually   exclusive”   and  might   overlap  
(Yin, 2003, p.8).  
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An experiment is a form of research that owes much to natural sciences. Experiments tend to 
be used in exploratory and explanatory research. (Sanders et al., 2007) Through a planned 
intervention, the dependent variable is measured before and after the manipulation, in order to 
undertake a before and after comparison. Though some of these indices imply an 
experimental research strategy, the strategy chosen should always be the one most suitable for 
the research purpose and the research questions in order to get the best possible results. The 
purpose of an experiment is to study causal links and quantitatively comparing the 
measurements.   The   investigator   can   “manipulate   behavior   directly,   precisely   and  
systematically”   (Yin,   2003,   p.8).   However,   the   research   approach   defined   for   this   study   is  
qualitative and the extent of control for the investigator is limited. 
 
A case study is used for events, which cannot be well measured or well quantified. Using a 
case  study  may  be  especially  advantageous,  when  “a  “how”  or  “why”  question  is  being  asked  
about a contemporary set of events, over which the investigator has  little  or  no  control”  (Yin,  
2003, p.9). It is either used in the early stages of research on a topic or to provide freshness in 
perspective to an already researched topic (Eisenhardt, 1989).  
 
The   research   questions   stated   in   this   study   (1)   “how  does   employer branding influence the 
employer   attractiveness?”   and   (2)   “how   does   employer   attractiveness   influence   application  
intention  decisions”  indicate  it  already:  given  the  contemporary  research  area  and  the  lacking  
control over behavioral events, the research strategy chosen is the case study.  
 
4.3.1 The Case Study 
 
Case  studies  are  particularly  helpful  if  one  wants  to  gain  a  deep  understanding  of  “the  context  
of the research and the process being enacted“(Morris and Wood, 1991, cited in Saunders et 
al., 2007,   p.146).   It   is   a   research   method   used   to   learn   more   about   “individual,   group,  
organizational,  social,  political  and  related  phenomena”  (Yin,  2003,  p.1).  Case  studies  explain  
decisions - why they were made, how they were realized and with which outcomes (ibid). 
There are two key approaches that guide case study methodology: one proposed by Robert 
Stake (1995) and the second by Robert Yin (2003). Both seek to ensure that the topic of 
interest is well explored, and that the essence of phenomenon is revealed, but the methods that 
they employ each are quite different. (Baxter & Jack, 2008) The procedures and elements 
described in this study base on the approach provided by Yin (2003).  
 
Since there are many variations of case studies, Yin (2003) further distinguishes according to 
two aspects: Single-case design versus multiple case design. The single-case study is an 
appropriate design, if the case is critical, extreme or unique. Conversely, it is also used when 
the aim is to test existing theory or when it was not possible to study this kind of case before. 
(Yin, 2003) Multiple case studies are used when the single cases are first analyzed 
individually   and   afterwards   “cross-case   conclusions”   can   be   drawn   (Yin,   2003,   p.46).   It  
allows the researchers to analyze within each setting and across settings. 
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The goal is to find out if the result of one case is similar to the one of the other cases. This 
replication logic cannot be confused with sample logic, where conclusions about the whole 
population can be drawn based on the sample (ibid).  
 
For this thesis, a multiple case study, analyzing two different cases, is chosen. The evidence 
created from this type of study is considered to be robust and reliable, as it draws verification 
from more than one source. The frame of reference will serve as an umbrella for developing 
the cases.  
 
4.4 Data Collection 
 
Once the most suitable research strategy has been determined, this study goes on by 
explaining several methods on how to collect empirical data and choosing the one, which 
matches the purpose best. 
 
4.4.1 Secondary and Primary Data 
 
During the research process, it is important to consider that research can be based on two 
general types of data: primary and secondary data. On the one hand, researchers can reanalyze 
data  “that  have  already  been  collected  for  some  other  purpose”  (Saunders  et  al.,  2007,  p.256).  
Such data are called secondary data. There are three different types: documentary data, 
survey-based data and data gathered from several sources. Using this type of data saves both, 
time and money. However, it has to be handled carefully, since it most probable will not 
match the stated purpose and questions perfectly. Additionally, full control over the data 
quality is not given. (Saunders et al., 2007) Considering the very specific research questions 
in this study, the data collection will be based on primary data. This type of data has yet to be 
collected by the researcher for a specific purpose. In order to find out detailed information 
about the relations between employer branding, employer attractiveness, and intentions to 
apply for a job, the study focuses on collecting primary data from small samples. The newly 
gained information represents firsthand raw data and originates from focus groups, in-depth 
interviews or observations (Saunders et al, 2007).  
 
4.4.2 Sources of Evidence 
 
Data for case studies can originate from many sources of evidence. The six most important 
ones are discussed in this section. Table 4.2 will provide a first overview over the different 
methods. 
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Table 4.2: Six Sources of Evidence 5 

Data Collection Method 

Archival Records Records and documents with long-term value of legal, fiscal, 
administrative or historical nature (Saunders et al., 2007). 

Documentation 
Written materials such as letters, notices, minutes of 
meetings, reports, diaries, formal studies, newsletter 
clippings (Saunders et al., 2007; Yin, 2003). 

Physical Artifacts Technological devices, tools, art works or other physical 
evidences (Yin, 2003). 

Participant Observation 
Full participation in the lives and activities of subjects to gain 
close and intimate familiarity, by not merely observing what 
is happening but also feeling it (Saunders et al., 2007). 

Direct observation 

Observation of behaviors as they naturally occur. In contrast 
to participant observation the direct observer does not 
typically try to become a participant but is rather watching. 
(Yin, 2003) 

Interviews A meeting at which the researcher obtains information (Yin, 
2003). 

 

Source: listed in the table  
 
 
Both, archival records and documentation represent secondary data. Consequently, they are 
not  relevant  for  this  study’s  empirical  data  collection. Moreover, the stated research questions 
shall be answered through gaining a deeper understanding of attitudes and perceptions of 
potential employees. Physical artifacts are not relevant.  
 
Participant observation and direct observation are both used in field visits to gain a better 
understanding of behaviors or the phenomenon of interest (Yin, 2003). However, this thesis 
does not investigate a certain type of behavior. If the case study would be about new 
technology, observation of technology is invaluable for understanding the actual use of this 
technology or its potential problems. (ibid) Though social media can serve as a facilitator for 
providing  the  employer  brand,  the  participants’  usage  of  it  is  not  in the center of attention and 
does not add to the overall purpose. Participant and direct observation shall therefore also be 
excluded.  
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Given the purpose of this thesis, interviews seem to be the most straightforward technique for 
collecting data. Interviews are about human affairs, reported and interpreted through the eyes 
of the interviewees. They can provide important insights into a situation in a targeted and 
insightful way. Additionally, the interview technique allows direct focus on case study topics 
and provides the interviewer with perceived causal inferences. (Yin, 2003)  
 
4.4.2.1 Interviews 
 
“An   interview   is  a  purposeful  discussion  between   two  or  more  people”   (Kahn  and  Cannell,  
1957 cited in Saunders et al., 2007, p. 318). Literature defines different types of interviews 
and the decision which of them to pursue is utterly important, since the nature of any 
interview should be in line with the research questions, the purpose of the research and the 
research strategy. This section provides an overview of types of interview showing how these 
are related to particular research purposes. (Saunders et al., 2007) One typology that is 
commonly used is related to the level of formality and structure. Interviews may be 
categorized by three types: 
 

x Structured interviews 
x Semi-structured Interviews 
x Unstructured or in-depth interviews 

(ibid) 
 

In structured interviews, researchers follow a standardized questionnaire, which lists every 
question to be asked. The aim of structured interviews is to collect quantifiable data, as the 
carefully scripted relationship between interviewer and participant excludes any use in 
qualitative research (Yin, 2003). Hence, structured interviews are not considered for this 
thesis. By comparison, semi-structured and in-depth (unstructured) interviews are non-
standardized. They are often referred to as qualitative research interviews, as they are most 
appropriate for exploratory  studies.  They  might  help  to  clarify  the  participants’  responses  by  
providing insights into the reasons for their attitudes and opinions. They enable researchers to 
“collect   a   rich   and   detailed   set   of   data”   (Saunders   et   al.,   2007,   p.   324).   In   semi-structured 
interviews, a list of themes and questions will be covered, although these may vary from 
interview to interview. Additional questions can be added or questions can be left out 
depending on the situation. A possible purpose for such interviews might be to check 
propositions from previous literature (Yin, 2003). Unstructured interviews are informal. They 
are used to explore a general area of interest in depth. Even though there is no predetermined 
set of questions, there should be a clear idea about the aspects that are to be explored 
(Saunders   et   al.,   2007).  However,   the   interview   is   guided  by   the   interviewees’  perceptions,  
which makes it difficult to compare (Yin, 2003).  
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The purpose of this thesis, to describe and gain a deeper understanding of the relationship 
between employer branding, employer attractiveness and intentions to apply for a job, 
indicates a qualitative, semi-structured interview, which also fits well in the chosen case study 
strategy. On the one hand, a guideline of predetermined questions ensures that the data in the 
relevant areas will be covered. Then again, the adaptability of semi-structured interviews 
allows some interaction with the respondents: participants might bring up new ideas and 
perspectives and depending on the flow of conversation some questions might be omitted or 
extended.   (Saunders   et   al.,   2007)   Besides   differentiating   according   to   the   interview’s  
formality, interviews may be conducted on a face-to-face basis, by telephone or 
electronically. Face-to-face interviews, compared to the other two forms, enable a higher 
response rate as well as more complex questions. Especially in the case of this study, where 
qualitative data is collected, face-to-face-interviews are useful, as it is easier to create trust 
towards participants and to solve difficulties in understanding questions. (ibid) The moderator 
can be assured that each of the participants is giving virtually full attention to the subject 
throughout the session, as they are under observation (Sagoe, 2012).  Furthermore, face-to-
face interviews may be conducted on a one-to-one basis or on a group basis. Interviews 
between the researcher and a single participant ensure that other participants do not influence 
the answers. (ibid) On the other hand, qualitative groups are  generally  defined  as  “groups  of  
people  brought  together  to  participate  in  the  discussion  of  an  area  of  interest”  (Boddy,  2005,  
p. 250). A meeting between the researcher and a small number of participants facilitates to 
explore different ideas and perspectives concerning the research through an interactive group 
discussion. It is an excellent way to make the group members stimulate each other and to 
bring the researcher closer to even more respondents. (Frey & Fontana, 1991) Qualitative 
groups provide a more efficient way for interviewing a larger number of individuals than one-
to-one interviews (Saunders et al., 2007). As the purpose of this study is to gain an in-depth 
and holistic view on the chosen areas from different perspectives, it uses qualitative face-to-
face groups for this study.  
 
One  type  of  group  is  the  focus  group.  The  word  “focus”  indicates  that  the  group  talks  about  a  
particular area of interest rather than about life in general (Boddy, 2005). A focus group is a 
small group of people, which is brought together for an interactive, spontaneous discussion on 
one particular concept (Shiu et al., 2009). The topic of this study is defined clearly and 
precisely – the influence of employer branding on employer attractiveness and the intentions 
to apply for a job.  
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4.4.2.2 Focus Groups 
 
Focus groups allow the evolvement of rich and experiential data, a fact, which generally 
enables an easy understanding of the findings and reaches aspects of knowledge that other 
methods cannot achieve (Threlfall, 1999). Furthermore, they provide a natural environment, 
since participants influence others and are influenced by others, just as in real life (Krueger & 
Casey, 2000). The multiple participants create multiple realities, while at the same time 
collaboratively focusing on the chosen topic (Threlfall, 1999). Boddy (2005) suggests that 
there are two types of focus groups: the focus group discussion and the focus group interview. 
The key differences between those two are the moderator involvement and the interaction 
within the group.  
 
A  focus  group  discussion  is  defined  as  “a  group  of  people  brought  together  to  participate  in  
the   discussion   of   an   area   of   interest”   (Boddy,   2005,   p.251).   A   successful   focus   group  
discussion has the group members involved: they may argue with each other, try to persuade 
each other of their point of view, agree or disagree, ask each other questions and generally 
discuss the topic in an open manner. The researchers intervene and moderate only to keep the 
topic of discussion on the area of interest. (ibid) This low involvement allows the participants 
to speak about what they are interested in, focusing clearly on enabling interactive discussion 
between participants (Carson et al., 2001). However, this raises the risk of receiving 
information, which is difficult to compare (Morgan, 1996). 
 
A focus group interview is also a group of people brought together to participate in a group 
interview concerning an area of interest. However, in a focus group interview the researchers 
control the group interaction more closely and the members are more like respondents than 
participants in research. Discussion is mainly directed between the researchers and the group 
respondents individually rather than between respondents themselves. (Boddy, 2005) Control 
is relatively high: the interviewers control what the group is doing, what members are talking 
about and when they talk about each subject, in a much tighter way than they would do in a 
focus group discussion. This results in receiving comparable information, eases the process of 
collecting data from group respondents and enables respondents to respond to questions and 
other stimuli such as group averages (Morgan, 1996). 
 
This study conducts a focus group interview, in order to facilitate the process of collecting 
data from group respondents and ensure the comparability of data. This is of more importance 
than the interaction of the group members and also typical for marketing researches, which in 
general prefer designs with high levels of moderator involvement that impose structure with 
regard to both asking questions and managing group dynamics (Sagoe, 2012). Additionally, a 
high level of standardization requires less focus groups, a fact, that fits the frame of this thesis 
(Morgan, 1996).  
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Though the participants respond to questions and stimuli they gain by listening to the other 
group members, the interaction between participants does not add value to the research. The 
aim is to cover all aspects of the area of research, wherefore the moderators’  involvement  has  
to be directive and targeted.   
 
The following figure shows all the previous decisions in an overview. 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4.2:  Overview Data Collection Method 7  
Source: Adapted from Saunders et al., 2007, p.321 
 
 
4.4.2.3 Focus Group Procedure 
 
In order to conduct the multiple case study of choice, two focus groups are created. This 
allows a comparison between the cases and the identification of patterns and trends across 
both companies, adding to the overall validity of the study. The case studies take place from 
May 1st to May 3rd 2015, with two time slots. Potential participants are invited through the 
social media platform Facebook two weeks in advance. This approach ensures that the people 
involved have their own Facebook account. They are also informed about the time frame and 
the basic procedure of focus groups and told that an own electronic device has to be brought 
in order to perform Internet research.  
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One day before the focus group interviews are being conducted, they receive an additional 
reminder to ensure maximum convenience. (Barnett, 2002) The discussion is done in the 
researchers’  home  to  create  a  casual  and  relaxed  atmosphere.  This  promotes  the  openness  and  
willingness to talk, two factors vital to a successful focus group (ibid). To guarantee that the 
data collected from both focus groups is comparable, an interview guide, based on the frame 
of reference, is designed to cover all areas of the research questions. As a great amount of 
questions has to be covered during the scheduled 90 minutes of time, the moderator, basing 
the   questions   on   the   interview   guide,   is   heavily   involved   in   the   group’s   discussion   (Sagoe,  
2012). The interview guide can be found in the appendix and is used to guide the discussion 
of both focus groups.  
 
Focus group 1 discusses the company BMW. The discussion in focus group 2 evolves around 
the company Volkswagen. A detailed explanation for the selection of these companies can be 
found in the next section Sample Selection. Nevertheless, both focus groups follow the same 
procedure and consist of three blocks:  
 

1. Group  discussion  about  the  company,  guided  by  the  interviewers’  questions 
2. Research about the company on Facebook 
3. Group discussion about the company, guided  by  the  interviewers’  questions 

 
In the first block, participants are called in the discussion room. After a few general 
instructions and information about the procedure, the interviewers tell the participants, which 
company the discussion will evolve around. Following the interview guide, the interviewees 
then have the opportunity to express all their ideas, perceptions and perspectives concerning 
the  company’s  attractiveness   they  already  perceive  and  their   intentions  to  apply  for  a   job in 
this company. Moreover, these main topics are subdivided into multiple sub-questions to go 
more into detail and specify the answers in every area. After covering all relevant questions, 
the second block will concern the gathering of additional information. The participants are 
told to access Facebook and look for the companies´ presence there: for instance the 
company’s  official  English-speaking Facebook Page or the Facebook Page created for their 
country of origin. They can use the given time freely to explore the different posts and sites. 
The last block resembles the first one, with focus on changes in perception and the 
information that they found out about.  
 
Throughout the whole procedure, the interview guide is seen as a red thread – but it is not 
irrevocably: in case the interviewees mention something different, the interviewers will be 
able to go further into detail if necessary. The potential wealth of ideas that may flow from the 
focus groups make it difficult to manage the process and note key points at the same time. 
This thesis overcomes this by videotaping the group interviews and using two interviewers. 
One takes the role of the principle moderator and one performs the tasks of an assistant 
moderator (Krueger & Casey, 2000). The principal moderator is in charge of guiding the 
discussion through the important topics. The assistant moderator takes comprehensive notes 
and runs the technical devices. (ibid) All interviews are conducted in English. Hence, 
translation mistakes will be avoided.  
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4.5 Sample Selection 
 
After the appropriate sources of evidence have been decided upon, it is important to find 
relevant samples, from which the empirical data can be collected (Yin, 2003). Sampling is a 
necessity, as the research purpose of this study makes it impossible to collect and analyze data 
from a census (Saunders et al., 2007). It refers  to  “any  procedure  that  draws conclusions based 
on   measurements   of   a   proportion   of   the   population”   (Zikmund   &   Babin,   2012,   p.55).  
Additionally, the aim of a qualitative study like the one in hand is to gain a deeper insight into 
the research area and not to generalize findings. Through reducing the amount of data, the 
researchers save time that can be spend on a more detailed information gathering. (ibid) 
Generally, sampling techniques can be divided into two types: 
 

� Probability sampling 
� Non-probability sampling 

 
With probability sampling, the chance of each case being selected from the population is 
known and usually equal for all cases – it is based on random selections and statistics. 
Consequently, probability sampling is often associated with survey and experimental research 
strategies. (Zikmund & Babin, 2012) In non-probability sampling, the probability of each case 
being selected from the total population is not known. This applies especially to case study 
research, which means that the sample has to be selected in some other, subjective, way. 
(Saunders et al., 2007) There is a range of non-probability sampling techniques, which can be 
chosen upon for this study. Those include: quota, judgment, snowball and convenience 
sampling. (Zikmund & Babin, 2012)  
 
Quota sampling, similar to probability sampling, most often tries to represent the total 
population. The sample technique builds subgroups that are of great interest to the study, but 
on the other hand may neglect other characteristics. In a study that considers for instance 
gender as the basis of the subgroups, the final sample may have neglected the representation 
of age, educational attainment, and a lot more, and is therefore not suitable for this study.  
 
The same goes for snowball sampling: commonly used when it is difficult to identify 
members of the desired population, it does not fit the current study. (Saunders et al., 2007) 
Convenience sampling involves selecting haphazardly those cases that are easiest to obtain for 
the researcher. An approach a little more purposive is judgment sampling. This technique 
involves  the  researchers’  judgment,  on  which  cases  help  best  to  fulfill  the  purpose  and  answer  
the research questions. As case study research works with relatively small samples and does 
not intend to be representative for the entire population, this thesis uses judgment sampling. 
(ibid) 
 
The following section includes the selection of the participants for the focus group. Moreover, 
the selected platform and the companies for the study are presented. 
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4.5.1 Selection of Focus Group Interview Participants 
 
When choosing participants for focus groups, researchers have to think of who can best 
provide the necessary information (Shiu et al., 2009). On the one hand, a focus group should 
be as homogenous as possible to ensure the right group dynamics, a comfortable environment 
and free-flowing discussions (Morgan, 1996). However, participants should also vary enough 
to allow contrasting opinions (Shiu et al., 2009). Consequently, homogeneity in attitudes 
should be avoided, since this could lead to an uninteresting discussion (Morgan, 1996).  
 
For this study, 12 participants are selected and assigned to two focus groups. Table 4.3 shows 
the participants for focus group 1. This group will be interviewed about the employer 
attractiveness of BMW. Table 4.4 shows focus group 2, dealing with Volkswagen.  
 
 
Table 4.3: Participants Focus Group 1 6 

Focus Group 
BMW Age Gender Nationality Field of Studies 

Participant 1 24 Female Slovenia 
Mechanical 
Engineering  

Participant 2 27 Male Iran 
Mechanical 
Engineering  

Participant 3 21 Male Sweden 
Business 

Administration 

Participant 4 26 Female Indonesia 
Mechanical 
Engineering 

Participant 5 22 Female Spain 
Material 

Engineering 

Participant 6 21 Male France 
Material 

Engineering  

 
 

Table 4.4: Participants Focus Group 27 

Focus Group 
Volkswagen Age Gender Nationality Field of Studies 

Participant 1 22 Female Austria 
Environmental 

Sciences 

Participant 2 21 Male Australia 
Industrial  

Engineering 

Participant 3 31 Male Pakistan 
Mechanical 
Engineering 

Participant 4 22 Male Sweden 
International 

Business 

Participant 5 21 Female France 
Mechanical 
Engineering 

Participant 6 22 Male Spain 
Material 

Engineering 
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All of the above participants were invited and chosen, because they are considered to have 
their own opinions and the ability to express them. As discussed earlier, having common 
characteristics within a group enables a natural and relaxed environment (Shiu et al., 2009). 
Desirable similarities among participants can include characteristics such as age, gender, and 
educational level. All interviewees are full-time students at Luleå University of Technology. 
This ensures a similar level of education. All participants take courses in English and are 
therefore expected to be able to discuss in and understand this language fluently. 
Additionally, they are all in the same age group. With an average age of 23, they are all in 
their twenties and represent the Generation Y, the first generation, which spent their entire 
lives in the digital environment and therefore knows how to use social media in life and work 
(Bolton et al., 2013). However, the focus groups are not segmented by sex. Gender-specific 
issues are not discussed throughout the whole thesis, as it tries to provide a holistic view on 
the topic. This, the research team believes, is the most useful and applicable method for 
companies creating employer-branding strategies, which usually also follow a broader, not 
gender-divided approach. To ensure that the focus group interview will yield different 
perspectives, ideas and opinions, all the students chosen represent different types of students. 
They vary in their field of studies and most importantly in their personalities. Different 
cultures influence the conversation by including people from all over the world: Sweden, 
Spain, France, Slovenia, Germany, Indonesia, Austria, Pakistan and Australia.  
 
For all non-probability sampling techniques, there is no rule for the sample size. Focus groups 
usually involve six to 12 participants (Sagoe, 2012). According to Barnett (2002), a balance 
between the need of having enough people for a lively discussion and the danger of an 
overwhelming group size must be achieved. With six people per group, the small group size 
gives each participant more time to discuss her or his own view on the phenomenon. 
Considering the limited scope of a bachelor thesis, two focus groups in total are conducted.  
 
Another aspect to consider is whether or not participants should be informed about the topic 
being discussed in advance. Concerning this study, the focus group participants have to know 
the companies in the center of discussion. However, the firms are world-known - and to 
enlighten the group members in advance would entail an unwished flow of information, 
opposing the aim of the data collection. 
  
4.5.2 Selection of Platform 
 
Yin (2003) suggests placing boundaries on a case. According to Miles and Huberman (1994) 
a   case   is   “a   phenomenon   of   some   sort   occurring   in   a   bounded   context”   (p.25).   These  
boundaries indicate the breadth and depth of the study (Baxter & Jack, 2008). The case of this 
study investigates the phenomenon employer branding through only one channel, as it is 
bound to a certain platform: Facebook. That social media is regarded as a unique marketing 
channel for promoting the employer brand was already mentioned in the chapter Literature 
Review (Boys & Ellison, 2008). As the biggest and most popular social network worldwide, 
Facebook’s  popularity  has  grown  exponentially  over  the  recent  years  (Hughes,  Rowe,  Batey  
& Lee, 2012).  
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With almost 1.4 billion active users (Statista, 2015), it seems to be an appropriate mean to test 
employer-branding strategies and their impact, as individuals and companies likewise use the 
platform to gather information. 
  
4.5.3 Selection of Companies 
 
To interview the chosen participants about employer attractiveness and intentions to apply for 
a job, two companies of interest were selected: BMW and Volkswagen. 
 
 

 
Figure 4.3: BMW and Volkswagen Logo 8  
Source: http://cdn.bmwblog.com/wp-content/uploads/bmw-vw1.jpg, accessed 18/04/15 
 

 
There are several reasons leading up to that choice. First of all, both companies belong to the 
same industry. This fact represents an advantage, as participants are not influenced by their 
possible preference for a certain industry. Consequently, comparability is maximized. 
Moreover, the car industry is one of the very few industries, where people from all the various 
kinds of studies represented in the focus groups are able to work. Within the industry, this 
study aims to compare BMW and Volkswagen. Both companies are amongst the most famous 
brands worldwide, what assures that all participants know them. But not only that, they also 
are amongst the biggest companies, counting various subsidies and investments all over the 
world. This ensures that language and permission of stay problems are not a part of the 
discussion since they do not refer to the employer brand. Both companies are very active in 
employer branding and find themselves since years in the top employers worldwide (Forbes, 
2015). 
 
But there is also dissimilarity, drawing the interest towards the comparison between the cases. 
At BMW, social media is an integral part of marketing since many years, with Facebook 
representing the top channel (Hilker, 2012). It has the widest reaching Facebook page in the 
automobile branch with more than 18 million fans (Facebook, 2015). Volkswagen, on the 
other hand, cannot score with such numbers.  

http://cdn.bmwblog.com/wp-content/uploads/bmw-vw1.jpg
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This opens interesting possibilities for employer branding strategies. To sum it up, this study 
hopes to include the right balance between homogeneity and heterogeneity to ensure a 
meaningful data collection. 
 
4.6 Data Analysis 
 
After the well thought-through data collection, the empirical data needs to be analyzed and its 
meanings need to be understood in order to be useful (Saunders et al., 2007). Data analysis 
consists   of   “examining,   categorizing,   tabulating,   testing,   or   otherwise   recombining   […]  
evidence   to   address   the   initial   propositions   of   the   study”   (Yin,   2003,   p.   109).   The   most  
important practice during the analysis phase of any case study is to return to the initial 
research purpose (ibid).  
 
Qualitative data analysis procedures consist of two general strategies: a deductive and an 
inductive approach. (Saunders et al., 2007) Research projects using inductive approaches seek 
to build up a theory that is adequately grounded in the data. Within this strategy, data is 
collected and explored without a predetermined theoretical or descriptive framework, aiming 
to develop case descriptions. It should be used when there are no theoretical propositions to 
which the researcher can refer. (ibid) Deductive approaches rely on theoretical propositions 
and use existing theory to shape the approach that is adopted to the qualitative research 
process and to aspects of data analysis. This helps the investigator to decide on which data to 
focus and which to neglect. (Yin, 2003) 
 
The case study conducted for this thesis is designed based on the information in existing 
theories. A frame of reference was developed, providing propositions, to which the empirical 
data from the focus group interviews can be compared. Other considerations are that the 
deductive approach is especially appropriate when the research questions are designed as 
“how”  or  “why”  questions  and when the research strategy brings the use of case studies along. 
(Yin, 2003) Subsequently, this study uses theoretical propositions, facilitating the linking of 
results to the existing body of knowledge in the research area (Saunders et al., 2007).  
 
The chosen research strategy can be used in practicing five specific analytic techniques for 
analyzing case studies: pattern matching, explanation building, time-series analysis, logic 
models, and cross-case synthesis. (Yin, 2003) The one technique, which is especially suitable 
for case studies, is pattern matching (Yin, 2003). Pattern matching compares empirically 
based patterns to the expected and predicted ones (Saunders et al., 2007); meaning that the 
data, which is collected from the focus group interviews, is analyzed to find out if it matches 
the theory. However, to be able to recognize patterns, certain steps in the process of analyzing 
data have to be followed. Miles and Huberman (1994) state that the analysis of qualitative 
data consists of three steps to ensure the holistic understanding of the collected data: 
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� Data reduction 
� Data display 
� Conclusion drawing and verification 

(p.10) 
 
Data   reduction   is   “the   process   of   selecting,   focusing,   simplifying,   abstracting   and  
transforming the data that appear in written-up   field   notes   or   transcriptions”   (Miles   &  
Huberman, 1994, p.10). It is important to note that data reduction is an integral part of data 
analysis and can therefore not be separated, as it helps to determine which data is relevant. It 
is a continuous process that already starts with the formulation of the research questions and 
the development of the frame of references, continues with the decision on the data collection 
approach and is not finished until the final conclusions are drawn. During the whole reduction 
process it is important not to tear the data out of the context in which they occur. (Miles & 
Huberman, 1994)  
 
Data display helps to understand data by showing the collected data in a summarized form. A 
display is a visual format that presents information systematically. This allows researchers to 
draw conclusions and take actions. Though the most common type of data display is extended 
text, this bears a potential threat: on the one hand, collected data could be poorly structured, 
tempting the researchers to draw hasty and unfounded conclusions. On the other hand, human 
beings are not able to process large amounts of data anyways. The aim therefore is to give a 
compressed version of the data, using minimal amount of text and combining it with other 
types of display such as networks, graphs, charts, and matrices. (Miles & Huberman, 1994) It 
is   the   researcher’s   responsibility   to   convert   the   complex   phenomenon   into   a   format   that   is  
readily understood by the reader (Baxter & Jack, 2008). Both, data reduction and data display 
involve the categorization and unitizing of data. The identification of categories is guided by 
the purpose of the research, expressed through the research questions. The assignment of 
relevant units to the corresponding categories is called unitizing. (Saunders et al., 2007) 
Conclusion  drawing  is  used  to  “decide  what  things  mean”  (Miles  &  Huberman,  1994,  p.11).  
Usually, conclusions are already drawn during the data collection. This is the case when 
researchers recognize patterns,  regularities,  explanations  or  causal  flows.  This  is  “verified  as  
the   analyst   proceeds”,   as   the   conclusions   become   more   grounded   and   explicit   (Miles   &  
Huberman, 1994, p.11). In general, one has to keep in mind that these steps interact with each 
other and might occur throughout the whole data analysis process (ibid). 
 
For this study, the three steps of data analysis will be reflected in a within-case analysis for 
both cases as well as in a cross-case analysis, where the findings of the cases will be 
compared to each other. The within case analysis helps the investigators to cope with the 
deluge of data and gives them a rich familiarity with each case, which, in turn, accelerates 
cross-case comparison (Eisenhardt, 1989). Also the cross-case analysis is of utter importance, 
as a potential threat in the analysis phase is to treat the sources independently and report the 
findings separately. Consequently the researchers must ensure that the data are converged in 
an attempt to understand the overall case (Baxter & Jack, 2008).  
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The data for each of the two research questions is reduced by selecting and simplifying, 
concentrating on the essential parts stated in the frame of references, which is needed to 
answer the research questions. The empirical data is compared to the existing theory in the 
within-case analysis, focusing on the most valuable data, which is vital in order to be able to 
draw and verify final conclusions later on. (Miles & Huberman, 1994) Data display is also 
used in the within-case analysis. The reduced data is displayed in mind maps, which make it 
easier to draw conclusions and discover patterns, when comparing the data with the frame of 
reference and the two cases to each other. (Miles and Huberman, 1994) Conclusions are 
drawn from the findings in both analyses, stating to which extend the empirical data supports 
the existing theory, whether certain patterns could be found and finally answering the stated 
research questions.  
 
4.7 Validity and Reliability 
 
For determining the quality of the data and findings of this thesis, two concepts have to be 
taken into account: reliability and validity. These two variables help to increase the credibility 
of the study and are therefore fairly important aspects. (Yin, 2003) They are irrevocably 
connected: is a measure perfectly valid, then it is also perfectly reliable – vice versa, 
unreliability indicates invalidity (Malhotra, 2007). Keeping the two concepts in mind 
throughout the entire process will reduce the possibility of failure (Saunders et al., 2007). 
 
4.7.1 Reliability 
 
Reliability is the degree to which the research will lead to congruent findings if the study is 
repeated by other researchers at another point of time (Saunders et al., 2007). In other words, 
a measure is reliable, when different attempts of measurements result in the same findings 
(ibid). Random errors produce inconsistency and thus negatively affect the reliability of the 
research (Malhotra, 2007). Easterby-Smith et al. state that the following three questions help 
to assess the  degree  of  a  study’s  reliability  (cited  in  Saunders  et  al.,  2007,  p.149): 
 

� Will the measures yield the same results on other occasions? 
� Will other observers reach similar observations? 
� Is there transparency in how sense was made from the raw data? 

 
The objectivity, and hence reliability, of a research can be affected because of different 
backgrounds,  values  and  experiences.  Every  study’s  reliability  is  exposed  to  four  threats  that  
researchers should be aware of: subject or participant error, subject or participant bias, 
observer error, and observer bias (Robson, 2002).  A  “subject  or  participant  error”  originates  
from external factors, which influence the study. This could be the day of the week or the 
time, in which the interviews are conducted, as the mood of the participants is not always the 
same. (Yin, 2003) “Subject  or  participant  bias”  may  occur,  when   the   interviewees  say  what  
they think the investigator wants to hear. (ibid) But errors and bias can also occur because of 
the  observer.  “Observer  errors”  occur  depending  on  the  way  in  which  questions  are  asked  – 
the   interviewer’s   tone   and  non-verbal   communication   can   affect   the   interviewees’   answers.  
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“Observer  bias”  refers  to  the  fact  that  different  people  interpret  things  differently.  (Saunders  
et al., 2007)  
 
In order to maximize the reliability for this thesis, certain steps have been taken to prevent 
possible errors and bias. In general, it is two people who took part in designing all parts of the 
thesis to ensure a more objective point of view. Multiple investigators enhance the creative 
potential and often have complementary insights. Additionally, convergences of observations 
from multiple investigators enhance the confidence in the findings. (Eisenhardt, 1989) 
Additionally and before the data collection, the authors of this paper offered different time 
slots to the participants of the focus groups, from which they could choose. The interviewees 
get the information that their answers remain anonymously and that only the research team 
sees the video recording of the focus group session for analysis.  
 
A  moderator’s  guide  with  the  exact  wording  of  the  questions  is  developed  for  conducting  both  
focus group sessions, which can be found in the appendix. The research strategy and approach 
are approved by another researcher, who is familiar with the study, before the data collection, 
which also adds to the avoiding of biased and unstructured questions. Especially during data 
collection, reliability is of utmost importance. Consequently and as mentioned before, the 
focus  group  interviews  for  this  study  are  videotaped  and  notes  are  taken.  Field  notes  are  “an  
ongoing stream-of-consciousness commentary about what is happening in the research, 
involving  both  observation  and  analysis”   (Van  Maanen,  1988,   cited   in  Eisenhardt, 1989, p. 
539). This allows the research team to reexamine the focus group discussion together, 
decreasing the probability of observer bias. During the interviews a neutral setting is created. 
Much thought is put into keeping a neutral tone and minimizing non-verbal gestures. In the 
thesis, a detailed demographic and geographic description of every focus group participant is 
provided: sex, gender and nationality. Bias is reduced through the documentation of the 
applied methods. This case study protocol can be used to describe in detail how the data has 
been collected and analyzed, since without documentation a study is not repeatable (Yin, 
2003). However, Saunders et al., (2007) point out that topics, which use non-standardized 
methods, might not be meant to be repeated, since they are reflecting reality at a point in time 
and in situations, which may change. This is partly true for this research, since the perceptions 
of an employer brand and the expectations change continuously. 
 
4.7.2 Validity 
 
The second important factor for improving a study’s  credibility  is  validity.  This is the ability 
of a measuring instrument to measure what really is intended to be measured and the utility to 
question if  the  “findings  are  really  about  what  they  appear  to  be  about”  (Saunders  et  al.,  2007,  
p. 157). Yin (2003) divides the term into three groups for assessing research quality: construct 
validity, internal validity and external validity (p. 33). Table 4.5 gives an overview over these 
tests, providing case study tactics for each as well as the phase of research in which these 
tactics should be applied.  
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Table 4.5: Case Study Tactics for Design Tests 8 

Tests Case Study Tactic Phase of Research in which 
Tactic occurs 

Construct Validity 

� use multiple source of evidence � data collection 

� establish a chain of evidence � data collection 

� have key informants review draft 
case study report 

� composition 

Internal Validity 

� do pattern-matching � data analysis 

� do explanation building � data analysis 

� do time-series analysis � data analysis 

External Validity � use replication logic in multiple 
case studies 

� research design 
 

Source: Adapted from Yin, 1994, p.33 
 
 
Construct  validity  refers   to   the  process  of  establishing  the  “correct  operational  measures  for  
the concepts  being  studied”  (Yin,  1994,  p.33).  According  to  Yin,  construct  validity  represents 
the most crucial factor in   assessing   the   research’s   quality   (1994),   but   is   especially   hard   to  
assure in case studies, since data collection can be influenced by subjective judgments of the 
researchers. As illustrated in the table above, construct validity is most likely to occur in the 
data collection stage and the composition. Yin suggests three tactics to improve construct 
validity: the usage of multiple sources of evidence, the establishment of a chain of evidence 
and to let key informants proof read a draft of the case study report.  
 
In order to address a broader range of issues, triangulation, also known as multiple sources of 
evidence, should be applied. (Yin, 2003) Data is collected through independent observation 
and documentation in two focus groups by two researchers each. To help external researchers 
“to  follow  the  derivation  of  any  evidence  from  initial  research  questions  to  ultimate  case  study  
conclusions”   (p.98), Yin (2003) recommends a chain of evidence. This thesis maintains 
construct validity by ensuring that external observers are able to track the sources of evidence 
since all articles, books and websites, used for developing the theory, can be looked up in the 
reference list and the empirical data is listed in a later chapter. Moreover, the supervisor of 
this  study  approved  the  moderators’  guide.   
 
The second concept mentioned by Yin is the so-called internal validity. It is explained by the 
establishment  of  “a  causal  relationship,  whereby  certain  conditions  are  shown  to  lead  to  other  
conditions,  as  distinguished  from  spurious  relationships”  (Yin,  1994,  p.33).  
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This concept is only of importance when the research follows a causal or explanatory 
purpose, trying  to  see  whether  “x”  leads  to  “y”.  Since  this  thesis  follows  an  exploratory  and  
descriptive approach, internal validity does not have to be tested and will not be discussed any 
further. (ibid) 
 
External   validity   deals   with   determining   if   a   study’s   findings are possible to generalize 
beyond the immediate case study and may be equally applicable to other research settings 
(Yin, 2003). External validity problems especially occur when analyzing qualitative data in 
case studies (Saunders et al., 2007). Case studies cannot apply sample logic as used in 
surveys,   since   they   incorporate   “analytical   generalization”,  whereas   surveys   use   “statistical  
generalization”  (Yin,  2003,  p.36).  Analytical  generalization  means  that  the  researchers  seek  to  
generalize a particular set of results to some broader and earlier developed theory. 
Generalizations in multiple case studies can only be made using replication logic, which 
means that developed theories need to be tested through replications of the result in other 
cases, therefore improving external validity. Threats to external validity are most likely to 
occur in the research design phase. (Yin, 2003) External validity is maximized by conducting 
two focus groups and comparing the results to each other, but also comparing them to the 
frame of reference. This reduces the risk of drawing false conclusions. As the study is rather 
specific, the amount of students interviewed small, and the data collected qualitative, no 
major generalizations will be made. The empirical data represents the mindset of the students 
at Luleå University of Technology regarding the purpose of this study, but cannot be 
transferred to larger groups. This is also addressed in the limitation section.  
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4.8 Overview over the Methodology Process  
 
Figure 4.4 presents the methodology chosen for this thesis in an overview: 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 4.4: The Chosen Methodological Path   9 
 
 
As illustrated above, this thesis serves an exploratory and descriptive purpose and follows a 
qualitative approach. Concerning the research strategy, a multiple case study was chosen and 
empirical data is collected by conducting two focus group interviews. All of the participants 
are students at Luleå University of Technology and are discussing about the two companies 
BMW and Volkswagen, specifically investigating the phenomenon on the platform Facebook. 
Finally, the collected empirical data will be analyzed with a within- as well as cross-case 
analysis. The within-case analysis compares the collected data with the frame of reference, 
and then the two cases are compared to each other with a cross-case-analysis. However, 
reliability and validity need to be taken care of throughout the whole research. Creating a 
chain of evidence, conducting a multiple case study and documenting the research procedure 
add to the overall reliability and validity of the study.  
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5 Empirical Data 
 
After the review of the theoretical basis and the methodology for this study, the following 
chapter presents the empirical data, which was collected in order to answer the stated 
research questions. As described in the previous chapter, the data was collected through two 
focus group interviews, of which each session constituted one company specific case. The first 
section of this chapter provides the collected data from focus group 1, which discussed the 
company BMW as a potential employer. The second section contains the empirical data for 
focus group 2, which discussed the same for the company Volkswagen. The focus group 
interviews  both   followed   the  same  moderator’s  guide, created according to the structure of 
the frame of reference and shown in the appendix. To start with, participants were asked 
about their general employer associations, followed by questions concerning the associations 
of the companies as employers and their attractiveness. After the opportunity to explore the 
specific Facebook pages, participants were invited to voice their opinions about employer 
brand signals on Facebook. However, the questions were adapted depending on the situation 
during the discussion.  
 
5.1 Data Presentation: General Procedure 
 
The following paragraphs describe the overall procedure in detail and provide some general 
information concerning the data presentation, as the structure in both focus group interviews 
is similar. To ensure to have the proper amount of students at the correct time and place, 
Facebook groups were created, with six participants and the researchers being members of 
each. If one person cancelled, another one out of the candidate pool, which was already 
informed in advance, was added and had access to the detailed information in the group.  
 
The BMW as well as the Volkswagen group took place in one moderator’s  personal  room  in  a  
student’s  dorm  on  Sunday, May 3, 2015. With a period of time of one and a half hours each, 
the first group started at 4 pm and the second one at 6 pm. As eating together promotes 
conversation and communication within the group, coffee, tea, and soft drinks as well as 
homemade cake was served. To create an overall comfortable and casual atmosphere, the 
moderators guided a little introduction round in the very beginning. The so-gained familiarity 
helped the participants to relax.  
 
Before the discussion started, participants were reminded that the focus groups are carried out 
for conducting research and writing a bachelor thesis. Furthermore, the moderators stressed 
that statements will be analyzed and presented within the thesis. In order to facilitate the data 
analysis later on, the focus group interviews were videotaped and transcribed. As soon as all 
participants gave their consent thereof, the camera was switched on. Both sessions were held 
in English and hence statements did not have to be translated. The participants of each focus 
group were labeled from 1 to 6. The particular demographic description can be found in the 
previous chapter under Sample Selection.  
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As previously mentioned in the methodology chapter, the focus groups consisted of three 
parts. The first one started with the opening question and led over to a general discussion 
about the respective company as an employer. In the second part, the participants had 15 
minutes of free and unstructured time to explore the company on Facebook. Lastly, one more 
guided discussion  evolved  around  the  company’s  employer  signals  on  Facebook. 
 
In order to summarize and display the collected data in an analyzable way, the frame of 
reference  and  the  moderator’s  guide  were  used.  Since  all  areas  of  the  topic,  namely  employer  
branding, employer attractiveness and application intention decisions are somehow 
interconnected, they were not treated as separate areas. With that in mind, categories were 
created to help grouping the collected data. The four categories are the same for both cases to 
facilitate the analysis and comparison of the different sets of data later on:  
 

x General Employer Attractiveness 
x BMW/Volkswagen Employer Associations 
x BMW/Volkswagen Employer Attractiveness 
x BMW/Volkswagen Employer Signals on Facebook 

 
The participants’   associations  with   a   good   employer   are   recorded  within   the   first   category,  
General Employer Attractiveness. After the revelation of the company, around which the 
discussion will evolve, participants discussed about it: their brand associations, previous 
experience with that company and if they can imagine it as a future employer. All these 
elements can be found in category two, BMW/Volkswagen Employer Associations. The next 
category provides more detail and asks for certain elements, which influence the perceived 
overall attractiveness of the company as an employer. This third group, BMW/Volkswagen 
Employer Attractiveness, also represents the most extensive one. The last category was built 
with the data gathered after the Facebook research. It evolves around the impressions that the 
Facebook pages left. However, new and differing subcategories were created for each case 
individually as they emerged from the data. The categorized data will be displayed in a 
comprehensible mind map for each case.  
 
The following section will present the empirical data collected for the first focus group: 
BMW. 
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5.2 Data Presentation: Focus Group 1 - BMW 
 
This section presents the empirical data collected in the first focus group, BMW, and is 
displayed in the previously presented four categories, derived from the frame of reference. 
Figure 5.1 provides a compact overview of the entity of the collected data and assigns each 
point raised by a focus group participant to the appropriate category.  
 
 
 
 
 
 
 
 
 
 

 

 

 
 
 
 

 
 

 
 

 
 
 
 

 
 

 
 

 
 

 
 

Figure 5.1: Overview of Empirical Data collected in the Focus Group BMW 10 



5 Empirical Data 

50 
 

As can be seen in figure 5.1, the dark grey network nodes represent the categories that were 
created based on the frame of reference. The statements or points raised by the participants 
during the discussion are colored in light grey. To name those, the terms used by the 
participants were partly adopted. The interviewees raised technical terms, provided by the 
literature, to a surprising extent, nevertheless they also circumscribed some dimensions of the 
employer attractiveness with their own words without using specific terms. Application value, 
for   instance,  was   referred   to   as   “having   the   chance   to   grow   and   contribute   something   to   a  
team”.  However, these were similar to the terms in the frame of reference. The following 
explanations will deal with the topics in more detail. 
 
5.2.1 General Employer Attractiveness 

 
Even though the employer attractiveness of BMW and potential employees´ application 
decisions are in the center of attention in the focus groups, general employer attributes 
attracting prospective applicants turned out to be of major importance. Therefore the 
investigation of influencing factors on the overall employer attractiveness formed the first 
field of investigation, in order to familiarize the participants with the topic of employer 
branding. This category and its connected items are exemplified in the following figure 5.2.  
 
 

 
Figure 5.2: Category Focus Group BMW – General Employer Attractiveness 11 
 
 
As figure 5.2 illustrates, this category is subdivided into several items, which are 
demonstrating the various appealing factors an employer brand has to convey. Some group 
participants pointed out that the general presence, the brand familiarity and the reputation of a 
company on the international market are highly-appealing factors, influencing their perceived 
employer attractiveness in a positive way. Therefore   participant   4   stated   that   “the initial 
attraction is always the   reputation   of   the   company.” Furthermore, some participants 
concluded that an employment in a highly-regarded company enhances their CV and serves as 
a valuable reference. Moreover, participant 2 traced employer attractiveness back to the 
prospects of job security and a guaranteed monthly salary, during a time of economic 
recession. Besides that, the group agreed that an employer is perceived as highly attractive if 
personal development options and career perspectives are offered to prospective applicants. 
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Participant 1 raised the point of challenging and ambitious tasks and projects as an attribute of 
major importance, since exceling oneself satisfies employees and motivates them to develop 
their skills further. Participant 2 agreed with the overall opinion of the group, but added the 
working environment and the collegial relationships as attributes that are influencing his 
perceptions and concluded that all appealing factors need to be balanced to reach an optimum. 
Moreover, the geographic location of the employment represented an influencing factor, since 
“living  near  family,  friends  and  relatives  gives  the  feeling  of  being  at  the  right  place.”   
 
Even though the products manufactured by a company are not on top of the list of influencing 
factors, the represented social responsibility in combination with environmentally sustainable 
production techniques, are increasing the perceived employer attractiveness for all 
participants.  
 
5.2.2 BMW Employer Associations 
 
After assessing the general characteristics an employer brand has to convey to attract potential 
applicants, a link was drawn to the association the participants have with BMW as an 
employer.  This category and the connected network nodes are exemplified in figure 5.3. 
 
 

 
 
As presented in figure 5.3 the participants took previous experiences with BMW and general 
brand associations into account in order to evaluate BMW as a potential future employer. All 
of the participants were familiar with the brand BMW and associated style, comfort, design, 
technology and power with this  “well-known  company”  that presented for the entire group a 
very interesting possibility for a future employment.  Besides that, participant 2 based his 
interest in BMW as a future employer not only on the current image of the company, but he 
pointed  out  the  “interesting  and  long  history”  of  BMW.   

Figure 5.3: Category Focus Group BMW – BMW Employer Associations 12 
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Some of the participants took the discussion further into the area of economic growth, 
corporate success and outstanding sales figures and concluded that this economic competitive 
advantage is contributing to their feeling of job security and their considerable interest in a 
future employment at BMW. Only participant 1 already had some previous experience with 
BMW as an employer and sent an application to the company, the rest of the group never 
came in contact with an employment option at BMW. Although all participants were appealed 
by a future employment within the company, participant 6 stipulated that for him it is still 
unclear if his knowledge and skills in material sciences are fitting to the employment options 
offered by the company.  
 
5.2.3 BMW Employer Attractiveness 
 
Even though the attractiveness of BMW as a future employer was already an issue in the 
second field of investigation, the third category, named BMW employer attractiveness, 
combines the general characteristics stipulated in category one with the actually represented 
attributes by BMW. Figure 5.4 provides an overview of the issues raised within this category. 
The complexity of this field of investigation led to a division into several subareas in order to 
guarantee the clarity of the presented empirical data.  
 
 

 
 
Job security and the monthly salary provided by a company are issues which the participants 
clearly linked to their evaluation of employer attractiveness. Therefore the participants´ 
opinions related to the perceived economic values, offered by an employment at BMW, form 
the first subarea in this category. The monthly salary expectations and the related perceptions 
of the focus group participants are illustrated in figure 5.5.  
 
 
 

Figure 5.4: Category Focus Group BMW – Overview BMW Employer Attractiveness 13 
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The entire group had no specific information concerning the monthly salary BMW is offering 
to its employees and since money is in their opinion a relevant aspect, especially for 
graduated students, this subarea of discussion turned out to be extremely important. Some of 
the group participants were not sure if graduated students can expect the same salary as 
experienced employees, but nevertheless the majority of the group expected the monthly 
salary at BMW to be in the industry average. Only participant 6 considered the monthly salary 
BMW is offering to its employees as high  and  distinctly  above  the  industry  average  since  “it  
is  reflecting  the  company´s  reputation  and  luxury  image”.  Moreover, he clarified his opinion 
with  the  words  “BMW  has  money,  so  if  they  want  to  attract  highly-qualified people they have 
to pay  them  more  than  the  competitors  do”.  Participant 2 related the monthly salary more to 
the  attraction  towards  an  employment  itself  since  “he  would  never  work  for  free  even though 
the  employer  is  highly  attractive”.  The tied relation between monthly salary and the feeling of 
job security led all participants to the assumption that the stable economic environment in 
Germany enhances their perception of a high job security at BMW. Furthermore, participant 1 
pointed   out   the   fact   that   “if   you   get   a   job   at   BMW, you   have   a   job   for   your   life”.   These  
feelings connected to job security are illustrated in figure 5.6.  
 
 
 
 
 
 
 
 
 

 
 
Even though it is nearly impossible to evaluate collegial relationships and hierarchical 
structures within BMW without any real working experience within the company, the 
participants´ expectations concerning the working environment BMW is offering to its 
employees were clear and based on the image BMW is communicating. Figure 5.7 presents 
this subcategory and the connected arguments the participants raised during the discussion.  

Figure 5.5: Subcategory Focus Group BMW - Salary 14 

Figure 5.6: Subcategory Focus Group BMW – Job Security 15 
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Although the entity of the group assumed that BMW is appreciating individual employees´ 
work  and   time   investments,  participant  5  pointed  out   that  “the  working  climate at BMW is 
dominated by enormous pressure and high expectations on the part of the company”. 
Moreover, participant 2 stipulated that he expects the working environment at BMW to be 
highly dynamic and characterized by a balanced mixture of team work and personal tasks. 
Considering the German origin of the company some of the participants perceived the 
working environment to be hierarchical and extremely organized. Finally, the group agreed 
that all their statements are just assumptions and that more information is needed to state a 
clear opinion on the social value BMW offers to its potential applicants.  
 
The next subcategory that played an important role in the evaluation of the attractiveness of 
BMW as a future employer was the extent to which the company offers employees the chance 
to apply their expertise and knowledge within the company. The arguments raised by the 
participants are clarified in figure 5.8. 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Figure 5.7: Subcategory Focus Group BMW – Working Environment 16 

Figure 5.8: Subcategory Focus Group BMW – Knowledge and Creativity   17 
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Even though the participants perceived this subcategory as fairly important, missing 
information complicated the assessment of the application value offered by BMW. In general 
the participants agreed that the application and the sharing of collective expertise is increasing 
the self-esteem of individual employees and furthermore enhances team spirit, since all 
colleagues are valued and treated equal. Moreover, they perceived BMW as highly-attractive 
since the company is investing high amounts in research and development and therefore 
ensures that new ideas are valued and best results are achieved. Participant 3 agreed with this 
overall   opinion   but   evaluated   it   in   a  more   critical  way,   since   he   stated   that   “the   value   and  
appreciation of a new idea are dependent on the position of the employee presenting it and the 
invention  itself”.   
 
The next subcategory evaluates the influence of BMW´s products on the potential employees´ 
employer attractiveness perception. The discussion outcomes are displayed in figure 5.9.  
 
 
 
 
 
 
 
 
 

 
 

 
 
The group agreed that BMW manufactures high-quality and innovative products which are 
outstanding and hard to imitate for competitors. The business success of BMW is shaped by 
ongoing developments, continuous improvements and rapid transformations of unique ideas. 
Therefore the group was invariably attracted by BMW´s business practices and highly-
developed products.  
 
Although exceptional innovations and developments are characterizing BMW´s business 
practice, the opportunities for career development are in the same extent affecting the 
assumed attractiveness of BMW as a future employer. The aspects related to the subcategory 
career development are shown in figure 5.10.  
 
 
 
 
 
 
 
 

Figure 5.9: Subcategory Focus Group BMW - Products 18 
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All of the participants agreed that a remarkable career is dependent on the individual results 
of the employees. However, they stressed that young talents are appreciated and valued by 
BMW, since they present a source of know-how and expertise combined with ambition and 
willingness to work. Nevertheless, the competitive environment amongst colleagues presents 
aggravating circumstances for individual career developments. Participant 2 assumed that the 
best  way  to  start  a  career  at  BMW  is  applying  for  an  internship  in  order  to  “get  a  foot  in  the 
door”.   Moreover,   he   stipulated that although big companies are not continuing to employ 
more than 90 percent of their interns, even the internship alone “will boost his CV”.   
 
Career development opportunities and personal growth within a company are closely related 
to the category prestige, illustrated in figure 5.11, which was emphasized by some 
participants as highly affecting their perception of an attractive employer.  
 
 
 
 
 
 

 
 

 
 
Participant 1 and 6 pointed out that an employment at BMW would make them feel self-
confident   and   proud   since   they   see   that   “their   effort   during   their   studies   is   finally   valued”.  
Participant 3 assured that his self-esteem  would  tremendously  be  increased  since  he  “has  the  
chance  to  be  an  important  member  of  an  outstanding  company”.   
 
Throughout the entire discussion five main values had been investigated: economic, social, 
application, development and interest value. In order to conclude this field of investigation the 
participants tried to rank the discussed values in an ascending order. The lack of internal 
information and the assumption that a balanced mixture of all attributes is important 
complicated this final conclusion.  

Figure 5.10: Subcategory Focus Group BMW – Career Development 19 

Figure 5.11: Subcategory Focus Group BMW - Prestige 20 
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Moreover, the participants stipulated that not all values are directly linked to employer 
attractiveness, since the monthly salary, the perceived job security as well as the collegial 
relationships are mainly influencing their evaluation of the employment attractiveness of a 
specific job vacancy. Therefore participant 1 proposed a differentiation between employment 
attractiveness and employer attractiveness. Even though, the employment attractiveness 
attributes are factors determining the perceived attractiveness of a job within in the company 
participants 1 stated that they still have an influence on his perceived overall employer 
attractiveness. Subsequently, the focus group concluded that the working environment is the 
factor influencing the employment attractiveness perception the most, since it enables to feel 
integrated and valued as an employee within the company. The social value represented by an 
employer is followed by the perceived job security and the monthly salary a company 
provides to its employees.  
 
Although participant 6 stipulated that he would accept a low application of his knowledge if 
the job presents nevertheless new and challenging tasks, the group agreed that the three 
remaining values are reflecting the employer attractiveness in combination and therefore none 
of them can be excluded or ranked least. Even though all participants perceived BMW as a 
highly attractive employer the group concluded that they still need additional information in 
order to draw a clear picture on what to expect as an employee at BMW.  
 
5.2.4 BMW Employer Signals on Facebook  
 
The perceived information gap, which prevented the participants to establish a clear picture of 
BMW as an employer, was tried to overcome with the social networking site Facebook. The 
interviewees mainly explored the international official Facebook page of BMW, the Facebook 
page in their respective mother tongue and, if available, company related career pages. Figure 
5.12 presents a compact overview of the brand signals and information the participants 
received via this social network marketing channel.  
 
 

 
Figure 5.12: Category Focus Group BMW –Employer Signals on Facebook 21 
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This third field of investigation, named BMW employer signals on Facebook, is analyzed 
with the help of two subcategories, considering the information presented on the official and 
the career page of BMW. Figure 5.13 displays the presented information on the official 
Facebook page of BMW and illustrates the related opinions of the participants.  
 
 

 
 
The group perceived the official Facebook page of BMW as highly customer-related and 
participant   2   considered   it   to   be   more   a   “fan   page”.   Moreover,   the   official   page   did   not  
contain any employment information since the page is mainly focused on products and 
innovations. Therefore participant 6 concluded that this page   “is   for   customers   not  
employees”.  Participant  1  discovered  the  “how-about part”  on  the  official  page  in  detail  and  
investigated a direct link to the official homepage of BMW, which was unfortunately only 
available in German. Especially under consideration of her previous experience with BMW as 
an  employer  she  stressed  that  the  corporate  homepage  is  “directed  to  German  applicants  and  
that even the English version of the corporate homepage still contains German wordings and 
descriptions.”    Participant 5 had a closer look on the customer service of BMW and studied 
the  comments  of  BMW  on  customer  complaints,  she  stated  that  “the company listens to their 
customers therefore I hope they do the same for their employees”.   Furthermore, the group 
pointed out that they really appreciate the consistency of the style and brand images in this 
promotion channel. Even though the social media promotion channel represents the unique as 
well as inimitable style and design elements of BMW, participant 3 stressed that this 
Facebook  page  “motivates to buy a BMW car but  not  to  work  for  BMW”.    
 
After assessing the official Facebook page of BMW, the participants discussed the necessity 
and availability of an international career page. This category and the arguments raised during 
the discussion are illustrated in figure 5.14. 
 
 
 

Figure 5.13: Subcategory Focus Group BMW – Official Facebook Page   22 



5 Empirical Data 

59 
 

 
 
During their exploration of the Facebook pages related to BMW, the interviewees only 
encountered one career page that was addressed towards German-speaking applicants, since 
the job vacancies, company information and ongoing projects were presented in German.  
Besides that, the group emphasized that this career page would receive more attention if 
BMW would place a direct Facebook link on its corporate homepage. The opinions 
concerning the establishment of an international career page were diverse. Participant 2 
insisted on the importance of an international career page in order to receive real-time updates 
and job related information. Moreover, he thought that this career page would also go along 
with certain   advantages   for   the   company.   In  his  words,   “BMW  could   increase   its   applicant  
pool   and   enhance   the   quality   and   quantity   of   potential   employees”. The remaining 
participants stated that a Facebook career page is not presenting a valid source of information 
for  them  since  “Facebook  is  for  friends, not  for  job  applications”.  The  participants  therefore  
concluded that big companies are intentionally not displaying all information on their 
marketing   channels,   since   they   want   to   stay   exclusive   and   see   “how   much time potential 
applicants are willing to invest in their search for corporate information”.   Participant   1  
considered this information as a mean of differentiation between the applicants and stated that 
“the easier it is for me to assess certain information, the easier it is for my competitors as 
well”.   In   general, the interviewees pointed out that the company´s Facebook page did not 
change their perception of the attractiveness of BMW as a future employer. Even though it 
was impossible for them to assess company internal characteristics, the overall reputation 
BMW has built up on international markets decreased their risk associated with this lack of 
information. 
 
 
 
 
 
 
 
 
 
 
 

Figure 5.14: Subcategory Focus Group BMW – Facebook Career Page 23 
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5.3 Data Presentation: Focus Group 2 – Volkswagen 
 
This section contains the empirical data collected from focus group 2. Similarly to the 
previous focus group, the collected data is also summarized in a mind map in order to give a 
compact overview over the data. Figure 5.15 provides this summary of the empirical data, 
structured with the help of the devised four categories.  
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

 
 
 
 
 
 
 
 
 

 
 

 
 
 

 
 Figure 5.15: Overview of the Empirical Data collected in the Focus Group VW 24 
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Colors and terms were used in the same way as for the figures in the previous data 
presentation. The following explanations will deal with the topics in more detail. 
 
5.3.1 General Employer Attractiveness 
 
In order to gain a general understanding of what future employees value most about 
employers, the first category in this focus group, as in the BMW Group, was the general 
employer attractiveness. Participants were given the opportunity to slowly dive into the topic 
of employer branding. The following figure shows the mentioned key words, which came up 
during the discussion. 
 
 

 
 
One of the most mentioned topics related to the perceived employer attractiveness was the 
possibility for future and personal development. All participants agreed upon the significance 
of this factor. While for participant 4 the possibility to make a career was paramount, 
interviewee 6 wished that companies would provide the tools necessary to improve personal 
skills. Interviewee 3 supported that  statement:  “I  already  worked  for  several  years.  For  me  the  
most important thing is that the company invests in me and professionally grows me”.   In  
connection therewith, the group agreed that an employer is highly attractive if the job offered 
enhances creativity and provides work in different fields and with different tasks every day. 
“Pure  survival  without  expressing  creative  thoughts  is  boring.”   
 
Another   topic   of   interest   was   the   company’s   outcome.   Especially   participants 2, 3 and 4 
agreed: the mission statement communicates what the company has done in the past and what 
they  are  going  to  do  in  the  future.  “If  we  do  not  agree  with  what  the  company  is  doing  and  we  
are not able to identify with the product, the company is  not  attractive  for  us.”  In  this  context,  
especially environmental and social sustainability played an  important  role.  “CSR  is  the  key  
word. I would not like to work for a company that   pollutes   everything”,   said participant 4. 
Furthermore, participant 5 traced employer attractiveness back to the international orientation 
of the company.  
 
 
 

Figure 5.16: Category Focus Group VW – General Employer Attractiveness 25 
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She wants to travel and discover new things – consequently the company should have more 
than one location. But it is not only about the location within the country – also the position 
within the company plays a role, as participant 3 expressed:  “I  don’t  want  to  work  in  the  same  
office  on  the  same  floor  forever.  I  need  the  incentive  of  an  office  promotion.”  These  thoughts  
earned agreement in the group, and participant 1 further added:  “I  also  do  not  want  problems  
with  my  colleagues.  The  working  climate  is  important  to  me.”   
 
5.3.2 VW Employer Associations 
 
The following section builds up on the first one and deals with the associations that the focus 
group connects to Volkswagen as an employer. Figure 5.17 illustrates this category: 
 
 

 
 
 
To arrange their thoughts, the participants were advised to include previous experience and 
brand  associations  in  their  evaluation  of  Volkswagen’s  quality  as  potential  future  employer.   
Without exceptions, every participant was familiar to the brand, with which they associated 
German quality cars - participant  5  even  referred  to  the  term  “deutsche  Qualität”.    However,  
only participant 3 had previous experience with Volkswagen as an employer, checking the 
homepage and even applying for a PhD position.  Despite the limited personal experience, the 
whole group agreed upon the benefits of Volkswagen as a potential employer. As a big name 
in the automotive sector, it has a good reputation, with which the participants associated 
resistance to crisis. Being one of the biggest companies in Europe, it is represented in many 
countries and bears plenty of opportunities to develop within the company. Especially 
participant 5 highlighted the   fact,   that   “the big company with the big name is very 
international”.  Additionally, participant 5 stated that   “a   huge   benefit   is   that   a   big   company  
trains you up – possibilities   are   expanding  with   the   size”.  Only  participant  4   came up with 
doubts:  “as  an  engineer  I  would be more interested. But currently I cannot identify with the 
product.  I  am  not  such  a  big  car  dude.” 

Figure 5.17: Category Focus Group VW – VW Employer Associations 26 
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5.3.3 VW Employer Attractiveness 
 
The third category links the elements of the first two categories and results in an assessment 
of Volkswagen’s attractiveness as an employer, as displayed below.  
 

 

 
 
As this figure represents the most complex category, it was further subdivided to ensure a 
clear and holistic overview. Job security and monthly salary both play major roles when 
assessing Volkswagen’s  employer attractiveness. Consequently, these economic values form 
the first subarea of the category, exemplified in figure 5.19. 
 
 

 

 
 
Concerning the wage level at the company, nobody had a clear idea. The group believed in a 
salary according to the industry average and stated that this factor depends once more on the 
position.   Though   salary   counts   amongst   the   substantial   factors   for   assessing   a   company’s  
attractiveness,   other   things   have  more   priority:   “Salary   is   always   a   factor.  But   for   an   entry  
level job, the  name  in  the  CV  and   the  position  counts  more”  – Participant 4. Moreover, the 
majority of the participants agreed: Volkswagen can assure high job security. Nevertheless, 
they  annotated  that  the  level  of  security  depends  on  “the  quality  of  your  own  work” and  “the  
position in which you work”.  Participant  3  highlighted the differences between an intern, an 
engineer,  and  a  manager:  “in  my  opinion,  the  more  expertise  a person has, the more secure he 
or she can feel at Volkswagen. “  

Figure 5.19: Subcategory Focus Group VW – Salary and Job Security 28 

Figure 5.18: Category Focus Group VW – Overview VW Employer Attractiveness 27 
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Only participant 6 had doubts – he called his perspective the Spanish one:  “the general job 
market does not make me feel safe anywhere. Companies, Volkswagen included, think about 
profit,  not  people.  You  can  do  a  perfect  job  and  still  get  fired.”   
 
After money and job security, the Volkswagen focus group tried to assess the working 
environment, without ever actually having worked in the company. Figure 5.20 presents their 
thoughts, feelings and arguments expressed concerning this subcategory. 
 
 
 
 
 
 
 
 
 
 
 

 
 
While talking the different aspects of the working environment, the participants discussed 
whether Volkswagen is a horizontal or vertical business organization, if it values team or 
individual work more and what they think about the collegial relationships there. Participant 4 
stated:  “the  car   industry   is  usually  horizontally integrated. Also the Volkswagen group with 
all its subsidiaries is horizontally integrated. I would be surprised if Volkswagen itself is not.”  
However, participant 3 questioned this   perspective:   “Volkswagen   is a big company. This 
requires a clear management structure. If you are running a Facebook page or a company at 
this  level,  the  requirements  are  quite  different”.  Furthermore,  all  participants  agreed that they 
would value and expect teamwork. Being essential especially in the engineering field, where 
project groups are the common way of working, this is very important to the overwhelming 
majority   of   the   group.   “Of   course   it   is   important   to   know   how   you   will   work.”   Collegial  
relationships would also play a role in   the   group’s   evaluation   – if they only knew. In fact, 
nobody wanted to give a statement concerning that, as a lack of information regarding this 
element existed.  
 
Next to job security, salary and the working environment, the product itself plays a role in the 
potential   employees’   perception   of   the   employer’s   attractiveness.   The   discussion   outcomes 
are displayed in figure 5.21.  
 
 
 
 

Figure 5.20: Subcategory Focus Group VW – Working Environment 29 
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Participant 1 to 6 voiced one opinion about Volkswagen’s product range: It is innovative and 
has a high quality. Arguments for this were that the car industry in general is always 
innovative, as it is moving so fast. Not keeping up with the ever-changing world would make 
the technology become obsolete - consequently innovation is a necessity to remain one of the 
leading brands. Only participant 3 had doubts:  “I  would  not  really  rank  them  on  the  very  top  
of  the  list.  There  are  other  car  brands  I  value  more.”   
 
The next subcategory dealt with the extent to which employees have the possibility to apply 
and share their knowledge and creativity at Volkswagen. The arguments raised are clarified 
in figure 5.22.  
 
 

 

 
 
As in the subcategory before, the lack of information amongst the participants complicated 
the discussion and consequently the assessment. Besides these difficulties, the opinions 
concerning the importance of the value widely diverged. On the one hand, the focus group 
considered the application and sharing of knowledge as being of minor importance, as the 
group members think their university knowledge is not suitable for a real life job. In line with 
that,  participant  6   stated:  “I  don’t   think   I  can  apply   anything   I  know  from  university.  What  
they   teach   us   there   is   the   capacity   to   learn.   So   I  will   learn   by   doing.”   On   the   other   hand,  
especially participant 3, who already holds years of working experience, disagreed. He 
considered particularly  the  application  of  knowledge  as  utterly  important.  “It  matters.  Maybe  
it would work for some time without, but your self-satisfaction depends on it. You would start 
questioning yourself“. How the   company   deals   with   its   employees’   creativity,   however,   is  
agreed upon in the group without exceptions. The participants considered it as so important, 
that successful companies cannot ignore it. Consequently, also Volkswagen values creativity, 
as  it  motivates  the  employees  to  work  harder.  “When  my  creativity  is  valued,  I  feel  important  
– it is nice that they like  what  I  do”,  said participant 1.  

Figure 5.21: Subcategory Focus Group VW – Products 30 

Figure 5.22: Subcategory Focus Group VW –Knowledge and Creativity 31 
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And participant 3 remembered what   Steve   Jobs   once   said:   “We   don’t   actually   hire   these  
innovative and creative people to tell them what to do. We hire them so they tell us what we 
should  do.” 
 
Closely related to the above, personal career development and prestige are also affecting 
Volkswagen’s attractiveness as an employer, illustrated in figure 5.23. Most participants 
emphasized both as highly affecting the perception of an attractive employer.  
 
 
 
 
 
 
 
 
 
 
 

 
 
“I  would   feel   self-confident and proud working at Volkswagen. It would look great in my 
CV!”  – So the overall opinion. Only participant 6 was convinced that a company or a place to 
work could never increase his self-esteem in general.  
 
The other arguments concerning career development at Volkswagen were already raised when 
discussing the second category, which implies that it is of major importance for the 
participants, as they mentioned it without specifically being asked. Similar to the discussion 
in focus group 1, also the participants from this group were asked to rank the five main values 
discussed above according to their importance to them: the economic, the social, the 
application, the development and the interest value. Overall, everybody agreed that a balance 
of those values would make an employer like Volkswagen most attractive. Nevertheless, half 
of the group ranked development on top. Particularly after graduation, this value cannot be 
ignored and stands in the main focus of attention. With two votes, the social value follows, 
being  also  considered  as  an  important  factor  in  assessing  a  company’s  attractiveness. With the 
interest and economic value in the middle, the participants agreed concordantly upon the last 
rank: the application value. Though the application of knowledge is tied to how someone feels 
valued in the company, the praxis is different from theory in university, so the overall 
opinion. Furthermore, participant 5 stipulated:   “As   a   student   in   social   sciences,   a   so-called 
soft science, the factors are always changing according to humans and culture. Theory is often 
outdated   in   reality.”  Despite   the   forced   ranking,   participants felt uncomfortable in doing so 
and agreed that no value can or should be excluded.   
 

Figure 5.23: Subcategory Focus Group VW – Career Development and Prestige 32 
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According to current knowledge, the participants all perceived Volkswagen as a highly 
attractive   employer.   “But   your   questions   made   me   think”   annotated   participant 4. 
Consequently, all six persons agreed that they would need additional information to draw a 
picture, which shows more clearly what to expect of this employer. The lack of knowledge 
was tried to overcome with the social networking site Facebook. The interviewees explored 
the  company’s  available  Facebook  pages freely: the international one, the one in their mother 
tongue and possible career pages.  
 
This fourth and last field of investigation, named VW employer signals on Facebook, is 
analyzed with the help of the two subcategories, considering the information presented on the 
official and the career page of Volkswagen.  
 

 
 
Figure 5.25 presents a compact overview of the brand signals and information the participants 
received via the official page.  
 
 
 
 
 
 

 
 
 
After   a   few  minutes  of   time   spent  on  Facebook,   the   group’s  overall   opinion  was   clear:   the  
official Facebook pages are not really representing Volkswagen as an employer. Participant 1 
expressed her  irritation  first:  “you  only  see  new  cars  and  their  promotion  videos”. “Exactly”,  
participant 4 agreed,  “the  Facebook  page  feels  like  just  another  way  to  provide  advertising.”   

Figure 5.24: Category Focus Group VW – Employer Signals on Facebook    33 

Figure 5.25: Subcategory Focus Group VW – Official Facebook Page 34 
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Though   the   “About”   pages contain a lot of information related to the company itself and 
provide a link for people interested in working there, the French, Pakistani, Spanish, German, 
Swedish and the English-speaking page have one thing in common: there is barely something 
to be found about the company as an employer. Only participant 4 found out about a special 
Facebook  page  called  “Think  Blue”,  which  gave  him  more  information  about  Volkswagen’s 
CSR initiatives, a topic he is very interested in. And participant 6 was then sure, that the 
company and its products are very innovative. The others soon gave up: A frustrated 
participant 2 voiced: “I  found  a  person  called  Volks  Wagen. To be honest, I do not find much 
else.”   
 
After investigating the official Facebook pages of Volkswagen, the participants assessed the 
availability, necessity and quality of employer related career pages. Their findings are 
displayed in figure 5.26. 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
A career page exists in German only and is consequently only available to a small part of 
potential employees worldwide. In the current focus group, only participant 1 was able to 
assess the page. She found information about which kind of studies are needed to work at 
Volkswagen and  about  a  lot  of  programs,  in  which  the  company  is  participating.  “Women  in  
technical  professions   interested  me  a   lot!”  Besides,   the  car  producer  goes   to  many   job   fairs  
and offers   trainee   programs.   “You   see   pictures   of   people   actually   working   there!”   When 
participant 1 reported to the other group members, the discussion arouse, if an international 
career page should exist. The opinions differed. One part of the focus group was convinced, 
that employee-related information has nothing to do with Facebook. Participant 2 
emphasized:   “Facebook   is   to   stay   in   touch   with   my   friends,   not   to   look   for   jobs”.  
Furthermore, they argued that  Facebook   is   “easy-going”.   “Too  much   information  would  be 
too much to read. If I want to know, something I go other  ways”,   participant   4   confessed. 
Additionally, some of the group members cannot identify the advantage of this kind of page 
instead of the company-owned  homepage.  “The  official  homepage  can  show  information in a 
more structured  way”,  participant  1  thought out loud.  

Figure 5.26: Subcategory Focus Group VW - Facebook Career Page 35 
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The other part of the group, however, thought that a Facebook career page would make sense. 
It shows that a company tries to keep up with the times and is open to new things. Participant 
6 mentioned an   interesting  view:  “a  Facebook  career  page   is   able   to  give  more   information  
than a homepage. If it would exist, I would definitely follow it. But in order to do so, there 
has  to  be  an  initial  interest”.   
 
All in all, the Facebook research did   not   change   the   overall   perception   of   the   company’s  
attractiveness,  as  almost  no  additional  information  was  provided.  “I  still  do  not  know  enough  
to identify myself   with   the   company”   concluded participant 2. However, participants said: 
“My  perception  did not change, but Facebook highlighted what I already thought about the 
company.”   Only   for   participant   1,   the   Facebook   research  made   a   real   difference:   with the 
additional information she got, especially for women in technical professions, her image of 
the company  changed  for  the  better.  The  research  also  resulted  in  everybody’s  perception  of  
Volkswagen as   being   very   consistent   through   its   channels.   “Though   I   did   not   find   the  
information I was looking for, the information provided was still clear and understandable”,  
annotated participant 2. Participant 6 summed up:  “It  would  be  different  with  a  company  we  
do not know already – but we do know Volkswagen and have a very good image of the 
company. Facebook can give you additional information but is never the main  source.”  The  
participants agreed that the homepage is still the first point of contact for an interested and 
prospective employee. Also ranked high as a source of information are personal contacts and 
the professional social network LinkedIn.  
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6 Data Analysis 
 
This chapter displays the analysis of the empirical data presented in the previous chapter. 
The analysis is based on the propositions and the model developed in the frame of reference. 
A comprehensive and accurate analysis is assured with a within-case and a cross-case 
analysis approach. Firstly, this chapter evaluates the empirical data collected within each 
focus group and compares the identified patterns with the theory established in the frame of 
reference. Subsequently, the different insights gained within both focus groups are 
investigated in the cross-case analysis, in order to detect similarities and differences between 
the empirical data. The final outcome of this analysis will then be used to draw specified 
conclusions which will be presented in the last chapter of the thesis. 
 
6.1 Within-Case Analysis – Focus Group 1: BMW 
 
In the following paragraphs, the empirical data, collected in the focus group 1, will be 
analyzed. The established research questions are used to specify the structure of this section. 
Moreover, the presentation and detection of patterns and insights is facilitated by tables and 
figures, derived from the frame of reference.  
 
6.1.1 RQ1: How does employer branding influence employer attractiveness? 
 
Figure 6.1 recalls the theoretical part of the frame of reference, which is relevant for research 
question 1. The displayed summary illustrates the logical linkages between information 
asymmetry in the recruitment market, employer brand signals and the associated employer 
attractiveness.   
 
 
 
 
 
 
 

 
 

 
Taking a closer look at figure 6.1, a logical relation between information asymmetry, 
promoted employer brand signals and the perceived employer attractiveness is displayed. 
Reviewing the theory developed by Berthon et al. (2005), the importance of employer brand 
signals can be traced back to the unequally spread information on today´s  recruitment 
markets. Potential applicants barely have perfect information on employment-relevant 
attributes, as experience characteristics, presenting the corporate working climate, collegial 
relationships and career development opportunities, are barely accessible. Even though the 
perceived information gap can be reduced by the assessment of search attributes, including 
salary and location, which are easier to access, the entire process requires time and resource 
investments from prospective applicants. (Wilden et. al, 2010).  

Figure 6.1: Summarized Frame of Reference – Research Question 1 36 
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The high information costs associated with a future employment lead applicants to associate a 
higher risk and a lower quality with the potential company. Wilden et al. (2010) identified 
clear, credible and consistent employer brand signals as a way to overcome this information 
gap and facilitate the information search process for potential applicants. Therefore the 
overall employer attractiveness of a company is enhanced by right and carefully developed 
employer brand signals that convey employment-related information to the prospective 
applicants and subsequently minimize the associated risk as well as improve the employer 
quality.  
 
The following table 6.1 puts the empirical data collected in focus group 1 in relation to the 
previously established framework.  
 
 
Table 6.1: Empirical Data of Focus Group 1 in Relation with Relevant Theory 9 

Information Asymmetry Æ Employer Brand Signals Æ Employer 
Attractiveness 
BMW 
 

 Low Medium High   Low Medium High  
Information 
Costs 

  
X 

 Clarity  
X 

  

Perceived 
Risk 

X 
   Credibility  

X 
  

Perceived 
Employer 
Quality 

  
X 

 Consistency  
X 

  

 
 
The empirical data received from focus group 1 showed several similarities, but also striking 
differences to the theory developed by Berthon et al. (2010). The entity of the focus group 
perceived the recruitment market environment as dominated by information asymmetry. Even 
though the participants responded to all questions regarding their perception of BMW as a 
future employer, the answers were mainly based on assumptions and not on concrete 
information. Participant 1 stipulated that, even though she already sent an application to 
BMW  and  investigated  the  company  as  a  potential  future  employer,  “information  concerning  
employment  characteristics  is  hardly  accessible”.  Moreover, she pointed out the fact nearly all 
company-controlled  information  sources  are  “directed to German applicants and that even the 
English  version  of  the  corporate  homepage  still  contains  German  wordings  and  descriptions.”  
Even though the participants discovered one Facebook career page, the same problem as 
already mentioned by participant 1 aroused: the page is only direct towards German-speaking 
applicants. However, some of the participants concluded that this unequally spread 
information  “makes  BMW  exclusive  and  not  accessible  for  everyone”.  Only one participant 
showed interest in an international career page, sending specific employer brand signals, in 
order to receive updates and job-related information. The entity of the group saw information 
as their key to success in a job interview, since all applicants try to access information 
sources, but  “if  I  know  more  than  my  competitors,  the  company  will  recognize  and  appreciate  
that.”   
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Although information costs are high, the participants agreed that they are willing to invest 
resources in the search for information in order to differentiate themselves from the remaining 
applicants. Furthermore, the participants stipulated that this lack of information is not leading 
them to associate a high risk with an employment at BMW,  since  “the  overall  image  of  BMW  
makes  the  company  trustworthy”  for  them.  Theory proposes that employer brand signals are 
presented as a facilitator to overcome the information gap and increase the perceived 
employer attractiveness. Therefore the investigation of employer brand signals was in the 
focus during the exploration of the corporate Facebook and the career page. All the 
participants stressed that the Facebook page represents the established image and reputation 
of BMW in a consistent way; international, employer-specific brand signals are not conveyed, 
since the career page is only directed towards German applicants. Considering the newly 
gained perspective, information asymmetry can present a competitive advantage for 
prospective applicants and can increase the perceived employer quality; the missing employer 
brand signals did not negatively influence BMW´s employer attractiveness. In line with that, 
the group pointed out that they perceive BMW   as   a   “very   interesting   and   potential   future  
employer”   since   the  company´s   international   image  and  success  presents   for   them   the most 
valid source of employment-related information and reduces their risk associated with a future 
job. Although the participants did not receive any employer brand signals, they considered the 
overall brand signals BMW conveys in its image as clear, consistent and credible. Especially 
participant 4 insisted on her statement that the employer attractiveness of a company is based 
on its reputation. 
 
The analyzed data is summarized in table 6.2, which shows, whether or not previous findings 
and arguments could be supported with the evidence of the empirical data.  
 
 
Table 6.2: Focus Group 1 – RQ1 Comparison of Theory with Empirical Data 10 

Theory Supported 
Employer brand signals help to overcome 
information asymmetry. 

No evidence 

Employer brand signals lead to increased 
employer attractiveness. 

No evidence 

 
 
The proposed theory of Berthon et al. (2010) cannot be supported with the empirical data 
collected from focus group 1. The social network marketing channel, including the corporate 
Facebook page and the German career page, did not convey any international accessible 
employer brand signals and therefore it cannot be concluded that employer brand signals are 
facilitating the information search process for potential applicants or increasing the overall 
employer attractiveness. In line with the empirical data, employer brand signals (in the eyes of 
the participants) are embodied in general brand signals, since the attraction to a certain 
employer evolves out of the success and reputation of BMW. Therefore, employer 
attractiveness is derived from the image as well as the clear, consistent and credible brand 
signals sent by a company.  
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Employer 
Attractiveness Corporate Reputation Application Intention 

Decisions 

Moreover, Berthon et al. (2005) identified high information costs as a factor increasing the 
risk associated with a potential employment, but even this proposition cannot be supported 
with the empirical data, since the participants associated unequally spread information with a 
personal competitive advantage and corporate exclusiveness. The fact that nearly the entire 
group considered an international career page as not important, lead to the conclusions that 
there is no need for specific employer brand signals to overcome the information gap, if the 
company manages to build up a credible and successful image representing trustworthiness 
and credibility.  
 
6.1.2 RQ2: How does employer attractiveness influence intentions to apply for a job? 
 
Figure 6.2, illustrated below, revives the guidelines established in the frame of reference, 
which are applicable to research question 2. The compact summary directly links employer 
attractiveness, corporate reputation and prospective employees´ application intention 
decisions.  
 
 

 
 
 
Figure 6.2 recalls the theories established by Berthon et al. (2005) and Sivertzen et al. (2013). 
The corporate reputation, which a company markets, reflects the employer attractiveness and 
serves as a mediator in the relation between employer attractiveness and application intention 
decisions. Employer attractiveness, which is defined by Berthon et al. (2005) as “the  
envisioned benefits that a potential employee sees in working for a specific   organization”  
(p.156), is the starting point of the logical linkage drawn in figure 6.2. Berthon et al. (2005) 
investigated five values, which serve as a measurement of the perceived attraction towards a 
company, including economic, social, interest, application and development attributes. 
Sivertzen et al. (2013) revised the proposed five values and investigated that only the 
application, the interest and the development value are directly influencing corporate 
reputation. Additionally, the researchers changed the nomenclature of two of these three 
factors: interest value was changed to innovation value and the previously stated development 
value is now named psychological value. Moreover, they added the social media usage as a 
prerequisite for a highly-regarded corporate reputation.  Even though the corporate reputation 
enhances the intention of prospective employees to apply for a job, the psychological value, 
reflected by the feeling of self-esteem, self-confidence and prestige derived from an 
employment within a company, needs to be considered to the same extent.  
 
 
 

Figure 6.2: Summarized Frame of Reference – Research Question 2 37 
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Taking this theory into consideration, the focus group participants were invited to discuss the 
values   that   are   influencing   their   perception   of   BMW   as   a   “very   interesting   employer”. 
Specific questions, which aimed at investigating the employer attractiveness perceptions of 
the participants, were asked, in order to confirm, revise or extend the values included in the 
employer attractiveness scale and the theory developed by Sivertzen et al. (2013). Even 
though the participants based their answers not on concrete information but assumptions, the 
discussion evolved new points of view and extensions of the conceptual framework. The 
outcomes and the individual rankings of the values are presented in table 6.3. A more detailed 
discussion and comparison with the frame of reference can be found below. 
 
 
Table 6.3: Employer Attractiveness BMW – The EmpAt Scale Measurement 11 

Employer Attractiveness of BMW measured with the EmpAt Scale (Berthon et al., 2005) 

Employment attractiveness attributes 

 Fully 
applies 

Partially 
applies 

Does not 
apply 

No 
statement 

Rank 

Economic Value:      2 
Above-average salary  X    
Job security X     
Social Value:      1 
Good relationship with colleagues X     
Strong hierarchy  X    

Employer attractiveness attributes 

 Fully 
applies 

Partially 
applies 

Does not 
apply 

No 
statement 

Rank 

Application Value:     3 
Application and sharing of knowledge 
possible 

 X    

Interest / Innovation Value:      2 
Innovative products and services X     
High-quality products and services X     
Use  and  appreciation  of  employees’  
creativity 

X     

Development / Psychological Value:      1 
Springboard for future development X     
Gaining career enhancing experience X     
Feeling good about yourself  X    
 
Annotation: ranking from 1 to 3, with 1 being the most important, 3 being the least important 
value. 
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Table 6.2 combines the five values developed by Berthon et al. (2005) with the participants´ 
perceptions about the employer attractiveness of BMW. The included ranking is based on 
statements and assumption the interviewees made concerning the individual subcategories. In 
general, the entity of the group pointed out that employer   attractiveness   “is   presented by a 
perfect mixture of the discussed values”,   since   only   than   an   optimum   can   be   reached.  
Although BMW´s attractiveness as an employer was inevitably strong, the participants tried 
to evaluate and measure every value in detail. Moreover, the participants stated that for a 
valid ranking of the five values a differentiation has to be made between employment 
attractiveness attributes and employer attractiveness characteristics. Therefore, the applicants 
draw a concrete linkage between the economic and social values an employment at BMW 
offers and their perceived employment attractiveness. In line with their opinions are these 
values directly influencing their general perception of an attractive and interesting job and are 
therefore indirectly influencing the perceived employer attractiveness. This subdivision in 
employment and employer attractiveness attributes confirms in every aspect the theory 
developed by Sivertzen et al. (2013), since they revised a direct influence of economic and 
social values on the overall corporate reputation. Nevertheless, an indirect influence of these 
values was not denied by the researches and confirmed with the empirical data, considering 
the fact that an attractive employment increases the general attraction towards a company.  
 
The measurement of the social value offered by BMW was fairly difficult, since personal 
experiences and company internal information was missing. Nevertheless, the participants 
ranked this value as the one influencing their attraction to a specific employment the most. 
Even though one participant described his perception about the working climate at BMW as 
“dominated   by   enormous   pressure   and   high   expectations   on   the   part   of   the   company”,   the  
group agreed that BMW presents for them good collegial relationships and an environment 
characterized by dynamic and appreciation. The hierarchy within the company was perceived 
as moderate but still extremely organized, an assumption based on the German origin of the 
company. Subsequently, this value is ranked as the most important considering a potential 
employment at BMW. 
 
The economic value BMW offers to its employees was influencing their attraction to a certain 
employment within the company, since the ability to have a clear and certain future evolved 
to be highly important for the students in the focus group. Therefore, this value was ranked on 
the second place of employment attractiveness attributes. The missing information concerning 
the monthly salary, led the participants to the conclusions that BMW offers wages within the 
industry average. Besides that, one participant insisted on the assumption that BMW pays its 
employees an above-average income since this is a way for the company to attract qualified 
applicants. The stable economic situation in Germany influenced the participants´ conclusion 
that an employment in a successful German company is secure and over a long period. 
Participant 1 confirmed this perception with  her  statement  that  “if  you  get  a  job  at  BMW,  you  
have  a   job  for  your   life”.  Especially, lower wage levels and instable economic situations in 
the countries of origin of the participants highly influenced their attraction to a German car 
company.  
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The ranking of the remaining three values, the employer attractiveness attributes, was nearly 
impossible for the participants since all of the three values, innovation, psychological and 
application value, proposed by Sivertzen et al. (2013), are influencing BMW´s corporate 
reputation and therefore the participants´ employer attractiveness perception. The participants 
agreed that the application value, describing the extent to which employees are sharing and 
applying their expertise, is not highly important, since an employee never stops learning as 
long as he sees the chance  to  work  on  “new  and  challenging  tasks”.   
 
The products created and the career development opportunities offered, are fairly important 
factors in their evaluation. Moreover, are ongoing developments and continuous 
improvements characterizing BMW´s business practice and this never ending search for new 
ideas presents remarkably valuable opportunities for graduated students. In line with the 
theory developed by Sivertzen et al. (2013) are these three employer attractiveness values 
reflected by the corporate reputation, which can only be confirmed with the statement of 
participants  4  “at  first  attraction  is  always  the  reputation  of  the  company”. 
 
Even though the factors influencing employment and employer attractiveness had been 
discussed in detail, the collected data, especially in the field of general employer 
attractiveness, highlighted an extension of the characteristics: the location value. This value 
directly influences, considering the stated opinions of the participants, the perceptions about a 
potential employment and the evaluation of the overall employer attractiveness. It includes 
the geographical location of a company, possible staff postings abroad and international 
subsidiaries. Especially one participant stressed the fact that an employer becomes for her 
more  attractive  if  the  employment  offers  her  the  possibility  to  live  near  her  “family,  relatives  
and  friends”.   
 
As previously explained, added Sivertzen et al. (2013) the social media usage of a company to 
the factors influencing the perceived corporate reputation. The participants investigated the 
official and company-related career Facebook pages during the focus group, in order to draw 
a picture of the social media presence of the company. Only one participant perceived a 
Facebook page and a related career page as an utterly important marketing channel for a 
company,   the   remaining   interviewees   stipulated   that   Facebook   is   “not   serious”   and  more   a  
communication channel to stay in contact with friends. Subsequently, it can be summarized 
that even though the Facebook pages present the company in credible and consistent way, 
prospective applicants do not see any relation between the social media usage of a company 
and the conveyed corporate reputation.  
 
Besides that, the researchers Sivertzen et al. (2013) identified the psychological value, 
including self-esteem, prestige and person-organization fit, as factors mediated by the 
corporate reputation and directly affecting application intention decisions of prospective 
employees. The participants perceived an employment at BMW as self-affirmation and an 
enhancement of their self-confidence and self-esteem since the effort during their studies is 
finally valued. Moreover, they associated with  an  employment  at  BMW  “the  chance  to  be  an  
important  member  of  an  outstanding  company”.   
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Combining the insights gained, the following table 6.4 summarizes the previously analyzed 
data and evaluates whether or not previous findings and arguments could be supported with 
the evidence of the empirical data. 
 
 
Table 6.4: Focus Group 1 – RQ2 Comparison of Theory with Empirical Data 12 

Theory Supported 
Employer attractiveness can be measured according to the five dimensions 
provided by Berthon  et  al.’s  (2005)  EmpAt  Scale 

Partially 

Social value and economic value are negligible in their influence on corporate 
reputation 

Yes 

Corporate reputation is influenced and facilitated by social media usage No 
Corporate Reputation mediates application intention decisions Yes 
Application intention decisions are influenced by the psychological value. Yes 
 
 
The theory developed by Sivertzen et al. (2013) can partially be applied to the empirical data. 
Firstly, the analyzed data confirmed the researches´ revision of the employer attractiveness 
scale values developed by Berthon et al. (2005), since the participants only linked three of the 
five proposed values directly to employer attractiveness. Secondly, the differentiation 
between employment attractiveness attributes and employer attractiveness influencing factors 
emphasizes the assumption that the influence of economic and social values on the overall 
corporate reputation is negligible. In line with the insights gained in the focus group, the 
proposition that corporate reputation is influenced and facilitated by social media usage is 
unambiguously revised, since the social media channel is not perceived as serious enough to 
communicate a corporate image. Even though social media was not applicable to the evidence 
of empirical data, the analysis showed that corporate reputation reflects the employer 
attractiveness and mediates the application intention decisions of prospective employees. An 
employment that offers applicants the chance to feel good and valued increases their self-
esteem and prestige and their attraction towards a company. Therefore, the theory developed 
by Sivertzen et al. (2013), which identified the psychological value as a direct influencing 
factor on corporate reputation and application intention decisions, is without any opposition 
confirmed.  
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6.2 Within-Case Analysis – Focus Group 2: Volkswagen 
 
In this section, the data analysis for case 2 is conducted. Following the same procedure as for 
the analysis of case 1, the empirical data from the Volkswagen focus group interview is 
analyzed in the order of the stated research questions. The analysis consists of a comparison 
to theory and relies on the theoretical propositions.  
 
6.2.1 RQ1: How does employer branding influence employer attractiveness? 
 
The following paragraphs will compare the collected data to the established guideline of the 
frame of reference. Thus, the part of the framework, which is relevant for research question 1, 
is presented in figure 6.3 below.  
 
 

Figure 6.3: Summarized Frame of Reference – Research Question 138 
 
 
Reflecting upon figure 6.3 in detail, the connections between information asymmetry in the 
job market, employer brand signals and employer attractiveness become obvious. The 
underlying theory has already been reviewed in the analysis of focus group 1, whereas this 
section will only provide a quick summary with the most important linkages in order to 
provide full understanding of the following analysis: it is impossible for potential applicants 
to assess all employment-relevant attributes. Despite the fact that search attributes are easy to 
find out about as soon as a potential applicant invests resources in it, experience attributes are 
almost impossible to access. Consequently, an information gap exists. Clear, credible and 
consistent employer brand signals can help to overcome this lack of information, minimize 
the employment-associated risk and finally improve the employer quality. (Wilden et al., 
2010) As a result, also employer attractiveness is enhanced. The following table 6.5 places the 
collected data from the Volkswagen group in the framework, which has been developed for 
this study.  
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Table 6.5: Empirical Data of Focus Group 2 in Relation with Relevant Theory 13 

Information Asymmetry 
about VW 

Æ Employer Brand Signals of 
VW 

Æ Employer 
Attractiveness 

of VW  Low Medium High   Low Medium High  
Information 
Costs 

  X 
 Clarity  

X 
  

Perceived 
Risk 

X   
 Credibility  

X 
  

Perceived 
Employer 
Quality 

  X 
 Consistency  

X 
  

 
 
The data collected from focus group 2 partially confirmed, and partially proved false Wilden 
et   al.’s   (2010)   assumptions.   To   start   with,   the   participants’   thoughts   and   arguments   were  
supporting the fact that information asymmetry in the job market exists, which is also stated 
in the underlying theory. During the discussion, it was often the case that the participants 
struggled while answering and assessing, basing their statements mainly on assumptions 
rather than concrete knowledge. The lack of information even led to a total refusal of answers 
concerning collegial relationships at Volkswagen, though the participants agreed that it 
“would  be  important   to  know  how  you  work”.  All  group  members  finally  decided  that   they 
would need more information to draw a clear picture of Volkswagen as an employer. This is 
in line with theory, which explains that employment-related experience attributes are barely 
accessible.  
 
Already before the analysis of the employer brand signals through the social media platform 
Facebook the participant perceived Volkswagen as a highly attractive employer. According to 
Wilden et al. (2010), employer brand signals present a facilitator to overcome the information 
gap and even increase the perceived employer attractiveness. However, in this focus group 
interview, the information asymmetry was barely overcome by employer brand signals and 
therefore the data was not able to confirm the stated relationship of the frame of reference. 
This conclusion derives  from  the  participants’  assessment  of  the  official  and  English-speaking 
Facebook page as well as the German-speaking Facebook career page. 
 
Evidence has shown that the official Facebook page of Volkswagen hardly sent any employer 
brand signals, but was more  “customer-oriented”.  It  only  represented  the  already  established  
image and good corporate reputation of Volkswagen, but was almost no help in gaining new, 
employment-related information for the participants.  The group stated that Facebook just 
highlighted what they already thought and knew about the company. Only participant 6 
extrapolated from innovative products to an innovative employer and participant 4 filled up 
his   lack   of   information  with   knowledge   about   the   company’s   sustainability   programs. This 
leads to the conclusion that the corporate reputation could, in some cases, also include 
employer-branding signals. But for the overall majority of the group, the company-controlled 
Facebook page did not facilitate the search for relevant information.  
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Still, everybody agreed that - though the signals sent were not employment-related - the 
information provided on Facebook in general was still clear, the posts were trustworthy and 
provided in a consistent way. As the information asymmetry, due to a lack of employer brand 
signals, was not reduced, also the perceived employer attractiveness did not change.  
 
Besides the official page, members of the group also found an existing career page, but it was 
directed only at the German-speaking audience and consequently only one out of six 
participants was able to assess it. For the one, the information provided on the page was clear, 
credible, consistent, as well as very interesting. She overcame part of her information 
asymmetry by finding out a lot of additional information about employment-related attributes 
like development possibilities and working environment – “you   see   pictures   of   people  
actually   working   there!”   According   to   her,   the   career   page   reduced   the   risk,   that   she  
associated with employment at Volkswagen before, and increased her perception of employer 
quality. Her image of the company changed for the better and Volkswagen became more 
attractive to her. This implies that employer brand signals can change the employer 
attractiveness for the better and consequently confirms theory at the example of one person. 
 
Taken together, the above analysis identified that the empirical data does not fully support 
Wilden et al., (2010) but can at the same time also not prove it wrong. The outcome shows 
that provided employer brand signals can positively influence employer attractiveness and 
that a lack of employer brand signals, and the therefore existing information asymmetry, at 
least does not  change  the  company’s  attractiveness  for  the  worse.  The  participants  traced this 
back  to  the  company’s  good  reputation,  as  participant  6  summed  up:    “It  would  be  different  
with a company we do not know already – but we do know Volkswagen and have a very good 
image of the company.”   Only   if   a   good   image   was provided, the group would desire an 
international career page. An initial interest as a result of good corporate reputation would 
make the group want to receive employer brand signals through a social media channel and 
follow such a page on Facebook.  
 
Table 6.6 summarizes the above analysis and shows whether or not the empirical data of the 
second focus group interview support theory.  
 
 
Table 6.6: Focus Group 2 – RQ1 Comparison of Theory with Empirical Data 14 

Theory Supported 
Employer brand signals help to overcome 
information asymmetry. 

Partially 

Employer brand signals lead to increased 
employer attractiveness. 

Partially 

 
 
 



6 Data Analysis 

81 
 

The theory of Berthon et al. (2005) used in the frame of reference, which guides this study, 
can only partially be supported with the empirical data of this second focus group. Facebook 
as the chosen channel for providing employer brand signals did barely provide employer 
brand signals.  
 
Only the German career page displayed clear, credible and consistent employer brand signals, 
which indeed facilitated the information search process and increased the overall employer 
attractiveness. However, as access to those employer brand signals was limited due to 
language barriers, the majority of the group denied a decreased information asymmetry and 
increased perceived employer attractiveness. But the empirical data indicates that employer 
brand signals can be embodied in general brand signals. Despite the lack of information, the 
generally very high attraction to Volkswagen as an employer within the group derives from 
the good corporate reputation. As a result, employer attractiveness is derived from the overall 
image as well as the clear, consistent and credible general brand signals sent by the company. 
The fact that the entire group considered an international career page as dispensable if there is 
no initial interest concerning the company itself before, lead to the conclusions that specific 
employer brand signals to overcome the information gap are only relevant, if the company 
was already able to build up a credible and successful image before.  
 
6.2.2 RQ2: How does employer attractiveness influence intentions to apply for a job? 
 
In order to answer the second research question, the other half of the established frame of 
reference is compared to the collected empirical data. The following figure recalls the three 
main blocks:  
 
 

Figure 6.4: Summarized Frame of Reference – Research Question 2   39 
 
 
The figure displayed above combines the theories of Berthon et al. (2005) and Sivertzen et al. 
(2013), which is already explained in detail for focus group 1. Again, this section only 
provides a short repetition: employer attractiveness can be measured through economic, 
social, application, interest and development values (Berthon et al., 2005).  Those indirectly 
influence  the  potential  employees’  intentions  to  apply  for  a  job,  as  corporate  reputation  serves  
as a mediator between employer attractiveness and application intention decisions. Sivertzen 
et al. (2013) revised the five values and stated that only application value, innovation value 
(former interest value), and psychological value (former development value) – are directly 
influencing corporate reputation. Besides, they added social media usage as a factor 
influencing corporate reputation.  
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Next to corporate reputation, also the psychological value, reflected by the level of self-
esteem, person-organization-fit and prestige that people feel when working for a specific 
company, needs to be considered when assessing application intention decisions.  
 
With the theory serving as a backbone, the participants were guided through a discussion in 
which specifically developed questions were used in order to collect data, which then could 
be used to confirm extent or revise the established frame of reference. Table 6.7 represents the 
outcomes.   Despite   the   company’s   obviously   high   employer   attractiveness,   the   focus   group  
evaluated and measured every value precisely. A detailed discussion of the analysis can be 
found in the next paragraphs.  
 
 
Table 6.7: Employer Attractiveness VW – The EmpAt Scale Measurement 15 

Employer Attractiveness of VW 
 Fully 

applies 
Partially 
applies 

Does not 
apply 

No 
statement 

Rank 

Values influencing Employer Attractiveness (Berthon et al., 2005) 
 

Economic Value     3/4 
Above-average salary  X    
Job security X     
Social Value     3/4 
Good relationship with colleagues    X  
Strong hierarchy  X    

Values influencing Employer Attractiveness (Berthon et al., 2005)  
and directly influencing Corporate Reputation (Sivertzen et al., 2013) 

Application Value     5 
Application and sharing of knowledge 
possible 

 X    

Interest / Innovation Value     2 
Innovative products and services X     
High-quality products and services X     
Use  and  appreciation  of  employees’  
creativity 

X     

Development / Psychological Value     1 
Springboard for future development X     
Gaining career enhancing experience X     
Feeling good about yourself X     
 
Annotation: ranking from 1 to 5, with 1 being the most important, 5 being the least important 
value. 
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Table 6.7 combines the two models of the framework and compares those with the focus 
group’s  perceptions,  statements  and  assumptions.  It  has  to  be  differentiated  between  Berthon  
et   al.’s   (2005)   five   basic   values   of   employer   attractiveness,   and   the   three,   which   were  
additionally approved by Sivertzen et al. (2013) to be influencing corporate reputation 
directly. The following analysis will be in the order of the created ranking concerning the 
individual subcategories. In general, the participants stressed that a balance of all five values 
would make an employer like Volkswagen most attractive and therefore already give a first 
indication,  that  Berthon  et  al.’s  (2005)  theory  draws  the right conclusions.  
 
Starting with the development/psychological value, Volkswagen is ranked highly attractive in 
this category. Not only were the participants convinced that a job at that company would look 
great in their CV and therefore represents a springboard for their future development, the 
group also agreed that a big and international company like this bears plenty of opportunities 
to  “train  you  up”  and  to  gain  career  enhancing  experience.  Furthermore,   the majority of the 
group agreed that it would make them feel self-confident and proud working for such a 
successful company.  
 
Without even knowing, which company the discussion would evolve around, the participants 
mentioned personal and future development as a factor, which mainly influences their 
perception of a good employer – especially as the young professionals that they soon will be. 
Being the only value that is mentioned three times in the frame of reference – influencing 
employer attractiveness, corporate reputation and application intention decisions all directly - 
this top rank confirms literature.  
 
Concerning the interest/innovation value, Volkswagen again scored top in all factors. The first 
phrase   that   the   group   associated   with   the   company   was   “German   quality   cars”.   This  
perception was confirmed later in the discussion: the overwhelming majority of participants 
agreed that Volkswagen’s  products  are  innovative  and  of  high  quality.  This,  so  the  group,  is  
partly   due   to   the   rapidly   changing   car   industry   in   general,   partly   to   the   company’s  
appreciation  of  the  employees’  creativity.  The  group  highlighted  the  importance  of  a  creative  
job, which is motivating, and a product according to their demands several times during the 
discussion. Consequently, it is hardly surprising that this value, in line  with  Sivertzen  et  al.’s  
(2013) model, also ranks in the very first half and therefore directly influences employer 
attractiveness as well as corporate reputation. 
 
It is remarkable that the company received top scores in the two top categories. This proves 
that the perceived and already stated high employer attractiveness is indeed represented by the 
values proposed by Berthon et al. (2005) as well as Sivertzen et al. (2013). The last three 
attributes to assess are economic, social, and application value. Whereas the ranking results 
confirm the minor influence of economic and social value as proposed by Sivertzen et al. 
(2013), the score of the application value conflicts with theory. 
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Concerning the social value, the focus group discussing Volkswagen had problems in 
evaluating this category. While every member of the group valued the collegial relationships 
as highly important, the lack of information made it impossible for them to make a statement 
concerning this. The one and only thing they agreed upon was the appreciation of teamwork 
in the respective company. Due to the problems in assessment, the group also could not 
decide   about   Volkswagen’s   hierarchy   – different arguments for different viewpoints were 
raised. These difficulties validate the framework, which revises the importance of the social 
value  in  influencing  prospective  employees’  perception of corporate reputation, although they 
admit an indirect influence through employer attractiveness, as every potential employee 
seeks to find out about collegial relationships. 
 
The economic value includes both job security and salary as factors. Even though the 
economic situation, position and quality of work influence job security in general, the 
participants rated Volkswagen’s   job   security   as   very  high. However, concerning the salary, 
the group could not make any concrete statements and believed in an industry average. 
Nevertheless, the participants stressed that especially for an entry-level job, other values are 
more important. This again is in line with the placement in the ranking as well as Sivertzen et 
al.‘s   (2013)   model,   which   states   that   monetary   rewards   are   barely   influencing   employer  
attractiveness and non-materialistic aspects of work seem more important. 
 
Finally, the focus group assessing Volkswagen’s   attractiveness   as   an   employer,   ranked   the  
application value as the least important one. Though the participants acknowledged that to 
some extent, their self-satisfaction depends on their ability to apply and share knowledge, 
they still think that their university knowledge is not suitable for a real-life job. While the 
company’s   score   in   this   category   is   only   moderate,   more   importantly,   the   rank   refuses  
Sivertzen   et   al.’s   (2013) proposal that the application value counts amongst the important 
three influencing factors of corporate reputation.  
 
The discussion above shows accordance between the values provided by Berthon et al. (2005) 
and the empirical data. All of them seemed to be influencing the employer attractiveness and 
therefore indirectly the corporate reputation. The group considered working at Volkswagen as 
very   interesting,   which   is   mirrored   by   the   company’s   overall   good   reputation   of   a   big  
company with a widely known brand name, which produces quality, is highly successful and 
resistant to crisis. However, the scale did not cover all the values influencing employer 
attractiveness. Besides, the acknowledgement of the existing values, the focus group 
interview yielded a new additional value, which neither Berthon et al. (2005) nor Sivertzen et 
al. (2013) included in their models: the location value. The group stressed that it makes a big 
difference, if the company has subsidiaries in other countries and therefore provides 
opportunities to travel, and how the office is located and looks like.  
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As can be seen in the frame of references, Sivertzen et al. (2013) additionally identified one 
more   factor,   which   also   plays   a   role   when   measuring   the   company’s   overall   corporate  
reputation. According to the underlying theory, social media (1) enables the assessment of the 
search attributes for potential applicants and consequently (2) serves as a facilitator of 
positive corporate reputation. The structure of the focus group interviews exploited this theory 
and used the social network site Facebook to enable the potential applicants to get an idea of 
the social media presence of the company.  
 
The   obvious   result:   Volkswagen’s   official   English-speaking page is customer- rather than 
employee-oriented, with only the products in the center of attention and no information about 
employment-related attributes. The career page, on the other hand, provided extensive 
additional information – in German. Therefore only a fraction of the total potential applicants 
were and are able to assess it. The assessment of search attributes through social media is 
consequently, according to the data, partly possible - but only on the respective career pages. 
Nonetheless, the controversial debate in the focus group interview revealed that Facebook, as 
a particular employer marketing channel, would not be the platform of choice to gather 
employment-related attributes. Approaches like the official homepage, personal contact, or 
the  professional   social   network  LinkedIn  are  preferred,   as  Facebook   is   considered   as   “easy  
going”  and  a  communication  channel  “to  stay  in  touch  with  friends,  not  to  look  for  jobs”. 
 
However, all participants concluded that the official Facebook page presents the company in a 
credible and consistent way and highlights what they already thought about the company. 
Moreover,   the   career   page   even   changed   the   one   participant’s   perceived   image   of   the  
company to the better. The conclusion: a Facebook page mainly highlights the already 
existing corporate reputation, and could, established properly, even have a positive influence 
on the overall corporate reputation.  
 
The only indication that the empirical data provides concerning the theory that corporate 
reputation mediates application intention decisions is the statement of participant 1, whereas 
the improved image she gained from the Facebook research influenced her application 
intention decisions positively. The current study takes this as prove enough to confirm the 
underlying connection in the framework. But not only corporate reputation plays a role in 
potential applicants’  decision  to  apply  for  a  job.  Sivertzen  et  al.  (2013)  identified  additionally  
the psychological value, incorporating self-esteem, prestige and person-organization fit as an 
important factor, when a potential job candidate is finalizing an application decision. The 
majority of the group members took Volkswagen for one of the leading brands in the 
automotive sector. Only participant 3 noted that he would not rank the company on top of the 
industry. Moreover, though participant 2 still had problems to identify himself with the 
company, five out of six participants stated that they would feel proud working there and were 
of the opinion that an employment at Volkswagen would look great in their CV.  
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Table 6.8 shows whether or not the previous findings could be supported with the evidence 
from the empirical data and summarizes the insights of the analysis.  
 
 
Table 6.8:  Focus Group 2 – RQ2 Comparison of Theory with Empirical Data 16 

Theory Supported 
Employer attractiveness can be measured according to the five dimensions 
provided  by  Berthon  et  al.’s  (2005)  EmpAt  Scale 

Partially 

Social value and economic value are negligible in their influence on corporate 
reputation 

Partially 

Corporate reputation is influenced and facilitated by social media usage Partially 
Corporate Reputation mediates application intention decisions Yes 
Application intention decisions are influenced by the psychological value. Yes 
 
 
The   empirical   data   approves   Berthon   et   al.’s   (2005) use of five values for measuring 
employer attractiveness, but nevertheless, one additional value was identified, whereas the 
dimensions are not complete and can only be confirmed partially. The revision of the 
originally developed employer attractiveness scale, conducted by Sivertzen et al. (2013), is 
also only partially in line with the data, since the application value, which theory marked as 
significant, was proven negligible in the present data collection. However, the social and the 
economic value are ranked at the end of the list in accordance with the theory.  
 
Though only a tiny minority of the group under investigation could support a positive 
influence of social media usage on the corporate reputation, the analysis still showed that 
Facebook at least highlights the corporate reputation, which was already created in advance. 
Even though no concrete measurement of the mediation can be included in this study, the 
statements of the participants still proved true the influence of corporate reputation on their 
application intention decisions. An employment at Volkswagen offers applicants the chance 
to feel good. As a result, the theory developed by Sivertzen et al. (2013), which identifies the 
psychological value as a direct influencing factor on application intention decisions, is also 
confirmed.  
 
6.3 Cross-Case Analysis  
 
This section presents the cross-case analysis of the empirical data collected from the two 
focus groups. The analyzed empirical data from both groups will be compared and 
subsequently similarities and differences will be highlighted in order to draw a substantiated 
conclusion in the last chapter of this thesis. The following paragraphs are structured in 
accordance with the stated research questions, therefore the focus will firstly be on employer 
attractiveness and secondly the application intention decisions will be in the center of 
attention.  
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6.3.1 RQ1: How does employer branding influence employer attractiveness? 
 
In the previous within-case analyses, data from both groups, concerning employer 
attractiveness, has been analyzed and compared to the established frame of reference 
individually. The detailed analysis revealed parallels and variances between the two groups 
that will be presented in the following paragraphs.  
 
The data collected from both groups proved that information asymmetry is dominant on the 
recruitment market, since all participants based their statements mainly on assumptions rather 
than concrete knowledge. In both groups important employment-related information was not 
accessible that would be needed for the applicants in order to draw a clear picture of their 
future employer. Even though both groups confirmed the perceived information asymmetry, 
their associations concerning employer quality and perceived risk evolving from the missing 
sources of information were controversial. Focus group 1, assessing BMW as a potential 
future employer, interpreted the lack of information as a way of the company to express its 
exclusiveness and a mean for the potential applicants to differentiate themselves from their 
competitors when applying for a job. Subsequently, they insisted on the advantages of hardly 
accessible information sources and did not associate any risk with this lack of information. 
Although the participants of focus group 2 perceived Volkswagen as a highly attractive 
employer, they saw the lack of information as a risk and a barrier to assess their future 
employer and consequently did not perceive it as an advantage in the application process.  
 
In both focus groups, the companies under investigation were perceived as highly attractive, 
even before the analysis of the employer brand signals through the social media platform 
Facebook. In general, the discovery of the companies´ social network pages showed a 
remarkable similarity: all participants perceived that the official Facebook page highlights the 
already existing corporate reputation in a consistent, credible and clear way, but hardly sends 
any employer brand signals. However, whereas focus group 1 saw in general no necessity of 
an international career page sending employer brand signals, focus group 2 had the possibility 
to assess the already established German career page and stated that an initial interest in a 
company as a result of good corporate reputation would make the group want to receive 
employer brand signals through a social media channel. The data indicates that an 
international career page on Facebook would facilitate the information search, reduce the 
employment-related risk and increase their perception of employer quality. 
 
Last but not least both groups traced their initial attraction to a company back to the corporate 
image and reputation and decided that the existing information asymmetry is not changing the 
company’s  attractiveness  for  the  worse. 
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6.3.2 RQ2: How does employer attractiveness influence intentions to apply for a job? 
 
In the previous within-case analyses the data that is related to research question 2 has been 
evaluated individually. This section will now compare the insights gained in both focus 
groups and look for common grounds and dissimilarities between the two discussion 
outcomes. Therefore the values affecting employer attractiveness perceptions and their 
relation to application intention decisions will be collated.  
 
The overall and striking similarity in both groups was the role of corporate reputation, which 
was perceived as the main factor leading to employer attractiveness associations and 
application intention decisions. This outcome will be evaluated in more detail during the 
discussion.  
 
Besides, all participants in both focus groups had to struggle with the task of ranking the 
values  proposed  in  Berthon  et  al.’s  (2005)  employer  attractiveness  scale,  since  they  perceived  
a balanced mixture of all values as leading to an optimum in their employer attractiveness 
perception. Focus group 1 insisted already in the early stages of the discussion on a clear 
differentiation between employment attractiveness attributes and employer attractiveness 
characteristics. Economic and social values were identified to influence their employment 
attractiveness perceptions and therefore only indirectly affecting the perceived corporate 
reputation. On the other side, focus group 2 drew the same conclusion in the end but did not 
insist on a separation between employment and employer attractiveness characteristics. 
Nevertheless, both groups decided that the application value presented by a future employer is 
ranked last since applying knowledge is not utterly important if the future job offers them 
challenging and new tasks. Moreover, both groups stated that the prestige and increase in self-
esteem associated as well as the career development opportunities offered by a potential 
employer are influencing their employer attractiveness perceptions the most.  
 
The empirical data collected from both groups identified corporate reputation, which is 
directly affected by the psychological, the innovation and the application value as the driving 
force for employer attractiveness perceptions. Even though focus group 1 insisted more on a 
clear differentiation between the five values, the final outcomes showed that economic and 
social value are only indirectly influencing corporate reputation and are therefore fairly 
negligible in their influence on employer attractiveness. 
 
Even though the ranking of the already existing five values was highly difficult for both focus 
groups, they achieved unanimity that one additional factor needs to be taken into 
consideration when assessing employer attractiveness: the location value, which is related to 
the geographical location of the future employment and the posting of jobs abroad. 
Furthermore, the entity of the participants based their decision to add this value on their wish 
to live near their personal social networks, including family, relatives and friends as well as 
their interest to travel the world.  
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The social media usage of BMW and Volkswagen formed another field of investigation. Both 
groups explored the official and company-related career pages and all participants drew the 
same conclusion: Facebook pages are mainly customer oriented and Facebook itself is 
generally used to stay in touch with friends not companies. Although one German speaking 
participant in focus group 2 had the chance to assess the German career page of Volkswagen, 
and it remarkably influenced her overall employer attractiveness perception, the majority of 
the groups´ participants could not overcome this language barrier. Both focus groups 
confirmed the consistency, clarity and credibility of the information presented on Facebook, 
but came to the conclusion, focus group 1 to a more radical extent, that social media pages 
represent only the already established image and are barely influencing the companies´ 
corporate reputation.  
 
The cross-case analysis related to the factors mediating application intention decisions is 
limited to only a small but still valid amount of empirical data. All focus group participants, 
whether the discussion was focused on BMW or Volkswagen, primarily stated that an 
employment at those companies will affect their self-esteem and prestige in a positive way. 
Therefore the psychological value that incorporates self-affirmation and the person-
organization fit can be identified as the factor, which is – next to corporate reputation - 
finalizing  potential  job  candidates’  application  decisions.   
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7 Conclusion 
 
This chapter presents the main findings and conclusions of this study. The purpose of this 
thesis was to gain a deeper understanding on how the use of employer branding influences 
employer attractiveness and intentions to apply for a job. To explore this topic, two research 
questions were posed. After analyzing the data, the following sections will draw conclusions 
to answer these questions and generally fulfill the purpose. Additionally, implications for 
managers, theory and future research will be discussed. This last chapter will end with the 
limitations of this study.  
 
7.1 Conclusions for the Research Purpose 
 
Before further implications and limitations of the study will be discussed, this section answers 
the two research questions. Thereafter, conclusions referring to the initial research purpose 
will be drawn. The theories under investigation will be in direct relation to the answers of the 
research questions.  
  
7.1.1 RQ 1: How does employer branding influence employer attractiveness? 
 
It is an open secret: companies create employer brands to attract talent (Backhaus & Tikoo, 
2004). The importance of those employer brand signals can be traced back to the much 
discussed information asymmetry existing on today´s recruitment markets (Berthon et al., 
2005). The empirical data confirms, that potential applicants do not have enough information 
about their prospective employer to draw a clear picture - especially as experience 
characteristics, presenting the corporate working climate, collegial relationships and career 
development opportunities, cannot be directly accessed (Wilden et al., 2010). Though theory 
suggests that the lack of information leads applicants to associate a higher risk and a lower 
quality with the potential company (Wilden et al., 2010), the collected data partly conflicts 
with this assumption. Though the unequal spread information could on the one hand represent 
a barrier and risk in assessing the future employer, a new perspective also points out the 
benefits   of   imperfect   information:   it   can   express   the   company’s   exclusiveness   and  help   the  
potential applicants to differentiate themselves from their competitors.  
 
Clear, credible and consistent employer brand signals are supposed to act as substitutes for the 
lacking information and facilitate the information search process for potential applicants 
(Wilden et al., 2010). Thus, the perceived employer quality would increase and employment-
associated risk would be reduced. The so created trustworthiness of the employer brand would 
then ultimately enhance employer attractiveness. (ibid) However, research suggests that the 
main factor reducing risk, improving quality and increasing employer attractiveness is rather 
the company image and a good corporate reputation. Findings, derived from the research on 
the social media channel Facebook, suggest that employer brand signals can be included in 
the general brand signals send from the official corporate Facebook page, which nevertheless 
mainly highlights the corporate reputation – if they are carefully developed to be clear, 
trustworthy and consistent.  
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Only an initial interest in the company as a result of good corporate reputation would make 
potential applicants want to receive special employer brand signals through a Facebook career 
page in order to satisfy their need for information. Then, and only then, employer brand 
signals can positively influence employer attractiveness.  
 
7.1.2 RQ 2: How does employer attractiveness influence intentions to apply for a job? 
 
The employer attractiveness scale established by Berthon et al. (2005) and altered by 
Sivertzen (2013), presented in the frame of reference, formed a measurement technique 
indicating five important factors influencing prospective employees´ perceived employer 
attractiveness: economic, social, interest/innovation, application and development/ 
psychological value.  
 
The outcomes of the previously collected data lead research into a new direction still 
considering the existing values and promoting an additional factor influencing employer 
attractiveness perceptions: the location value. In general, a balanced mixture of the five 
employer attractiveness scale values presents an optimum condition for prospective job 
applicants. Nevertheless, the location value evolved to be a factor that is directly affecting 
employer and employment attractiveness assumption, based on the applicants’ desire to have 
international opportunities or geographical consistency. Especially, this differentiation 
between employer attractiveness and employment attractiveness characteristics can serve as 
an implemental criterion to illustrate direct and indirect influences on the corporate 
reputation. Taking into consideration, that Sivertzen et al. (2013) revised a relation between 
materialistic and social aspects, presented by an employer brand and the corporate reputation 
and therefore omit the influence of economic and social value recognized by Berthon et al. 
(2005) on employer attractiveness, the findings of this study lead to a moderate conclusion 
combining the researches´ models.    
 
Firstly, it can be confirmed that employer attractiveness is reflected by the corporate 
reputation promoted on the job market, which serves as an umbrella for the mentioned 
employment and employer attractiveness attributes. The study highlighted a direct relation of 
social and economic value to the perceived employment attractiveness and subsequently 
identified an indirect influence of these values on the overall employer attractiveness. 
Considering the fact that an attractive employment offer increases the attraction towards a 
specific company enabled the researches to draw the conclusion, that social and economic 
values are influencing corporate reputation indirectly through their existence as employment 
attractiveness characteristics. Even though the application value was ranked last on the list of 
employer attractiveness attributes, it still has – next to psychological and innovation value - a 
significant place in prospective applicants´ company evaluations. Moreover, the empirical 
data confirmed the direct influence of the psychological value on corporate reputation and 
moreover proved true the direct relation to application intention decisions, which had been 
originally investigated by Sivertzen et al. (2013). Taking the insights in a nutshell, corporate 
reputation is highlighted as the umbrella embodying employer attractiveness and employment 
attractiveness and therefore finalizing potential job candidates’  application  decisions.   
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Even though social media served for Sivertzen et al. (2013) as a crucial facilitator of positive 
corporate reputation, mediating application intention decisions, this study did not confirm this 
utterly important relationship. The empirical data showed that Facebook is perceived as an 
unserious and informal way of assessing potential future employers, which primarily 
represents the already established image and barely influences the companies´ corporate 
reputation. Although the evidence derived from the empirical data is not utterly consistent in 
that aspect, it nevertheless can be stated that the social network site Facebook is hardly 
affecting prospective   applicants’   employer   attractiveness   perceptions   and   is   therefore  
negligible in its relation to application intention decisions.   
 
7.1.3 General Conclusions 
 
This study has shown that the influence of corporate reputation on all other elements under 
investigation is dominant. This, together with the other findings and conclusions of the 
research, led to a revision of the model in the previously stated frame of reference. Figure 7.1 
below exemplifies the new outcomes in a summarized overview.  
 
 

 
Figure 7.1: Findings and Conclusions: Revised Research Model 40 
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In its umbrella function, corporate reputation is related to all the other components, which are part 
of this model. A good corporate reputation reduces the risk that applicants associate with long-
term employment and increases their perceived employer quality, leading to a reduced 
information asymmetry on the recruitment market in general. Thus, employer attractiveness in its 
original meaning is also positively affected. Dividing the employer attractiveness, which was 
represented in the initial model, into two categories, results in a differentiation between the factors 
that determine the attractiveness of a company as an employer itself – employer attractiveness - 
and the perceived attractiveness of a job within the company – employment attractiveness –, 
which nevertheless still indirectly influences the overall employer attractiveness. Furthermore 
corporate reputation is reflected by clear, consistent and credible brand signals, which can 
also include and convey employer brand signals. Eventually, all of the above elements form a 
package that ultimately leads to a final application intention decision.  
 
The previous findings may raise the question what exactly the difference between a corporate 
and an employer brand is,  as  this  distinction  forms  the  heart  of  the  study’s  findings. To clarify 
the concepts, the linkage to the very beginning – the Literature Review - has to be drawn, 
where the employer brand was defined. Marketing disciplines, which are associated with a 
corporate brand, are being applied in an HR context to attract and retain talent in the same 
way that marketing applies such tools to attracting and retaining customers. Considering this, 
an employer brand can be thought of as being part of the corporate brand with the same vision 
and values, but a different target group. This distinction is supported by the findings: it makes 
sense to think of the brand and reputation holistically, as developing an employer brand is not 
about starting from scratch – there are already culture, vision, and values. 
 
7.2 Theoretical Implications 
 
Since the field of employer branding emerged a few years ago, research in this area has been 
conducted with focus on many different aspects. Whereas some previous studies concentrate 
on a broader perspective of employer branding (Edwards, 2009; Backhaus & Tikoo, 2004), 
others examine the role employer attractiveness plays within this context (Berthon et al., 
2005), and still others focus on the connection between employer branding and staff 
recruitment (Wilden et al., 2010) or corporate reputation and staff recruitment (Cable & 
Turban, 2003). However, research with focus on the channel social media is very limited. 
Only recently, the exact elements that also serve as basis for this study were investigated for 
the first time: Sivertzen et al. (2013) explored the relationship between employer branding, 
employer attractiveness, the use of social media, corporate reputation and intentions to apply 
for a job. 
 
This study examines all these elements in order to be able to describe and explore how the use 
of employer branding influences employer attractiveness and intentions to apply for a job. By 
answering the research questions according to the analysis of the empirical data based on the 
frame of reference, the researchers have been able to fulfill this main purpose of the thesis. 
The findings and conclusion contribute to previous research, as they confirm as well as reject 
elements of the theoretical framework and reveal some new aspects.  
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In line with theory, the research team found out that information asymmetry on the 
recruitment market definitely exists. Additionally, the study revealed that not only employer 
brand signals, but also, and more importantly, the general brand signals provided by corporate 
reputation can help to overcome the lack of information and increase employer attractiveness. 
A new perspective, which was also brought up in this thesis for the first time, is that 
information asymmetry does not necessarily have to be overcome at all; it can represent 
exclusivity and a competitive advantage for applicants.  
 
While generally approving the EmpAt scale of Berthon et al. (2005), the research team 
contributed a new value to theory by discovering an additional factor influencing employer 
attractiveness: the location value. The theory of Sivertzen et al. (2013), however, has to be 
questioned and it remains unclear to what extent it can be approved. Nevertheless, the study 
additionally suggests a new categorization to differentiate the employer attractiveness values: 
employment and employer attractiveness attributes.  
 
7.3 Managerial Implications 
 
The fact   that   employer   branding   plays   a   highly   important   role   in   nowadays’   recruitment  
market should be apparent after the close reading of this study. Not only does the new 
generation become more and more demanding, but employer branding is, within the highly 
competitive  environment,  also  often  the  only  way  to  facilitate  potential  employees’  access  to  
information and receive a large pool of qualified applicants. As more and more companies 
recognize the newly emerged field, the following section provides advices and 
recommendations for everybody who intends to use employer branding, from marketer to HR 
manager. The implications are based on the findings of this thesis and are developed in order 
to provide support when implementing employer-branding strategies. 
 
7.3.1 The Importance of Good Corporate Reputation for an Employer Brand 
 
Firstly, our findings indicate that practitioners should put more effort on building a good 
corporate reputation than on building an employer brand, as the one positively influences the 
other. A good corporate reputation is the basis for an employer brand and facilitates its 
marketing. It increases employer attractiveness by decreasing the risk associated with long-
term employment and helps to overcome the lack of information. By providing general brand 
signals, employer brand signals are also conveyed, and the potential applicants connect 
working in the company with prestige and self-confidence.  
 
7.3.2 Sending the Right Employer Brand Signals  
 
Though the establishment of generally good corporate reputation should be the main focus of 
employers,  specific  employer  brand  signals  still  deserve  some  attention.  This  study’s  findings  
show that they are particularly useful to attract applicants who are not interested in the 
company’s   outcome, but have to be convinced by employment-related benefits. In the car 
industry,  this  group  is  represented  by  people  who  are  “not  so  big  car  dudes”.   
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In order to create a successful value proposition, the signals need to include brand clarity, 
brand credibility and brand consistency throughout the various channels where the employer 
brand is promoted. Applicants especially value the consistency of style and clarity through the 
supply   of   information   and   application   forms   in   the  world’s  most   spoken   language  English. 
This creates the absence of confusion, bias and unambiguity and ultimately leads potential 
employees to associate a high employment quality and a lower risk with the company, as they 
can evaluate if their knowledge and skills fit the company.  
 
7.3.3 The Appropriate Channel for Communicating an Employer Brand 
 
After its development, the clear, credible and consistent value proposition has to promoted 
and marketed to the external audience – the targeted potential employees. The question is, 
which marketing-channels represent the most suitable ones for doing so. The World Wide 
Web represents a cost-effective, wide-reaching and fast way for companies to advertise their 
employer brand. However, the current study indicates that at least one way to communicate 
through the World Wide Web, namely the social media channel Facebook, is a double-edged 
sword, useful or useless depending on the type of the company. In general, companies have to 
be aware that the official company-run Facebook page does attract only customers, but no 
applicants. It is a different matter with Facebook career pages. 
 
For big companies with an existing and good corporate reputation, the research team suggests 
no employment-related Facebook presence. There is not enough significant evidence that this 
positively influences the employer attractiveness. Furthermore, the non-existence signifies 
exclusivity and a mean of differentiation. 
 
For small and unknown companies, a Facebook career page is recommended. Ideally, it 
should exist in collaboration with the corporate homepage and provide additional and up-to-
date information that cannot be presented the same way on a website. With a link, that 
connects   the  page  to  the  company’s  homepage  and  the  official,  customer-oriented Facebook 
page, traffic is directed from one page to the other and people find the most suitable 
information for their concerns. An initial interest in one of the three pages can thus lead to 
increased corporate reputation, employer attractiveness or a greater applicant pool.  
 
However, the findings of this study suggest, that Facebook should never be considered as the 
main channel to promote an employer brand. But as the World Wide Web provides many 
above discussed advantages, it still represents an efficient way to convey an employer brand. 
Potential  applicants’  first  choice  and  source  of  information  would  be  the  corporate  homepage 
or the professional social network LinkedIn.  
 
7.3.4 The Significance of the Values to be marketed 
 
Employer attractiveness is as an integral objective of employer branding. When marketing an 
employer brand, practitioners often have to decide upon which attractiveness values to focus 
the most. The current study shows that an optimum balance of all values is most attractive.  
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Nevertheless, the findings of this research and current trends and developments indicate to 
pay special attention to the interest/innovation value as well as the development/psychological 
value. Employers should communicate the opportunity for future employees to stay in the 
company and further develop there, even when they start as an intern. They should highlight 
an international orientation if they have one and promote challenging and ambitious tasks that 
value creativity. A focus on CSR and sustainability gains more and more importance in the 
eyes of the new generation of applicants.  
 
7.4 Implications for Future Research 
 
This research has provided a deeper insight on how the use of employer branding influences 
employer attractiveness and intentions to apply for a job. However, due to the limited scope 
of the study, not all areas could be covered in detail –the realization of the thesis revealed 
some topics that were not covered and would be of great interest to further explore. 
Consequently, the research team suggests further studies in the field under investigation. 
The following section will describe additional significant areas to provide a better 
understanding of the impact of employer branding. 
 
7.4.1 Exploring Employer Branding: The Ranking of Employer Attractiveness Values 
 
To find out more about the values influencing employer attractiveness and corporate 
reputation, the results of the current study indicate a different study with a quantitative 
research approach. In the attempt to rank the values according to their importance and 
categorize them in meaningful patterns, a quantitative study is much more meaningful. Some 
clues were already given in this study: Generation Y highly values development possibilities, 
sustainability and location when considering future job offers and employers. A larger 
sample, as reached for instance through a survey, enables the researchers to draw statistical 
generalizations and identify clear categories. 
 
7.4.2 Exploring Employer Branding: The Sample Selection 
 
When conducting the same study, two elements within the sample selection can be changed: 
the choice of participants and the choice of the company under investigation. Considering the 
findings of this thesis both would pay out and provide an even deeper understanding of the 
researched area.  
 
The structure of the focus groups could be divided by gender or country of origin. A 
differentiation according to gender would highlight the aspects of attractiveness, which differ 
in the perception of men and women. The empirical data shows that a female participant 
underlines  very  explicitly  to  be  attracted  by  the  company’s  “women  in  technics”  program  – a 
factor, which would most probably not affect potential male applicants in the same manner. 
Furthermore, the participants valuing working environment were mostly female, the ones 
stressing economic factors were mainly men. However, to make a clear statement, the current 
study did not provide enough detail. Hence further research is required in order to investigate 
this issue more in depth and provide new insights.  



7 Conclusion 

97 
 

On the other hand, a study conducted on two or more countries, to see if culture influences the 
perception of an employer brand, could be of interest. The talk has revealed some indications 
in that direction like the so-called and often contradictory   “Spanish   perspective”.  
Consequently, a research between any countries, either those which are somewhat culturally 
similar or culturally very different, is suggested. 
 
Then again, also the companies under investigation could be varied in multiple ways: 
companies from other countries or industries, unknown or small companies, or companies 
with bad reputation. Firstly, country-specific differences could be of interest: the focus group 
interviews revealed that some participants seemed to derive their employer perceptions from 
the impression they have of the country, where the employer is located: they were talking 
about German quality products and German hierarchical systems. This phenomenon, so the 
research team, could be worth looking at in more detail. Second, as this study was conducted 
within the car industry, it could be of interest to see whether results change when the 
employer produces another product category or service. It seemed that some of the employer 
attractiveness values in the participants’  minds  were  closely  connected  to  the  industry:  “they  
have  innovative  products  as  the  industry  itself  is  innovative”.  A  study,  which  focuses  on  two  
or more different industries, could identify similarities, differences and specific patterns in the 
potential   applicants’   perception.   The   data   collection   also   suggests   the   same   study   for  
unknown or small companies. The focus group members themselves argued that their 
perception would change, if they would not know the company well in advance and further 
connected many of the benefits associated with the respective employer with the possibilities 
only a big and international company offers. Researching employer branding for these kinds 
of companies could reveal new aspects and insights. Finally, researching companies with a 
bad corporate reputation could show more clear results in the effectiveness of employer 
branding activities. The participants in the current study blurred the line between their image 
of   the   company   and   their   perception   of   the   company’s   employer brand, as the companies 
themselves had a very good overall reputation. With companies that do not shine for 
themselves, it is more obvious if the employer branding efforts are directed the right way.  
 
7.4.3 Exploring Employer Branding: The Choice of Channel 
 
The limited resources and scope of the research did not allow conducting this study on more 
than one channel. Nevertheless, the findings show that it would be of great interest to further 
explore the topic in more detail and future research is suggested concerning the channel, 
through which the employer brand is communicated.  
 
The current study does not show how to use social media more effectively – though some 
indications are made. The thesis speculates that a Facebook career page is more effective than 
an official Facebook page. Consequently, in order to gain a better understanding in this area, 
the same study should be conducted with German-speaking students and the exploration of 
the German speaking career page only or a different study could be created, with a company, 
which provides an international career page.  
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Furthermore, the empirical data leads to the assumption that there are more effective channels 
to communicate an employer brand than social media. Further research is needed to find out 
which channels are the most important and effective ones for pursuing employer branding 
strategies and to learn more about their potential advantages and disadvantages. Hereby the 
corporate homepage and personal contact could serve as a starting point, as those are ranked 
high in the current study as source of employment-related information for potential 
applicants.  
 
7.4.4 Exploring Employer Branding: The Effective Strategy 
 
Closely related to the previous section, not only the channel, but also the employer branding 
strategy and design itself are worth closer investigation. The question is how to design 
employer-branding  initiatives  in  order  to  guide  and  enhance  the  potential  applicants’  attention  
towards the employer brand. 
 
7.4.5 Exploring Employer Branding: The Role of Corporate Reputation 
 
Last but not least, the last suggestion for future research is the testing and expansion of the 
newly developed model. The findings of this thesis highlight corporate reputation as an 
umbrella of influence on employer brand, employer attractiveness, the perception of 
information asymmetry and eventually application intention decisions. Further research can 
confirm, expand or reject the model and define the extent to which this influence affects each 
element.  
 
7.5 Limitations of the Research 
  
As every study, also the current thesis holds a few limitations. Since resources were limited, 
the research team decided to focus on only students from Luleå University of Technology as 
participants for the focus group interviews. Although nationalities, personalities, age and 
gender varied, this method can still be seen as a restraint to sample selection. Moreover, this 
study focused on just two cases. The findings are therefore restricted by the two companies 
under investigation. The choice of those can be seen as limitation since another choice might 
have led to different results.  
 
The case study was furthermore conducted as a qualitative research. Consequently, the results 
might be influenced by the authors of this thesis, as collection and analysis of the data were 
subject to their interpretation. Other researchers may have interpreted the data differently or 
focused on different aspects. Additionally, the case study method cannot be used to form any 
statistical generalizations. However, analytical generalizations can be made which include a 
comparison to theory. The last and minor limitation is the use of English language, which 
may have conveyed inappropriate meanings, caused confusion and maybe even 
misunderstandings, as English was not the mother tongue of most participants.  
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Appendix:  Moderator’s  Guide 
 
Introduction 
x Welcome the participants and explain the procedure for this Focus Group 
x Ask participants again if they agree that their statements are used in the study and that the 

session will be videotaped and further used for analysis purposes 
 
Opening Question 
x In your eyes, what makes a good employer? 

- What is important for you, regardless branch and position? (Money? Products? 
Working Environment? Future Development?)  

- What makes an employer unattractive? (Money? Products? Working Environment? 
Future Development?) 

 
Now the researchers inform the participants that this Focus Group is about the company 
BMW/Volkswagen. 
 
Questions before Exploring Facebook Item in Frame of Reference 
x How attractive is BMW/Volkswagen as a 

potential employer? (Very interesting, 
interesting, not interesting) 
- What influenced your decision? 
- What do you associate with the 

company? 
- What about the company is appealing 
- What are your thoughts and feelings? 
- Do you have any previous experience 

with the company? 

Application Intention 

x Do you perceive BMW/Volkswagen as a 
high quality employer? 

Employer Attractiveness/ EmpAt Scale 

- Do you think the company can offer 
you job security? 

- Do you know about the wage level? 

x Economic Value 
 

- What do you think about the 
corporate working climate?  

- What do you think about the 
relationships between colleagues and 
superiors there? 

- How do you think it feels like to work 
in this company? 

x Social Value 
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- Do you think you can apply your 
knowledge in the company? 

- Do you think you can share your 
knowledge with others? 

x Application Value 

- Do you think the company produces 
innovative and high quality products? 

- Do you think the organization values 
creativity? 

x Interest Value 
 

- Do you think you have opportunities 
for future development?  

- Would working at 
BMW/Volkswagen make you feel 
good? 

x Development Value 
 

x Which element of the previous discussed 
is the most important to you? Why?  

x Was anything missing in the above 
discussion that you are looking for when 
intending to apply?  

EmpAt Scale 

x Was answering the previous questions 
easy for you?  

x Do you think you had enough 
information for having a clear picture on 
what to expect as an employee in that 
company? 

Information Asymmetry 

 
Annotation: After this block of questions the participants get 15 minutes of time to explore 
the Facebook page of the company in English and their mother tongue. This process is not 
structured and the instructions are limited: 
 
“Now  explore  the  Facebook  page.  Feel  free  to  look  at  whatever  interests you the most and 
concentrate on what feels most important for you  to  know  about  that  company.” 
 
Questions after Exploring Facebook Item in Frame of Reference 
x Do you think that you have a clear 

picture now on what to expect as an 
employee in that company? 

Information Asymmetry 

x What is your overall feeling and first 
impression after exploring the page?  

x How did it feel to explore the Facebook 
Page? What did you expect it would feel 
like? What are the differences? What did 
you not like? 
 

Corporate Reputation 
x Social Media Usage 
x Psychological Value 
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x Did your perception change? If yes, why, 
If no, why not. Is your perception better 
or worse? 

 
 
 
x Do you fit the organization?  
x Do  your  values  match  the  company’s  

values?  
x Do  you  like  the  company’s  personality? 

Application Intention Decisions 
x Person-Organization Fit 

 

x Do you think it would make you self-
confident to work in that company? 

x Do you feel familiar with that company 
now? 

Application Intention Decisions: 
x Self-Esteem 
x Prestige 
x Psychological Value 

x How did you perceive the Facebook 
Page: 
- Did you get all the information you 

want 
- Do you trust the way in which 

BMW/Volkswagen presents itself? 
- Is this information consistent with the 

image you had of the company 
before? 

Employer Brand Signals 
x Clarity 
x Credibility 
x Consistency 

x How interesting is BMW/Volkswagen 
now as a potential employer? (Very 
interesting, interesting, not interesting) 

Application Intention 

 
 


