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Preface 

The present thesis is part of the master’s programme Digital Marketing Management 

at the University of Applied Sciences Campus 02. It investigates corporate social 

responsibility (CSR) signals in the context of employer rating platforms and sheds light 

on how heterogeneous CSR-related signals shape job seekers’ perceptions of 

organisational credibility, attractiveness, value fit and application intent. In doing so, it 

addresses a central and, for me, driving question: What tangible benefits does true 

sustainability bring to organisations, and how can these be channelled into accelerating 

sustainable development and creating a self-reinforcing cycle? In this regard, this thesis 

demonstrates that the homogeneity of CSR signals is significant for job seekers, 

shaping perceived credibility, value fit, employer attractiveness and application intent – 

implying that authentic CSR engagement may provide firms with a competitive 

advantage in talent acquisition. 

As a non-native English speaker, I have strived to present my findings and arguments 

with clarity and precision. To achieve this, I have utilised artificial intelligence (AI) tools 

in a limited and controlled manner to assist with certain aspects of the writing process. 

Specifically, DeepL Write was used to assist in the formulation of more complex 

sentences, helping to refine the language and ensure clarity of expression. It is 

important to note, however, that each AI-adapted output was carefully reviewed and 

adjusted as needed to accurately reflect my intended meaning. Suggestions deviating 

from my original notions were discarded or substantially modified to align with my own 

thoughts. In addition, Perplexity.ai and ChatGPT were used as supporting tools for the 

empirical section of this thesis, primarily to verify the accuracy of my interpretations of 

statistical analyses. This ensured that my conclusions drawn from the data were sound 

and properly articulated. I would like to clearly emphasise that all content, arguments, 

and intellectual contributions presented in this thesis are entirely my own. The use of 

AI has been strictly limited to the aforementioned purposes. The content of this thesis, 

from its structure, core ideas, research methodology and experimental design, to its 

analysis and conclusions, is the product of my own critical thinking and academic work. 

This preface serves to transparently disclose the limited use of AI tools while affirming 

the originality and authenticity of the research and arguments presented herein. 
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Abstract 

The present study examines the perception of congruent and incongruent signals 

regarding corporate social responsibility (CSR) on employer rating platforms, taking 

into account signalling theory. The aim of the study is to explore the influence of CSR-

related signals on job seekers' perception of employer attractiveness, application 

intention, CSR-based credibility, and CSR value congruence. 

For this purpose, an experimental design with two stimuli was applied in the form of a 

quantitative online survey with 85 respondents, aged 20 to 44, who use employer rating 

platforms. Participants were divided into two groups and exposed to fictional employer 

reviews that either aligned with or contradicted the company's CSR claims. 

Specifically, respondents demonstrated a reduced perceived attractiveness of the 

employer, a reduction in application intentions, a lower perceived value fit, and a 

reduction in the credibility of the company's CSR commitment when CSR signals were 

inconsistent compared to consistent signals. 

The study concludes that consistent CSR information significantly improves job 

seekers' perception of potential employers across all measured constructs, highlighting 

the importance of an honest approach to CSR practices. These findings are relevant 

for both future research and businesses, as they illustrate the opportunities and risks 

of inconsistent CSR communication. 
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Zusammenfassung 

In der vorliegenden Studie wird unter Berücksichtigung der Signaling-Theorie die 

Wahrnehmung kongruenter und inkongruenter Signale in Bezug auf die soziale 

Verantwortung von Unternehmen (CSR) auf Arbeitgeberbewertungsplattformen 

untersucht. Ziel der Untersuchung ist es, den Einfluss von CSR-bezogenen Signalen 

auf die Wahrnehmung der Arbeitgeberattraktivität, die Bewerbungsabsicht, die CSR-

basierte Glaubwürdigkeit und die CSR-Werteübereinstimmung durch Arbeitssuchende 

zu erforschen. 

Zu diesem Zweck wurde ein experimentelles Design mit zwei Stimuli in Form einer 

quantitativen Online-Umfrage mit 85 Befragten im Alter von 20 bis 44 Jahren, die 

Arbeitgeberbewertungsplattformen nutzen, angewendet. Die Teilnehmer wurden in 

zwei Gruppen aufgeteilt und mit fiktiven Arbeitgeberbewertungen konfrontiert, die 

entweder mit den CSR-Behauptungen des Unternehmens übereinstimmten oder 

diesen widersprachen. 

Die Ergebnisse zeigen, dass alle vier Konstrukte positiv miteinander 

zusammenhängen. Es konnte festgestellt werden, dass inkongruente CSR-Signale im 

Vergleich zu kongruenten Signalen zu niedrigeren Bewertungen hinsichtlich aller 

Konstrukte führen. Im Einzelnen führten inkonsistente CSR-Signale im Vergleich zu 

konsistenten Signalen bei den Befragten zu einer verringerten Wahrnehmung der 

Arbeitgeberattraktivität, einer reduzierten Bewerbungsabsicht, einer schwächeren 

wahrgenommenen Werteübereinstimmung und einer geringeren Glaubwürdigkeit 

hinsichtlich des CSR-Engagements des Unternehmens. 

Die Studie gelangt zu dem Schluss, dass konsistente CSR-Informationen die 

Wahrnehmung potenzieller Arbeitgeber durch Arbeitssuchende in allen gemessenen 

Konstrukten signifikant verbessern, was die Bedeutung eines ehrlichen Umgangs mit 

CSR-Praktiken unterstreicht. Diese Ergebnisse sind sowohl für die zukünftige 

Forschung als auch für Unternehmen von Relevanz, da sie die Chancen und Risiken 

einer inkonsistenten CSR-Kommunikation aufzeigen.  
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1. Introduction 

“Talents seek more than just a job; they search for a sense of 

purpose” (Rosa et al., 2024, p. 11) 

In the light of corporate social responsibility (CSR), which has received increasing 

interest in research and practice in recent decades, employees have been found to be 

a fundamental stakeholder (Aguinis & Glavas, 2019, p. 1061; Backhaus et al., 2002, p. 

295). This is due to the fact that employees not only directly benefit from CSR initiatives 

implemented by their employers, but also indirectly, as CSR has been shown to 

positively influence various aspects of employee engagement, performance, retention, 

commitment, and identification with the company (Aguinis & Glavas, 2012, p. 948). As 

employees seek meaningfulness in their workplace, research has shown a positive 

impact of perceived CSR initiatives on work engagement (Cunha et al., 2022, p. 18). 

Therefore, when potential employees perceive that organisations share their values by 

addressing the societal issues they care about, it impacts on their attractiveness as an 

employer (Story et al., 2016, pp. 494–495). In this context, recent research has 

demonstrated that CSR also plays an important role in attracting potential employees 

(Tarigan et al., 2021, p. 141; Yasin et al., 2023, p. 378) as employers who express a 

perceived responsibility towards the (social) environment are found to be more 

attractive to potential applicants (Buzzao & Rizzi, 2024, pp. 1133–1134). 

Therefore, CSR is found to be positively associated with application intentions, 

highlighting the importance for companies to pay more attention to their CSR practices 

(Bharadwaj, 2024, p. 452; Tien Thanh et al., 2024, p. 17). However, as job seekers 

evaluate the motives behind a company's CSR, organisational authenticity plays a key 

role in this regard (Ong et al., 2024, pp. 1267, 1271). The manner in which the actions 

of an organisation and its level of attractiveness are perceived by (prospective) 

employees exerts a significant influence on their subsequent actions, such as positive 

or negative word-of-mouth (WOM), as evidenced by the presence of reviews on 

employer rating platforms (Dassler et al., 2022, p. 9). 
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 Problem Definition & Research Question 

These insights are relevant to the field of Human Resource Management (HRM), as 

employers face challenges not only in recruiting and retaining talent (Vogel & Satzger, 

2024, p. 181) but also in adapting to societal changes and meeting the expectations of 

employees (Carlini & Grace, 2021, pp. 735–736). To attract more and better talent in 

an often competitive labour market, companies rely on their reputation (Schaarschmidt 

et al., 2021, p. 1). Nevertheless, the manner in which an employing firm is perceived is 

also influenced by external signals, such as online reviews on employer rating platforms 

by former or current employees (Schaarschmidt et al., 2021, pp. 1–2). These widely 

used platforms (e.g. Glassdoor, Kununu), where current and former employees 

anonymously share their insights about the company, engender greater transparency 

regarding the workplace (Dube & Zhu, 2021, pp. 1784–1785). As a result, job seekers 

have access to a wide range of information on aspects such as career opportunities, 

work-life balance and organisational culture in the form of open-ended comments and 

numerical (star) ratings that are outside the companies' control (Höllig et al., 2024, pp. 

1–3). Electronic word-of-mouth (eWOM) of this nature has been determined to have an 

influence on the perceptions of job seekers in regard to the attractiveness of a firm, 

depending not only on the quality of the argumentation and the perceived expertise of 

the reviewer (Evertz et al., 2021, pp. 3445–3446) but also on the congruence of the 

signals (Carlini et al., 2019, p. 191). As a result of the incorporation of a variety of 

information in these reviews, they may also offer insights into not only company culture, 

but also its CSR practices (Ylinen & Ranta, 2024, pp. 266, 269). It is evident that there 

is a need for research on the impact of reviews on employer rating platforms and the 

consequences of inconsistent CSR signalling on job seekers' perceptions of employers 

and their attractiveness (Bharadwaj, 2024, p. 453; Ylinen & Ranta, 2024, p. 269). In the 

light of this identified research gap, the following research question is proposed for 

investigation: 

How does the incongruence between signalling information about the potential 

employer's CSR activities and employees' CSR-related ratings on employer rating 

platforms affect job seekers' perceptions of the employer's CSR-based credibility, 

CSR value fit, attractiveness as an employer and their intention to apply? 
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 Research Objective & Significance 

Given competitive labour markets in which employers face the challenge of attracting 

qualified talent (Vogel & Satzger, 2024, pp. 180–181), the growing popularity of 

employer rating platforms (Schaarschmidt et al., 2021, p. 14) and their influence on 

employer perceptions (Lis, 2018, pp. 111–112), as well as the importance of CSR for 

the attractiveness of companies as employers (Yasin et al., 2023, p. 378), this thesis 

aims to assess the impact of discrepancies between controlled corporate CSR 

communication and uncontrolled reviews by existing employees. Specifically, the study 

explores the influence of CSR-related signals on job seekers' perceptions of employer 

attractiveness, application intention, CSR-based credibility, and CSR value 

congruence. It also examines how congruent and incongruent CSR signals on 

employer rating platforms impact these constructs. 

Therefore, insights gained by this study are intended to provide professionals in fields 

such as HRM, CSR and corporate communication with information on the impact of 

inconsistent signalling in terms of CSR on employer attractiveness and the job 

application intention of job seekers, as well as their perceived CSR-related value fit and 

credibility of the CSR measures of the firm. Furthermore, this study aims to investigate 

the potential positive impact of harmonised CSR communication for employers. To this 

end, recommendations are provided for more effective CSR communication and 

strategies for harmonising CSR initiatives with the experiences of current and potential 

employees. The proposed measures are based on the assumption that they will have 

an impact on the value congruence between job seekers and employers, and on the 

CSR credibility of the employer that job seekers perceive. This, in turn, affects the 

attractiveness of employers and thus the performance of companies in the competitive 

labour market. 

In addition, the proposed study aims to make a substantial theoretical contribution by 

addressing the research gap between CSR and employer rating platforms and their 

impact on employer attractiveness, which have mainly been considered separately so 

far, as described in chapter 2. By focusing on the discrepancies between controlled 

and uncontrolled CSR signals in the field of eWOM, this study broadens the application 
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of signalling theory and extends the scope of previous studies that analysed employer 

rating platforms and CSR communication in isolation. Furthermore, it aims to contribute 

to previous research on the effect of CSR on employer attractiveness and job 

application intention, while also extending existing models to CSR credibility and value 

fit and addressing the dimension of employee reviews and their impact on these 

constructs. 

 

 Structure & Approach 

The present thesis is divided into two sections: a theoretical and an empirical part. The 

former includes a discussion of recent literature and the theoretical foundation upon 

which the research question and empirical research are based, with chapters 2 and 3 

devoted to this aspect. The research scope is grounded in a comprehensive critical 

review of current scientific literature, which incorporates national and international 

sources from diverse research areas such as CSR, sustainability, HRM, psychology, 

and (strategic) management. 

Therefore, libraries and online resources of educational institutions such as the 

Campus 02 University of Applied Sciences, the University of Graz, and the University 

of Vienna were utilised. In addition, online databases and platforms for scientific 

research such as SAGE Journals Online, EBSCOhost, SpringerLink, Communication 

and Mass Media Complete (CMMC) and others were consulted. Based on the findings 

found in the literature, hypotheses were formulated and subsequently tested in the 

empirical part of this thesis. The empirical research was conducted through the 

implementation of a quantitative online survey, the details of which are outlined in 

chapter 4. The statistical analysis was carried out to test the stated hypotheses and 

provide further insights into the data generated, as elaborated in chapter 5. The 

discussion section presents the findings of the study and the addresses theoretical as 

well as managerial implications. The main findings of this thesis are summarised in the 

conclusion, the final chapter, in which the research question is discussed. The 

introduction is therefore followed by seven chapters. 
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 Definition of Key Terms 

To ensure a consistent understanding of the key terms used throughout this paper, a 

brief overview of the definitions of the key terms is provided in table 1. The terms are 

discussed in more detail in chapter 2, the literature review, where they are examined in 

relation to current literature and research. 

Key Terms  Definition & Reference 

Corporate Social Responsibility 
(CSR) 

The company's responsibility to develop and implement policies and 
practices that address the three pillars of sustainability - 
environmental, economic and social - and deliver positive outcomes 
for all stakeholders beyond legal requirements (Carlini et al., 2019, 
p. 189). 

Employer Attractiveness The reflection of the thoughts of the job seekers about a company as 
a potential employer, without implying any immediate action towards 
the company (Highhouse et al., 2003, p. 989). 

Employer Rating Platform A social media platform where work-related information about an 
employer is shared anonymously by a diverse group of current and 
former employees (Dube & Zhu, 2021, p. 1784; Höllig et al., 2024, 
pp. 2–4). 

Employer Reviews A form of uncontrolled information, i.e. information that is not 
regulated by the company (Carlini et al., 2019, p. 189), that is shared 
by current or former employees of the company on employer rating 
platforms (Satzger & Vogel, 2023, p. 568). 

Employer CSR Credibility The extent to which a company's CSR involvement is perceived to 
be credible (S. Y. Lee et al., 2019, p. 415). 

Job Application Intention The extent to which a potential employee is motivated to take up an 
employment relationship with an organisation (Carlini et al., 2019, p. 
189). 

CSR Value Fit The alignment between a company's CSR actions and the values of 
potential employees (Jones et al., 2016, pp. 3, 6). 

Table 1: Definition of Key Terms 
Source: Own illustration 
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2. Literature Review 

In the following subchapters, the constructs addressed in this paper are examined in 

more detail and discussed from the perspective of current research in recent years. At 

the end of this chapter, the identified research gap is outlined. 

 

 CSR & its Relevance in Talent Acquisition 

Over the last few decades, CSR has gained increasing interest, affecting the 

relationship between organisations and their external and internal stakeholders, such 

as employees (Aggerholm et al., 2011, pp. 105–107). The International Organisation 

for Standardisation (ISO) has developed an international standard on social 

responsibility, ISO 26000, which serves as guidance for organisations and institutions 

worldwide. The aim of social responsibility is therefore to contribute to sustainable 

development by taking responsibility as an organisation for the impact of its actions on 

society and the environment. Accordingly, social responsibility refers to transparent and 

ethical behaviour that is integrated throughout an organisation, complies with 

international laws and codes of conduct, and addresses stakeholder expectations (ISO 

26000, 2010, pp. vi, 3). Despite its growing importance, a clear definition of the CSR 

concept has yet to emerge (Homer & Gill, 2022, p. 2; Sarkar & Searcy, 2016, pp. 1424–

1425). However, a study conducted by Sarkar & Searcy (2016) identified the key 

characteristics of CSR definitions. Based on these consistently and repeatedly 

observed characteristics, CSR can be defined as a company's voluntary commitment 

to act ethically beyond its main economic activities and minimum legal standards. It 

entails a consideration of the impact of business practices on stakeholders and society 

at large, with a view to contributing to global sustainability (Sarkar & Searcy, 2016, p. 

1433). Therefore, CSR can be understood as a multifaceted construct that 

encompasses the internal and external actions of organisations across different 

dimensions, such as the community, the natural environment and employees (El 

Akremi et al., 2018, pp. 621, 630). 

To support sustainable development, research suggests integrating employer branding 

into the CSR strategy and approaching employees as business partners to build long-
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term relationships that positively impact the company's economic growth and human 

development (Aggerholm et al., 2011, pp. 116–117). In this context, employees have 

been recognised as key stakeholders who benefit from CSR policies, which in turn has 

a positive impact on employee engagement, performance, retention, commitment and 

identification with the company (Aguinis & Glavas, 2012, p. 948). Tarigan et al. (2021) 

support these notions and further found that companies that support a socially 

responsible culture also benefit financially from CSR as it helps to attract and retain 

employees. Moreover, CSR was found to improve the quality of working life, which not 

only strengthens commitment to the company but also leads to better performance. It 

is therefore recommended that CSR activities are communicated to potential 

employees in order to potentially win the war for talent (Tarigan et al., 2021, pp. 154–

155). With regard to CSR communication in recruitment, it was noted that future 

executives critically assess CSR messages and proactively look for CSR signals in 

corporate and brand communication throughout the recruitment process (Boehncke, 

2025, pp. 29–30). It can therefore be said that CSR is becoming increasingly important 

for talent, indicating the need for organisations to take action to meet their expectations 

in order to not only attract, but also retain the most qualified employees (Rosa et al., 

2024, p. 11). 

According to Benitez et al. (2020), job seekers perceive CSR as a signal of a better 

employer reputation and a more attractive place to work. This creates business value, 

as having a good reputation as an employer not only reduces the cost of recruiting 

talent, but also the cost of retaining talent. Current employees have been found to 

identify more strongly with socially responsible employers and consider them to be 

better places to work. Additionally, it was observed that, unlike traditional advertising, 

an employer's skilled use of social media has a reinforcing effect on the impact of CSR 

activities on the employer's reputation (Benitez et al., 2020, p. 25). 

However, research in this context tends to be biased towards CSR as it rarely discusses 

the limitations of CSR in relation to HRM. Therefore, the process model developed by 

Kay et al. (2024) is discussed. It outlines both the benefits and the drawbacks of CSR 

in recruitment in the light of attribution theory, which states that job seekers evaluate 

the motives of potential employers for their CSR commitment based on the context. 
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Thus, potential employees attribute substantive motives to an organisation's CSR 

efforts when they indicate that the employer's commitment is based on a genuine 

concern for the wellbeing of society and its stakeholders. CSR activities are perceived 

as more substantively motivated when they are closely related to core business 

activities and when they are seen as a strong commitment. When employees perceive 

that the employer's commitment to CSR is driven by self-serving interests, symbolic 

motives are attributed. This is particularly the case when job seekers perceive 

companies' engagement to CSR as peripheral to the business, when the commitment 

is perceived as weak and when the actions do not reflect a genuine concern for the 

welfare of stakeholders. Kay et al. therefore proposed that job seekers who rate 

employers' CSR as substantively motivated tend to have higher expectations which, if 

not met, may lead to lower employer attractiveness. Symbolic motives, on the other 

hand, are associated with lower expectations, which are easier to meet and therefore 

less likely to be violated. This prevents companies from becoming less attractive as 

employers and may even increase the likelihood of higher perceived attractiveness. 

Lastly, the authors argue that potential talents change their attributions of the 

employer's CSR in a recursive cycle that can improve but tends to deteriorate during 

the recruitment process, especially if their expectations are high (Kay et al., 2024, pp. 

4–5, 12). 

 

 Employer Rating Platforms & Employer Reviews 

As job seekers tend to use different sources of information to evaluate an employer, 

the area of WOM, an external source of information that can only be influenced by 

companies through indirect strategies, needs to be addressed (Van Hoye & Lievens, 

2007, p. 2039). Van Hoye and Lievens (2007) noted that WOM has a strong effect on 

the attractiveness of an organisation, even in the presence of internal sources of 

information such as recruitment advertising. Furthermore, the study revealed that 

positive WOM increases and negative WOM decreases the effect of talent acquisition 

advertising on an organisation, whereof the latter had a much greater effect. 

Furthermore, it was found that positive WOM leads to a higher perceived credibility of 

the recruitment ad than negative WOM. Conversely, when WOM contradicts the 
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recruitment advertising, the credibility of the latter is negatively influenced. 

Consequently, it is recommended that employers direct particular attention to negative 

WOM, implement corresponding avoidance strategies, and engage in its monitoring 

and countering (Van Hoye & Lievens, 2007, pp. 2035–2037, 2040, 2042). 

Considering that approximately half of employed internet users gather information 

about organisations as employers from reviews on the internet (Bitkom Research, 

2018), it is important to place these insights in a digital context. Evertz et al. (2021) thus 

draw attention to eWOM, more specifically employer rating platforms. These social 

media platforms can be defined as a subtype of eWOM, where actual and former 

employees can articulate their opinions and experiences (positive ones as well as 

negative ones) about an employer on a specific type of website that is accessible to the 

broader public (Evertz et al., 2021, p. 3433). As previous research has highlighted, the 

information shared on these platforms is generally trusted. Although users indicate that 

they are aware of the potential manipulative effect of reviews (Sander et al., 2017, pp. 

13, 17), this can cause potential harm, as negative information about an employer can 

be shared, which can affect the perceived attractiveness of the employer, potentially 

leading to difficulties in recruitment (Kluemper, 2016, p. 158). This is especially salient 

in the early stages of talent acquisition, when potential employees are searching for 

information to access the employer, and negative reviews may increase uncertainty 

about the trustworthiness of the company (Carpentier & Van Hoye, 2021, p. 277). 

Furthermore, it has been demonstrated that negative reviews concerning organisations 

with low overall ratings and reviews with negative sentiments tend to receive higher 

ratings of helpfulness. This may even serve to increase the impact of negative reviews 

on the organisation. However, the credibility of the review may be undermined if 

reviewers focus excessively on specific aspects without addressing other issues 

(Morgan & Chapman, 2024, pp. 8–10). Moreover, a study by Carpentier and Van Hoye 

(2021) showed that the negative impact of negative reviews on perceived 

attractiveness can be influenced by employers by responding with denial, which – 

compared to no response to the review – can positively influence higher organisational 

attractiveness. It was further noted that accommodating responses had the same 

impact on attractiveness as no response, and that when there is a high level of 
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consensus across a large number of reviews, employers' ability to manage the impact 

on the organisation's attractiveness through response strategies is limited (Carpentier 

& Van Hoye, 2021, pp. 274, 284–286). 

In this context, employers can also take action by analysing the information provided 

by employer rating platforms to gauge their perceived attractiveness as an employer 

and to gain further information about the key issues that individuals consider when 

evaluating potential employers through such platforms (Dabirian et al., 2017, p. 204). 

With regard to positive WOM, it has been investigated that positive reviews on employer 

rating platforms increase the perceived attractiveness of the organisation for job 

seekers, but message characteristics such as the quality of the arguments used in the 

WOM and the expertise of the reviewer influence this effect (Evertz et al., 2021, pp. 

3445–3446). Moreover, it was found that employers with a good inclusiveness rating 

are more attractive and therefore more likely to be recommended by employees 

(Satzger & Vogel, 2023, pp. 579–580).  

 

 Employer Attractiveness & Job Application Intention in 

Relation to CSR 

Recent research has shown that CSR plays a significant role in attracting potential 

employees (Yasin et al., 2023, p. 378), as employers who demonstrate a perceived 

responsibility towards the (social) environment are more attractive to potential 

candidates (Buzzao & Rizzi, 2024, pp. 1133–1134). Research has also found that CSR, 

among other dimensions, is a significant predictor of job seekers' intention to apply for 

a job (Bharadwaj, 2024, p. 452). In support of the relationship between CSR and 

employer reputation, Rosa et al. (2024) also discovered that internal and external 

dimensions of formalised CSR influence organisational reputation. Furthermore, the 

authors noted that perceptions of internal CSR consistency have a significant impact 

on organisational attractiveness, while perceptions of external CSR consistency have 

a moderating effect on the relationship between organisational attractiveness and 

reputation (Rosa et al., 2024, pp. 4–5, 8–11). In the context of consistency, Pernkopf 

et al. (2021) observed that congruent signals between recruitment websites and 
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employer reviews increase the employer attractiveness, while mixed-signals have a 

decreasing effect (Pernkopf et al., 2021, pp. 392, 408). 

The results of the study by Lis (2018) supported other research findings, stating that 

CSR potentially influences the attractiveness of a company and can have a positive 

external effect. CSR was perceived as the most important factor when it comes to 

choosing an employer, followed by remuneration and other aspects, indicating that 

CSR can be a decisive factor when it comes to attracting talent (Lis, 2018, pp. 111–

112). Cid-Bouzo et al. (2024) emphasise this aspect by highlighting that employers who 

generate a high number of jobs offering higher salaries and who contribute to society 

beyond the economic dimension are the most attractive employers, indicating that 

social responsibility is valued and that remuneration is not the only aspect relevant to 

talent (Cid-Bouzo et al., 2024, pp. 1502–1503). 

However, it should be noted that the aforementioned effects are also dependent on the 

job seekers and their characteristics. In this regard, Klimkiewicz and Oltra's (2017) 

study found that positive attitudes among millennial job seekers towards CSR can 

positively influence their perception of employer attractiveness based on CSR. The 

study concluded that individual attitudes have a significant impact on the way job 

applicants perceive CSR signals and how they influence CSR-based employer 

attractiveness, with higher attitudes being associated with a higher perceived CSR-

based attractiveness of the employer. However, similar to the findings of the 

aforementioned study by Kay et al., whether job seekers perceived CSR as normative, 

i.e. based on internalised ethical obligations, or instrumental, i.e. based on profit 

motives, did not influence the role of CSR in the job search process, which may be due 

to different expectations that job seekers hold towards potential employers (Klimkiewicz 

& Oltra, 2017, pp. 457–458). Gintale et al. (2024) examined the impact of philanthropic 

and environmental CSR on employer attractiveness, concluding that the relationship 

between employer brand attractiveness and perceived CSR is not influenced by the 

generation to which the individuals belong (Gintale et al., 2024, pp. 9–11). In contrast, 

Davies et al. (2018) found that the demographics of potential employees, such as age 

and gender, influence how an employer is perceived (Davies et al., 2018, pp. 74–75). 
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This finding was further corroborated by subsequent studies, including that of Lis 

(2018), which also identified a gender-based discrepancy in perceptions of 

organisational attractiveness, depending on a range of factors, and found that CSR 

was particularly relevant for highly qualified employees when deciding on a job (Lis, 

2018, p. 111). In relation to these implications, the experimental study by Magbool et 

al. (2016) applied a factorial design. In 16 cases, different combinations of high and low 

performance levels of CSR attributes (comprising environmental performance, 

community relations, workplace and marketplace performance) were assessed for their 

impact on the attractiveness of a fictitious company in terms of the intention to join and 

the willingness to accept a job offer. The findings emphasise the influence of 

demographics on perceived organisational attractiveness, where significant differences 

were found between male and female gender. Across the various cases examined, 

male respondents exhibited a higher willingness to accept a job offer and a stronger 

intention to join. This was also influenced by age, with people aged between 41 and 50 

having the lowest intention to join the organisation and, in two cases, the lowest 

willingness to accept a job offer. It was also revealed that high performance of firms in 

terms of environment, community relations, workplace, and market strengthens the 

intention of job seekers to join a firm and positively influences the acceptance of a job 

offer from that firm as well as the attractiveness of the firm as an employer. The authors 

also found that workplace practices, such as a committed promotion of diversity and 

the provision of safety, play an important role for talent (Magbool et al., 2016, pp. 546–

547, 549, 551, 553). 

 

 Employer Credibility in Relation to CSR 

As proposed by Chen et al. (2021), an individual's trust in a firm's promises being 

consistent with the actual initiatives of the organisation, as represented by employees 

and managers, is a critical aspect of a firm's success (Chen et al., 2021, pp. 1, 5–6). In 

the context of talent management, it was discovered that an employer's trustworthiness 

is not only a driver of the employee engagement, cooperation, and productivity, but also 

of employee commitment to the company, which has a significant positive impact on 

the firm's success in terms of operating profits, share of sales, and higher productivity 
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(Butler et al., 2016, pp. 325, 334). This positive impact might be mitigated, as Könsgen 

et al. (2018) found with regard to employer rating platforms that inconsistent reviews 

can have a negative effect on an employer's trustworthiness, which affects job seekers' 

intention to apply. Although employers can slightly influence this effect by providing 

constructive responses, which in turn increase trustworthiness, the authors recommend 

the prevention of negative reviews. As these replies function as an additional signal 

that, in contrast to reviews, is under the control of the organisation, potential 

discrepancies between the review and the response, and thus effects such as negative 

reputation, could occur and should be avoided (Könsgen et al., 2018, pp. 173–174). In 

the event of conflicting information, Van Hoye and Lievens (2007) discovered that 

credibility can have a supportive effect on the organisational attractiveness. It was 

further noted that in their study, external WOM was preferred when contradictory 

information was given (Van Hoye & Lievens, 2007, p. 2042). In particular, given the 

scepticism of some job seekers about the underlying motives of employer-owned and 

-controlled media, the same can be expected to apply to CSR information provided by 

companies themselves (Jones et al., 2016, pp. 4–5, 9). 

Another insight from a study by Latif et al. (2022) revealed that employees’ scepticism 

towards CSR weakens the relationship between perceived CSR of employers and pro-

environmental behaviour of employees, while CSR authenticity strengthens this 

connection (B. Latif et al., 2022, pp. 11, 13, 15). This scepticism may stem from the 

potential use of CSR for greenwashing, which leads candidates to be more critical of 

CSR information, so an overall fit between a company's CSR efforts and its business 

activities enhances CSR credibility (Agnihotri & Bhattacharya, 2022, p. 1719). 

A study by Lee at al. (2018) disclosed that employee’s perceptions of sincerity 

regarding customer-related CSR commitment have a significant positive moderating 

effect on the perceived customer-related and organisational CSR initiatives. 

Furthermore, the results showed that the perceptions of employees concerning the 

company’s sincerity mediate the relationship between their organisational commitment 

and the perceived employee-related CSR initiatives (S. Lee et al., 2018, pp. 360, 364–

365). In order to enhance the credibility of CSR, it is recommended that employers 
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utilise social media, as it strengthens engagement with potential employees, leading 

not only to increased visibility, but also to greater credibility of the company's CSR-

related actions (Benitez et al., 2020, p. 25). This finding is supported by Lee et al. 

(2019), who stated that a company’s communication strategy regarding its CSR 

initiatives should adopt a long-term approach and incorporate social media in 

combination with other channels, as it has the capacity to generate WOM and establish 

CSR associations with the firm. Furthermore, the authors indicated that CSR credibility 

predicts the intention to participate in the firms CSR activities (S. Y. Lee et al., 2019, 

pp. 423–425).  

These activities act as signals to potential talent through which job seekers gain 

information about the employer, impacting on its ability to attract and retain skilled 

employees (Benitez et al., 2020, pp. 27–28). However, there is a possibility that CSR 

efforts may be counterproductive if there is reason to doubt the motives behind the 

company's actions, resulting in a lower valuation of the company than if no CSR actions 

had been taken (Yoon et al., 2006, p. 382). It can thus be concluded that, for 

companies, acting in a socially responsible manner is not sufficient in itself; what is 

required is the perception of credibility in their CSR activities, in order to achieve 

favourable outcomes related to CSR (Alhouti et al., 2016, p. 1242). Pérez (2019) built 

upon these findings, concluding that CSR activities which are closely aligned with a 

company's identity are perceived as more authentic than those which are less 

consistent with the firm's identity. In this regard, the adoption of long-term CSR 

strategies is advisable, as the corporate identity is regarded as a stable construct, 

thereby facilitating the development of a congruent image (Pérez, 2019, p. 346). 

 

 Value Fit in Relation to CSR 

The congruence between an individual and an organisation in terms of similar 

characteristics, including personality, goals, attitudes and values, is described by the 

person-organisation fit (Kristof, 1996, pp. 3–4). The formation of this fit is supported by 

remuneration, CSR and a positive work culture, which are valued dimensions by job 

seekers, as Tanwar and Kumar (2019) pointed out. Furthermore, evidence was found 
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that person-organisation fit acts as a mediator of the relationship between these 

dimensions and being a preferred employer, and that organisations' use of social media 

to communicate organisational values strengthens this relationship. This supports the 

notion that job applicants are more attracted to an employer with CSR-related values 

that are similar to their own (Tanwar & Kumar, 2019, pp. 801, 814–816).  

Value fit with respect to CSR is thus based on employer’s CSR activities, which act as 

signals of their organisational values to potential employees. It can be described as the 

alignment between a company's CSR actions and the values of potential employees, 

which enhances the attractiveness of the organisation by signalling a shared 

commitment to values and value congruence (Jones et al., 2016, pp. 3, 6). This impact 

was also highlighted in a study by Story et al. (2016), who examined that internal and 

external CSR efforts not only improve the company's reputation, but also signal the 

organisation's values and societal concerns, leading to a better evaluation of the 

company (Story et al., 2016, p. 494). This is underlined by other researchers who have 

found that external CSR is positively related to CSR authenticity (H. Kim & Lee, 2022, 

p. 10). Thus, when individuals see that organisations care about certain societal and 

environmental issues that are personally relevant to them, these firms are perceived as 

more credible and reputable, which subsequently leads to them being considered as a 

preferred place to work (Story et al., 2016, pp. 494–495). In addition, research has 

shown that the impact of companies' CSR activities and the fit between the actions 

taken and the company have a positive influence on CSR authenticity (Alhouti et al., 

2016, pp. 1244–1245, 1248). However, it is also important for organisations to align 

their CSR activities with the ethical values of their employees, as this has a positive 

impact on their identification with the company, which in turn affects their commitment 

to the organisation, as Kim et al. (2010) point out (H.-R. Kim et al., 2010, pp. 557, 565). 

Research conducted by Song et al. (2024) confirmed that value fit, which links CSR 

activities to job seekers' perceptions of employers' prosocial orientation, leads to 

significantly positive employer attractiveness, which in turn results in significantly 

positive job search intentions (Song et al., 2024, pp. 1809, 1822–1823). Supporting 

these notions, Gully et al (2013) also found that the communication of an organisation's 
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social and environmental commitment influenced job seekers' perceptions of the 

organisation, thereby influencing person-organisation fit. The latter was examined to 

positively influence the attractiveness of the employing organisation, as well as job 

seekers' job pursuit intentions (Gully et al., 2013, p. 963). The same has been found to 

be true for perceived value fit, with research showing a positive relationship between 

value fit and the intention to pursue a job (Carballo-Penela et al., 2020, pp. 8, 12). 

Considering these findings, research suggests that CSR initiatives should be aligned 

not only with the company's business activities, but also with the CSR-related values 

of the company and candidates in order to attract qualified talent (Agnihotri & 

Bhattacharya, 2022, pp. 1720–1721). 

 

 Research Gaps 

In light of the constructs examined in the previous chapters and the corresponding 

findings from fundamental literature and studies published in recent years, overlooked 

areas of research can be found. 

Thus, it can be concluded that CSR has been found by various researches to play a 

major role in talent management and employee acquisition, as several studies have 

revealed its potential to have a positive impact on the attractiveness as employer and 

the application intention of job seekers (Benitez et al., 2020, p. 25; Tarigan et al., 2021, 

pp. 154–155). This is related to the fact that a company’s CSR measures act as a signal 

to potential applicants as they indicate the values of the organisation (Jones et al., 

2016, pp. 3, 6). In order to achieve outcomes such as increased employer 

attractiveness and job application intention, a value fit, i.e. the alignment of the 

employer's values with the personal values of the job seekers, should be sought. When 

this fit is not entirely given, employer credibility can support the attractiveness of the 

employer (Van Hoye & Lievens, 2007, p. 2042). However, to achieve the positive 

impact of CSR efforts, employers should pay attention to the credibility of themselves 

and their actions (Alhouti et al., 2016, p. 1242). 

Furthermore, WOM has been found to influence the credibility of an employer, 

especially in the context of eWOM, which can be observed on employer rating platforms 
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(Könsgen et al., 2018, pp. 173–174), where former and current employees share their 

experiences with their employers with the wider public (Evertz et al., 2021, p. 3433). 

These platforms can have a significant impact on the perception of the employer, 

potentially also in terms of the perception of its CSR (Lis, 2018, pp. 111–112). As 

pointed out in other studies, these type of social media needs to be addressed more in 

scientific research, as their impact in recruiting processes is not well analysed, 

especially in the light of their increasing number (Schaarschmidt et al., 2021, p. 14). In 

particular, there is a lack of research investigating the impact of CSR information 

shared on these platforms and its effect on the attractiveness and the job application 

intention when signals from the company and employees are incongruent. Therefore, 

this study aims to address this research gap by examining the impact of CSR-related 

reviews on employer attractiveness and application intention, as well as perceived 

value fit and credibility. 
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3. Theoretical Framework 

The following sections build on recent literature by detailing the theory underlying this 

study, illustrating the conceptual model based on it, and formulating the hypotheses to 

be tested in the empirical part of this thesis. 

 

 Signalling Theory in the Context of CSR & Employee 

Acquisition 

Signalling theory, developed by Spence (1973), is based on the information asymmetry 

found in imperfect labour markets, where an information imbalance exists between two 

parties (individuals and organisations). In this context, signals refer to the observable 

and changeable characteristics of individuals and organisations that contribute to their 

image as job applicants or employers. In addition to signals, attributes known as indices 

can be observed which, unlike signals, cannot be changed by the individual, such as 

age. By manipulating the changeable attributes, signals, such as education, to generate 

higher wages offered in the labour market, signalling costs can arise. Job seekers 

therefore select certain signals to maximise the gap between the signalling costs (e.g. 

education costs) and the wages offered (Spence, 1973, pp. 355–360). 

This theory has increasingly been used as a basis in various fields of research, 

especially in the HRM literature, to explain how job seekers ( the receivers of the signal) 

and employers (the signallers) communicate when they have access to different 

information (Connelly et al., 2011, pp. 39, 42–45; Shahid et al., 2024, p. 515). This 

information imbalance exists as employers lack knowledge about the quality of potential 

job applicants, wherefore the candidates use their education and qualifications to send 

signals to the job market (Connelly et al., 2011, pp. 42–43; Schaarschmidt et al., 2021, 

p. 4). Conversely, without appropriate knowledge about the culture, salary and other 

attributes, job seekers cannot assess employers, which is why companies use their 

good reputation, where credibility and trustworthiness play an important role in 

evaluating these signals (Carpentier & Van Hoye, 2021, p. 277; Yasin et al., 2023, p. 

371). In the early stages of recruitment in particular, potential candidates are confronted 

with uncertainty as they have little information about how the company performs as an 
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employer (Carpentier & Van Hoye, 2021, p. 277). However, this can be influenced by 

social media such as employer rating platforms, as employees' opinions are perceived 

as more honest and reliable than information provided by companies (Schaarschmidt 

et al., 2021, p. 4).  

Another area of research where signalling theory is increasingly being applied is in the 

context of CSR, where companies have been found to use CSR information to 

positively influence multiple stakeholders, such as potential employees (Carlini et al., 

2019, pp. 185–186). This can be explained by the fact that CSR can signal to potential 

employees that the company is not only socially responsible but also a fair employer 

(Bustamante et al., 2018, p. 7). On the one hand, the perception of a company's CSR 

commitment is based on the intuition of potential employees, who subjectively assess 

the sincerity of the potential employer's commitment to CSR. On the other hand, 

identification with the company also plays an important role, as job seekers check the 

authenticity of a potential employer to ensure that the company is in line with their own 

values (Hetze, 2016, p. 287). Accordingly, both internal as well as external CSR 

measures have a positive influence on the reputation of corporations, as stakeholders 

interpret them as signals of the employers’ values regarding the society and 

environment. When potential employees perceive that organisations share their values 

by addressing the societal issues they care about, it impacts on their attractiveness as 

an employer (Story et al., 2016, pp. 494–495). However, achieving consistency in CSR 

and communicating a clear message is key to ensuring a satisfied workforce (Carlini et 

al., 2019, p. 199). 

Building on the existing literature related to CSR, talent acquisition, and social media, 

this thesis will also incorporate signalling theory to enhance research this context 

(Bharadwaj, 2024, p. 445; Carlini et al., 2019, pp. 184–186; Carpentier & Van Hoye, 

2021, p. 277; Klimkiewicz & Oltra, 2017, p. 452; Ngoc Thang et al., 2023, p. 800; 

Schaarschmidt et al., 2021, p. 4; Suen et al., 2020, p. 4; Tien Thanh et al., 2024, p. 19). 

Based on this, this paper uses signalling theory to understand the effects of 

discrepancies or information asymmetries between the CSR activities communicated 

by companies and the CSR measures perceived internally by employees, and their 

impact on the perception of these employers by potential job seekers. 
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 Conceptual Model 

Drawing on signalling theory, research findings and existing models from the literature 

(Carlini et al., 2019, p. 185; Gully et al., 2013, p. 937; Song et al., 2024, p. 1816; Tanwar 

& Kumar, 2019, p. 806), which will be outlined below, a conceptual model was 

developed. 

The employer branding process model developed by Carlini et al. (2019) combines the 

CSR journeys of potential and current employees and illustrates the positive influence 

of the CSR employer brand identity on job applicants' perceptions of the firm. This 

influence is present when external CSR signals, such as social media and reviews, are 

consistent with the firm's CSR identity. When applicants become employees, they 

experience internal CSR initiatives such as workplace benefits and ethical 

empowerment of the company, which, if the CSR expectations are confirmed, lead to 

positive employee outcomes such as identification with the organisation and WOM 

(Carlini et al., 2019, pp. 185–186, 191–192). A study by Tanwar and Kumar (2019) 

incorporates different dimensions of employer branding in their model, one dimension 

being ethics and CSR, and tested their relation to the person-organisation fit. CSR was 

found to be one aspect potential employees value and which in turn increases the 

person-organisation fit. Furthermore, the model outlines the mediating role of 

employer’s social media usage on the relationship between the person-organisation fit 

and being an employer of choice (Tanwar & Kumar, 2019, pp. 806, 814–815). Gully et 

al. (2013) created a model that examines how CSR-related recruitment messages 

affect job pursuit intentions via the positive mediating effect of perceived fit and 

organisational attraction and what role the desire for making a significant impact 

through work plays (Gully et al., 2013, p. 937). A similar model by Song et al. (2024) 

also outlined the same connection between value congruence, employer attractiveness 

and job pursuit intention, while differentiating between internal and external CSR each 

having a positive impact on the perceived CSR orientation of employers, which in turn 

was found to have a positive influence on value congruence (Song et al., 2024, pp. 

1814–1816, 1820–1821). The model proposed by Könsgen et al. (2018) describes, 

among other things, how discrepant employee ratings negatively influence job seekers' 

perceived trustworthiness and their intention to seek or avoid employment. Yet, the 
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influence of these discrepancies on other constructs such as employer attractiveness 

or value fit was not included. 

Thus, it can be concluded that the research models used in previous research have not 

fully taken into account the signalling effect of external communication such as 

employer reviews and its impact on employer attractiveness, application intention as 

well as its effect on value fit and employer credibility in terms of CSR. Therefore, a 

conceptual model based on closely related models found in literature was created as 

shown in figure 1. It depicts the interplay between signals regarding potential 

employer's CSR and the associated perceived employer attractiveness as well as the 

resulting application intention of a job seeker. However, the model also illustrates how 

signals in the form of CSR-based employer reviews impact the perceived CSR value fit 

between job seekers and potential employers as well as CSR-based employer 

credibility. The main difference with existing models therefore lies in the integration of 

CSR-based employer reviews and the investigation of their influence on job seekers on 

the constructs mentioned. The related hypotheses concerning these constructs are 

illustrated in the figure and will be further delineated in the subsequent chapter. 

 

Figure 1: Conceptual Model 
Source: Own illustration adapted from (Carlini et al., 2019, p. 185; Gully et al., 2013, p. 937; Jones et al., 
2014, p. 392; Song et al., 2024, p. 1816; Tanwar & Kumar, 2019, p. 806). 
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 Hypothesis Development 

Based on the research question posed at the beginning and on the evidence of the 

current state of research, the following hypotheses will be formulated and tested in the 

empirical part of this thesis.  

When job seekers observe that potential employers are committed to addressing social 

issues and problems that they consider important, these companies are perceived as 

more credible and reputable, which in turn has a positive effect on their attractiveness 

as an employer (Story et al., 2016, p. 495). Consequently, it has been proposed in the 

literature that potential employees are influenced by negative reviews in a way that 

affects their perception of the company's trustworthiness and thus their intention to 

apply for a job (Carpentier & Van Hoye, 2021, p. 277). The following hypothesis was 

therefore formulated, examining the interaction of the core constructs in relation to CSR 

on a general, non-directional level: 

H1: CSR-based employer reviews influence the attractiveness of a potential employer 

in terms of CSR, as well as job seekers' intention to apply. 

For a directional hypothesis regarding the impact of CSR signalling on the perceived 

employer attractiveness, the study by Pernkopf et al. (2021) was considered. While this 

study provides evidence that congruent signals lead to an increase in the attractiveness 

of an employer, it did not focus on CSR information (Pernkopf et al., 2021, p. 408). H1a, 

a directional hypothesis, was created to further explore this aspect and to test the 

transferability of these findings in relation to CSR: 

H1a: Congruent signals about the potential employer's CSR activities and CSR-based 

employer reviews increase the perceived attractiveness of the employer. 

External signals such as employer reviews, which are outside the control of firms, have 

been shown to play an important role as a driver of job seekers' application intentions 

(Schaarschmidt et al., 2021, p. 15). Furthermore, it has been found that CSR signals 

that are perceived as sincere positively influence potential employees' perceptions of 

the company and their application intentions (Carlini et al., 2019, p. 191). Consequently, 
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it can be hypothesised that incongruent signals have a negative effect on application 

intention, hence H1b was formulated. 

H1b: Incongruent signals about the potential employer's CSR activities and CSR-based 

employer reviews have a negative effect on job seekers' job application intention. 

Through its community involvement and environmentally sustainable practices, an 

employer sends signals to job seekers about its organisational values, from which job 

seekers deduce how well the employer's values align with their own (Jones et al., 2016, 

pp. 3, 6). However, when external signals such as reviews and CSR rankings contradict 

the CSR signals sent by employers, potential employees perceive the company's 

message as insincere (Carlini et al., 2019, p. 191). Therefore, it can be expected that 

employer reviews influence the perceived CSR value congruence, as stated in H2. 

H2: CSR-based employer reviews have an influence on the perceived CSR value fit 

between the potential employer and the job seeker. 

A study by Könsgen et al. (2018) confirmed that inconsistent information has a negative 

impact on the trustworthiness of a company (Könsgen et al., 2018, pp. 168, 172). To 

further explore the influence of incongruent signalling, it was hypothesised that similar 

results can be expected for the CSR credibility of a potential employer. Therefore, H3 

was formulated as follows: 

H3: Incongruent signals about the potential employer's CSR activities and CSR-based 

employer reviews have a negative effect on the perceived CSR credibility of the 

potential employer. 
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4. Methodology 

For the purpose of exploring the research question and obtaining data suitable for 

testing the proposed hypotheses, a quantitative online survey was conducted in the 

course of this thesis. An experimental stimulus was integrated into the survey, which is 

outlined in chapter 4.3. 

This quantitative research approach was used to test the hypotheses in a statistical 

and analytical way and to extend existing research findings, which are also 

predominantly based on quantitative research, with the insights gained. For this reason, 

the data collected is expressed in numbers, in order to be able to apply various 

statistical tests and to obtain results that can be generalised to some extent to the 

population as a whole (Grønmo, 2023, p. 129). 

Furthermore, the quantitative online survey method was chosen because it can be 

carried out independently of time and space, and dynamic and multimedia content such 

as videos and graphics can also be integrated. The latter is particularly advantageous 

for the experimental design described, as images of the reviews created were added 

for this purpose in order to be able to present them in a layout, typical of an employer 

rating platform. Furthermore, this method reduces the effect of social desirability by the 

absence of interviewers, which, together with technical aids such as automatic filtering 

and plausibility checks, leads to improved data quality. It is important to acknowledge 

that, given the frequency of surveys of this nature, potential respondents can be 

reluctant to participate, and that online surveys require participants to have internet 

access (Wagner-Schelewsky & Hering, 2019, pp. 788–789). As the focus of this thesis 

is on employer rating platforms, the selected sample of participants, as described in the 

following chapter, are internet users, thus the core requirement for an online survey 

can be regarded as fulfilled. 

 

 Population & Sample 

Previous studies focused on young job seekers, like students and fresh graduates (Tien 

Thanh et al., 2024, p. 22) or younger generations such as millennials (Klimkiewicz & 

Oltra, 2017, pp. 450–451) or Generation Z (Ngoc Thang et al., 2023, pp. 797–798). 
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Recent research shows that interest in CSR is consistent across generations, including 

Baby Boomers, Generation Z, Generation X and Millennials (Gintale et al., 2024, pp. 1, 

11). As CSR is multifaceted and not perceived in the same way by all individuals, 

personal factors such as attitudes towards CSR play an important role (Klimkiewicz & 

Oltra, 2017, pp. 449, 458). However, Generation Y i.e. those born in or after 1982, were 

found to be more sensitive to CSR, more critical in relation to employers' values and 

CSR activities, and quicker to make the decision to leave an unsatisfactory job (Gintale 

et al., 2024, p. 11; Klimkiewicz & Oltra, 2017, pp. 449–450, 458).  

In light of the rising unemployment rate of 5.1% in Austria in 2023 compared to the 

preceding year 2022 (Statistik Austria, 2025a), and the relative change in 

unemployment among individuals of prime employment age of 4.5% in 2024 compared 

to 2023, the present study aims to draw on a sample of individuals within this age group 

(Arbeitsmarktservice, 2025, p. 2). Unemployed persons are defined as those who are 

able and willing to work but are not in employment or education and are generally 

available to the labour market (Knittler, 2017, p. 181). According to Statistics Austria, 

the annual average number of unemployed men and women aged between 20 and 44 

in 2023 was found to be 141,000, which represents more than the half of the total 

number of unemployed individuals (Statistik Austria, 2025a). Considering the 

impending shortage of skilled labour in Austria, with a vacancy rate of 4.5%, more light 

should be shed on attempts to close the gap between unemployment rates and 

vacancies (Eurostat, 2024). Based on the above-mentioned statistics on 

unemployment rates and the number of job vacancies, as well as findings from the 

literature on different generations, this study focuses on individuals between the ages 

of 20 and 44, i.e. a large proportion of the core workforce, without restricting itself to a 

specific generation. This age group was chosen in order to make more meaningful 

comparisons with the findings of previous studies, and also because of its high affinity 

with the internet, with over 80% estimated to use social networks for private purposes 

(Statistik Austria, 2024b). On the basis of the average annual number of persons in 

employment in Austria in 2023, which, according to Statistics Austria, is 2,410,100 

individuals in this age group, and the unemployment rate for the same year mentioned 

above, a total of 2,551,100 persons in employment or able to work can be estimated 
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(Statistik Austria, 2024a, 2025a). According to a study in Germany in 2018, 52% of 

people between the ages of 14 and 29 get information about employers via reviews on 

the internet (Bitkom Research, 2018). However, due to the lack of current user 

numbers, it is unclear how many people in the selected population also use employer 

rating platforms. 

The eligibility criteria for the survey were therefore defined to include people between 

the ages of 20 and 44 who are employed or able to work and who have used employer 

rating platforms at least once by reading and/or writing reviews. This last limitation is 

intended to make sure those interviewed are potential users of these platforms in order 

to be able to better imagine the given scenario in which a potential employer is being 

researched and evaluated through the information provided on this platform (Könsgen 

et al., 2018, p. 171). 

Due to the experimental design, the sampling method described in the following 

chapter, and the unknown size of the population, Roscoe's (1975) rule of thumb was 

used, according to which samples with subgroups require at least 30 cases per group 

(Roscoe, 1975; Sekaran & Bougie, 2010, pp. 296–297). Thus, a minimum of 60 

participants in total was targeted for the survey. 

 

 Sampling Method 

To recruit the selected sample with the defined characteristics, a non-probability 

method, convenience sampling, was chosen, in which participants are selected on the 

basis of their accessibility. This has the advantage of being convenient and less costly 

than other sampling designs, however, careful attention must be paid to the 

generalisability of the results (Sekaran & Bougie, 2010, p. 280). This method was used 

in combination with multiplicity sampling, where those initially selected were asked to 

spread the survey to other individuals with the required characteristics 

(Diamantopoulos et al., 2023, p. 15). Thus, the sampling method is a combination of 

non-probability and strategic sampling (Grønmo, 2023, pp. 170, 184). For this purpose, 

a generic text, containing all the information about the survey, the participation criteria 

and the link to the questionnaire was sent to the author's network, with the indication 

that the recruiting text could also be sent to other participants. The advantage of this 
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approach is that new potential participants can be reached continuously and cost-

efficiently. In addition, multiplicity sampling is suitable when not all elements of the 

population are known (Häder, 2019, p. 184). However, as with the convenience 

sampling method, no claim to representativeness can be made for the multiplicity 

approach, as the generalisability of the results depends heavily on the structure of the 

network, through which the participants were recruited (Döring, 2023, p. 310; Häder, 

2019, p. 184).  

Given the fact that a lower willingness to participate is to be expected with this type of 

research, this combination of sampling methods was chosen in order to reach as many 

potential participants as possible (Wagner-Schelewsky & Hering, 2019, p. 789). As with 

all empirical studies, a certain degree of self-selection is to be expected, since surveys 

of this kind are voluntary, leading to refusals to participate or abandonment of the 

survey, for example due to a lack of interest in the subject under investigation (Döring, 

2023, p. 307). A full population survey is not possible in the case of the population 

described, firstly because it is only partially known due to missing or outdated statistical 

data on its characteristics, and secondly because it would be too costly given the 

estimated size of the population (Döring, 2023, p. 295). 

For this reason, the survey was distributed online within the author's personal network 

through direct personal messages to individuals and groups of students, as well as 

through personal posts on social media such as LinkedIn, Instagram, Facebook and 

the student platform Studo. The field phase began on 16/2/2025 and ended on 

6/3/2025, during which time study participants were recruited in a phased process. 

 

 Experimental Stimuli 

To examine the influence of different levels of congruence in the signals between 

company description and employer ratings in a controlled setting, an experimental 

design was applied. Two randomised groups with equal distribution were formed at the 

beginning of the online survey using a random trigger in the background. Similar to the 

study design of Evertz et al. (2021), both groups were given the same initial situation 

in which the scenario and a company profile were described (Evertz et al., 2021, p. 
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3438). The participants were asked to put themselves in the position of a job seeker 

who has come across a potential employer to evaluate the information provided and 

the questions that followed. A fictitious company was characterised using a baseline 

company description adopted in recent research to make the scenario as concise as 

possible and improve the accuracy of the answers given (Buzzao & Rizzi, 2024, pp. 

1128, 1140). In order to avoid the influence of respondents' previous experience with 

and attitudes towards particular industries, no specific sector was mentioned in the 

company description. 

After the initial description, it was noted that the participants, in their role as job seekers, 

had found further information about the company which was then related to the 

company's CSR activities. In order to provide information on the company's CSR, the 

items from El Akremi et al. (2018) were used, as it provides a rather recently developed, 

multi-faceted CSR scale based on data from employees (El Akremi et al., 2018, p. 629; 

K. F. Latif & Sajjad, 2018, p. 1180). The items contain statements on CSR from various 

fields (community-, natural environment-, employee-, customer- and shareholder-

oriented CSR) in order to present CSR in its versatile form and not limit it to a specific 

area (El Akremi et al., 2018, pp. 630–631). Items on supplier-oriented CSR were 

omitted as they were found to overlap with the dimensions of employee, environmental 

and customer orientation (El Akremi et al., 2018, p. 628). Each of the five selected CSR 

areas contained between four and seven statements, which were incorporated in an 

abbreviated form in the CSR section of the company description, which was written 

from the perspective of the potential employer (El Akremi et al., 2018, pp. 630–631). 

Following the baseline and CSR company description, respondents were instructed to 

assume they were viewing the potential employer on an employer rating platform and 

reading the following employer reviews written by current and former employees. These 

fictitious reviews were created using the same statements as for the CSR section of 

the company profile, but depending on the group, either supported the content of the 

description or stated the opposite, i.e. created either congruent or incongruent signals 

regarding the potential employer's CSR activities.  
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Based on the employer rating platform Kununu.com, which is present in the German-

speaking region, the fictitious reviews were designed in such a way that they followed 

the familiar design and structure of reviews on that platform. For this purpose, 

canva.com was used as a software tool to recreate the employer reviews (Canva, 

2025). Thus, in addition to the CSR-based text written from the perspective of current 

and former employees, they also included a headline, information about the reviewer's 

company division and type of employment, the time period in which the review was 

published, and a star rating. Depending on the group, the text of the review, the 

headline and the star rating differed, while all other information and the order of the 

reviews were consistent for both groups. For each group, five fictitious reviews were 

created, which were formulated as similarly as possible across the two groups in terms 

of content. However, depending on group allocation, the CSR content was presented 

in either a positive or negative way, thus confirming or contradicting the company's 

CSR description, leading to congruent or incongruent signalling. The star ratings varied 

between 1 and 3 stars for the group of incongruent signals and between 3 and 5 stars 

for the group of congruent signals. These ranges were chosen in order to reduce 

suggestiveness and to encourage respondents to make informed judgements about 

the review texts without relying solely on the star ratings. 

All questions were identical for both groups, with the only difference being the ratings 

displayed. The company description and reviews of both groups are listed in the 

appendix, along with the full questionnaire. 

 

 Questionnaire Design 

In order to answer the research question, a written online survey with the described 

experimental stimuli was created in the survey tool Unipark (Unipark, 2025). As the 

survey was distributed within the author's network and thus within the German-

speaking area, the survey was conducted in German only. Therefore, the 

questionnaire, including all items used and the experimental design, was translated into 

German as closely as possible. Prior to distribution, the translation was checked by an 

independent person who was shown the questionnaire including the items used and 
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who translated it back into English. This approach can be used to check for 

discrepancies between the two languages, which were not found (Kallus, 2016, p. 26). 

The exact wording of the translated questions and stimuli can be found in the appendix. 

Following the guidelines outlined by Steiner and Benesch (2021) for item formulation, 

care was taken to ensure that the language used was appropriate and inclusive of the 

target group, that the layout was clear and appealing, and that the time taken to 

complete the questionnaire was reasonable. In addition, the questions were arranged 

in a meaningful sequence to ensure that participants could follow the content of the 

questionnaire. Response options and other text included in the questionnaire were 

worded as succinctly as possible, without being suggestive, stereotypical or 

stigmatising (Steiner & Benesch, 2021, pp. 51–52). In addition, the collection of 

sensitive data has been avoided and only the necessary socio-demographic data has 

been collected. 

After the creation of the questionnaire, a pretest was executed to test the survey in 

terms of quality, time required and understandability. Therefore, the option was 

activated in the survey software, where pretest comments for each survey page can be 

written. Ten people were asked to fill it out and comment on their thoughts on the 

survey, whereof five people gave written feedback in form of comments and the other 

half were asked in person. For the latter, the "think aloud" approach was used, where 

pretest participants verbalise their thoughts out loud and directly as they complete the 

questionnaire. In addition, the processing time was documented and an average time 

was recorded, which was later used to inform potential participants of a realistic time to 

complete the survey when the survey was sent out (Steiner & Benesch, 2021, pp. 59–

60). In the light of the insights gained from respondents' comments, a description of 

employer rating platforms has been added to one of the first pages of the survey, the 

graphical presentation of stimuli has been improved for mobile devices and the items 

in the question on the personal importance of CSR have been specified for employer 

rating platforms. Prior to and following the external testing, the survey was technically 

tested, which involved generating a total of around 1000 test data. These were then 

analysed with respect to the filtering process and the generated test data was 
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subsequently displayed in the statistical test software described in chapter 4.7 to check 

the structure and readability of the dataset. Subsequently to the completion of the 

pretest of the questionnaire and the feedback taken into account, all test data were 

reset, and the pretest function was deactivated. 

The final survey design entailed six pages, including an introductory and an end page. 

The first page contained a welcoming text, including all relevant information about the 

survey, such as the topic, the duration and a contact in case of questions or 

uncertainties as well as the privacy policy and data collection consent form, which had 

to be accepted by users to start the survey. After giving consent, the next page followed, 

which contained the filter question. This inquired about the employment status of the 

respondents, specifically whether they were employed or able to work, and their age, 

which was limited to between 20 and 44 years. The latter criterion related to the 

respondents' prior use of employer rating platforms, a term for which a definition was 

provided in an information box next to the question. Individuals who did not meet these 

criteria were taken directly to the end of the survey via a logout trigger and filtered out 

accordingly. People who met the criteria were then taken to the next page. 

After the second page, a trigger for randomisation was activated in the backend, which 

was responsible for assigning respondents to one of two groups with equal distribution. 

The third page informed the participants about the page that followed, namely the 

scenario and experimental stimulus depending on the group allocation as described in 

chapter 4.3, and had the purpose of making them more attentive and aware of the role 

they had to imagine themselves in. Filters that were programmed in Unipark ensured 

that only the respective stimulus was visible to the participants dependent on the group 

they were randomly assigned to. 

After the presentation of the initial situation and the reviews, i.e. the stimulus, on the 

fourth page, the survey participants were asked to answer questions about the 

respondents perceived CSR value fit, employer attractiveness, perceived CSR 

credibility, and job application intention in relation the fictitious employer given. These 

constructs were operationalised using a matrix with rating scales for each construct. In 

total 21 items in form of statements had to be rated on Likert scales from 1 to 5, where 

1 indicated a strong disagreement and 5 a strong agreement with the statements given 
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with the numbers in between were not verbally labelled. By informing participants that 

the distance between the rating options is equally large, the level of measurement can 

be considered as interval scaled in social research, which has the advantage of 

obtaining the highest possible level of measurement, metric data, suitable for a variety 

of statistical parametric tests (Diamantopoulos et al., 2023, pp. 28, 31). 

On the fifth page, respondents were asked to indicate the industry in which they 

believed the described potential employer operated. This question was included to 

assess the most frequently selected sectors and to identify possible differences 

between the two groups in their choice of industries, which could provide insights for 

future research. Further, a question about the personal importance of CSR followed, 

and finally, demographic information (age and gender) of the survey participants was 

requested. The personal importance of CSR, which describes employment intentions 

towards companies perceived as socially responsible, was included in the 

questionnaire as it was found to be a relevant criterion when looking for a job 

(Klimkiewicz & Oltra, 2017, pp. 451, 455). Age was included in order to allow a more 

accurate description of the age distribution and to check whether the participants truly 

met the age criteria stated at the outset. Furthermore, gender was queried for the 

purpose of providing a clearer description of the sample, to examine the gender 

distribution and to compare the results with other related research, most of which 

included gender in their studies (Bharadwaj, 2024, p. 449; Carballo-Penela et al., 2020, 

p. 9; Davies et al., 2018, p. 75; Klimkiewicz & Oltra, 2017, p. 454; Könsgen et al., 2018, 

p. 172; Tien Thanh et al., 2024, p. 23). In addition, there is a lack of agreement between 

studies on the role of gender in relation to CSR, so this is also explored in more detail 

in the additional findings of this study (Haski-Leventhal et al., 2017, pp. 234–237). 

The final page included a short text thanking the respondents for their participation and 

indicating that the survey had been successfully completed. This site was also relevant 

to the survey system, as it enabled statistical and up-to-date information on the number 

of completed surveys at any given time during the field period. 
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 Operationalisation 

The following table provides an overview of which questions were asked in which order 

in the questionnaire, how the constructs were operationalised and which items from the 

literature were used for this purpose. In addition, the level of measurement of the data 

obtained in this way is presented. 

Question Construct Operationalisation Level of 
Measurement 

Q1 | Do the following 
characteristics apply to 
you? 
- Employed and/or able to 
work 
- Between 20 and 44 years 
old 
- Have used an employer 
rating platform* at least 
once (read reviews, 
written reviews, etc.) 

Sample 
Characteristics 
Filter 

Single choice: 

− Yes 

− No 

Nominal 

Q2 | Using the scale 
below, please indicate the 
extent to which you agree 
with the following 
statements. 
The scale ranges from 1 to 
5, with equal increments. 
 
1 = strongly disagree; 5 = 
strongly agree 

CSR Value Fit 5-Point Likert Scale using the 
following items (You & Hon, 2021, p. 
170): 
1. The Company’s values are 

similar to my own values. 
2. The philosophies of this 

company represent the ideals I 
believe in. 

3. This company stands for 
socially responsible principles 
that I am proud of. 

4. The ideology of this company 
reflects my own worldview. 

5. I support this company’s values. 

Metric/ Interval 

Q3 | Using the scale 
below, please indicate the 
extent to which you agree 
with the following 
statements. 
The scale ranges from 1 to 
5, with equal increments. 
 
1 = strongly disagree; 5 = 
strongly agree 
 

Employer 
Attractiveness 

5-Point Likert Scale using the 
following items (Highhouse et al., 
2003, p. 991): 
1. For me, this company would be 

a good place to work.  
2. I would not be interested in this 

company except as a last resort. 
3. This company is attractive to me 

as a place for employment. 
4. I am interested in learning more 

about this company.  
5. A job at this company is very 

appealing to me. 

Metric/ Interval 
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Q4 | Using the scale 
below, please indicate the 
extent to which you agree 
with the following 
statements. 
The scale ranges from 1 to 
5, with equal increments. 
 
1 = strongly disagree; 5 = 
strongly agree 

Employer CSR 
Credibility 

5-Point Likert Scale using the 
following items adapted from 
(Könsgen et al., 2018, p. 174): 
1. This company seems 

trustworthy to me. 
2. This company seems credible to 

me. 
3. The company seems credible in 

terms of its social responsibility. 
4. The overall picture of this 

company appears consistent 
and no intention to defraud is 
apparent. 

5. Honest employees work in this 
company. 

Metric/ Interval 

Q5 | Using the scale 
below, please indicate the 
extent to which you agree 
with the following 
statements. 
The scale ranges from 1 to 
5, with equal increments. 
 
1 = strongly disagree; 5 = 
strongly agree 
 

Job Application 
Intention 

5-Point Likert Scale using the 
following items adapted from 
(Highhouse et al., 2003, p. 991): 
1. I would accept a job offer from 

this company.  
2. I would make this company one 

of my first choices as an 
employer. 

3. If this company invited me for a 
job interview, I would go. 

4. I would exert a great deal of 
effort to work for this company. 

5. I would recommend this 
company to a friend looking for 
a job. 

6. I would apply to this company. 

Metric/ Interval 

Q6 | What industry did you 
have in mind for the 
company described? 
Please choose the option 
that most closely applies. 
If none of the options 
apply, you can make your 
own statement under 
“Other”. 

Employer 
Sector 

Single choice using a drop-down list 
adapted from ÖNACE 2025 sectors 
in condensed form and a free entry 
field if none of the options apply 
(Statistik Austria, 2025b): 

− Agriculture, forestry and fishing 

− Mining 

− Manufacture of goods 

− Energy supply 

− Water supply, wastewater and 
waste management 

− Construction 

− Retail market 

− Transport and logistics 

− Gastronomy and hotels 

− Media, publishing, broadcasting 

− IT and telecommunications 

− Finance and insurance 

− Real estate and housing 

− Health and social services 

− Other sectors: (free text input) 

Nominal 

Q7 | Using the scale 
below, please indicate the 
extent to which you agree 

Personal CSR 
Importance 

5-Point Likert Scale using the 
following items (Klimkiewicz & Oltra, 
2017, p. 463): 

Metric/Interval 
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with the following 
statements. The scale 
ranges from 1 to 5, with 
equal increments 
 
1 = strongly disagree; 5 = 
strongly agree 
 

1. It is important for me to find a job 
in a company that I consider 
socially responsible. 

2. While reviewing job offers, I pay 
attention to whether the 
company is socially responsible. 

3. When I want to get some more 
information about a concrete 
employer, it happens that I read 
social reports or analyse CSR 
rankings. 

4. Generally, socially responsible 
companies, compared to other 
employers, offer more attractive 
working conditions. 

5. Socially responsible companies, 
in comparison with other firms, 
are more reliable employers. 

Q8 | How old are you? Age Free number input Metric 

Q9 | What gender do you 
feel you belong to? 

Gender Single Choice: 

− Female  

− Male 

− Other 

Nominal 

Table 2: Operationalisation 
Source: Own illustration 

In relation to the items, a few adaptations, besides the explained overall German 

translation, had been made, which are discussed below. 

It is a common approach in research to use existing survey instruments and their items 

and to make adaptations according to the intended research and the constructs 

involved. Adaptations may include the addition or partial redesign of existing 

questionnaires. However, care should be taken to ensure that the sources of items 

taken from other studies are accurately reported and that changes from the original are 

made clear (Kallus, 2016, p. 27). In the present study, the items of the core constructs 

were adopted from the relevant scientific literature, as cited in the table, and partially 

modified as described below, in order to create a fit between the items used and the 

research context of this study. 

Adaptations were made for the third item of Q4, as the original wording was "This 

company seems believable to me", which, when translated into German, would have 

the same meaning as the antecedent item. Therefore, the initial wording was adapted 

and more CSR relation was created in line with previous literature, as can be seen in 
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table 2 (Wagner et al., 2009, pp. 89–90). Another change was made to the last item of 

Q5, as this item was added in orientation to Schaarschmidt et al. (2021), with the aim 

of also including the participant's active intention to apply for a job (Schaarschmidt et 

al., 2021, p. 16). In relation to Q7, two items from the original scale by Klimkiewicz & 

Oltra (2017) were dropped as they were choice-based split questions and therefore did 

not correspond to the Likert scale used for each construct (Klimkiewicz & Oltra, 2017, 

p. 463). Consequently, this would lead to a different scaling and level of measurement, 

which would affect comparability. One way of overcoming this difficulty would have 

been to reformulate the decision questions, i.e. their response options, into individual 

items so that participants' agreement could be measured via the same scale as for the 

other items. However, this would have resulted in six additional items being included in 

the scale to capture this construct. This, in turn, would have led to an imbalance 

between the constructs and a significantly longer completion time as well as probably 

a higher dropout rate, which is why the last two items of the original scale were excluded 

for the questionnaire used in the present study. Ultimately, it should be noted that the 

second item, "I would not be interested in this company except as a last resort" of Q3 

is reverse coded, which has been taken into account in the analysis of this study 

(Highhouse et al., 2003, p. 991). 

 

 Quality Criteria 

In order to achieve reliable and valuable results and to ensure the quality of the 

measurement process, this thesis considers the quality criteria of objectivity, reliability 

and validity along the research process, as is common in scientific research (Döring, 

2023, pp. 92–96). 

The first criterion ensures that the results are not dependent on the person conducting 

the research. The presence of objectivity in measurement is indicated by the 

reproducibility of results across different individuals. Depending on the course of the 

measurement process, a distinction can be made between different types of 

measurement objectivity. In the context of implementation objectivity, efforts were 

made by the researcher to minimise the influence of personal values, goals and needs 
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on the respondents. To ensure the evaluation objectivity, items already used in other 

studies were applied, so that the degree of freedom in the evaluation of the results was 

as low as possible. In addition, the results were reviewed by two independent persons 

whose interpretations were compared with those of the author to verify that the results 

were interpreted in the same way as those of the author (Berekoven et al., 2009, p. 80). 

Reliability concerns to the measuring instrument, which, in this study, refers to the 

questionnaire of the quantitative online survey. It indicates that the same results are 

obtained when the instrument is used repeatedly under the same conditions. This 

quality criterion was taken into account by carrying out an item consistency analysis, 

as can be seen in the findings section of this paper, using the Cronbach alpha 

coefficient to determine the internal consistency of the scales (Raithel, 2008, pp. 46–

47). 

Validity is given if the questionnaire actually measures the subject under investigation 

(Kallus, 2016, p. 120). As it is based on the underlying theory, there are no objective 

criteria for verifying validity. In general, a distinction is made between three types of 

validity. Content validity involves ensuring that the questions in the instrument fully 

represent the characteristic to be measured (Raithel, 2008, p. 48). Criterion validity 

requires the availability of an external criterion, unrelated to the instrument, that also 

describes the phenomenon being measured to allow conclusions to be drawn about 

the validity of the instrument used. In the context of construct validity, an instrument 

measures several constructs, meaning a bundle of variables or questions, and 

subsequently examines whether theoretical relationships can also be demonstrated 

empirically. Its validation is carried out by means of statistical tests which are used to 

test the hypotheses (Häder, 2019, pp. 114–116). 

A further distinction is made between internal and external validity, where internal 

validity refers to the extent to which an experiment is conducted correctly so that the 

conclusion about causality is valid within the context of the controlled study. The 

concept of external validity, which is constrained by the convenience sampling method 

that has been employed, refers to the extent to which the experimental results are 

aligned with real-world conditions. This principle ensures that conclusions about 
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causality are not only valid within the artificial environment of the study, but also hold 

when applied to actual social contexts (Grønmo, 2023, p. 331). 

 

 Data Analysis Approach 

At the end of the field phase, the data is exported, the data set is cleaned and analysed. 

This is done using IBM's Statistical Package for the Social Sciences (SPSS) (IBM 

SPSS Statistics, 2024). This data analysis software is used for quantitative analysis 

and the usually large amounts of data involved, for example to determine and display 

frequencies, means or other measures (Braunecker, 2016, p. 202). After the cleaning 

of the data by the removal of invalid and incomplete cases as described in the next 

chapter, the descriptive data is first analysed to show the age and gender distribution 

of the participants, as well as the importance they attach to CSR, in order to better 

understand the characteristics of the sample. 

As shown in table 3, which also lists the necessary variables, the hypotheses are then 

tested statistically. As the main constructs are considered as interval-scaled, the mean 

scores will be calculated for each construct that was operationalised via Likert scales, 

indicating the average level and direction of agreement. As outlined in chapter 4.5, the 

second item in Q3 is a reverse-coded item, which was taken into account in the analysis 

and inversed accordingly. 

Hypotheses 
Independent (IV) & 
dependent (DV) 
Variables 

Statistical Tests 

H1: CSR-based employer reviews 
influence the attractiveness of a 
potential employer in terms of CSR, 
as well as job seekers' intention to 
apply. 

IV: CSR-based employer 
ratings 
 
DV: Employer 
Attractiveness (Q3), Job 
Application Intention (Q5) 

Independent t-test (parametric) 
or Mann-Whitney U Test (non-
parametric) 

H1a: Congruent signals about the 
potential employer's CSR activities 
and CSR-based employer reviews 
increase the perceived 
attractiveness of the employer. 

IV: CSR-based employer 
ratings 
 
DV: Employer 
Attractiveness (Q3) 

Independent t-test (parametric) 
or Mann-Whitney U Test (non-
parametric) 

H1b: Incongruent signals about the 
potential employer's CSR activities 
and CSR-based employer reviews 
have a negative effect on job 
seekers' job application intention. 

IV: CSR-based employer 
ratings 
 
DV: Job Application 
Intention (Q5) 

Independent t-test (parametric) 
or Mann-Whitney U Test (non-
parametric) 



 

39 

H2: CSR-based employer reviews 
have an influence on the perceived 
CSR value fit between the potential 
employer and the job seeker. 

IV: CSR-based employer 
ratings 
 
DV: CSR Value Fit (Q2) 

Independent t-test (parametric) 
or Mann-Whitney U Test (non-
parametric) 

H3: Incongruent signals about the 
potential employer's CSR activities 
and CSR-based employer reviews 
have a negative effect on the 
perceived CSR credibility of the 
potential employer. 

IV: CSR-based employer 
ratings 
 
DV: CSR Credibility (Q4) 

Independent t-test (parametric) 
or Mann-Whitney U Test (non-
parametric) 

Table 3: Analytical Approach 
Source: Own illustration 

As the table above illustrates, two types of statistical tests are given for each 

hypothesis. The reason for this is that the choice of test depends not only on the aim 

of the analysis and the level of measurement of the data, but also on the normal 

distribution of the dependent variables (Raithel, 2008, pp. 119–121).  

In the case of a normal distribution, a parametric test such as the two-sample t-test is 

used for the hypotheses of this study. This compares the means of two independent 

groups at an interval or ratio level. The null hypothesis of this test is that the two 

populations studied are identical (Diamantopoulos et al., 2023, pp. 198–199). This test 

was chosen for all hypotheses because two independent groups, the experimental and 

the control group, are compared and the dependent variables correspond to the 

required scale level. 

However, the Mann-Whitney U test is considered when the data do not meet the 

requirements of normal distribution. Consequently, it is utilised as an alternative to the 

parametric t-test in circumstances where normality cannot be assumed and/or when 

the sample size is too small. In the context of comparing two groups on a variable that 

has been measured at least at the ordinal level, the Mann-Whitney U test is considered 

adequate for the hypotheses stated (Diamantopoulos et al., 2023, pp. 194–195). 
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5. Findings 

The following chapters discuss the analysis of the data. During the fieldwork period 

between 16/2/2025 and 6/3/2025, a total of 95 completed questionnaires were obtained 

from 126 impressions. The completion rate (the ratio of impressions to completed 

questionnaires) was therefore 75.40%. The average completion time was 6 minutes 

and 35 seconds. Prior to the analysis, the data were exported and cleaned. Six cases 

were excluded on the basis of the filter question, and a further four cases were excluded 

on the basis of the processing time, which was less than two minutes, suggesting that 

the participants had not read the content of the questionnaire carefully. Furthermore, it 

was ascertained that all participants had met the stipulated age criteria (20-44 years), 

as evidenced by the open-ended data. Thus, the final corrected dataset comprised 85 

cases, with 43 cases assigned to the congruent information group and 42 cases 

assigned to the incongruent information group. These cases were then subjected to 

statistical analysis using SPSS. 

 

 Reliability Analysis 

Prior to examining the demographics of the sample and the hypothesis testing in more 

detail, a reliability analysis was conducted. The purpose of this analysis was the 

verification of the internal consistency of the scales used and the suitability of the items 

and constructs for further analyses, as well as the examination of whether there are 

critical items that have a negative impact on reliability and should be removed 

accordingly. 

For this purpose, Cronbach's alpha was used, a value that expresses the validity of the 

scales (Häder, 2019, p. 104) and can take values between zero and one (Raithel, 2008, 

p. 47). A higher value implies a higher degree to which the construct has been captured 

by the items (Baur & Fromm, 2008, p. 319). In the literature, an alpha value of 0.80 is 

considered acceptable (Schnell et al., 2004, p. 153). The subsequent table provides a 

comprehensive overview of the Cronbach's alpha values for each item within the 

constructs, along with their means and standard deviations. The reliability analysis 

demonstrates that all scales attain high Cronbach's alpha values, thereby 
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substantiating the appropriateness of the item selection and affirming their viability for 

subsequent analyses. Consequently, no modifications were made by eliminating items, 

and all scales described in chapter 4.5 were used. 

Construct Item 
Mean 
Value 

Standard 
Deviation 

Cronbach’s 
Alpha 

CSR Value Fit 
 
Items based 
on (You & 
Hon, 2021, p. 
170) 

“The Company’s values are similar to my 
own values.” 

3.55 1.249 

0.965 

“The philosophies of this company 
represent the ideals I believe in.” 

3.44 1.267 

“This company stands for socially 
responsible principles that I am proud of.” 

3.39 1.310 

“The ideology of this company reflects my 
own worldview.” 

3.40 1.167 

“I support this company’s values.” 3.66 1.296 

CSR-based 
Employer 
Attractiveness 
 
Items based 
on (Highhouse 
et al., 2003, p. 
991) 

“For me, this company would be a good 
place to work.” 

3.08 1.347 

 
0.940 

“I would not be interested in this company 
except as a last resort.” 

3.53 1.359 

“This company is attractive to me as a 
place for employment.” 

3.09 1.278 

“I am interested in learning more about this 
company.” 

3.29 1.299 

“A job at this company is very appealing to 
me.” 

2.82 1.382 

Employer CSR 
Credibility 
 
Items based 
on (Könsgen 
et al., 2018, p. 
174) 

“This company seems trustworthy to me.” 2.72 1.394 

0.890 

“This company seems credible to me.” 2.67 1.383 

“The company seems credible in terms of 
its social responsibility.” 

2.69 1.345 

“The overall picture of this company 
appears consistent and no intention to 
defraud is apparent.” 

2.51 1.306 

“Honest employees work in this company.” 3.35 0.869 

Job 
Application 
Intention 
 
Items based 
on (Highhouse 
et al., 2003, p. 
991) 

“I would accept a job offer from this 
company.” 

3.02 1.144 

0.951 

“I would make this company one of my first 
choices as an employer.” 

2.52 1.342 

“If this company invited me for a job 
interview, I would go.” 

3.76 1.212 

“I would exert a great deal of effort to work 
for this company.” 

2.79 1.264 

“I would recommend this company to a 
friend looking for a job.” 

2.74 1.432 

“I would apply to this company.” 3.05 1.405 

Personal CSR 
Importance 
 

“It is important for me to find a job in a 
company that I consider socially 
responsible.” 

3.89 0.976 0.822 



 

42 

Items based 
on Klimkiewicz 
& Oltra, 2017, 
p. 463) 

“While reviewing job offers, I pay attention 
to whether the company is socially 
responsible.” 

3.35 1.110 

“When I want to get some more information 
about a concrete employer, it happens that 
I read social reports or analyse CSR 
rankings.” 

2.86 1.283 

“Generally, socially responsible 
companies, compared to other employers, 
offer more attractive working conditions.” 

3.38 1.123 

“Socially responsible companies, in 
comparison with other firms, are more 
reliable employers.” 

3.31 1.124 

Table 4: Reliability Analysis 
Source: Own illustration based on SPSS output 

 

 Descriptive Statistics 

First, the gender and age distributions were analysed for the total sample and for the 

two groups. The results show that the gender distribution for the total sample consisted 

of 19 males, 64 females and two individuals who identified as diverse, as can be seen 

in figure 2. 

 

Figure 2: Gender Distribution – Total Sample 
Source: Own illustration based on SPSS output 

The gender distribution in total numbers and percentages for both groups is illustrated 

below. The data reveal an equal representation of women in both groups. However, a 

19; 22%

64; 75%

2; 3%

Gender Distribution - Total Sample (n=85)

Male Female Other
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difference can be seen in the incongruent group, which included people who identified 

as diverse, while the congruent group included more men. 

 

Figure 3: Gender Distribution per Group 
Source: Own illustration based on SPSS output 

In relation to the age distribution of the overall sample, the majority (over 68%) of 

respondents were aged between 20 and 28 years. The precise number of participants 

by age is displayed below. It is noteworthy that the ages 33, 35, 37, 38 and 43 are not 

represented in the figure, as no respondents were of these ages at the time of their 

participation in the survey. The mean age of the entire sample was approximately 28 

years. 

 

Figure 4: Age Distribution – Total Sample 
Source: Own illustration based on SPSS output 
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The subsequent figures illustrate the age distribution of both groups in total numbers 

and percent. It is evident that both groups exhibit a comparable distribution of ages. In 

order to enhance the comparability and comprehensibility of the data, specific age 

groups were delineated for the purpose of analysis. Consequently, the congruent 

information group comprises a higher proportion of individuals between the ages of 30 

and 39, while the other group includes a greater number of individuals over the age of 

40. The proportion of subjects between 20 and 29 years of age differed by a single 

person between the two groups.  

Figure 5: Age Distribution per Group 
Source: Own illustration based on SPSS output 

 

The two descriptive characteristics and their particularities regarding female gender 

and younger age reflect the author's environment and can be explained by the chosen 

sampling method, convenience sampling, as described in section 4.2. 

Following the analysis of demographic attributes, the importance of CSR in relation to 

the employment of the sample was examined in more detail. For this purpose, a mean 

variable was calculated from the scores of the individual items. According to the 

description of the scale employed in the survey, where 5 represents the highest level 

of agreement with the statements and 1 the lowest, higher values indicate a higher level 

of importance of CSR. As illustrated in table 5, participants generally rate CSR as 

moderately important, with mean values above the scale midpoint, indicating a 

relatively balanced distribution between the two groups. The incongruent information 
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group reports a slightly higher mean value (3.44) compared to the congruent 

information group (3.27), but the difference is relatively small. The standard deviations, 

ranging from 0.82 to 0.89, indicate moderate variability within both groups. 

Personal CSR Importance Min. Max. Mean Value Standard Deviation 

Total Sample (n=85) 1.4 5.0 3.3576 0.86139 

Congruent Group (n=43) 1.4 5.0 3.2744 0.82695 

Incongruent Group (n=42) 1.4 5.0 3.4429 0.89719 

Table 5: Descriptive Statistics – Personal CSR Importance 
Source: Own illustration based on SPSS output 

 

 Hypothesis Testing 

Subsequent to the descriptive analysis, this chapter deals with the statistical test 

procedures used to test the hypotheses set out in chapter 3.3.  

In statistical research, the significance level is used to test whether and to what extent 

there is a relationship or difference between variables. It determines, on the basis of a 

defined probability of error, the p-value, which in social and economic sciences is 

usually set at five per cent, whether a hypothesis is to be confirmed or rejected (Koch 

& Riedmüller, 2021, p. 207). If the p-value, i.e. the probability that the result of the 

sample is fundamentally different from the actual result of the population, is below the 

significance level, it is considered significant. The null hypothesis must therefore be 

rejected and an alternative hypothesis accepted (Braunecker, 2021, pp. 84–89). The 

result is not significant if the probability of error for the result is equal to or greater than 

the significance level. The null hypothesis is then accepted, which assumes that there 

is no difference or relationship in the population (Raithel, 2008, p. 123). On this basis, 

this thesis uses a 5% probability of error, i.e. a 95% confidence interval, for the following 

statistical tests. The corresponding significance levels used are shown in table 6. 

Significance Levels  Specification 

p > 0.05  Not significant  

p ≤ 0.05  Significant 

p ≤ 0.01  Very significant 

p ≤ 0.001  Highly significant 

Table 6: Significance Levels 
Source: Own illustration based on (Braunecker, 2021, p. 84 and Raithel, 2008, p. 124) 
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The first hypothesis to be tested is H1, which includes and is answered by the two 

directed hypotheses H1a and H1b. It addresses the influence of employer ratings on 

the attractiveness of a potential employer and the job seeker's intention to apply. 

However, prior to conducting a parametric test such as a t-test, the dependent 

variables, employer attractiveness and application intention, must be tested for their 

normal distribution for both groups. For this purpose, the Kolmogorov-Smirnov test and 

the Shapiro-Wilk test were applied. 

As the following table indicates, the Shapiro-Wilk test which is the more sensitive test 

of normality, yielded significant results for both groups and both variables, which 

indicates a non-normal distribution and therefore no parametric test can be performed. 

Although the results of the Kolmogorov-Smirnov test are not significant, the graphical 

output confirms that no normal distribution can be assumed. Graphs illustrating the 

distribution in the form of Q-Q plots and histograms with a normal distribution curve for 

both variables per group are included in part C of the appendix. 

Group  Variable Significance 
Kolmogorov-Smirnov 

Significance Shapiro-
Wilk 

Congruent 
Information  

Employer Attractiveness  0.137 0.008 

Job Application Intention  0.095 0.015 

Incongruent 
Information  

Employer Attractiveness  0.089 0.033 

Job Application Intention 0.200 0.006 

Table 7: Normality Test – H1 
Source: Own illustration based on SPSS output 

Due to the absence of a normal distribution, the non-parametric Mann-Whitney U test 

was applied. As can be seen in the following table, this resulted in a highly significant 

result (p<0.001), which is underlined by the large negative Z-value, allowing H1 to be 

accepted. 

 Employer Attractiveness Job Application Intention 

Mann-Whitney-U 176.000 249.500 

Wilcoxon-W 1079.000 1152.500 

Z -6.403 -5.754 

Asymp. Sig. (2-sided) <0.001 <0.001 

Table 8: Mann-Whitney U Test – H1 
Source: Own illustration based on SPSS output 
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In order to gain insight into hypotheses H1a and H1b, the rankings are examined in 

more detail. H1a states that congruent signals increase the attractiveness of the 

employer, while H1b states that incongruent signals have a negative effect on the 

intention to apply. As shown in table 9, the mean ranks of both variables are much 

higher for the congruent information group than for the incongruent group, which is also 

underlined by the large negative Z-value. Therefore, both directional hypotheses can 

be accepted. The box plots in the appendix visualise the differences between the 

groups with regard to employer attractiveness and application intention. 

Table 9: Mann-Whitney U Test Ranks – H1 
Source: Own illustration based on SPSS output 

 

H2 focuses on a possible influence of employer ratings on perceived value fit. To test 

this hypothesis, as with H1, the normality of the distribution was first examined, from 

which the final statistical test procedure was selected to validate the hypothesis. 

Group  Variable Significance 
Kolmogorov-Smirnov 

Significance 
Shapiro-Wilk 

Congruent Information  Value Fit  0.027 0.020 

Incongruent Information  Value Fit 0.089 0.009 

Table 10: Normality Test – H2 
Source: Own illustration based on SPSS output 

As shown in the table above, the fit does not support a clear normal distribution, so the 

non-parametric Mann-Whitney U test was also used for H2. Illustrations of the 

distribution are provided in appendix C in the form of Q-Q plots and a histogram with a 

normal distribution curve. 

Confirmed by a highly significant p-value, a significant difference in the perceived value 

fit between the two groups can be observed and therefore H2 can be verified as outlined 

in the following table. 

Variable Group N Mean Rank Sum of Ranks 

Employer Attractiveness Congruent Information 43 59.91 2576.00 

Incongruent Information 42 25.69 1079.00 

Job Application Intention Congruent Information 43 58.20 2502.50 

Incongruent Information 42 27.44 1152.50 
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Table 11: Mann-Whitney U Test – H2 
Source: Own illustration based on SPSS output 

The rank comparison, as shown in table 12, shows a clear difference between the two 

groups in terms of value fit. According to this, participants in the congruent group had 

a higher perceived CSR value fit (mean rank = 52.14) than those in the incongruent 

group (mean rank = 33.64). 

Table 12: Mann-Whitney U Test Ranks – H2 
Source: Own illustration based on SPSS output 

 

The last hypothesis (H3) was also tested for normal distribution, again using the 

Kolmogorov-Smirnov and Shapiro-Wilk tests. The distribution was plotted graphically, 

which can also be found in the appendix. 

Table 13: Normality Test – H3 
Source: Own illustration based on SPSS output 

Based on the significant results, no normal distribution can be postulated for the CSR 

credibility variable either, thus the Mann-Whitney U test is also used for H3. As shown 

in table 14, a highly significant result was also obtained in this regard. 

Table 14: Mann-Whitney U Test – H3 
Source: Own illustration based on SPSS output 

 Value Fit 

Mann-Whitney-U 510.000 

Wilcoxon-W 1413.000 

Z -3.465 

Asymp. Sig. (2-sided) <0.001 

Variable Group N Mean Rank Sum of Ranks 

Value Fit 
Congruent Information 43 52.14 2242.00 

Incongruent Information 42 33.64 1413.00 

Group  Variable Significance 
Kolmogorov-Smirnov 

Significance 
Shapiro-Wilk 

Congruent Information  CSR Credibility  0.004 0.142 

Incongruent Information  CSR Credibility <0.001 <0.001 

 Value Fit 

Mann-Whitney-U 195.000 

Wilcoxon-W 1098.000 

Z -6.242 

Asymp. Sig. (2-sided) <0.001 
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As with the previous variables, the mean ranks show a clear difference between the 

two groups. Accordingly, the group with incongruent information has a highly significant 

lower ranking than the other group. This indicates a lower perceived CSR credibility for 

the group with incongruent information, which supports H3. 

Table 15: Mann-Whitney U Test Ranks – H3 
Source: Own illustration based on SPSS output 

On the basis of the hypothesis tests conducted, all of the hypotheses were verified, as 

summarised in the table below. 

Hypotheses Statistical Tests Test Result 

H1: CSR-based employer reviews influence the 
attractiveness of a potential employer in terms of CSR, as 
well as job seekers' intention to apply. 

Mann-Whitney U 
Test 

Verified 

H1a: Congruent signals about the potential employer's 
CSR activities and CSR-based employer reviews increase 
the perceived attractiveness of the employer. 

Mann-Whitney U 
Test 

Verified 

H1b: Incongruent signals about the potential employer's 
CSR activities and CSR-based employer reviews have a 
negative effect on job seekers' job application intention. 

Mann-Whitney U 
Test 

Verified 

H2: CSR-based employer reviews have an influence on 
the perceived CSR value fit between the potential 
employer and the job seeker. 

Mann-Whitney U 
Test 

Verified 

H3: Incongruent signals about the potential employer's 
CSR activities and CSR-based employer reviews have a 
negative effect on the perceived CSR credibility of the 
potential employer. 

Mann-Whitney U 
Test 

Verified 

Table 16: Overview of Hypothesis Tests 
Source: Own illustration 

 

 Additional Findings 

In addition to testing the hypotheses, further findings can be derived from the data. 

Thus, in response to the question as to which sector the respondents had in mind when 

thinking of the fictitious company, the frequency of the categories mentioned was 

determined in absolute figures for the entire sample (n=85). As figure 6 illustrates, the 

Variable Group N Mean Rank Sum of Ranks 

CSR Credibility 
Congruent Information 43 59.47 2557.00 

Incongruent Information 42 26.14 1098.00 
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most frequently mentioned sector (22 times) was manufacturing, followed by retail and 

health and social services. 

 

Figure 6: Industrial Sectors – Total Sample 
Source: Own illustration based on SPSS output 

Seven respondents chose the answer option "other sectors", where they gave a free 

response. The metal industry was mentioned once in each group, and the terms 

industry, plant construction, marketing, law and banking were mentioned once each. In 

addition, the frequencies of the selected categories were given for both groups, as 

shown in the table below. 

Sector Congruent 
Information Group 

Incongruent 
Information Group 

Agriculture, forestry and fishing 2 0 

Mining 0 1 

Manufacture of goods 8 14 

Energy supply 3 4 

Water supply, wastewater and waste management 2 1 

Construction 0 2 

Retail market 4 7 

Transport and logistics 2 1 

Gastronomy and hotels 1 1 

Media, publishing, broadcasting 2 0 

IT and telecommunications 5 0 

Finance and insurance 4 4 

Real estate and housing 1 0 

Health and social services 6 3 

Other sectors 3 4 

Table 17: Industrial Sectors per Group 
Source: Own illustration based on SPSS output 
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In addition, it was investigated to what extent gender has an influence on perceived 

employer attractiveness. As there are only two cases for the gender “diverse”, which 

may affect the statistical reliability, these were not included in the following analysis. In 

order to decide on the test procedure, a normal distribution test was carried out for both 

groups, which led to the results indicated below. 

Group  Variable Gender Significance 
Kolmogorov-Smirnov 

Significance 
Shapiro-Wilk 

Congruent 
Information  

Employer 
Attractiveness 

Male 0.014 0.020 

Female 0.035 0.016 

Incongruent 
Information  

Employer 
Attractiveness 

Male 0.002 <0.001 

Female 0.190 0.109 

Table 18: Normality Test – Employer Attractiveness 
Source: Own illustration based on SPSS output 

As this test for normal distribution yielded significant results with the exception of the 

women in the incongruent group, i.e. a non-existent normal distribution was confirmed, 

the Mann-Whitney U test is applied. 

With regard to the male gender (n=19), a clear difference was found between the two 

groups in terms of attractiveness as an employer. The two-sided asymptotic 

significance shows a very significant result, as shown in table 19. 

Table 19: Mann-Whitney U Test – Employer Attractiveness / Male 
Source: Own illustration based on SPSS output 

The mean rank (12.86) was higher for the congruent group than for the other group, 

where it amounted to 6.06. 

Table 20: Mann-Whitney U Test Ranks – Employer Attractiveness / Male 
Source: Own illustration based on SPSS output 

A similar outcome can be observed for the female respondents (n=64). As illustrated in 

the accompanying table, the result is highly significant. 

 Employer Attractiveness - Male 

Mann-Whitney-U 12.000 

Wilcoxon-W 48.500 

Z -2.626 

Asymp. Sig. (2-sided) 0.009 

Variable Group N Mean Rank Sum of Ranks 

Employer 
Attractiveness 

Congruent Information 11 12.86 141.50 

Incongruent Information 8 6.06 48.50 
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Table 21: Mann-Whitney U Test – Employer Attractiveness / Female 
Source: Own illustration based on SPSS output 

Both groups differ significantly from each other, although the difference between the 

two groups is greater for women than for men, as shown by the widely separated mean 

ranks and the clearly negative Z-score. 

Table 22: Mann-Whitney U Test Ranks – Employer Attractiveness / Female 
Source: Own illustration based on SPSS output 

A further analysis was carried out on the possible influence of gender on the personal 

importance of CSR for both groups. For this purpose, the normal distribution was first 

checked, and the analysis was performed for the male and female gender.  

Table 23: Normality Test – Personal CSR Importance 
Source: Own illustration based on SPSS output 

As no significant results were found for both groups and for the male and female 

gender, as shown by the Kolmogorov-Smirnov and Shapiro-Wilk tests, a parametric 

test can be chosen. Therefore, an independent t-test was performed to investigate this 

aspect in more detail. 

For the group of congruent information, the following results were obtained. 

 

Figure 7: T-Test – Personal CSR Importance / Congruent Information Group 
Source: Illustration based on SPSS output 

 Employer Attractiveness - Female 

Mann-Whitney-U 78.000 

Wilcoxon-W 606.000 

Z -5.847 

Asymp. Sig. (2-sided) <0.001 

Variable Group N Mean Rank Sum of Ranks 

Employer 
Attractiveness 

Congruent Information 32 46.06 1474.00 

Incongruent Information 32 18.94 606.00 

Group  Variable Gender Significance 
Kolmogorov-Smirnov 

Significance 
Shapiro-Wilk 

Congruent 
Information  

Personal CSR 
Importance 

Male 0.200 0.717 

Female 0.200 0.833 

Incongruent 
Information  

Personal CSR 
Importance 

Male 0.073 0.072 

Female 0.200 0.380 
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In accordance with the results of the Levene’s test for equality of variances, the p-value 

does not indicate a significant difference in the variances, therefore it can be assumed 

that the variances are equal. With regard to the equality of means, the p-value is greater 

than 0.05, which indicates that there is no statistically significant difference in 

importance between men and women in the congruent information group. 

As illustrated in figure 8, these findings can be extended to the other group. The 

assumption of variance homogeneity is also not violated, and the p-value of the t-test 

is 0.422, which is greater than 0.05, indicating that there is no significant difference 

between the genders with regard to CSR importance. 

 

Figure 8: T-Test – Personal CSR Importance / Incongruent Information Group 
Source: Illustration based on SPSS output 

Finally, the extent to which the constructs in the conceptual model correlated with each 

other was analysed. The overall data was used to examine how CSR value fit and CSR 

credibility influence employer attractiveness and how this in turn influences application 

intention. For this purpose, a Spearman correlation was calculated, as the data are not 

normally distributed, as shown below (Raithel, 2008, p. 157). 

Table 24: Normality Test – Main Constructs 
Source: Illustration based on SPSS output 

Given the presence of a directional assumption, the one-sided significance was 

selected. The results of the Spearman's rho correlation are displayed in table 25, with 

the expected relationships between certain constructs according to the conceptual 

model highlighted. 

Variable Significance Kolmogorov-
Smirnov 

Significance 
Shapiro-Wilk 

CSR Value Fit <0.001 <0.001 

CSR Credibility <0.001 <0.001 

Employer Attractiveness 0.052 0.001 

Job Application Intention 0.041 0.003 
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CSR Value Fit 
CSR 

Credibility 
Employer 

Attractiveness 

Job 
Application 

Intention 

CSR Value Fit Correlation 
Coefficient 

1.000 0.368** 0.591** 0.445** 

Sig. (1-sided) . <0.001 <0.001 <0.001 

N 85 85 85 85 

CSR Credibility Correlation 
Coefficient 

0.368** 1.000 0.748** 0.798** 

Sig. (1-sided) <0.001 . <0.001 <0.001 

N 85 85 85 85 

Employer 
Attractiveness 

Correlation 
Coefficient 

0.591** 0.748** 1.000 0.868** 

Sig. (1-sided) <0.001 <0.001 . <0.001 

N 85 85 85 85 

Job Application 
Intention 

Correlation 
Coefficient 

0.445 0.798 0.868 1.000 

Sig. (1-sided) <0.001 <0.001 <0.001 . 

N 85 85 85 85 

**. Correlation is significant at the 0.01 level (1-sided). 

Table 25: Spearman Correlation – Main Constructs 
Source: Illustration based on SPSS output 

It can thus be concluded that all observed correlations are highly significant at a level 

of p<0.001. Spearman's rho is a measure of the strength of the relationships between 

the variables and can take values between -1 and +1 (Diamantopoulos et al., 2023, p. 

220). Consequently, the closer the correlation coefficient is to 1, the stronger the 

positive relationship between the variables. In this respect, it is evident that the 

relationship between employer attractiveness and intention to apply is the strongest in 

comparison to the other relationships.  
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6. Discussion 

Following the statistical analysis of the data collected, this section is dedicated to the 

interpretation and discussion of the results. In addition, theoretical and managerial 

implications are derived based on the findings described. 

 

 Interpretation of Results 

In the context of hypothesis testing, it is important to note that the dependent variables 

included in the hypotheses were found to be non-normally distributed. Consequently, 

the implementation of the designated parametric tests was restricted, and therefore the 

alternative Mann-Whitney U tests were used. The application of these alternative tests 

resulted in the verification of all proposed hypotheses with highly significant results. 

In relation to H1, which is addressed by its sub-hypotheses, a substantial and highly 

statistically significant discrepancy was identified between the two groups, i.e. those 

with congruent and those with incongruent CSR signals. 

The findings of the test for sub-hypothesis H1a, the purpose of which was to ascertain 

whether congruent signals enhance attractiveness, demonstrate a significant 

discrepancy between the congruent and incongruent group in terms of employer 

attractiveness. In addition, it was observed that the congruent group had a higher mean 

rank, suggesting that participants in the congruent group perceived the employer as 

more attractive than those in the incongruent group, thereby supporting H1a. This is 

consistent with recent research. which found that inconsistency in CSR signalling 

reduces an organisation's attractiveness (Jakob et al., 2022, pp. 105, 119). 

For the other sub-hypothesis H1b, which links to incongruent signals and their negative 

effect on the application intention of job seekers, the Mann-Whitney U test also shows 

a significant difference between the congruent and incongruent groups in this regard. 

Given that the congruent group exhibited a higher mean rank, the hypotheses can be 

substantiated that incongruent signals likely diminish the job application intention of job 

seekers. 

This enables the overall assumption for H1 that CSR-based employer reviews have an 

influence on employer attractiveness and application intention, either positively in the 
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case of congruent signals, or negatively in the case of incongruent signals. The 

substantial negative Z-values and highly significant p-values underscore the 

robustness of these effects. 

The objective of H2 was to investigate whether CSR-based employer ratings have an 

impact on perceived CSR value fit between the potential employer and the job seeker. 

The findings revealed a statistically highly significant difference in perceived CSR value 

fit between the two groups. The mean rank for the congruent group was found to be 

significantly higher than that for the incongruent group, thereby indicating that 

participants in the former group perceived a higher CSR value fit than those in the latter 

group. This finding is further corroborated by the sum of ranks, which confirms that 

individuals who received the congruent signals ranked the value fit significantly higher. 

This discrepancy may be attributed to the observation that participants indicated an 

average medium to high importance of CSR in regard to job search, which might have 

led to a higher sensitivity to heterogeneous signals and thus to a lower perceived value 

fit. 

The final hypothesis, H3, which concerns the impact of incongruent signals on the 

perceived CSR credibility of a potential employer, was also supported by substantial 

and highly significant evidence. The results of the study demonstrated a statistically 

significant difference in perceived CSR credibility between the congruent and 

incongruent group. The substantial negative Z-value indicates that the incongruent 

information group rated CSR credibility significantly lower than the congruent group. 

This finding was supported by the sum of ranks, which showed a discernible difference, 

substantiating the notion that participants exposed to mixed CSR signals assigned a 

significantly lower CSR credibility to the potential employer. Consequently, it can be 

concluded that participants exposed to congruent information perceived significantly 

higher CSR credibility than those exposed to incongruent information. 

In relation to the additional findings, it was found that all four constructs (employer 

attractiveness, job application intention, CSR value fit, and CSR credibility) depicted in 

the adapted conceptual model as explained in chapter 3.2 had a highly significant 

positive relationship with each other, as expected. The relationship between employer 
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attractiveness and job application intention was particularly strong, thus supporting 

previous research findings (Lis, 2018, pp. 111–112). Furthermore, the integration of 

two constructs, CSR value fit and CSR credibility, which have received minimal 

research attention in this context, was found to demonstrate a robust positive 

correlation with employer attractiveness, thereby exerting a positive influence on 

application intention. 

In consideration of the associations with the industrial field in which the fictitious 

company operates, it is noteworthy that the manufacture of goods was the most 

frequently selected sector overall, particularly among participants in the incongruent 

group. Moreover, mining and construction were exclusively associated with the 

incongruent group. In the group exhibiting homogeneous signals, the following four 

sectors were exclusively selected by participants within this group: 

• Agriculture, forestry and fishing 

• Media, publishing, broadcasting 

• IT and telecommunications 

• Finance and insurance 

The findings of the aforementioned sectors thus reveal industries that individuals seem 

to more or less specifically associate with congruent or incongruent CSR signalling. 

This finding suggests that, for instance, the inconsistent signalling of CSR by 

manufacturing firms is perceived as typical of this sector. However, it is important to 

note that the sectors selected are relatively broadly defined, and the study did not 

emphasise the reasons behind the choice. This leaves room for further research, as 

discussed in more detail in chapter 7. 

With regard to the statistical tests conducted on the influence of gender on employer 

attractiveness, a striking difference was found between the two groups, supporting the 

findings of other studies (Davies et al., 2018, pp. 74–75; Lis, 2018, p. 111). The findings 

indicate that congruent CSR information significantly enhances perceived employer 

attractiveness for both male and female respondents. However, the effect was found 

to be more pronounced for women than for men, as indicated by the wider difference 

in mean ranks and the stronger statistical significance for the female participants.  



 

58 

Given the finding of substantially larger mean ranks in the female sample, it can be 

argued that women exhibit heightened sensitivity to inconsistencies in CSR signals. 

However, it is crucial to acknowledge that the distribution of the genders as outlined in 

the descriptive statistics was unequal, with approximately three-fourths of the 

participants being female. The findings of the t-test demonstrate that both men and 

women assign equal importance to CSR, irrespective of whether they are provided with 

consistent or inconsistent information. This observation is consistent with the findings 

of previous research, which revealed a decline in the gender discrepancy regarding the 

personal importance of CSR (Andruszkiewicz et al., 2024, p. 10). Consequently, it can 

be concluded that, in contrast to the impact of employer attractiveness, gender appears 

to have no significant impact on the relative importance that individuals attach to CSR. 

 

 Theoretical Implications 

This study used and adapted a model whose components and interrelationships can 

be observed in different focus areas of previous studies. Consequently, the adapted 

model not only captures the relationship between employer attractiveness and 

application intention, as demonstrated in several studies, but also examines the 

influence of congruent and incongruent CSR signals in the context of employer rating 

platforms. In accordance with the literature, the constructs of CSR credibility and value 

fit were included and the influence of CSR signals on them was analysed, i.e., the 

model was extended to them as well. As previously discussed, a strong relationship 

was found between all constructs. The relationship between employer attractiveness 

and intention to apply was particularly robust, which is consistent with the evidence 

from previous studies. The findings of the present study also support research on CSR 

value fit and its role in assessing employer attractiveness (Tanwar & Kumar, 2019, pp. 

801, 814–816), as a highly significant relationship was found between the job seeker's 

personal CSR fit and employer attractiveness. In addition, the credibility of CSR has 

been proven to have a highly significant and strongly positive relationship with 

perceived employer attractiveness and, consequently, with application intention. 

Therefore, the present study extends the research in this area. 
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The experimental design of the study is based on the approach of incorporating existing 

items representing different dimensions of CSR into a fictitious company description as 

well as into employer reviews. This approach creates a controlled setting that allows 

for the clearest possible congruent or incongruent presentation of CSR signals. By 

addressing a wider range of facets and areas of CSR, this study makes a significant 

contribution to the existing research on CSR in the context of talent acquisition and 

employer rating platforms. Moreover, the study provides a foundation for future 

research that explores the significance of particular dimensions of CSR for job seekers 

with different characteristics. 

Moreover, the present study contributes to and extends previous research using 

signalling theory in the context of CSR signals. The findings suggest that CSR signals, 

in terms of both uniformity and heterogeneity, exert a substantial influence on the 

perceptions held by job seekers with regard to potential employers. In this regard, it 

was confirmed that the consistency of signals also plays an important role in the context 

of CSR, where incongruent signals were found to lead to lower CSR credibility of the 

employer. In addition, this study supports person-organisation fit theories, as it was 

found that job seekers who perceive a high value fit with a potential employer's CSR 

initiatives are more likely to consider applying for a job with that organisation. 

 

 Practical Implications 

In relation to the findings discussed, several implications for practitioners can be 

deduced. The results demonstrate that an employer who communicates consistent 

CSR signals is perceived as more attractive, particularly by women. This finding aligns 

with the observations reported by Haski-Leventhal et al. (2017), who noted a particular 

interest among women in acquiring knowledge related to responsible management 

practices. This finding suggests that businesses which place increasing emphasis on 

CSR may find it advantageous to recruit individuals who possess ethical leadership 

skills and are eager to learn more about responsible management (Haski-Leventhal et 

al., 2017, p. 236). Homogeneous CSR signals not only lead to a higher overall employer 

attractiveness but can also attract the right talent for an employer. In the absence of 

gender-based differences in CSR importance among the participants in this study, it is 
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recommended that employers adopt a unified, yet consistent CSR strategy, rather than 

tailoring messages specifically for men or women. In this regard, as other studies have 

emphasised, the objective of talent management should be to establish practices that 

align with the personal and individual needs of the talent within the organisation (Kwon 

& Jang, 2022, pp. 111–112). Nevertheless, the primary objective should be to ensure 

that the signals communicated to stakeholders, such as the workforce, are as 

consistent as possible, both within and outside the firm. Despite the uncontrollability of 

signals transmitted via eWOM on employer rating platforms – except for companies’ 

ability to respond to reviews – it is reasonable to hypothesise that consistent CSR 

communication, combined with genuine CSR actions, can help reduce negative eWOM 

about a company's CSR. This, in turn, may prevent incongruent CSR signalling on 

employer rating platforms. Accordingly, employers are advised to closely monitor the 

reviews they receive on employer rating platforms and develop a strategy to manage 

them effectively to mitigate the impact of incongruent signals. 

This leads to the findings on CSR value fit, which highlight the importance of striving 

for value congruence - both in terms of the values and morals of the employing 

organisation and potential employees, and in terms of signalling. Message consistency 

is therefore pivotal in shaping how individuals perceive their own values to be aligned 

with an organisation's CSR efforts. Furthermore, it was found that CSR credibility had 

a positive effect on employer attractiveness, which in turn had a positive effect on job 

application intention. This emphasises the importance of aiming for consistency in 

CSR-related signalling as an employer. In consideration of the findings of the present 

thesis, the implications of Song et al. (2024) can be elucidated. The authors 

emphasised the necessity of aligning CSR with the mission and vision of the firm in 

order to achieve consistent signalling and a uniform direction for the corporation and 

its stakeholders (Song et al., 2024, p. 1822). 

In conclusion, the findings of this thesis suggest that organisations should ensure 

consistency in their communication and their CSR-related efforts to enhance perceived 

attractiveness and encourage job applications. Consequently, economic benefits, as 

emphasised in extant studies, in terms of reduction of talent acquisition and retention 

costs can be achieved (Benitez et al., 2020, p. 25). 
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7. Limitations & Future Research Directions 

In order to provide a correct categorisation of the aforementioned findings, it is 

necessary to address the limitations of this study. 

Thus, one of the most striking limitations of this study is the isolated consideration of 

CSR in the context of the given scenario. Typically, in real employer reviews, a number 

of factors are taken into account, such as the working atmosphere, team spirit, the 

behaviour of senior managers, the image of the employer and the internal 

communication culture. However, these elements were not included in the experimental 

stimuli, with the aim of more clearly testing the influence of incongruent CSR signalling. 

In this respect, it is important to recognise that this approach does not reflect a real-life 

scenario. Despite the inclusion of a baseline description of the potential work 

environment, encompassing information on remuneration, working hours, and other 

factors, the reviews remain exclusively focused on CSR and its various dimensions. 

Consequently, while the star ratings varied across the upper or lower halves of the 

possible rating range depending on the group allocation, it can be argued that the 

congruence or incongruence of the CSR signals is evident, as no other information was 

provided that would typically diffuse the CSR signals in a real employer review, where 

multiple aspects are discussed. 

Furthermore, it should be noted that the sample was relatively small overall, 

considering the split into two groups and further analyses where, for example, 

subsamples are further split by gender. In the latter case, it is important to note that the 

male subgroup was particularly small, making conclusions about gender differences 

less reliable. As previously mentioned, the female demographic was over-represented, 

as was the younger segment of the selected age group. This can be attributed to the 

convenience sampling method employed, whereby the survey was distributed within 

the authors' network. The limitations of this sampling method are outlined in chapter 

4.2, and it is acknowledged that the generalisability of the results is limited. Given the 

lack of normally distributed data for the majority of the tests conducted, the Mann-

Whitney U test was employed. However, it should be noted that this test is constrained 
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to ranks and does not consider the original values. Consequently, it can be argued that 

the explanatory power of the Mann-Whitney U test is limited compared to parametric 

tests such as the t-test. 

As outlined in the literature section, there are potential areas for future research, 

especially in light of the aforementioned limitations. 

Consequently, subsequent studies should aspire to incorporate a more substantial and 

balanced sample size, with the objective of enhancing reliability and augmenting the 

statistical power of the employed tests. In addition, further analysis is required to 

ascertain the generalisability of the study's findings to other age groups and regions, 

given that the current study sample was limited to the German-speaking region. The 

absence of a designated industrial sector within the experimental design suggests the 

possibility of examining differences in the results depending on the sector of the 

fictitious company. Additionally, exploring the impact of different signalling scenarios in 

the case of an existing firm could yield novel results, as it would also allow for the 

exploration of the impact of incongruent signals on organisational authenticity, which is 

expected to have a mediating effect (Ong et al., 2024, p. 1268). In this respect, it would 

be beneficial for future studies to target real job seekers in order to obtain more realistic 

results. In terms of experimental design, further studies should also include other 

information in the reviews or replicate the experimental stimuli in order to diffuse the 

CSR signals and verify the effects of a less clear information situation. As Pérez (2019) 

have previously suggested, it may be advisable to rephrase the general abstract CSR 

information into concrete numbers on the CSR activities taken (Pérez, 2019, p. 346). 

In addition to authenticity, the proposed model of this study can be expanded to 

encompass various aspects, including the investigation of the influence of firms' 

responses to reviews and the incorporation of message and source credibility (Pérez, 

2019, p. 339), which relates to the general attitude towards reviews in terms of attempts 

to deceive (Könsgen et al., 2018, p. 168).  

In general, future empirical work should analyse the impact of eWOM signalling in this 

context and its effects on job seekers and their perceptions of employers. In this regard, 

further research is needed to determine which demographic and psychographic 
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characteristics of job seekers influence the importance they attach to CSR and what 

leads to heightened sensitivity to incongruent signalling. Further research is needed in 

this area to explore different aspects of CSR and to test which aspects are particularly 

important to job seekers. It is important to note that the existing research on CSR 

signalling and the impact of incongruent signalling and CSR fit is limited, as highlighted 

in a previous study (Agnihotri & Bhattacharya, 2022, p. 1719). 

It can be concluded that, although a potentially significant impact on job seekers can 

be argued, there is a lack of research overall in the area of employer rating platforms. 

In particular, more research as the one conducted by Sander et al. (2017) is needed to 

further explore the characteristics of these platforms, as well as the reasons and goals 

for which individuals use them (Sander et al., 2017, pp. 13, 25). In this respect, as 

suggested by previous research, attention should be paid to the influence of user 

characteristics, for example their attitudes towards CSR (Buzzao & Rizzi, 2024, p. 

1136). 
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8. Conclusion 

Building on signalling theory, this study investigated the influence of congruent and 

incongruent signals related to employing organisations' CSR. In this context, the study 

examined the impact of employees' CSR-related ratings on employer rating platforms 

on job seekers' perceptions of CSR-based employer credibility, the perceived CSR 

value fit, the attractiveness of the company as an employer, and their job application 

intention. 

For this purpose, a quantitative online survey was conducted using an experimental 

design with two stimuli. The respondents, who were users of employer rating platforms 

aged between 20 and 44, were asked to consider themselves in the position of a job 

seeker who was looking for a job and encountered the given information of a fictitious 

employing company. The information provided encompassed a baseline company 

description, a CSR-related text about what the company claims to do, and employer 

reviews designed as if they originated from an employer rating platform. The 

experimental stimuli, i.e. the fictitious employer reviews, were created and formulated 

in a way either aligning with the given information stemming from the firm or 

contradicting it. The experimental design involved the division of the sample into two 

groups. One group was exposed to congruent CSR signals regarding the potential 

employer, while the other group was exposed to incongruent signals. By employing 

convenience sampling, a total sample of 85 respondents was obtained at the 

conclusion of the fieldwork. 

The results obtained allow for the initially stated research question to be answered, 

which formed the basis of this thesis: 

How does the incongruence between signalling information about the potential 

employer's CSR activities and employees' CSR-related ratings on employer rating 

platforms affect job seekers' perceptions of the employer's CSR-based credibility, 

CSR value fit, attractiveness as an employer and their intention to apply? 

Firstly, it is important to note that all four constructs demonstrate a significantly positive 

relationship with one another, particularly in the context of employer attractiveness and 
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job application intention. The constructs credibility and value fit in relation to CSR, 

which were included in the adapted model, were also found to positively impact 

employer attractiveness, which in turn affects job seekers' intention to apply for a job. 

Secondly, the evidence gathered supported all of the proposed hypotheses. 

Consequently, it was ascertained that respondents from the group with heterogeneous 

CSR signalling perceived the potential employer as less attractive than those in the 

congruent group. Furthermore, the participants in the incongruent group indicated a 

reduced intention to apply for a job with the given employer. In addition, it was found 

that, in the case of incongruent CSR signals, the perceived value fit was lower than 

with the homogeneous signals. Finally, a similar effect was observed regarding CSR 

credibility, which was found to be significantly lower in the group exposed to the 

heterogeneous stimulus than in the other group. 

Therefore, the research question is answered in that incongruent signalling is likely to 

have a negative effect on CSR-based employer credibility, CSR value fit, employer 

attractiveness and application intention, as the results show a lower rating for all 

constructs compared to the group with congruent CSR signalling. However, it is 

important to acknowledge the limitations due to the restricted use of parametric tests 

and the lack of generalisability as a result of the structure of the sample and the 

sampling method chosen. Consequently, the findings of this study offer implications for 

future research and practitioners. 

To conclude, congruent CSR information was found to significantly improve 

perceptions of employer attractiveness, job application intention, value fit, and 

credibility in the context of CSR compared to when job seekers perceive incongruent 

information. As Rosa et al. (2024) noted, talents seek purpose behind their job and an 

honest commitment by their employers, thus consistency in CSR signalling is key for 

employing firms (Rosa et al., 2024, p. 11). In that way they are not only perceived as 

more credible in their CSR efforts but also signal the right values to potential workforce 

with fitting personal values regarding CSR, which leads to a higher attractiveness and 

raises the application intention of job seekers. Thus, honest CSR efforts can be a way 

to bring potential qualified talent and employers together, with the same values being 

shared. 
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Appendix A: Experimental Stimuli 

The translated baseline company description based on Buzzao and Rizzi (2024) is 

presented below (Buzzao & Rizzi, 2024, pp. 1128, 1140): 

Das etablierte Unternehmen bietet gute Aufstiegschancen. Die 

Arbeitsbedingungen sind sicher und das Gehalt entspricht dem üblichen Niveau 

in der Region, in der du Arbeit suchst. Die Aufgaben, der Arbeitsweg und die 

Arbeitszeiten entsprechen deinen Vorstellungen. 

The basic employer description was followed by the following information on CSR from 

the company's perspective, adapted from CSR items identified in the literature and 

translated into German (El Akremi et al., 2018, pp. 630–631). 

Gemeinschaft 

Unser Unternehmen unterstützt humanitäre Projekte und Bedürftige finanziell 

und setzt sich für die Gesundheitsförderung sowie das Wohlergehen in 

Entwicklungsländern ein. Wir helfen wohltätigen Organisationen und 

medizinischen Notdiensten und unterstützen bei Katastrophen. 

Natur und Umwelt 

Wir reduzieren Umweltverschmutzung, sparen Ressourcen und investieren in 

saubere Technologien sowie erneuerbare Energien. Wir steigern die 

ökologische Qualität unserer Produkte/Dienstleistungen, fördern die 

Biodiversität, messen unsere Umweltauswirkungen und ermutigen unsere 

Mitglieder zu umweltfreundlichem Verhalten. 

Arbeitskräfte 

Wir achten auf das Wohl unserer Arbeitskräfte, unterstützen sie in Notlagen, 

fördern Arbeitssicherheit sowie Gesundheit und lehnen Diskriminierung jeglicher 

Form ab. So setzen wir auf Chancengleichheit, Diversität und flexible 

Arbeitsmodelle für eine bessere Work-Life-Balance. 
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KundInnen 

Wir überprüfen die Qualität unserer Produkte/Dienstleistungen, bieten 

kompetente Beratung und Zuverlässlichkeit. Innovation zum Vorteil unserer 

KundInnen und die Zugänglichkeit unserer Angebote für alle Kundengruppen 

sind für uns selbstverständlich. 

AktionärInnen 

Wir verpflichten uns zu transparenter Kommunikation und Berücksichtigung 

finanzieller Interessen, sichern langfristig profitable Investitionen und 

ermöglichen Einflussnahme auf strategische Entscheidungen. 

The two employer descriptions are followed by the reviews, which are also based on 

the directly translated CSR items by El Akremi et al. (El Akremi et al., 2018, pp. 630–

631). Figure A-1 shows the stimulus of the congruent group, while figure A-2 illustrates 

the stimulus of the incongruent group. 
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Figure A-1: Experimental Stimulus – Congruent Reviews 
Source: Own illustration (designed in canva.com) 
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Figure A-2: Experimental Stimulus – Incongruent Reviews 
Source: Own illustration (designed in canva.com) 
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Appendix B: Questionnaire 

In the following, the questionnaire is presented as it was shown to the respondents, 

with the sole exception of the stimulus, which only showed congruent or incongruent 

reviews depending on the group assignment. 

 

Figure A-3: Questionnaire Page 1 – Introduction 
Source: Own illustration (created in Unipark) 
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Figure A-4: Questionnaire Page 2 – Filter Question 
Source: Own illustration (created in Unipark) 

 

 

Figure A-5: Questionnaire Page 3 – Attention Notice 
Source: Own illustration (created in Unipark) 
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Figure A-6: Questionnaire Page 4 – Company Description 
Source: Own illustration (created in Unipark) 
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Figure A-7: Questionnaire Page 4 – Employer Reviews 
Source: Own illustration (created in Unipark) 
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Figure A-8: Questionnaire Page 4 – Value Fit & Employer Attractiveness 
Source: Own illustration (created in Unipark) 
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Figure A-9: Questionnaire Page 4 – CSR Credibility & Job Application Intention 
Source: Own illustration (created in Unipark) 
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Figure A-10: Questionnaire Page 5 – Industrial Sectors & CSR Importance 
Source: Own illustration (created in Unipark) 
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Figure A-11: Questionnaire Page 5 – Age & Gender 
Source: Own illustration (created in Unipark) 

 

 

Figure A-12: Questionnaire Page 6 – End 
Source: Own illustration (created in Unipark) 
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Appendix C: SPSS Data Output 

 

Figure A-13: Value Fit Histogram – Congruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-14: Value Fit Q-Q Plot – Congruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-15: Value Fit Box Plot – Congruent Group 
Source: Own illustration based on SPSS output 
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Figure A-16: Value Fit Histogram – Incongruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-17: Value Fit Q-Q Plot – Incongruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-18: Value Fit Box Plot – Incongruent Group 
Source: Own illustration based on SPSS output 
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Figure A-19: Employer Attractiveness Histogram – Congruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-20: Employer Attractiveness Q-Q Plot – Congruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-21: Employer Attractiveness Box Plot – Congruent Group 
Source: Own illustration based on SPSS output 
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Figure A-22: Employer Attractiveness Histogram – Incongruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-23: Employer Attractiveness Q-Q Plot – Incongruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-24: Employer Attractiveness Box Plot – Incongruent Group 
Source: Own illustration based on SPSS output 
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Figure A-25: CSR Credibility Histogram – Congruent Group 
Source: Own illustration based on SPSS output 

 
Figure A-26: CSR Credibility Q-Q Plot – Congruent Group 
Source: Own illustration based on SPSS output 

 
Figure A-27: CSR Credibility Box Plot – Congruent Group 
Source: Own illustration based on SPSS output 
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Figure A-28: CSR Credibility Histogram – Incongruent Group 
Source: Own illustration based on SPSS output 

 
Figure A-29: CSR Credibility Q-Q Plot – Incongruent Group 
Source: Own illustration based on SPSS output 

 
Figure A-30: CSR Credibility Box Plot – Incongruent Group 
Source: Own illustration based on SPSS output 
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Figure A-31: Job Application Intention Histogram – Congruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-32: Job Application Intention Q-Q Plot – Congruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-33: Job Application Intention Box Plot – Congruent Group 
Source: Own illustration based on SPSS output 
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Figure A-34: Job Application Intention Histogram – Incongruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-35: Job Application Intention Q-Q Plot – Incongruent Group 
Source: Own illustration based on SPSS output 

 

Figure A-36: Job Application Intention Box Plot – Incongruent Group 
Source: Own illustration based on SPSS output 


