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Executive Summary 

“The success of a company is the sum of the successes achieved by its employees.” 

This is the first sentence of XAL’s career webpage and moreover, summarizes the 

main reason for this master thesis. This thesis investigates the challenges 

organizations are confronted with when addressing its target groups like highly 

educated employees in this case. Companies need to understand changing 

environment in terms of “war for talent”. 

 

The topic of employer branding is still in its early stage since many companies 

underestimate the importance of the appreciation of all employees. Hereby, firms need 

to move the focus from the customer to its own employees – only if my employees are 

happy, they will do a great job and as a result, the customers will be happy as well. 

Additionally, when doing business abroad, the cultural differences are a main part of 

the right employer branding strategy. This thesis provides an overview of status-quo 

of this important topic and creates comprehension for the employer branding 

employees responsible in future. Moreover, due to the importance of digital and social 

media, the thesis also highlights theoretical insights into employer branding 3.0 and its 

online appearance. An important focus of this thesis lies on the elaboration of an 

employer value proposition and how to become an employer of choice. This is already 

included into the development of an employer branding concept which is described in 

detail. Furthermore, this thesis deals with the essential impacts of internationalization 

and culture and explains how to implement tailored messages into a global employer 

branding concept.  

 

In the practical part of this thesis, the employer branding concept for XAL for high 

potentials in the UAE is analyzed and developed. The secondary research about the 

target group and market and the outcome of the primary market research which was 

done by an online questionnaire, build the main basis for the tailor-made employer 

branding concept for XAL. The survey offers valuable insights into the important factors 

of employer attractiveness, characteristics of an ideal company and the image of 

Austrian companies as an employer. Based on the literature and the main conclusions 

of the market research, the thesis provides tailored external and internal employer 

branding measures, specific recommendations and suggestions of implementation 

planning. This will help XAL to formulate a well-fitting EVP and moreover, to develop a 
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glocal employer branding concept to become an employer of choice for high potentials 

in the UAE. 

 

Abstract 

„Der Erfolg eines Unternehmens ist die Summe der Erfolge seiner MitarbeiterInnen.“ 

Dieser einleitende Satz auf der Karriere-Webseite von XAL beschreibt das treibende 

Motive und den Sinn dieser Masterarbeit. Diese Arbeit untersucht die Schwierigkeiten 

von Unternehmen die bei der Suche nach passenden Zielgruppen, wie gut 

ausgebildete potentielle Mitarbeiter, auftreten. Es ist wichtig, dass Unternehmen die 

sich schnell ändernden Gegebenheiten im „War for Talent“ verstehen und umsetzen 

können. 

 

Das Thema Employer Branding ist noch in seinen Anfangsphasen, da viele 

Unternehmen die Wichtigkeit der Wertschätzung von Mitarbeitern unterschätzen. 

Firmen sollen den Fokus vom Kunden auf die eigenen Mitarbeiter legen – nur wenn 

die eigenen Mitarbeiter glücklich sind und sich wertgeschätzt fühlen, dann leisten sie 

gute Arbeit und aus dieser resultieren auch glückliche Kunden. Außerdem ist es bei 

internationalen Unternehmen wichtig, die kulturellen Differenzen von allen Mitarbeitern 

weltweit in die Employer Branding Strategien miteinzubinden. Diese Masterarbeit stellt 

eine Übersicht über Status-quo dar und zeigt die Wichtigkeit dieses Themas auf, indem 

es Employer Branding Verantwortlichen die Thematik erklärt. Zudem gibt diese Arbeit 

theoretischen Einblicke in Employer Branding 3.0 und die Wichtigkeit von digitalen und 

sozialen Medien. Ein weiterer essentieller Fokus dieser Arbeit liegt bei der Kreation 

einer angepassten Employer Value Proposition und wie sich ein Unternehmen zum 

Employer-of-Choice herauskristallisiert. Diese Punkte sind bereits Inhalte von der 

Entwicklung eines gesamtheitlichen Employer Branding Konzepts welches detailliert 

erklärt wird. Weiters handelt diese Arbeit von den Einflüssen der Internationalisierung 

und der kulturellen Aspekte bei internationaler Tätigkeit von Organisationen und wie 

diese in EB Konzepte eingearbeitet werden. 

 

Im praktischen Teil dieser Masterarbeit wird das Employer Branding Konzept für XAL 

für High Potentials in den Vereinten Arabischen Emiraten analysiert und entwickelt. 

Die Sekundärmarktforschung über die Zielgruppe und den Zielmarkt und die 
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Ergebnisse der Primärmarktforschung (Online Fragebogen) bilden die Grundbasis für 

ein maßgeschneidertes Employer Branding Konzept für XAL. Die Umfrage gibt einen 

umfassenden Einblick in wichtige Faktoren über Arbeitgeberattraktivität, wichtige 

Eigenschaften über ideale Unternehmen und über das Image von österreichischen 

Firmen als Arbeitgeber. Die Basisliteratur und die Hauptschlussfolgerungen von der 

Marktforschung dienen als Ideengebung der externen und internen EB-Maßnahmen, 

spezifischen Empfehlungen und Vorschläge der Umsetzungsplanung. 

Schlussfolgernd kann gesagt werden, dass diese Ergebnisse XAL helfen wird, ein 

passendes EVP zu definieren und daraus gehend ein „glocales“ EB Konzept zu 

entwickeln um zu einen Employer-of-Choice für High Potentials in den VAE zu werden. 
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1. Introduction 

1.1 Initial Situation 

Nowadays one of the main challenges for a company is to meet the increasing demand 

of highly qualified employees. The labor market is affected by different aspects and 

trends which cannot be influenced by employers. Due to demographical changes (cf. 

Kirschten 2014, p. 115f.) globalization and rapidly developing business environment 

this undertaking can also be seen as a “War for Talent” (cf. Chhabra/Sharma 2014, p. 

48). Nevertheless, many companies are still counting on the high interest of applicants 

to work for them. Whereas in future recruiters ought to treat applicants like customers 

(cf. Trost 2012, p. 2). A company needs a clearly defined and positioned employer 

brand which is suitable to its vision and the brand of the product. This is important to 

communicate the valuation of employees but also of applicants during recruiting 

processes. Hence, not every company is capable to position the employer brand as 

detailed and differentiated as the product brand (cf. Von Bismarck 2013, p. 261). 

Furthermore, the communication of internal characteristics through employees to 

external environment has a positive influence of the organization’s reputation (cf. 

Chhabra/Sharma 2014, p. 49). 

 

After the growing and expanding of a company, it is necessary to think of an 

international human resource management. Therefore, the organization has to interact 

with the target market by implementing an employer branding concept on a global and 

local level. As a result, it does not exist a promising solution if a centralized or 

decentralized international employer branding project is more successful (cf. Trost 

2013, p. 109f). Hereby, the necessity of adaptation of an employer brand strategy 

depends on the culture and market where a company wants to do business (cf. Alnıaçık 

et al. 2014, p.342). 

 

Many organizations view employees as the highest potential of a company because 

they represent the company and customers believe in their opinion. This is also a 

leading statement of XAL which is highlighted on their website’s career page: “The 

success of a company is the sum of the successes achieved by its employees.” (XAL 

GmbH). Consequently, it is essential for a company to have highly qualified employees 

who live the company’s values. Since these highly-qualified employees are in demand 
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they can choose between a lot of job offers (cf. Böttger 2012, p. V). Therefore, 

employer branding and the right choice of the recruiting channel are important 

strategies to convince the success factor employees for the own company. 

 

XAL GmbH as a leading lighting manufacturer has already established its business in 

the UAE and other international locations. Considering the fact, that XAL mainly 

coordinates the recruiting of new staff at foreign locations from Austria, a good know-

how of different cultures and the employee’s preferences is key. Additionally, can be 

mentioned that the UAE, especially Dubai, is a popular destination for mostly 

temporary labor migrants, which makes the implementation of the cultural aspects 

even more difficult. Hereby, not only the Arab culture has to be noted, also many 

migrants from India, Bangladesh and Pakistan but also from European countries are a 

big percentage of the UAE’s population. In 2015, the UAE had 8.1 million migrants (out 

of a total population of 9.86 million) and is therefore, number six of the countries with 

the highest quantity of migrants (cf. United Nations 2015). 

 

For now, XAL decided to concentrate on the development of an employer branding 

concept in the United Arab Emirates as it is a very interesting market regarding luxury 

lighting and they have a shortage of talented staff at this location. To ensure no lack of 

employees in the UAE a target-group-specific employer branding concept has to be 

implemented. 

 

1.2 Challenges 

Considering the previous mentioned factors, the core challenge of XAL is to extract the 

employer preferences in the UAE. XAL and its employer brand is well known in Austria 

and therefore they do not have problems to find the right employees. Due to 

internationalization, it is challenging for XAL to address employees at foreign locations 

controlled and managed by the human resources management in Graz (cf. Ertler 

2016). Furthermore, intercultural aspects and the different recruiting channels which 

are used by foreign employees have to be respected in order to be able to develop an 

employer branding concept for the United Arab Emirates. Owing to the need of 

companies having highly qualified employees to be competitive and to meet the high-

quality standard of its products, it is important to know how people choose their 

employers as well as to know the most important elements of employer branding and 
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their belongings. Whereas in Austria 75 % of all applicants apply via “karriere.at” (cf. 

Ertler 2016), the preferred recruiting channels are not well known in the United Arab 

Emirates. 

Because of the decentralized organization, the company has difficulties to find qualified 

employees, except in Austria, which have special know-how and represent the 

company’s philosophy internal as well as external. Due to a lack of time and personnel 

resources, XAL has not developed a specific employer branding concept for the UAE 

yet. Although there are responsible human resource managers at most locations of 

XAL, there is still a need of information about the right way how to address employees 

in the UAE (cf. Ertler 2016). In detail, Mr. Mag. Christoph Mayr wants to determine how 

the company should address potential employees in the UAE and which management 

styles and bonuses they value. For example, possible findings of this thesis could be 

to find out if an employee from the UAE prefers to work for a company with a European 

management or if they value to receive a company car. 

 

XAL deals with these difficulties and tries to position itself as an attractive employer. It 

works with the following central questions: How can a company develop an employer 

branding concept to the respective target group? What are the main points to 

implement? Which employer value proposition can be implemented for XAL to address 

high potential employees in the UAE? 

 

1.3 Objectives 

1.3.1 Company Objectives 

The primary objective of XAL is to increase the number of job applicants in the UAE by 

20% by the end of 2018. A further aim is to reach an aided employer brand awareness 

of XAL in the UAE of 5% until the end of 2019. 

 

1.3.2 Master Thesis Objectives 

The aim of this master thesis is the development of an employer branding concept for 

XAL targeted to recruit qualified potential staff in the UAE and derivate measures out 

of it to reach the company’s objectives. 

This thesis objective has to be achieved by answering following questions: 

• Does XAL have a unique employer brand which is competitive in the UAE? 
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• Which employee bonuses or employer branding programs do people from the 

UAE emphasize? 

• What are the most effective recruiting channels for attracting potentials from the 

UAE? 

• Which cultural differences have to be implemented in the employer branding 

concept in the UAE? 

 

The answers are reflected in the theoretical and practical parts of this master thesis. 

 

1.3.3 Objectives Excluded 

This master thesis has not the purpose to develop an internal employer branding 

concept. As a result, it does not aim to raise the employer brand awareness of already 

existing employees in the UAE. 
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1.4 Reference Framework 

 

Figure 1: Frame of Reference (own presentation)  
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2. Employer Branding 

In order to understand the concept of employer branding, it is essential to know what 

a brand is and how it works. Consequently, with the know-how of the branding process 

it is possible to develop an employer brand. The following theoretical part serves the 

basis for the practical implementation to develop a concept for employer branding. 

 

2.1 Definition of Branding 

A brand can be a name, a symbol, a design or a combination of these elements, which 

are associated with a product or a service (cf. Kanning 2017, p. 137). On the one hand, 

the brand gives the product or service a unique identity and differentiates from other 

brands. On the other hand, a brand is an objective idea embossed image of a customer 

of a brand (cf. Griese/Bröring 2011, p. 147 f). These images occur in the minds of 

customers, employees, suppliers and the public and are influenced by direct and 

indirect experience with the brand. The pre-purchase, purchase and after-purchase 

phases include touchpoints like advertisements or sales conversations, which create 

the direct experience of a brand. Whereas, indirect experience bases on word of 

mouth, reviews or observations of others who use the brands. Hereby, companies are 

involved in building the image of their brands (cf. Schmidt 2007 p. 17). The image 

influences the customers’ decision making on their purchases. As an example, 

participants of a preference study preferred Pepsi Cola instead of Coca Cola with 

covered eyes, but as soon as they knew which drink they had to test they chose Coca 

Cola as the “better-tasting” coke. In addition, a brand also creates customer loyalty by 

building an emotional connection between a brand and a customer and it builds the 

possibility to create new products under the umbrella brand. Milka successfully 

expanded its range of products by launching for example pralines (cf. Griese/Bröring 

2011, p. 147-149).  

 

Reasons for the growing presence of the topic branding are avoidance of 

interchangeability, increasing number of competitors and information overload of 

customers. Therefore, customers save time and effort by existing preferences during 

their purchase decision-making process. To sum up, a brand includes following 

functions: information efficiency, risk reduction and perceived benefits. A good 
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reputation cannot be replaced easily (cf. Schmidt 2007, p. 18). The following figure 2 

describes the functions of a brand and the pro-arguments for brand building. 

 

 

Figure 2: Functions of a brand (based on Schmidt 2007, p. 21) 

These four factors demonstrate the further advantages of having a brand. Firstly, 

brands create confidence by reducing the risk of purchase. Secondly, brands help 

organizations to stand out of their competition since there are many similar and 

comparable products. Thirdly, a strong brand can ask a higher price than an unknown 

brand (price margin). Fourthly, a brand creates identity for customers as well as for 

employees (pride, enthusiasm and togetherness) (cf. Schmidt 2007, p. 21). In 

conclusion, a strong brand sustainably supports or even multiplies all investments, 

especially the communication and interaction with the organization’s target group (cf. 

Masciadri/Zupancic 2013, p. 19). 

 

2.2 Employer Branding Introduction 

All in chapter 2.1 mentioned aspects can be applicated on human resources and result 

the strategy of employer branding. When deciding for a new job the perception of a 

company is an important impact. Therefore, a company can use its employer brand for 

influencing employees’ perception and convincing them (cf. Ting 2011, p. 3 f).  
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Employer branding was mentioned the first time in 1990 by Simon Barrow and Richard 

Mosley. Ever since the topic is getting more and more popular (cf. Barrow 2010, p. 7). 

Employer branding is “the package of functional, economic and psychological benefits 

provided by employer and identified with the employing organization” (Barrow 2001). 

In addition, Barrow has the view of point that employer brand managers need the same 

qualities as outstanding product brand managers (cf. Barrow 2016). The notion of 

employer branding includes every effort to present the company attractively focusing 

on employees. Whereas, it is not a goal of employer branding to advertise a vacant 

position, but to create a resistant positive employer image (cf. Ewards 2009, p. 6). One 

of the first employer branding tools used by Barrow is the “employer brand wheel” 

which is shown in the following figure 3. 

 

Figure 3: Employer branding wheel (Barrow, 2010, p. 9) 

This wheel highlights the factors, which are influencing the perception of employees 

about an employer brand. Therefore, the terms “vision” and “leadership” determine the 

success of all other issues, which are part of any employer branding measures. The 

message a company spreads, must be credible and trustable, otherwise it damages a 

brand massively (cf. Mosely 2010, p. 147).  
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2.2.1 Conceptual delineation of personnel marketing & employer branding 

It depends on the perspective, but employer branding stands for personnel marketing 

and vice versa. Employer branding is connecting personnel marketing and the 

retention of employees (cf. Kanning 2017, p. 3). Therefore, it is also essential to get an 

insight into personnel marketing in order to understand the concept of employer 

branding easier. 

 

Personnel marketing is a process to find competent applicants for a vacant job position. 

Whereas, it is not important to get a high number of applicants but to find and 

eventually recruit a qualified person out of this pool of potentials. Additionally, it can 

also be defined as the employer’s marketing as it includes the operative activities for 

demand-oriented communication to cover staff requirements (cf. Kanning 2017, 

p. 2/Kriegler 2015, p. 26). On the opposite, employer branding is a strategical 

instrument to develop a positive image as an employer. Unquestionably, operative 

personnel marketing measures complete and influence the employer branding and 

help to create this positive employer image (cf. Wolf, WOLF Kompetenz Center 

Employer Branding 2016). Following measures are common when doing personnel 

marketing: directly addressing supervisors or employees, internships, headhunting, job 

advertisements, E-recruitment, recruiting events, university marketing and many more 

(cf. Kanning 2017, p. 52 f).  

 

The target groups of personnel marketing and employer branding overlap each other. 

While personnel marketing targets potential and effective applicants, employer 

branding addresses future and existing employees (cf. Kanning 2017, p. 136). The 

goal of personnel marketing is to ensure staff and newcomers by drawing attention to 

vacant job positions and to encourage potentials to apply for it (cf. Felser 2010, p. 15). 

Whereas, the objectives of employer branding are to develop and determine an 

employer brand, to retain employees to their employer and to avoid staff fluctuation. 

Additionally, the planning of personnel marketing is set up on a short to medium-termed 

base and the employer branding in contrast is medium to long-term focused.  

 

2.2.2 Goals & Functions 

As stated above, the aim of employer branding is to attract new employees, employee 

retention and the improvement of the company image. Employer branding is also the 
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identity-based positioning of a company as an attractive and credible employer (cf. 

DEBA 2007) Therefore, the main goal is to build up the employer brand (cf. Kriegler 

2015, p. 27). In case of a well-working employer brand, the image can positively 

influence the intention of a potential employee applying for a company. Additionally, 

the positive employer image also affects the satisfaction of working, the commitment 

and the employee retention in a favorable way (cf. Kanning, 2017, p. 158). Hereby, an 

unknown employer brand will not be considered for an application. Only a well-

established employer brand and its unique employer value proposition can lead to 

stand out of the competitors (cf. Moroko/Uncles 2008, p. 163). The functions of an 

employer brand are the risk reduction, information efficiency and symbolic benefit (cf. 

Sponheuer 2009, p. 102). In addition, Stotz and Wedel-Klein split the functions of 

employer branding into the employers’ perspective and as a contrast into the 

perspective of employees. Hereinafter, the approach is described by figure 4. 

 

Figure 4: Functions of Employer Branding and its Effects (based on Stotz/Wedel-Klein 2013, p. 27) 

Speaking about the perspective of employers, the first reason for building an employer 

brand is to be the preferred employer for the target group compared to others. 

Secondly, when job seekers compare different employers, a company can highlight 

itself by differentiation, which results out of a well-established employer branding. The 

third function emotionalization means that an organization stands out of competitors 

by addressing potential employees on the emotional level (cf. Minchington 2010, p. 12 

f). In contrast, the functions of employer branding seen from the perspective of 

employees are orientation, trust and identification (cf. Heider-Winter 2014, p. 28). A 

strong employer brand provides orientation for job seekers during the search and 

selection process. Further on, applicants do not have all information about the 

preferred company, therefore, trust is needed to decide on a company. Hence, trust is 

an important function, which a successful employer brand delivers. Due to emotional 
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aspects, the identification with an employer regarding corporate culture and values 

results that a job seeker will more likely apply for this company. Respecting all these 

functions, it is essential to plan the building of an employer brand well in terms of 

resources, interchangeability of the brand, authenticity and the right message (cf. 

Stotz/Wedel-Klein 2013, p. 27-33). 

 

2.2.3 Internal & External Employer Branding 

An additional differentiation of employer branding is the subdivision into internal and 

external employer branding. Firstly, internal employer branding is the measurement of 

retention of existing employees. It is essential to strengthen and increase the 

motivation of the workforce. Moreover, the image of a company also influences the 

opinion of externals, whereas employees can be seen as brand ambassadors. In case 

of discrepancy with the communicated values, an employee can also weaken the 

credibility of a brand or product (cf. Schuhmacher/Geschwill 2009, p. 42). An employee 

is able to communicate the brand in a proper way in case of brand-compliant 

knowledge, commitment and ability to implement the branding identity in an 

appropriate way (cf. von Walter 2011, p. 42). Following aspects are part of a good 

employer brand: monetary aspects like direct remuneration or fringe benefits, cultural 

aspects like management culture or development potentialities and aspects of status 

like working environment or external employer branding (cf. Schuhmacher/Geschwill 

2009, p. 42). The investment in these factors has the result of less movement of labor 

and higher productivity (cf. Ting 2011, p. 6).  

 

Secondly, external employer branding addresses potential employees and improves 

the attractiveness of an employer. Thus, a successful employer branding achieves to 

become an employer of choice. The key elements of external employer branding are 

educational institutes, corporate citizenship and social environment, politics and 

unions, as well as marketing and product branding. A cooperation with educational 

institutes and offering internships are highly promising in terms of winning the war for 

talents. Additionally, sponsoring of relevant associations and being politically active 

can have a positive effect on application rates (cf. Schuhmacher/Geschwill 2009, p. 40 

f).  
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2.3 Characteristics of an Employer Brand 

For determining an employer brand, the understanding of the definition of a brand is 

preconditioned. As already mentioned in chapter 2.1, a brand is a symbol, a name, a 

design of a combination of all and is associated with a product or a service. The goal 

of a brand is a positive differentiation to alternative products and services (cf. Davis 

2006, p. 667 f). For example, a loyal customer is willing to pay more for the preferred 

washing powder brand although the cheaper brand has the same ingredients. The 

characteristics of a brand can be divided into concrete and symbolic characteristics. 

Whereas, concrete characteristics are for example the ingredients of a product like 

sugar, nuts, fruits and so on. On the other side, symbolic characteristics include 

describing qualities. For example, a car is associated with the topics “young” and 

“dynamic”. These characteristics are interpreted subjectively. Not every customer 

interprets a car with the same adjectives (cf. Kanning 2017, p. 137 f). 

 

In addition, four main characteristics of a brand can be highlighted. First of all, branding 

enables an organization to differentiate its product or service to alternative ones. 

Hereby, the unique value proposition is corresponding. Secondly, loyalty is a result out 

of a positive connection to a brand. Moreover, a brand results mostly automatically 

satisfaction in case the expectations are met. Lastly, if a brand can create an emotional 

connection to customers, it will be easier to become a successful company (cf. Davis 

2006, p. 668-671).  

 

The knowledge of brand essentials is important to translate them into the employer 

brand. An employer is able to stand out of its competitors with its company name 

whereas, long existing traditional firms like Siemens or Microsoft have an advantage 

over start-ups. It can be said that it is more challenging to create a competitive 

employer brand for SME’s, which are only known locally. Furthermore, the symbols of 

organizations are the firm logo or the architecture of the company building. The 

corporate design reflects the internal and external appearance by a uniform design, 

which includes the use of standardized colors, fonts, uniforms or letterheads. It should 

result a positive image of a company also in case of negative headlines. However, it is 

valid the other way around as well (cf. Kanning 2017, p. 138).  
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A positive influence on the employer image can be the history of a company. If an 

organization can provide a stable and successful past it is more likely that people will 

connect this with economic solidity and security. Another positive effect on the willing 

of working for a company can be if the products and services are well-known all around 

the world and have a good reputation as well. It will be easier for these companies to 

recruit talents. Therefore, the company reflects the products’ or services’ brilliance. If 

employees are satisfied and like to work for a company, it is more probable that they 

stay at a company even if they got an offer for a better-paid job or if the company has 

economic troubles. Additionally, satisfied employees are working in a more effective 

way and result a better outcome. In the best case, an employer can build up an 

emotional connection with its workforce, which is also named as affective commitment 

(cf. Kanning 2017, p. 138 f). To sum up, table 1 below lists characteristics of an 

employer brand inclusive some possible examples. 

Characteristics Employer Brand 

name, symbol, design xx PLC, logo, Corporate Design (using 

uniform colors, fonts,…) 

positive differentiation world market leader, more than 100 

years of successful company history 

loyalty employee is defending its employer in 

case of bad headlines or reputation; not 

leaving the company although getting a 

better job offer 

satisfaction workforce is happy to work for an 

organization 

emotional connection development of affective commitment 

concrete characteristics remuneration, career opportunities, 

social benefits 

symbolic characteristics traditional feeling, reliability, social 

responsibility  

Table 1: Characteristics of an employer brand (based on Kanning 2017, p. 139) 

 

Particular attention is paid to the symbolic characteristics. Lievens et al. used the 

example of Army recruitment and came to following five dimensions as a result. The 

most important characteristic is that the employer’s sincerity is true which means if the 



14 

 

employer is reliable and credible. Secondly, the employer has to offer excitement and 

diversified work. Thirdly, the company has to reflect its competence and identify also 

the employees’ competences. The fourth dimension ruggedness shows if an employer 

is able to solve conflicts and if employees get challenged reasonably. The last 

dimension is prestige. An employer should have a high status and reputation and 

employees want to be proud of working for their organization. Additionally, the term 

“excitement” could also be exchange with “innovation”. Here is the question if an 

employer is able to keep pace with fast moving developments of new products and 

other novelties (cf. Lievens et al. 2007, p. 51-55). 

 

At the first sight, it seems very easy to translate the concept of a product brand into the 

employer brand. But in addition to product branding, for most people work is more 

important for their life then a single product, since they are spending a high amount of 

time at their workplace (cf. Kanning 2017, p. 141-143). Consumer brands only 

influence people to buy a product whereas, employment brands inspire them to make 

a decision which can change their lives. Furthermore, it is not as easy to change a job 

as it is easy, to buy or use a different product (cf. McGowan 2008, p. 3). It could be 

critical for a company if an employee wants to harm a company because of 

dissatisfaction. Moreover, the product and service marketing often distorts the reality 

of the characteristics compared to employer brand marketing. Distortions could help a 

company to achieve higher applicant rate at the beginning. But if the organization 

cannot keep its promises it will lead to dissatisfaction and negative word of mouth (cf. 

Kanning 2017, p. 141-143).  

 

Felser introduces the thought that when defining an employer brand not all influencing 

factors can be controlled. In contrast, when promoting a product, the company is able 

to pull all strings. The working environment can be influenced by employees, 

customers, suppliers and other groups, which are in contact with the organization. 

Hereby, in this context employees are important brand ambassadors since they 

dispose of internal information (cf. Felser 2010, p. 16). 

 

In conclusion, the goal of employer branding should be to become an attractive 

employer and the communication of this image to the external environment. 

“Uniqueness” itself is very unlikely to implement in a realistic and credible way. The 



15 

 

problem arises since there exists too many companies that every single one can have 

its special attributes for differentiation (cf. Kanning 2017, p. 144 f). 

 

2.4 Influencing the Employer Image 

According to Kanning, the employer image is influenced by many factors. Possible 

influencing factors are employees, personnel marketing, media reports, customers, 

image from alternative employers, branch or the employer branding itself. It can be 

differentiated between the image of the organization and the employer image, 

whereas, they have an interaction to each other. Employer branding mainly influences 

the employer image but also addresses the overall image of an organization since 

employees and potential applicants spread the information about a company. In 

addition, personnel marketing is mostly the first touchpoint of smaller and not really 

known organizations to externals. The first contact can be established by job 

advertisements or at job fairs. A bigger influencing role can be attributed to employees. 

They experience the employer directly and talk about it with externals like family and 

friends. If the distributed employer image does not correspond to the truth, employees 

will let other people know about it and will influence the employer’s image negatively 

(cf. Kanning 2017, p. 145-147). Another factor is that every company belongs to a 

specific branch. The problem is that some branches do not have a good reputation 

basically. Even if a company does not relate to this branch, it will get connected and 

identified by customers automatically. For example, the banking sector got disrepute 

in the last few years and it is not prestigious working for a bank anymore (cf. 

Sparrow/Otaye 2015) p. 19 f). Moreover, media reports can destroy entire 

organizations by not well-researched articles. Especially newspapers, which are well-

known, are opinion makers and influence the image of an employer. Mostly, large 

enterprises are addressed in these articles, which are not always reporting about a 

company’s scandal. Also images of alternative employers should be observed because 

job seekers compare potential employers with alternatives. If an applicant does not 

have further information about an employer the orientation is made by the image. If 

company A impresses the applicant more than company B, it is more likely that the 

applicant prefers working for company A. The last influencing factor is the customer. 

Customers can be multiplying factors for the employer image since they spread either 

their positive or negative opinion via word of mouth. Hereby, this is a direct impact on 

the application behavior of potentials (cf. Kanning 2017, p. 145-147). 
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In precondition, a positive employer image can only be reached if the organization is 

known in general. As a result, better known companies have a higher application rate 

and will not have that many troubles finding high potentials in future. The credibility of 

an employer has to be fulfilled since if a new employee enters the company with too 

high expectations which cannot be pleased, the employee will be frustrated soon (cf. 

Edwards, 2010, p. 7-10). Therefore, it is key to only promote a realistic employer 

image, which is totally true. Additionally, the communication of values a company 

represents is an influencing factor as well. For example, the promotion of social 

responsibility or environmental protection will help a company for a better 

organizational image and therefore, also for a better employer image. It can be said, 

that an employee is more proud of working for a company which stands up for the 

environment then a company which is harmful to nature. The fundament of an 

employer brand are the characteristics of an employer. Accordingly, the size of an 

enterprise, the location (rural or urban), success of an organization and as already 

mentioned the promoted values are generally influencing the opinion of potential and 

existing employees (cf. Kanning 2017, p. 150 f).  

 

All in all, a company has to consider that there exist only limited possibilities, which 

can influence their employer image. Before starting to promote the employer image a 

company has to get known in general, at least locally. Another point is that besides 

concrete aspects also the symbolic aspects like values of history are important 

influencing factors. The goal should be to differentiate the company by highlighting the 

symbolic aspect positively whereas, the credibility always has to be guaranteed (cf. 

Kanning 2017, p. 154). 

 

2.5 Dimensions of Employer Branding 

The identified three main benefits of employer branding are recruiting, retention and 

employee engagement/commitment (cf. Mosley 2005, p. 69). Firstly, lowering costs 

during the recruiting process is one advantage. By pointing out a clear image, only 

suitable applicants will apply and therefore, it will save money because the HR 

department only has to handle a smaller application pool but with more qualified 

potentials. In addition, replacing employees’ costs half of an employee’s salary. 

Therefore, a strong employer brand tends to have higher staff retention. Another major 
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cost factor is sickness absence, which includes lost production, disruption, reduced 

efficiency and lost opportunity. Due to a successful employer brand, those days of sick 

time can be reduced and consequently, can bring down general costs. Two smaller but 

also cost saving results out of employer branding are that less known loss occur and 

less unknown loss through theft and stock errors appear (cf. Mosley 2005, p. 70 f). 

Furthermore, due to the company’s intention to satisfy its employees, the productivity 

will also rise, which comes to the result of cost saving again. Regarding the positive 

influence on retention, internal employer branding motivates employees and helps to 

avoid or at least lower movement of labor (cf. DEBA 2006). Especially, if a company 

looks for talented staff, employer branding will be the key to communicate the benefits 

of working for a company and consequently, high potentials will more likely hand in 

their applications (cf. Backhaus/Tikoo 2004, p. 503). This communication of the 

company’s image as an attractive employer is also a chance to convince new 

customers, since they will build a positive counteraction to the company’s products or 

services (cf. Moroko/Uncles 2008, p. 160). Moreover, that employees “live the brand” 

is a key role in delivering customer satisfaction. But hereby, a high commitment to its 

employer is necessary (cf. Mosley 2005, p. 71). To sum up, a strong employer brand 

helps an organization to reduce costs, improve customer satisfaction and at the end to 

achieve better financial results. 

 

2.6 Touchpoints of Employer Branding 

Every time an organization implements a measure of employer branding whether it is 

a recruiting campaign, an advertisement on social media or at job fairs, it is essential 

that the employer brand comes across authentically and credibly (cf. Branders Group 

Ltd. 2013, p. 3). A touchpoint appears when the employer brand or rather its message 

“touches” a customer, an employee or a supplier. Hereby, it is important to design the 

touchpoints attractively to engage them. The “Brand Touchpoint Wheel” from Davis 

and Dunn (2002) can be translated to the employer brand wheel, which helps to 

differentiate the touchpoints into three phases. Firstly, the “experiences before 

employment”-phase includes the contact with recruiters, the website and job 

advertisements. Secondly, the “experiences during onboarding”-phase consists of the 

contract negotiations, introduction period and remuneration and social benefits. 

Thirdly, the “experiences during employment”-phase involves the training period, the 
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internal “public relations” and performance evaluation. The following figure 5 shows 

the employer brand touchpoint wheel as a whole. 

 

Figure 5: Employer Brand Touchpoint Wheel (based on Davis/Dunn, 2002) 

A company should proceed following steps when thinking about touchpoints (cf. Laick 

2012, p. 94): 

1. Analyzation of touchpoints 

2. Focusing on relevant contacts 

3. Constantly renewing the contacts 

4. Do not forget human aspects 

At the end, also the alumnus phase should be considered since old workforce could 

still spread positive or negative opinions about a company. Therefore, the exit of an 

employee should make still a good impression (cf. Laick 2012, p. 94).  

 

When seeking for a new work, job seekers use different on- and offline information 

channels whereas, the trend is toward online channels. A survey of BCG and Recruit 

Works Institute found out that Internet job sites are seen as the most effective channel 

when seeking a job (cf. Sakurai/Okubo 2015). Subsequent to this finding, the most 

relevant information channels in terms of employer branding are listed below.  

 

Digital channels are playing an important role for job seekers nowadays and 

therefore, for companies as well. When actively seeking for a job, 66.4 percent of the 
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persons questioned use Internet career pages and 36.5 visit the career website of the 

company itself (cf. Weitzel et al. 2015, p. 10). 

 

Companies use their websites not only to inform customers about their products and 

services but also to list vacancies. A newer addition is the use of the website to spread 

the message of the organization’s employer branding measures. Hereby, the 

possibility for potential employees to interact with the company is decisive. The career 

webpage of a company should be the starting point of every recruiting and employer 

branding activities. This website can be used for a detailed information source about 

the employer and its job offers. It does not matter, if a company places an online 

advertisement or is represented at a job fair, at the end, every information path comes 

back to the career webpage. Hereby, the company can easily provide detailed 

information (cf. Immerschitt/Stumpf 2014, 108). On the one hand, 90% of all job offers 

of big enterprises are placed on their own career webpages and on the other hand, 

about 70% of the job advertisements are available on diverse online channels (cf. 

Eger/Frickenschmidt 2013, p. 118). Firstly, job seekers can find out information about 

the employer in terms of variety of professions, number of employees, company’s KPIs 

or the possibility of working at regional or international subsidiaries. Secondly, if a 

potential employee is interested into a company, the job seeker can easily interact with 

the employer by directly contacting it. Following three main aspects should be 

implemented in a career page: content, function and design. The content includes all 

relevant information about an employer inclusive its values and standards (cf. 

Immerschitt/Stumpf 2014, p. 109 f). Functionality means that a job seeker should have 

the possibility to apply directly via the career webpage online. Hereby, the career 

webpage should reflect the employer branding and should be an interface to the next 

step recruiting (cf. Eger/Frickenschmidt 2013, p. 122 f). In terms of internationality and 

foreign appliers, a career webpage also addresses target groups all over the world. 

Only the language and the cultural and country-specific content needs to be adapted. 

In the end, the own career website of a firm is still the most important online channel. 

Therefore, it is essential to implement following essential dimensions into it: relevant 

topics like corporate culture, product and service information, corporate values, 

information about the application process, job offers, possibilities to contact a 

company. Most likely the design and the usability of such a website is very important 

as well as the applicability of mobile devices (cf. Eger/Eichstädt 2013, p. 111-124). 
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Moreover, social media channels are supporting the process of interaction with 

existing and potential employees. Using social media channels, companies have the 

possibility to reach potentials on a private level as well. Organizations are present 

everywhere. Employees can research about a company easier, but also the other way 

around is now probable (cf. Eger/Eichstädt 2013, p. 111-124). The most common 

social media platforms which are used for information seeking when applying for a job 

in Germany, are revealed in following figure 6. 

 

Figure 6: Usage of social media platforms in Germany in 2015 (moster.de) 

Number one and two (41.9% and 26.6%) use the social media channels “Xing” and 

“LinkedIn” as an employer information source. Those two channels are specialized on 

the topic profession whereas, “Xing” is more relevant for German-speaking countries 

(Germany, Austria and Switzerland) and “LinkedIn” has an international focus. But 

other social media platforms like Facebook are very common in terms of job 

researches. In addition, all online information channels of the company need to be 

compatible with mobile devices since the usage of mobile phones when apply for a job 

increases (cf. Immerschitt/Stumpf 2014, p. 123). 

 

A negative aspect of social media platforms is that activities can be seen as 

“advertisements” and therefore, could lose their credibility. But in the end, there is still 

the possibility to stand out of its competitors by applying a creative and unique social 
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media communication also referring to employer branding. Companies can build a 

personal interaction with its target and interest groups and communicate messages 

authentically. Pictures, stories and insights into the company and the work environment 

of its employees can make a positive impression. Social media pages are on the one 

hand, information sources and on the other hand, entertainment for its users. A 

company should combine those two aspects and convert it to sympathy points (cf. 

Kurar 2013, p. 170 f). 

 

A job advertisement can be placed on- and offline and can be seen as an image 

advertisement as well since it leaves a certain perception of a company to its 

addressees. Therefore, it is important that the job advertisement contains the 

employer’s main message and communicates the most relevant information by 

touching job seekers emotionally (cf. Achilles/Bethkenhagen 2012, p. 203). Job 

advertisement placements in print media are very expensive and the success in 

relation to online advertising very low therefore, the number of offline advertising 

decreases. When developing a job advertisement, following aspects should be 

included: short and attractive claim, clear imagery, description appealing an applier’s 

view, detailed information of the company’s offer, keep the language short, simple and 

clear and lastly, refer to the company’s career webpage (cf. Immerschmitt/Stumpf 

2014, p. 113 f).  

 

Additionally, press releases and publications in specialized media are important 

when improving the company’s reputation and show its professionality. Therefore, the 

selection of the media and the articles content need to fit to the organization’s vision 

and strategy in accordance to a credible reputation. Networking at universities and 

schools is an effective channel to interact with a younger and specific target group (cf. 

Immerschitt/Stumpf 2014, p. 125 f).  

 

Furthermore, current employees can be important employer brand ambassadors. 

The Internet offers the possibility of interaction between existing and potential 

employees by using channels like blogs, social communities, podcasts or video on 

“Youtube”. Every single job seeker can easily get in touch with employees of a certain 

company via social media channels like LinkedIn. In addition, a personal advice of an 

employees is mostly more credible than an online job advertisement. People trust in 
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people. But it is a big challenge for a firm that its employees show their loyalty and that 

they speak about their company voluntarily. The most important step is to actively 

incorporate all employees into the employer branding measures. Own employees need 

to feel appreciated and valued in order to positively speak about its employer. Hereby, 

the employee branding process can be implemented. Following steps need to be 

included when turning employees into active employer brand ambassadors: 

sensitization, involvement, integration and realization. (cf. Dehlsen/ Franke 156 f).  

 

2.7 International Employer Branding 

Developing and implementing an employer branding concept becomes even more 

important for a company when it expands internationally (cf. Mosely, 2005, p. 75). The 

increasing activities of multinational corporations are driven by fast growing 

environment, which includes the growing number of competitors, technological 

development and regional forces (cf. Doole et al. 2016, p. 3). Regarding the declining 

number of qualified employees, especially in the fields of natural science, engineering 

and management, it is key to translate the employer brand into new contexts (cf. 

Moroko/Uncles 2008, p. 160). Additionally, the demand for skilled employees is also 

growing, since the production of highly innovative products is getting more complicated 

and requires specific know-how. Also new economies like China put pressure on 

existing companies (cf. Mahroum 2000, p. 23). Another factor contributing to the high 

potential shortage is the increasing migration of knowledge. For example, ten times 

more highly skilled potentials emigrate from Germany in comparison to the emigration 

of less skilled employees (cf. Ritz/Sinelli 2011, p. 6). Internationality in terms of 

employer branding becomes even more complex. Especially, for this thesis the 

question, if the message of an employer branding can be implemented into other 

countries is important. Hereby, it can be asked if the definition of the EVP is as 

attractive for employees from Austria as for people from the UAE.  

 

The global labor market is facing many changes like expansion of world trade, 

increasing number of competitors, the possibility to reach more customers worldwide 

and array of individuals. The increasingly easy potential to work in a different nation 

enables companies to employer people for much lower wages especially in poor 

developed countries and for jobs which request lower competencies. But there is still 

a demand for highly skilled workforce with affinity to technology and the ability to handle 
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more demanding customers. To conclude, firms need to manage the talent challenges 

on a global base and should keep the supply and demand of talent in balance (cf. 

Schuler/Jackson/Tarique 2011, p. 19-23). 

 

Further challenges for international employer branding are different cultures and 

behaviors of employees. Herewith, organizations have to implement employer 

branding strategies with respect to intercultural differences and ethnic diversity (cf. 

Ritz/Sinelli 2011, p. 5 f). The general topic “cultural aspects” is covered in chapter 4 as 

this master thesis focuses on employer branding in the UAE. In comparison to national 

organizations, globally operating companies have to deal with a higher number of 

global competitors and therefore, have to focus on their unique proposition even more 

(cf. Christiaans 2013, p. 4). Moreover, the company should be able to adopt its EVP 

and define a central core message. Most likely, organizations only add some country-

specific messages if necessary (cf. Nagel 2011, p. 50 f).  

 

One relevant source from Martin and Hetrick is cited for this thesis. The authors 

developed a model, which is transferred to the international employer branding process 

as illustrated in figure 7. 

 

Figure 7: International Employer Branding Strategies (based on Martin/Hetrick 2009, p. 306) 

As the name of local employer branding strategy already implies, it is suited for 

companies which operate and recruit only domestically. The reactive-unbranded 

strategy is appropriate to organizations without a concrete employer branding. Firms 
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who are focusing on international or global expansion need to apply one of the 

following strategies to successfully recruit employees at their international locations 

(cf. Martin/Hetrick 2009, p. 306-307): 

1. If an organization identifies that the benefits lie mostly in leveraging their global 

brand, it will go for the global employer brand strategy. Characteristically, this 

strategy is managed centrally and local HR departments only have little 

influence. 

2. If a company wants to utilize its global brand but still needs some cultural 

differentiations, it will opt for an international employer branding strategy. The 

local brand is supporting the global brand in order to promote its authenticity in 

different labor markets. Mostly, this strategy is developed by the headquarters’ 

HR but with a stronger impact of local human resource managers. 

3. Lastly, if a firm pursues to optimize their local authenticity and relevance in 

combination with their global strategy, it will settle for a glocal employer branding 

strategy. Hereby, the local HR department decides on the strategy but it still has 

to harmonize with the global corporate strategy.  

 

This model focuses on multinational companies since purely domestic companies also 

recruit internationally. Therefore, these companies mostly choose between a global or 

glocal employer branding strategy. In terms of a glocal strategy, they need to determine 

on which degree of cultural aspects should be implemented. In contrast, the global 

strategy does not consider any differences of cultures and only focuses on the same 

global and corporate identity (cf. Rees/Smith 2014, p. 158). Especially, for this thesis 

it makes more sense to focus on a glocal employer branding strategy since the UAE 

labor market and its culture are completely different to the Austrian labor market and 

culture. Also, many experts think that this type of strategy is relevant for the future. 

 

2.8  Employer Branding 3.0 

The international appearance of political, economic, social and technological issues 

influences the sustainability of businesses immensely. But in the end, humans aiming 

to create a better society. Therefore, in future the goal for companies will be the 

combination of the profit for an organization as well as the profit for the society. 

Hereafter, people will value social health even more. Since employer branding was 

first mentioned at the beginning of 1990s, it developed itself from stage 1.0 to already 
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3.0. Employer branding 1.0 reflected the one-way interaction between employers and 

employees. Focus was still on the employer and employees were viewed as an infinite 

resource whereas the communication of the employer brand did not concentrate on 

emotions. Therefore, the main objective at the beginning of the employer branding 

history was filling jobs. The development of the second stage of employer branding 

was influenced by the rapidly growing technology and the invention of the Internet. In 

addition, the aging of the population and globalization impacted the focus of employer 

branding (cf. Minchington 2010, p. 12 f). Hence, now employees were addressed on 

functional and emotional level and the driving force were the talent scarcity not talent 

abundance anymore (cf. Ruf 2011 p. 54). But employees were still seen as an infinite 

resource. Nowadays, regarding employer branding 3.0, employees are perceived as 

assets. EB 3.0 is characterized as the “make the world a better place” approach. The 

purpose is not only the satisfaction of customers and employees but also the full 

satisfaction of suppliers and investors. Therefore, the company needs to realize that 

all stakeholders can influence this purpose. The communication of the EVP is created 

by a functional, emotional and spiritual content. The key driver is to optimize human 

potential and thus, to create a better society. Employee engagement has a great 

impact on the profit of a company. Many studies demonstrated that a low workforce 

engagement results a decline in earnings growth. Consequently, companies have to 

focus on brand advocacy and loyalty in order to be successful on the market. The 

influencing factors hereby are trust, values and society reflected by the organization. 

Employees as well as customers are seeking for companies and their product or 

services, which represent their own values. As soon as the company’s values are the 

same, the decision making of handing in an application or purchasing a product gets 

simpler. Moreover, values are the foundation upon which trust is developed. Meeting 

the elements of the brand advocacy and loyalty model, will not only result a higher 

profit but will also create a better society. Doing the right thing became necessary for 

business survival (cf. Minchington 2010, p. 12 f). 

 

3. Becoming an Employer of Choice 

“An employer of choice is a flexible, customer-focused, performance-oriented 

organization, one that is more maneuverable and engages the hearts and minds of 

their people” (Baker 2014, p. 9). Employees perceive an employer of choice as a great 
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place to work and feel that they belong to the organization (cf. Baker 2014, p.10). Since 

this thesis is specializing on high potentials, the focus of the employer branding 

concept is to address highly skilled workers. 

 

During the last period, brain drain and a lack of career opportunities have become a 

big issue for companies. The competition for high potentials with the skills and 

knowledge, which are requested by strongly developing organizations, is becoming 

harder. Reasons are the catching up with technology and the immense amount of 

information which are required nowadays also now in for example South East Asian 

and Eastern European countries. The new rapidly developing countries are threating 

nations like the USA, which are reliant on talent from foreign countries (cf. Mahroum 

2000, p. 23).  

 

3.1 Employees as Customers – Employee-Life-Cycle 

Many companies still rely on the thoughts that employees are interested into working 

for them. But with the addition of demographical changes and skills shortages, it is 

getting more and more important to treat an active or potential employee like a 

customer. The employee-life-cycle introduces all steps during an employee’s period at 

a company and the job-searching process (cf. Ting 2011, p. 15). The model highlights 

the different stages which are shown in the following figure 8. 

 

Figure 8: Employee-Life-Cycle (based on Ting 2011, p. 15) 

 

 

Employee- 

Life-Cycle 

Necessity for a new job 
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A global study pointed out that 83 percent of best practice organizations with a 

successful EVP support the full employee-life-cycle, including recruiting and 

onboarding (cf. Willis Towers Watson 2016, p. 13). Before speaking about the cycle, 

the necessity for a (new) job needs to occur. Therefore, freshly graduated students 

with almost no knowledge of benefits a company can provide do not have too high 

expectations of what the future employer should offer them. In comparison, the group 

of people who want to leave their previous job will be more demanding regarding staff 

benefits. Besides, employed persons who are looking for a new job with better 

conditions are a challenge for employers to keep (cf. Ting 2011, p. 15f). Entering the 

cycle, the first step of a potential is to get access to the organizations data the first 

time, which is also mentioned as research-phase. The job seeker gets in touch with 

the company for example via job advertisements, at fairs or on different platforms on- 

or offline (cf. Nagendra 2014, p. 201). After the first onboarding-phase, the job seeker 

searches for more detailed information about the company’s vision and corporate 

culture and afterwards, settles in the job. The interview is defined as the third step of 

the cycle, which is also the moment of truth. At this stage, it is important for both parties 

to sell itself well and all further steps will be discussed. Fourthly, the employment-phase 

brings the experience with the employer brand and its benefits. The employee’s role 

matures within the organization and the benefits an employer offers can be exploited 

(cf. Ting 2011, p. 17). At this point, the Minchington & Morris Brand Experience Model 

can be noted. After the moments of truth, it is not only important that customers 

recommend a company’s products or services. Also, the employer brand moments of 

truth help an organization to stand out of its competitors by being recommended by 

employees and therefore, winning high potentials and specialist. Those highly qualified 

employees add value to the company, as already mentioned before (cf. 

Minchington/Morris 2015, p. 3). Lastly, there is always an after-employment phase, 

which can be beneficially used by a company by requesting the reasons an employee 

leaves (cf. Nagendra 2014, p. 202).  

 

3.2 Employer Value Proposition 

Due to a high competitive landscape in terms of recruiting and retaining talented 

people, it is key for organizations to define an employer value proposition. Developing 

a successful EVP requires the understanding of what employees value. Although 

payment has a high priority for staff, it is sometimes overvalued compared to non-
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financial aspects. Therefore, focusing on company attractiveness, responsibility, 

respect, work-life balance and personal opportunities for professional growth should 

be goals of an employer (cf. Bell 2005, p. 3). Hence, the EVP is the content-related 

positioning of the employer brand and defines what an enterprise stands for. By 

determining an EVP, the overlapping with the customer branding must be considered 

as well. Thus, both, the EVP and customer brand identity, need a credible and 

compatible strategy which fit to each other and which have the same core messages 

and values. Otherwise, it can damage the company’s image immensely. (cf. von 

Walter/Kremmel 2016, p. 61 f). All in all, the EVP should be described by following 

three factors: credibility, differentiation and future-oriented (cf. Kriegler 2015, p. 27). 

 

In general, a company should define one overall EVP that applies to all employees and 

the approach should be adapted only if necessary. For example, it is more advisable 

to develop a tailored EVP for a highly diverse organization which is seeking for special 

staff. When defining an EVP, it should represent what an organization stands for and 

what its main purpose is, which workforce is needed, and how the workforce can be 

defined. Additionally, also the competition should be analyzed and the outcome should 

be considered for the defining process. By implementing all these details, the firm’s 

“give and get” will be clearly described, as a result. More precisely, the potential and 

actual employees know what an organization offers and also what to expect from them. 

To sum up, the EVP has to match with the organization’s intent (cf. Towers Watson 

2012, p. 3 f). 

 

The five factors listed below influence the definition of an EVP (cf. Trost 2010, p. 19-

25):  

• Employer characteristics: why employees like to work for an organization 

• Current employer image: how is the company perceived by internal and external 

persons 

• Preferences of the target group: why should an applicant be interested into 

working for a company 

• Competitive position: highlighting of unique values 

• Brand strategy of the company: definition of the EVP by meeting the key points 

of the corporate brand 
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Based on Willis Towers Watson, the EVP consists of four parts, namely purpose, work, 

people and total rewards. Hereby, some questions will help the organization to 

describe their value proposition: How might existing and potential employees describe 

the organization in terms of purpose? Respecting jobs and people, why is it attractive 

to work for a company and how can people be differentiated? Considering total 

rewards, which opportunities are important for employees and which benefits will be 

valued by them? The figure 9 below explains the terms more detailed and points out 

the structure of the EVP to address employee drivers.  

 

Figure 9: EVP (Willis Towers Watson 2016, p. 8) 

To reach a satisfying outcome, it should enclose the organization’s business strategy, 

its desired culture and human capital strategy. Following outcomes of the EVP are 

possible: customer experience, business performance, employee performance, 

employee retention, employee engagement and employee attraction (cf. Willis Towers 

Watson 2016, p. 8 f).  

 

At the beginning of an EVP development, the employer needs to analyze and decide 

on the target group, which the EB should attract. Hereby, target groups can be divided 

by selecting in terms of age, know-how, qualification or professional experience. After 

that, researching across the target audience, why employees choose to work for a 

specific company and which aspects need to be improved, is a next step to define an 

EVP. A global study by Employer Brand International (EBI) found out that employees 

mainly prefer working for a company with a strong corporate reputation, to be 

subordinated to a thought leadership and to get rewards for good performances. On 

completion of the EVP research, the employee-life-cycle is important to highlight the 

moments of truth for the EVP along it. The model highlights the implementation of 

aligning values, behaviors and actions by managers (cf. Minchington 2011, p. 34 f). 
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After the determination of the target group, a company has to deal with the employee’s 

changing of expectations. It is preconditioned to keep the collected data of employees 

up to date (cf. Willis Towers Watson 2016, p. 7 f). Once the EVP is defined, it is not 

always essential to launch a big campaign. By applying the developed communication 

concept during the recruiting process, the new employer image will spread itself 

automatically. Monitoring how employees and external people receive the EVP is 

essential to make further improvements and will let the organization know if the “give 

and get” is delivered in the right way (cf. Towers Watson 2012, p. 4 f).  

 

To sum up, getting started with an EVP, defining the employer branding team is 

relevant, as well as answering the critical EVP questions. Furthermore, the 

organization has to find out the “give and get” and an understanding of the employees’ 

expectations is key. Additionally, supporting the key elements of addressing highly 

qualified staff and reward programs need to be considered. At the end, to ensure the 

success of an EVP, the controlling process is highly important. Having a clear EVP is 

an advantage in terms of attracting, retaining, motivating and engaging employees and 

likewise the emotional connection and the effort of existing staff bring to the company. 

Winning the war for talent is more realistic when developing an effective employer 

value proposition (cf. Towers Watson 2012, p. 5). 

 

3.3 Decision-making Behavior of Job Seekers 

To address the right target group, it is essential to filter the preferences of potential 

employees. Hereby, the research on the preference formation process is key to include 

this knowledge into the development and implementation of an employer brand (cf. 

Petkovic 2008, p. 9). 

 

3.3.1 Preference Formation Model 

The preference model provides the explanation of every decision-making and for 

example why a customer buys a specific product. In the theory of consumer behavior 

customers make use of their evoked sets when buying products. This concept can also 

be applied by job seekers since they also have a defined quantity of employers in mind 

which are perceived as an opportunity and are considered in the decision-making 

process (cf. Trommsdorff 2009, p. 91). With the intention to acquire highly qualified 

staff, the preference model should support the external personnel marketing. In 
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chronological order, the recruiting includes an application followed by an assurance 

and subsequently an increase of qualified staff. The preference model can be 

transferred from the consumer behavior to the employer branding which is defined as 

the employer of choice. A preference occurs if a job seeker compares at least two 

different employers. The employer preference arises on the one hand during the period 

of job seeking when applying for a job and as a next step when negotiating about the 

employment contract. On the other hand, the preference of an employer can also be 

seen as a view of an employee: a company which is seen as an employer of choice 

will have a high loyalty and consequently, good recommendations to external 

workforce (cf. Petkovic 2008, p. 10-12). 

To explain and analyze the preference formation process in detail, many different 

models can be mentioned. One model reflects the selection process of an employer in 

the following figure 10. 

 

Figure 10: Preference Formation Process (based on Süß 1996, p. 111) 

The total set contains the total amount of all potential employers. But job seekers only 

have a limited overview of all possible employers, which reduces the total set and the 

awareness set is remained. Out of the awareness set, only a part of employers will be 

considered for further observation. This processed set includes companies which a job 

seeker has awareness of its operations and products or services. The second part is 

the foggy set. Hereby, the potential employee excludes companies even though the 

name is known, but no detailed information exists. As a next step, the processed set 

is differentiated into three parts. The evoked set as already mentioned before, includes 

the preferred employers, which come to the job seekers mind firstly. The job seeker 

has a positive attitude towards the evoked set. The hold set contains employers that 
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the potential applicant feels indifferent about and the reject set is not considered for an 

application due to certain information that was processed (cf. Petkovic 2008, p. 14-15). 

In conclusion, the goal of an employer should be to belong to the evoked set. The 

allocation of sets of a company is not fixed for the whole time. It can be influenced and 

changed by various factors, which are already described in chapter 2.4. 

 

3.3.2 Expectancy Theory of Motivation 

The expectancy theory of motivation (introduced by Vroom in 1964) is still one of the 

most common theories why and how an employee decides for an employer. The desire 

working for an employer is related to the employee’s expectations of a company and if 

the firm can fulfill them. The job seeker follows a strategy of benefit maximization since 

the decision for an employer depends on a set of individually defined factors that offer 

the maximum advantages (cf. Roj 2013, p. 23). Although the theory is embossed by 

simplicity and logic, it does not reflect the present labor market in reality. Vroom 

assumed that the labor market is transparent and job seekers have access to detailed 

information about possible employers. Hereby, employees are able to rate companies’ 

attractiveness. Viewed realistically, if job seekers are not able to receive information of 

a company, the implementation of the Expectancy Theory of Motivation is not possible. 

Therefore, the difficulties are to communicate the companies’ employer branding and 

EVP in a credible and authentic way. Nevertheless, organizations need to win 

employees’ trust when talking about the communication of employer branding. This 

can be achieved if existing and former employees are not given a reason to disagree 

on that (cf. Petkovic 2008, p. 16 f). 

 

3.3.3 Process Model 

In contrast to Vroom’s theory, Soelberg firstly depicted the employer selection as a 

multi-step process in 1967. He also mentioned that especially for young professionals 

it is difficult to choose the first employer. As a result, the clear image of the perfect 

profession is extracted. The four steps of the process model are listed below (cf. 

Petkovic 2008, p. 19 f): 

• Development and vision of the ideal career 

• Planning the job search 

• Search and selection of a workplace 

• Confirmation of decision and commitment 
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During the first phase the applicant evaluates its personal values and own 

qualifications. The outcome of the self-evaluation is the expectation of the ideal career 

(cf. Böttger 2012, p. 88). It is recommended to implement the idea of an ideal 

profession into the communication of a company’s employer branding especially for 

young professionals to get higher awareness and to easier recruit them (cf. Petkovic 

2008, p. 19). As a next step in phase two, the applicant develops a strategy how to 

select employers with regards to keep search costs and personal selection criteria in 

mind. The third phase includes the proper selection of an employer. Notably, the job 

seeker adapts the former selection criteria due to new information and compares the 

new gained knowledge with alternatives again. Consequently, the applicant is seeking 

for further information during the last process step. Only after completing the research, 

the applicant admits to the final decision for the employer (cf. Böttger 2012, p. 88). 

These findings again demonstrate the importance of employer branding and that a 

company can influence the decision-making process of job seekers with a well-

implemented EVP.  

 

3.3.4 Application process model  

According to Simon/Wiltinger/Sebastian/Tacke the selection of an employer contains 

three criteria. Hereby, the following three key notions build the valuable basis to evolve 

into an employer of choice (cf. Petkovic 2008, p. 21): 

• Awareness – Does the graduate know the company? 

• Attractiveness – Is the graduate applying for the company? 

• Preference – Does the graduate prefer the employment offer over alternatives? 

The behavior of an application requires the awareness and attractiveness of an 

organization. First of all, the job seeker has to be aware of a potential employer. 

Secondly, the employer has to reflect a minimum of attractiveness for applicants. 

Thirdly, the employer’s goal has to be the preferred company a person wants to work 

for with help of a successfully implemented employer branding. Moreover, it can be 

mentioned that the attractiveness is connected to the preference of an employer. 

Additionally, the combination with the personnel image and its requirements influence 

the second and third phase of this model. 
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3.3.5 Phase Model of Work-Place-Choice 

Süß transferred findings from social psychology and consumer behavior to personnel 

marketing and combined the models from his predecessors. His model includes 

following phases (cf. Petkovic 2008, p. 22): 

• Low-Involvement-Phase 

• Preference formation phase 

• Critical-Contact-Phase 

At the first stage the individual person is not aware of becoming an applicant in future; 

therefore, it is called “Low-Involvement-Phase”. But even in case of not actively 

seeking a new job, a person still collects information about employers. The involvement 

of information seeking is increasing as soon as the person is turning into an active 

applicant. The second phase leads to form the first preferences of employers. But the 

decisive point of an application occurs after the direct contact with an organization and 

the gained experiences during the application process, which is all part of the third 

phase. Süß also highlights the relevance of direct contact with an employer (cf. 

Petkovic 2008, p. 22).  

 

3.3.6 Employer attractiveness 

Since employer attractiveness is required for a successful employer brand, it is 

explained in a more detailed way. Berthon et al. define employer attractiveness as the 

envisioned benefits that a potential employee sees in working for a specific 

organization (Berthon/Ewing/Hah 2005, p. 156). As also confirmed by earlier 

mentioned models and theories in this thesis, the more attractive an employer is 

perceived by a potential applicant the more likely s/he will apply for the job. 

 

Before a company can define its employer attractiveness, it needs to be identified 

which specific values are influencing the perception of potential employees in terms of 

attractiveness. It has to be stated, that not all factors are perceived as attractive in 

different countries due to cross-cultural differences (cf. Berthon/Ewing/Hah, 2005, p. 

168). The following five dimensions can be labeled as the most influencing values (cf. 

Berthon/Ewing/Hah 2005, p. 159-162): 

1. Interest value: The employer attracts employees by offering an exciting working 

environment and uses its employees’ creativity to create high quality and to 

produce innovative products and services. 
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2. Social value: Employees like to have a fun, happy working environment and 

nice relationships with their colleagues. 

3. Development value: Employees value to get the possibility to further personal 

and professional development. 

4. Application value: A company provides an opportunity for its employees to apply 

what they know and teach others. 

5. Economic value: Employees prefer good remuneration and job security. 

 

The five-factor structure is a refinement and extension of the three dimensions 

developed by Ambler and Barrow in 1996. Whereas, interest and social values 

represent the psychological benefits, development and application values refer to 

functional benefits and lastly, economic values logically to economic benefits (cf. 

Berthon/Ewing/Hah 2005, p. 162).  

 

3.4 The “Great Place to Work®” Approach 

In the 1980s, Robert Levering questioned the first time how a great place to work could 

be. He could find out how enthusiastic and emotional people can speak about their job 

and company. As a conclusion, he and his team highlighted the hundred best 

employers in the USA (cf. Hauser 2013, p. 235 f). Nowadays, five qualities of an 

outstanding employer are selected: credibility, respect, fairness, pride and team 

orientation. In the end, the most important characteristic of a “Great Place to Work” is 

the trust in the management (cf. Great Place to Work 2017). 

 

The core role of the company’s credibility is the communication. Concretely, the 

openness, transparency and the reachability of the management are key for 

employees. Respect can be described in the fact that the professional career of 

employees is not only respected but also actively promoted. Fairness relates to the 

neutrality of the employer in terms of no preferences, no discrimination and a balanced 

remuneration. In addition, employees of a “Great Place to Work” are proud of their 

personal activities, are proud of the whole team and of the performance of their 

company. The last characteristic is the “team spirit”. Employees prefer a friendly 

working atmosphere and the feeling to be part of a successful team (cf. Hauser 2013, 

p. 236-240). 
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A study of Great Place to Work Institute and partners could find out that it is worth to 

invest in these five characteristics. The corporate culture of a company and the 

commitment of employees will contribute essentially to the overall success and 

performance of an organization. The demographical development, which brings the 

lack of young professionals requires the investment in the right selection and retention 

of employees. Therefore, the development into the direction of an employee-oriented 

corporate culture will be necessary in future (cf. Hauser 2013, p. 247).  

 

4. Internationalization: Cultural Differences 

Due to globalization and the focus on emerging markets, culture got very important 

during the last century. Culture includes the four elements “language”, “institutions”, 

“material productions” and “symbolic productions”. Language is the tool to exchange 

information within a specific society and influence the way people think and act. 

Institutions link individuals to a group whereas it can affect to family, political institutions 

or social organizations. These rules are lived by the individual persons depending on 

their culture. Material productions as a part of culture are for example music, art, books, 

factories, machines, food, clothes or services such as banks or education. Symbolic 

productions are related to religious and metaphysical patterns as well as to everyday 

life. For example, a symbol like the McDonalds sign reflects  certain information. In the 

end, the interpretation of a symbol is always connected to culture. The culture of an 

individual not only resists out of nation, also following sources influence culture: 

language, education, profession, group (ethnicity), religion, family, sex, social class or 

corporate or organizational culture (cf. Usunier/Lee 2013, p. 4-11).  

 

However, so far there are a few famous approaches to the whole subject of cultures 

inclusive their classification and generalization. Two of the most discussed approaches 

are from Geert Hofstede and Fons Trompenaars. Both researches help to understand 

easier other cultures, so the interaction with people all around gets more effective. 

Hofstede differentiates society into five dimensions (cf. Hofstede): 

• Low vs. High Power Distance Index (PDI): This dimension measures the degree 

of equality between people of one society and if less influent people accept 

hierarchy. 
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• Individualism vs. Collectivism (IDV): This dimension is the degree of 

interdependence a society maintains among its members. It comes along with 

the self-image in terms of “I” or “we”. 

• Masculinity or feminity: Masculinity means that the society is driven by 

competition, achievement and success whereas feminity comes in terms of the 

value of caring for others and quality of life. 

• Low vs. high Uncertainty Avoidance Index (UAI): This dimension focuses on the 

level persons try to cope with stress by fighting uncertainty and ambiguous 

situations within a society.  

• Long-Term vs. Short-Term Orientation (LTO): It describes how a society has to 

maintain some links with its own past while dealing with the challenges of the 

present and future. 

 

According to Trompenaars, culture is a way a society act to solve problems. Hereby, 

he identified seven fundamental dimensions of culture, which can be described shortly 

with questions (cf. Babel n.d., 1-2): 

• Universalism vs. Particularism: “What is more important – rules or 

relationships?” 

• Individualism vs. Communitarianism: “Do we function as a group or as 

individuals?” 

• Specific vs. Diffuse: “How far do we get involved?” 

• Affectivity vs. Neutrality: “Do we display our emotions?” 

• Inner Directed vs. Outer Directed: “Do we control our environment or work with 

it?” 

• Achieved Status vs. Ascribed Status: “Do we have to prove ourselves to receive 

status or is it given to us?” 

• Sequential Time vs. Synchronic Time: “Do we do things one at a time or several 

things at once?” 

 

Trompenaars’ approach is more focus-oriented which means that it is about what is on 

people’s minds in in their sight. In comparison, Hofstede describes the values 

influencing people and their behavior. But in the end, similarities between these 

approaches can be mentioned. For this thesis, the author chose to implement the 

approach of Hofstede. In the empirical part of this thesis, the author applies Hofstede’s 
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approach on the target market and the target group, which is relevant for the 

development of a specific employer branding concept for the UAE. 

5. Development of an Employer Branding Concept 

5.1  Employer Branding Process 

Managing an employer brand can be illustrated as a multi-step process. In general, 

chapter 5 covers the development of an employer branding concepts, which consists 

of different components. The main parts are the analysis and development of a 

strategy, implementation of an employer brand into an organization, external 

communication of an employer brand as well as the management and controlling of an 

employer branding (cf. Kriegler 2015, p. 33f). For a better overview, figure 11 

summarizes the main steps again.  
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Figure 11: Employer Brand Management process (based on von Walter/Kremmel 2016, p. 10) 

The employer brand management process can be differentiated into a strategic and 

an operative part. Firstly, the strategic employer branding consists of the decision-

making on the focus of the employer brand comprehended by the determination of 

target group, objectives and positioning of the EB. Since the strategic EB is long-term 

oriented, a detailed analysis is key to avoid waste of effort. Secondly, the operative 

employer brand management implements the strategic part. It includes the conception 

and implementation of communication measures. The short-term measures of the 

operative EB should be monitored and controlled as well, in order to question the 

meeting of the targets (cf. von Walter/Kremmel 2016, p. 10 f). 
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5.2 Conceptualization – First Steps 

When starting the development of an EB concept, the organization should consider 

following three hints from the beginning (cf. Kriegler 2015, p. 39): 

• Right argumentation and convincing internal  

• Including the company leaders 

• Common understanding of goals, processes, responsibilities and notions 

The start of employer branding is often triggered by internal or external drivers. 

Possible internal drivers include the opportunity of better communication between 

departments, less fluctuation, increase of outcome, increase of employee satisfaction 

and establishment of an identity-based corporate culture. In addition, external drivers 

consist of increase of qualified applicants, faster recruiting of vacancies, defined 

addressing of target group, higher awareness of the employer brand, better image and 

clear identification of the employer and positive impact on customers and the public 

(cf. Kriegler 2015, p. 43). After convincing the management of a company to develop 

an EB concept, the determination of responsibilities is essential for a clear division of 

the tasks and to reach the goals effectively. Besides, a well-organized planning of the 

employer branding concept inclusive project management is key (cf. Kriegler 2015, p. 

50-60).  

 

5.3 Analysis and Strategy 

During the analysis phase, the content of an employer brand gets defined. Following 

key question can help to derive the definition of an EB: Which topics focused on the 

targets can help to position an employer in an appropriate way? After identifying the 

answer, the development of an EVP, which is described in chapter 3.2 is important. 

Kriegler described eight steps which should be included into the analysis and strategy 

development phase: knowing the internal framework conditions (step 1), investigation 

of labor market (step 2), defining of future together with the management (step 3), 

highlighting of company culture, identity and values supported by employees (step 4), 

strategic evaluation of chances and risks of possible positioning (step 5), controlling of 

first measures by employees (step 6), determination of EVP (step 7) and development 

of a communication concept (step 8) (cf. Kriegler 2015, p. 83 f). All in all, the benefit of 

the first phase is the definition of a clear base, which enables a company to develop a 
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strong employer brand by implementing a targeted and realistic planning (cf. Nagel 

2011, p. 66). In the following section, the internal and external analyses are discussed. 

 

5.3.1 Internal & External Analysis of the Company 

An elaborated company analysis is the main base of every employer branding concept. 

Consequently, a SWOT analysis supplies the fundament of the employer branding 

concept (cf. Stotz/Wedel-Klein 2013, p. 81). During the internal research phase, the 

triggers like vision, corporate strategy, products and services, business organization, 

organizational values and culture as well as the current profile are highlighted (cf. 

Stotz/Wedel-Klein 2013, p. 82 f). Hereby, the key questions are: Are people aware of 

my employer brand? Which messages are placed on the market? Which brand 

associations are known? Which reputation does an organization have? Which 

commitment and attitude do employees have towards a company? (cf. Nagel 2011, p. 

58). 

 

The best source to find out about the real situation of a company, besides internal data 

is to either organize a workshop with members of the company board to discuss the 

topic intensively or to use a quantitative method and carry out an employee survey. 

The aim of this survey is to get an insight of employees’ opinion about the company 

(cf. Kanning 2017, p. 160 f).  

 

Developing an EB concept also consists the analysis of the external environment. 

Hereby, the external analysis is focused on five different elements: labor market 

analysis, employer image analysis, results of employer image rankings, target group 

preference analysis (chapter 5.3.2) and competitor analysis. The labor market is 

developing very fast in terms of demographic, economic, technological or legal 

changes and globalization. Analyzation of a labor market is useful in order to enter a 

new market and internationalization. The image survey can be performed by an 

internal or external market research online or offline (cr. Kriegler 2015, p. 90-97). 

Organizations can analyse their competitors by viewing their career website, visiting 

their fair stands or interviewing new employees about their former employer (cf. 

Stotz/Wedel-Klein 2013, p. 85).  
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5.3.2 Target Group Analysis 

Regarding Kriegler, it does not matter to focus on a specific group of professionals 

since most of the employer branding strategies do not differ. Most of the applicants’ 

preferences studies result similar outcomes. Hence, the focus should be on 

generations. Hereby, it can be divided into “traditionals” (born until 1945), 

“babyboomer” (born 1945-1964), “generation X” (born 1965-1977) or “generation Y” 

(born 1978 onwards). Especially “generation Y” is a famous topic for actual scientific 

papers. The generations vary in regards of motivation, working life, characteristics and 

how they communicate. For example, “generation Y” is very value-oriented and 

confident and want to have a work which is enjoyable. This younger generation values 

having an independent and autonomous lifestyle. On the opposite, “babyboomers” 

think idealistic, team-oriented and work is very important for them. The younger people 

communicate via new media and web 2.0 whereas the older generation communicates 

through phones (cf. Kriegler 2015, p. 97-100). Gen Y is the first generation, which grew 

up with high technological innovations and global connectivity. In 2009 about one 

fourth of all employees are members of generation Y. This generation mainly impacts 

the EB’s direction of development. Therefore, it is important to concentrate on the 

characteristics and specific wishes of generation Y (cf. Radermacher 2013, p. 6 f). 

 

In addition, von Walter and Kremmel represent another point of view. They classified 

the target groups into following criteria: job experience (e.g. newbie, young 

professional, experienced), functional area (e.g. employee for production or 

development), field of study (e.g. technical university, economics), degree of education 

(e.g. college or university graduate) or type of university (e.g. university of applied 

science). These criteria are often combined. (cf. von Walter/Kremmel 2016, p. 11 f.). 

Some companies focus on demographic or geographic selection criteria like gender or 

region. For example, organizations increased the seeking of females due to the 

importance of quota of women which was communicated trough media during the last 

few years (cf. Thurm, Zeit Online 2015). 

 

5.4 Planning 

The planning phase builds on the fundament of the analysis and develops the concept 

and its measures. It consists of implementation of gained information, target 

formulation, positioning of the employer brand as well as the market cultivation 
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strategy. This phase is completed by the determination of measures, planning of 

resources and finally the communication concept (cf. Stotz/Wedel-Klein 2013, p. 87). 

 

After the internal and external analysis of the company a lot of information need to be 

utilized. Since every information is not important for an EB concept, data has to be 

compressed. This can be done by a portfolio analysis. As a next step, the organization 

defines the targets of the EB concept. Initially, the recruitment target regarding 

quantitative or qualitative increase of applications is determined (cf. von 

Walter/Kremmel 2016, p. 18). On the one hand, companies, which want to increase 

the amount of applications, need to be attractive for job seekers (cf. Cable et al. 2000, 

p. 1076). On the other hand, firms, which want to increase the quality of applications 

need to communicate its employer characteristics to only target the “right” potential 

employees (cf. Dineen/Williamson 2012, p. 343 f). It is recommended to focus on one 

recruitment goal. The second target is about the determination of the psychographic 

brand aim. A company can either focus on employer attractiveness, employer image 

or employer awareness (cf. von Walter/Kremmel 2016, p. 19). 

 

5.4.1 Positioning of the Employer Brand 

After the definition of the targets the positioning strategy is established. It is built on the 

EVP (see chapter 3.2), which identifies the orientation of the employer brand on the 

market. Following elements are required to position an employer brand (cf. 

Stotz/Wedel-Klein 2013, p. 91): 

• Positioning needs to fit to the company’s values and working conditions 

• Values, requirements and expected benefits of the target group need to be 

fulfilled 

• Differentiation from the competitions’ EB positioning 

 

The formulation of the EVP includes the communication of the employer’s values and 

benefits for the target group. The positioning achieves to reach the targets in 

consideration of the competition. In the end, the aim of the right position of an employer 

brand should result preferences for a company in terms of being a preferred employer 

(cf. Kremmel/von Walter 2016, p. 61). 
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To find a completely unique employer positioning is harder in terms of employer 

branding, as the number of competitors for high potentials is more numerous than to 

find a USP in the field of products and services (cf. Mosley 2016). The analysis of the 

current and the target situation is key to plan an effective EB positioning. The main 

goal of the positioning is to reach a high grade of attractivity especially for the 

company’s target group and to stand out of its competitors. Attention should be paid 

on a positioning which fits to the general strategic focus of the organization and should 

not only cover personnel policy topics. The positioning of a company with focus on only 

rational and cognitive components of the employer brand is less successful. Therefore, 

a company should highlight its affective and emotional aspects when addressing its 

target group. Key is to create a highly emotional employer character (cf. Petkovic 2008, 

p. 190 f).  

 

The employer branding adapts itself to the company’s brand core. The central focus 

lies on the organization’s values, which is an important part in terms of cultures and 

groups. The communication of values emphasizes the character of an employer 

externally and can influence job seekers decision making process. These benefits 

should be functional and emotional characteristics, which are important for the 

company’s addressees (cf. Christiaans 2013, p. 118). The relation of positioning of the 

employer brand, identity and image of a company is very close. The brand core and 

its identity determine the internal orientation of the employer brand, which is substantial 

for current and future employees. The second step positioning is meant to be the 

communication process of the employer brand towards the relevant target group. 

Hereby, the employer creates an employer image and can influence how the target 

group perceives the organization. If necessary, the employer can implement the 

feedback gained by controlling the employer image in comparison with its identity (cf. 

Petkovic 2008, p. 143 f).  

 

After the determination of the employer brand positioning, the company needs to filter 

the most relevant internal and external measures, which are listed in the subchapter 

below. 
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5.4.2 Internal & External Measures 

The strategic planning of the EB concept is the base of all operative measures. EB 

measures can be split into internal and external measures.  

Firstly, internal measures are divided into HR processes and products, employee 

management and the organization of the working environment. HR processes and 

products include all touchpoints with employees like entry, retention and leaving (cf. 

Schütz 2013). Due to cost savings and better knowledge of existing workers, 

companies should first recruit internally in terms of vacancies. The onboarding phase 

of a new employee is important since the newbie gets the first insights and impressions 

of the company. Therefore, this first phase should not be neglected. As already 

mentioned, employees are key factors for a company’s success. Hence, employee 

retention and motivation are obligatory. In case an employee leaves a company for 

whatever reasons, it has to be held positively as well since an employee could come 

back to a company. Additionally, former workers do speak with friends and family about 

the company. Consequently, firms should use also former employees as a positive 

multiplicator (cf. Stotz/Wedel-Klein 2013, p. 94 f). Following table 2 lists possible 

internal EB measures. 

HR processes and 

products 

Employee management organization of the 

working environment 

Internal recruitment: 

Internal education 

Part-time studies 

Trainee programs 

Job rotation 

Job requirements Health management 

Performance review In-house doctor 

Assessment-Center Clean offices 

Feedback Innovative office concepts 

Qualification programs Home office 

Integration of employees: 

Mentoring 

Trainings, possibilities for 

development 

Working environment 

Mentoring  Flexible working hours 

Employee retention: 

Remuneration: Bonuses, 

Employee shares 

Benefits: Company 

pension, Additional 

insurances, Company 

Coaching  Possibilities for internal 

meeting points (e.g. coffee 

shop) 
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holidays, Company sports 

club, Company car, 

Kindergarten, Bonus card 

Leaving: 

Separation culture 

Exit interviews 

Table 2: Internal EB measures (based on Stotz/Wedel-Klein 2013, p. 96-98) 

 

Secondly, external EB measures can be selected into networking and application 

management. Networking enables a company to connect with students and other 

potential employees in an earlier stadium (cf. DEBA 2015). Therefore, firms should 

keep in contact with universities and the press. In terms of communicating with 

students and afterwards recruiting them, offering internships is a favorable measure. 

In addition, a well-established application management saves time and money since 

organizations get enough and the right applicants. Consequently, the whole application 

process needs to be well-planned (cf. Stotz/Wedel-Klein 2013, p. 99 f). Table 3 below 

highlights external EB measures. 

Networking Application Management 

Internship programs Application pools 

Working student programs Online application tool 

Diploma student programs Code of conduct in terms of applicants 

Contests for students Interview guidelines 

Contacts to lecturers Interviews via phone 

Partnerships/Sponsoring with 

universities 

Job interviews 

Excursions, Factory tours for students Work samples 

Cooperation with universities Assessment-Center 

Workshops  

Expert lecturers 

Scholarships 

Table 3: External EB measures (based on Stotz/Wedel-Klein 2013, p. 99 f) 

 

In addition, the image can be communicated through explicit advertising measures like 

image advertisements in newspapers or on the internet, image brochures which are 
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handed out at fairs or universities or the presence on the company website. The 

content of these measures consists of details about products and services or 

characteristics of the employer brand. Hence, the positive self-presentation is essential 

to stand out of competitors. Hereby, the appearance of the whole company should be 

consistent and credible (cf. Kanning 2017, p. 168 f). 

 

5.4.3 Communication Concept 

After establishing an EVP, the employer brand needs to be positioned in people’s mind. 

Therefore, it is essential that the employer image correspond with the employer 

branding characteristics. Three key principles should be implemented (cf. Kriegler 

2015, p. 179 f): 

• Keep it simple – do not overstrain your target group 

• Multi-variation repetition – people will remember the employer brand easier after 

repetition 

• Consistent experience – design the message eventfully  

 

In contrast to the EB strategy the communication program is planned yearly. Hence, it 

can get adapted and improved every year. One big part of the EB communication is 

addressing job seekers during the selection period. Hereby, the employer selection 

process can be distinguished between three phases: phase 1 during school and 

university time or current employer, phase 2 information and job seeking, phase 3 

selection process (cf. Kremmel et al. 2016, p. 171). Following figure 12 shows possible 

touchpoints for communication to potential employees during three phases. 

 

 

Figure 12: Employer selection process and possible touchpoints (based on Kremmel et al. 2016, p. 171) 

During the first phase, potential employees are not interested into seeking for jobs but 

they have already some first experiences and opinions about employers because of 
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product and service advertising or even EB advertising. If a company is able to 

positively influence such “low-involvement-candidates” during the first phase, the 

chance is higher, that they are interested or even apply for this company. The second 

phase includes the active job seeking part. Potential applicants use their knowledge 

about companies in terms of selection process. For example, a student preferably 

applies for a company, which she or he has already information about. She or he could 

have gained this first information at job fairs, university, on the career website or when 

getting in touch with the company’s products or services. The third phase takes place 

between the application and selection part. Written and personal contact with the 

company is crucial in terms of comparing all job offers. In the end, the perceived 

employer attractiveness, the company representatives during the selection phase, the 

own expectations and the job offer are deciding. To sum it up, the first two phases are 

the most important ones in terms of opinion formation and communicating the 

employer branding concept (cf. Kremmel et al. 2016, p. 171-173).  

 

In a further step, the core communication instruments and the budget are defined. 

The EB communication concept can be selected into the EB program, which is 

communicated the main time and on the other hand campaigns which support the main 

EB measures. In specific cases, companies develop campaigns for a special target 

group (cf. Kremmel et al. 2016, p. 181 f). For example, when addressing high potentials 

or technicians. Measures for this purpose are described in chapter 5.4.2. Instruments 

for EB campaigns can be either impersonally by using a more technical channel which 

addresses the general public or on a personal level directly communicating with the 

target group (cf. Petkovic 2008, p. 204/Kremmel et al. 2016, p. 183). After listing all 

possible communication instruments, the company selects the relevant ones and 

coordinates the communication plan. The budget can be dependent on turnover/profit, 

financial range (affordability), average expenses of competitors or the budget of the 

previous year. Additionally, the basis of the budget could be the required 

communication activities to reach the goals (cf. Kremmel/Hofer-Fischer/von Walter 

2016, p. 181). 

 

5.5 Implementation and Controlling  

The implementation of the communication concept is essential to position the employer 

brand successfully on the market. Therefore, the communication needs to be anchored 
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into the HR processes like talent management and recruiting and needs to be launched 

internally. In addition, employees who are in contact with applicants need to get a 

detailed training in terms of EB, which can be simplified with employer branding 

guidelines (cf. Kriegler 2015, p. 213).  

 

Concurrently to the communication plan the creative implementation of the 

communication instruments occurs. At this stage, companies often cooperate with 

agencies in order to achieve creative campaigns (cf. Kremmel et at. 2016, p. 196). 

After the incorporation of the EB into the HR processes, the internal implementation of 

the EB concept is necessary. Leaders and employers need to get a good insight into 

the topic and should also in best case develop passion for it and internalize not only 

understand it. Hereby, it is recommended to spread the concept of employer branding 

internally not via posters and events but communicate it in a direct way. Leaders and 

managers are the main protagonists for the EB concept and can influence the opinion 

of employees. Especially, employees who are in contact with applicants need to 

propagate the EB of the company (cf. Kriegler 2015, p. 214-220). 

 

In order to achieve a successful employer branding, the concept has to be evaluated 

regularly. The so-called employer branding controlling is the main base for the 

company’s performance. The management can compare the results with the EB 

targets. If the targets are not met properly, the management needs to decide if and 

what should be changed. Before a company can control the goals, KPIs need to be 

determined (cf. von Walter/Kremmel 2016, p. 216). KPIs to control the recruiting 

process are for example Cost-per-Hire, Time-to-Fill, miscast ratio or number of 

irrelevant applications. In terms of employee retention following KPIs can be defined: 

amount of development costs for workforce, desired and undesired fluctuation rate or 

employee satisfaction. When controlling the corporate culture, companies can query 

for example working climate, sick leave rate, robbery rate, identification of values of a 

company or efficiency of cross functional communication. Possible KPIs in the range 

of performance and outcome are motivation of performance, loyalty of employees, 

productivity when working in teams, return-on-development or quality of outcomes. To 

monitor the image of the employer brand, customer satisfaction, PR releases or social 

web reputation can be measured. But in the end, also observation of EB measures can 
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help to improve the EB communication (cf. Kriegler 2015, p. 349 f/von Walter/Kremmel 

2016, p. 216-225).  

 

5.6 Frame of Concept 

In order to visualize the whole employer branding concept, the author prepared a frame 

of concept in figure 13.  

 

Figure 13: Frame of Concept (own presentation) 
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6. XAL: Company Profile 

6.1 History 

XAL GmbH was founded in 1989 and is headquartered in Graz, Austria. As a leading 

manufacturer of high-quality lights and lighting systems for shops, offices, hotels and 

homes, XAL is a global company. All in all, 1,100 employees are situated in 22 

international locations. Furthermore, XAL has its own research, production and sales 

sites and a partner network within five continents. The company exports 75% and more 

than 80% of the turnover results from LED products (cf. XAL 2016). 

 

Figure 14: XAL Headquarters Graz (XAL 2016) 

The mission of XAL is to develop lighting systems, which are not only highly innovative 

but also include technical competence in terms of energy efficiency, functionality and 

design. Another objective of the company is to respond to their customers as flexible 

as possible and to fulfill their requirements in a highly professional way (cf. XAL 2016). 

The claim “See the light” reflects XAL’s combination of high technological knowledge 

and the high orientation on design. Therefore, XAL received many international design 

awards in the last few years. 

 

Furthermore, XAL also works on its social responsibility by investing in their 

employees. Goal is to provide a modern working environment and to train many 

apprentices every year. Another aim is to protect the environment and climate by 

producing close to their customers. It economizes on delivery time and routes of 

transport. Hence, the production sites are in Europe (Austria and Slovenia) and the 

USA since there is the majority or their customers. Besides, there are production plants 

in China and India. Additionally, the headquarter in Graz is a “green building” regarding 
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heating and lighting. XAL uses geothermal energy and LEDs in the whole building. In 

the end, the focus of research and development of XAL is on energy efficiency and 

sustainable lighting solutions (cf. XAL 2016).  

 

6.2 Products 

In order to stay competitive and constantly improve the technology and efficiency, XAL 

spends 7% of the total turnover on research and development. Directly at the company 

site in Graz the competence center XALcc is located. The center is equipped with a 

state-of-the-art labor where the technicians can test the quality of the LED systems. 

Testings include electromagnetic compatibility in EMC chambers, extremely high 

temperatures in climatic test carbine and corrosions resistance in the salt-spray 

chamber. Moreover, it is important for XAL to integrate all relevant processes in the in-

house-productions: software development, temperature & light control simulation, 

board production and SMD placement.  

 

To get an insight into the output of XAL, three product highlights are shown in figure 15 

below. Product number one called “Task” is a slim and glare-free office series. The aim 

of this lamp is to produce brilliant light but to not dazzle the workers. The second 

product “Sonic” is a noise reducing light because of its sound-absorbing system and 

has an individual design. It ideally fits in an open space office with a high level of noise. 

The design of a honeycomb enables the lamp to “catch” acoustic waves and hereby, 

reduces the reverberation time immensely. The last example of XAL’s products is the 

“Move it Flex”. This single spot is flexibly moveable. Thereby, objects can be 

highlighted in different heights. 

 

 

 

 

 

 

Besides the catalogue program, XAL also offers to create tailor-made solutions and 

individual products in corporation with architects and lighting experts. Hereby, the 

challenge is to handle the optimal capacity utilization.   

Figure 3 Products of XAL (XAL 2016) Figure 15: Example of products of XAL (XAL 2016) 



53 

 

In the public sector, XAL realized projects for the Vienna University of Economics and 

Business, Virgin Active Gym in Singapore as well as for the Instituto de Empresa in 

Madrid. In addition, XAL created lighting systems for offices like the Microsoft 

headquarters in Vienna, for retail shops like the Kastner & Öhler in Graz or for private 

residences in- and outdoor all over Europe and the USA. 

 

7. Current Internal and External Employer Branding 

Measures of XAL 

As XAL is a very young company, the topic employer branding is still in an early 

development and implementation stage. The company does not have a written 

definition of the notion of employer branding but is very aware of this approach’s 

positive outcome. When thinking about employer branding, XAL wants to address 

talent and potential employees especially with a technical background. Since Magna 

Steyr, a big technical company, is recruiting many technicians and specialists in Graz 

at the moment, it is even more difficult to attract future employees for XAL and its HR 

department. XAL prefers to employ people who can reflect their personal interests with 

the company’s values (cf. Mayr 2017).  

 

The company stands for a young and dynamic team which develops and produces 

highly innovative lights and lighting systems with focus on modern and appropriate 

design. Another important point of XAL is to do business all around the world. These 

aspects should address young, motivated and well-educated potentials, are 

convenient with the interests of high potentials and should increase the affinity to work 

for XAL. As an effect of XAL’s international growth, the demand of employees is getting 

higher. The focus on high potentials causes from the fact that the company’s products 

are getting more complex and from the competition’s further improvements. XAL’s 

products are focused on the niche strategy and therefore, its customers are very 

demanding and ambitious. On the other hand, XAL is not only looking for technicians 

but also wants to recruit for example marketing specialists who are still very technology 

affine. These kinds of employees are very demanded in this branch. However, one 

goal of the firm is to “win the war” regarding those demanded employees (cf. Mayr 

2017).  
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After XAL recruited new employees, the onboarding phase is very important for the 

company. The selection phase mostly costs much money, therefore, XAL aims to keep 

its employees as long as possible and provides them a good working atmosphere. XAL 

is aware of the importance of every single employee’s knowledge and values the time 

invested in its staff. Mr. Mayr also mentioned that only if an employee feels comfortable 

and happy in a company, she or he can deliver a good performance. The company 

always tries to meet the employees’ expectations. If a person is not satisfied with its 

current position, XAL tries to find a different job offer in order to keep the worker and 

also her or his knowledge. The company takes every chance to make its employees 

happy again. Hereby, XAL offers the possibility to change to another location in Austria 

or abroad or to switch to a subsidiary. All in all, XAL does not differentiate between 

internal and external employer branding (cf. Mayr 2017). 

 

XAL’s employer image can be described as very youthful and dynamic with a 

professional appearance and a high technical knowledge. In addition, the culture of 

XAL is very causal and informal, whereas almost nobody wears suit and tie. The way 

how XAL’s employees treat each other is respectful, considerate and friendly but still 

in a professional context. XAL aims to touch its employees’ hearts and tries to connect 

them in an emotional way. Additionally, the design of the headquarters in Graz is very 

special and contributes to the staff’s sense of well-being (cf. Mayr 2017).  

 

The main HR processes are managed by the HR department from the headquarters in 

Graz but acts in close collaboration with the local responsible parties. Moreover, the 

local and cultural aspects are taken into consideration when employing new staff. 

XAL’s intention is to bring the whole HR team but also other employees together and 

give them the chance to experience the spirit and lifestyle at the headquarters in Graz. 

These learnings should give the HR specialists the insight into XAL’s culture which 

they should then communicate and apply at their locations. As a “fun” benefit and to 

connect all employees from all locations, XAL invites to an “international Christmas 

party” in Graz. This event should help to keep up the link and connection to the 

headquarter and to the company’s spirit also for international employees. In addition, 

XAL is working on their global thinking and optimize its recruiting to win the competition 

for the best brains worldwide (cf. Mayr 2017).  
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XAL’s image contains the same content internally and externally, namely a casual, 

competent and innovative company. An employer branding brochure will have the 

same message as an external advertorial for customers in the end. XAL offers social 

and financial benefits for its employees like cheaper gym subscriptions, employee 

bonuses or special events. XAL emphasizes its employer branding communication on 

its special spirit which is very valued by its employees. Therefore, the organization tries 

to convince people with its young and causal culture and that every employee is 

valued. In terms of high potentials, XAL offers the possibility to develop themselves in 

a very fast way even if the employee is still young and unexperienced (cf. Mayr 2017).  

 

Company’s Career Website 

XAL’s career website starts its description with “The success of a company is the sum 

of the successes achieved by its employees.” which should already communicate the 

appreciation of its workforce. When reading this, a potential employee can get an 

overview about XAL’s offers and benefits. XAL promises to appreciate every 

individual’s work equally, to offer development opportunities, to open communication 

and the acceptance of responsibility. XAL describes itself as very young and dynamic 

and fast reacting to changes and new customer requirements which correspondents 

with the interview of the HR manager. In addition, the company wants to create a work 

environment which positively influences its employees. This includes the concept of 

open communication with open plan offices, colleagues who support each other, 

supervisors who are always willing to give their advice and finest furnishings. The 

further development is key for XAL: it does not matter if an employee wants to learn a 

new language or doing a master degree program, the firm wants to ensure that the 

opportunity arises. Other social benefits which are mentioned by Mr. Mayr are repeated 

at the website. 

 

To sum it up, XAL mainly focusses on three key statements or pillars at its career 

website (cf. XAL 2016): 
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Table 4: Key statements of XAL’s career website (cf. XAL 2016) 

In addition, XAL precisely addresses potentials for apprentices at XAL but which are 

not part of the employer branding concept in the UAE and therefore, will not be relevant 

for the EVP. 

 

In regards to this thesis, XAL employs three people in the UAE but plans to recruit 

potentials in future. To stand out of its competitors, XAL communicates its unique spirit 

and corporate culture in regards as an innovative and youthful Austrian company. In 

the UAE, the social insurance topic is very common, therefore, XAL can highlight its 

social care of every employee in the UAE which can be a crucial argument to apply for 

XAL (cf. Mayr 2017). 

 

Critical View 

Although, the description of XAL’s corporate culture and the esteem of its employees 

seems to be very ideal, it should be mentioned, that not every person will receive this 

description in the same way. Hereby, XAL need to think of the different view of its 

employees and also externals. Although, XAL says that they will always find another 

position for an unhappy employee, it will not be realizable in reality in every single case. 

For example, if an employee wants to experience a different branch, the company 

could offer the employee another position or better remuneration but she or he will not 

be satisfied on a long-term basis. In addition, every department will have its own 

“culture” and every head of department will create its own atmosphere. Therefore, the 
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corporate culture and the treatment of its employees will differ within the company and 

can have different effects on the employees’ perceived opinions. Accordingly, the 

company needs to make sure that all top managers live the company’s culture and 

support it throughout. Many managers or team leaders do not reflect the company’s 

vision and are not willing to advice employees. Hereby, XAL needs to either educate 

them or to find better suitable person for this position. It is a difficult challenge to “teach” 

the whole workforce how to live and represent the corporate culture of the company.  

 

8. Competitor Analysis 

The following section provides a short overview about the lighting and electrical 

industry in the UAE and how XAL’s competitors address potential employees. On the 

one hand, local competitors like “Elitco” or “Thornlux” and foreign companies like 

“Zumtobel” (Austria) or “Osram” (Germany) from the same branch need to be 

observed. On the other hand, other technical companies like for example “Siemens”, 

“ABB Industries LLC” or “Schneider Electric” should to be analyzed as well.  

 

Since this thesis also focusses on the image of Austrian companies in the UAE, 

Zumtobel Group, a well-known Austrian lighting company which is well represented at 

the market in the UAE will be used for further comparison. Zumtobel has a casual 

career webpage which does not highlight the company’s EVP very well. If an interested 

person clicks on the career button it automatically directs the job seeker to the job 

offers with no additional information about Zumtobel as an employer. The front page 

of the website refers to general information about Zumtobel, quality, sustainability and 

to its projects. It does not exist an extra career website of this company. 

 

In addition, the author also analyzed the career website of OSRAM. When clicking on 

the career button, immediately a pop-up windows appears. This window directly 

addresses job seekers by interacting with them. The interested person can choose the 

level of education and the location of the company and is linked to the appropriate 

career page as a further step. Firstly, the company welcomes the potential employee 

by saying: “We’re seeking new talents for the future of lighting. Discover OSRAM.”. 

The company gives an insight into its career possibilities by telling stories about its 

employees and highlights case studies about the latest technology and products. 
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Furthermore, OSRAM directly links to its Facebook page. The company argues in a 

very detailed way, why a job seeker should apply for this organization. Three main 

parts are implemented here: “What can you expect”, “Diversity”, “Our benefits”. 

OSRAM repeatedly calls upon the talent to “Join us!”. Hereby, the talent is directly 

addressed in an emotional way. The touchpoints are highlighted and an applicant can 

easily contact the company which is important since nowadays people only have 

limited amount of time. All in all, OSRAM got a clear career website and communicates 

its EVP very detailed. OSRAM does not have a EB claim which could replenish the 

EVP and its positioning in an effective way (cf. OSRAM 2017).  

 

Moreover, also local lighting companies do not really have career websites or 

communicate their EVP online. To sum up, main competitors of XAL do not reflect 

actively promoted employer branding and do not stand out of the crowd in terms of 

career webpage although it is one of the most important information channels for job 

seekers. As a result, XAL could become one of the leading companies in the lighting 

industry by developing a proper employer branding concept for the UAE. 

9. Analysis of Target Group and Target Market 

9.1 The UAE – an Introduction 

Since the discovery of oil in the 1960s the UAE has developed immensely to a booming 

and rapidly growing economy. Today, the UAE is one of the wealthiest countries 

worldwide (Spraggon/Bodolica 2014, p. 1 f). The United Arab Emirates is part of the 

Gulf Cooperation Council (GCC) and consists out of seven emirates. Its population 

came to 9.5 million people in 2015 whereas 88.4 percent were born in a foreign country 

(cf. WKO 2016, p. 3). Up to 80 percent of the inhabitants are Muslims and Arabic is the 

official language, although English is very common especially when doing business 

(Branine 2011, p. 442). Regarding foreign companies, the UAE requires at least 51 

percent local citizen ownership in all businesses which are operating in the country, 

except in free-trade zone. Additionally, Emiratis need to be placed in leadership 

positions. Due to substantial growth and diversification of the UAE’s economy, it is very 

attractive for foreign people to migrate and work there. The lack of human resources 

welcomes foreign workers and changed the demographic structure of the country (cf. 

Terterov 2006, p. 13-15).  
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9.2 Culture of the UAE 

Arabic cultures can be described in terms of Hofstede’s cultural dimension as highly 

collectivistic, strong power distance, risk evading (high uncertainty avoidance) and 

short-term orientated (cf. Branine 2011, p. 442 f). The Emirati population accepts high 

hierarchical order in which every person has a place. Furthermore, subordinates 

assume that they are told what they should do and companies are organized 

centralized. The dimension of being a highly collectivistic country means that the 

Emirians like to belong to a group like family or extended relationships. Great emphasis 

is put on loyalty which even stands over other rules and regulations. Members of a 

group are taking care of each other and infringement leads to loss of face. In addition, 

the relationship between employer and employee is perceived in moral terms. Hiring 

and promotion decisions take account of the employee’s in-group. The UAE is neither 

a masculine nor a feminine country which signifies that the population does not have 

a strong tendency being motivated by “wanting to be the best” (masculine) nor by “liking 

what someone does” (feminine). The dimension uncertainty avoidance of Hofstede 

identifies the Emiratis of being intolerant of unorthodox behavior and ideas. 

Additionally, they need rules and like to be busy and work hard. They think that time is 

money and precision and punctuality are the norm. Innovations may be resisted and it 

is very important for them to be safe (cf. Hofstede, n.d.). If a company wants to operate 

successfully in the UAE, it is essential to understand the cultural dimensions of 

Emirians and to utilize them appropriately (cf. Branine 2011, p. 442 f).  

 

The UAE executes rules according to the Islam where Friday is the holy day. Therefore, 

the working week is from Sunday to Thursday and religious holidays like the Ramadan 

need to be considered by a foreign company. Nonetheless, the Muslim population 

tolerates all other religions (cf. Darraj/Puller, 2009, p. 55). In Muslim society, men are 

still seen as the provider of the family who brings money whilst women are 

homemakers and take care of the children. The eldest male of a family plays the most 

important role and makes final decisions. In addition, parents still decide on the 

marriage of their daughters. Although the UAE is very male dominated, the tendency 

is growing that Emirati women perceiving more education and obtaining a university 

degree and getting leadership positions in companies. Family-run companies are a key 

factor for national wealth and important as an employer for locals (cf. 

Spraggon/Bodolica 2014, p. 3-5).  
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9.3 Labor Migrants 

Besides its national population, the UAE has many inhabitants from other Arabic 

nations, Asia and Europe (cf. Terterov 2006, p. 3 f). Hereby, when doing business in 

the UAE, organizations need to consider also these cultures. Following figure 16 

divides the population of the UAE by its nationalities. 

 

Figure 16: Population of the UAE by nationalities (based on Snoj, BQ Magazine, 2015) 

The highest number of migrants are from India (28%) and Pakistan (13%). The latest 

study from the BQ Magazine shows that only 11 percent of the inhabitants are from 

the UAE directly. About 120,000 people from the United Kingdom are living in the UAE 

whereby the UK has the highest amount of foreign workers from Europeans countries. 

In comparison, 50,000 people from the USA and 40,000 people from Canada migrated 

into the UAE. From Germany 12,000 expats (0,12%) and from Austria 2,500 people 

(0,03%) are living and working in the UAE (cf. Snoj, BQ Magazine 2015). 

 

Due to the challenges of globalization and the increasingly easy possibility to work 

abroad, the topic “nationalization” should counteract this tendency. Especially, in the 

UAE and the Gulf region the term ”Emiratization” was defined by the government to 

decrease the dependence on expatriate employees and to improve the integration of 

local workers. The goal of this policy is to increase the recruitment of Emiratis and 

results the multiplied education and training of young professionals. Hereby, the 
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national identity of Emiratis in the labor market should be protected (cf. Biygautane/Al 

Yahya 2011, 209 f). 

 

9.4 Employer of Choice for High Potentials 

A company can only be successful if its employees are successful as well. Therefore, 

talented workforce is the key to become a profitable company (cf. Sutherland et al. 

2002, p. 13). High potentials focus on career orientation, want to work internationally 

and their goal is to be in a leadership role soon after graduation. If often occurs that 

high potentials studied at prestigious universities and achieved excellent grades. When 

addressing high potentials, the low number of highly skilled workers and the different 

expectations need to be considered. The contact phase of recruiting high-potentials 

includes the passive way where highly qualified employees should contact the 

company on their own initiative. The active phase is described by using recruiting 

instruments in a personal way which enables a bilateral contact. Hereby, direct contact 

with well-known universities or business schools and its students is recommended 

since those graduates will be more likely highly skilled people (cf. Spickschen 2005, p. 

119-137). Relating to Wottawa, high potentials also bring negative effects with them: 

they need more attention, are expensive and often show their airs and graces. 

However the maintenance of highly skilled employees has a positive outcome although 

also other workers need to get attention and rewards (cf. Wottawa 2008).    

 

Becoming an employer of choice for high potentials relating to Sutherland et al. 

requires career growth opportunities and a challenging work environment. Once a 

company could recruit high potential employees, it is necessary to challenge them 

otherwise they will not stay for long. Nonetheless, remuneration is still important for 

knowledge workers. The payment needs to be at least appropriate to the employee’s 

performance. However also other rewards such as fringe benefits are valued by high 

potentials. In addition, personal training and development opportunities are ranked on 

second position when asking about important factors of employers. Top talent will 

rather work for a firm with strong product than a less successful company (cf. 

Sutherland et al. 2002, p. 17-19). Employers can make mistakes by demanding high 

potentials too little. As a result, motivation and loyalty decrease. Often a company pays 

100% of the salary but only asks 60% of performance from its top workforce (cf. Olesch 

2016 p. 107). Another study from Kucherov and Zavyalova highlights that top talent 
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would choose to work for a company with a good reputation, which fulfills the promises 

to employees and which is reliable (cf. Kucherov/Zavyalova 2012, p. 100 f). In addition, 

an Indian study reflects that the talented generation Y considers factors like job 

content, flexibility, learning, empowerment, competitive compensation and again 

career development for employer preferences (cf. Jain/Bhatt 2015, p. 645). 

 

10. Primary Market Research 

Information Requirements 

As mentioned in the introduction, the core challenge of this master thesis is to develop 

an employer branding concept for high potentials in the UAE since XAL produces high 

quality products and therefore needs highly skilled employees. As XAL is not well 

known in the UAE, the primary research will mainly deal with employer preferences 

and employer branding essentials in general. Thus, the main goal of this primary 

research will be the preferences of employees from the UAE when selecting an 

employer. In addition, the research will reveal the target group’s expectations relating 

to future employers. The survey will only focus on external and potential employees 

and will not result an internal employer branding concept. Although the outcome of this 

research will not be a recruiting strategy, it will give XAL a better insight into the 

recruiting of employees from the UAE. The findings will highlight the strengths and 

weaknesses of XAL in terms of employer brand and compare it with competitors. The 

comparison with competitors’ employer brand will also outline components which XAL 

could implement in their employer branding concept. In the end, this survey will help 

to build a strong EVP for XAL in the UAE and will support to recruit high potentials. In 

connection to the objectives of the master thesis, following questions will be answered 

within this market research: 

• What are the most compelling employer attributes for the target group when 

deciding to apply for a job? 

• What are the most preferred channels to collect information about a company? 

• What is the current image of an Austrian company in the UAE? 

 

Method 
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Market research is a part of marketing research and researches like the key market or 

the procurement market. Market research can be differentiated into following criteria 

(cf. Gabler Wirtschaftslexikon):  

• Research object 

• Survey period 

• Area of research (local, regional, international) 

• Branches (capital goods, consumer goods, service, trade, non-commercial 

market research, competitor analysis) 

• Business units (procurement market research, key market research, personnel 

research) 

 

The market research process outlines the planning of a project. After identification and 

formulation of the research problem, the research design needs to be determined. If a 

research problem is new to a company, an exploratory research design is relevant. 

When doing exploratory researches interviews, focus groups, projective tests, 

observational studies or ethnographies are used. If an organization has a clearer 

picture of the research issue, the descriptive research is important. The descriptive 

research bases on the exploratory research and focus on one or more variables like 

describing customers, competitors or measuring performance. As a next step, the 

design of the sample and the method of data collection are involved into the process 

(cf. Mooi/Sarstedt 2011, p. 11-21).  

 

Within the market research it can be decided between secondary and primary research 

or desk and field research. When doing a desk research, already existing data is 

collected and analyzed to solve a problem. Moreover, it is built on a primary research. 

Relating to field research, an organization gains new data. Data collection methods 

are surveys (e.g. written, oral, computer-based, field survey, panels, interviews, group 

discussions) or observations (e.g. personal observations, field observations). 

Furthermore, these kinds of surveys can also be carried out online by active or passive 

procedures. Active online research includes e-mail surveys, web-questionnaires, 

discussions in newsgroups or online-panels whereas passive means measuring of 

clicks, online-observation, logfile analysis, user tracking or eye tracking. In addition, 

field research can be divided into qualitative and quantitative research. Hereby, the 

qualitative method focuses on collection of data why existing and potential customers 
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behave in a certain way. The research process is flexible and the questions are 

designed in an open way. Survey methods are expert interviews or group discussions. 

The quantitative research includes data collection in terms of standardized methods 

and the sample is representative (cf. Magerhans 2016, p. 63-95).  

 

Since the aim of this thesis is to develop an employer branding concept, employees 

will be questioned to analyze their commitment to employer branding. Therefore, a 

quantitative research and a questionnaire are key to reach them. As XAL wants to 

develop the EB concept for their location in the UAE, only employees who work in the 

UAE will be ask to participate on the survey. Since this survey is international, the 

research will be carried out online to reach the people in the UAE. The survey will 

involve a one-time collection of information by distributing a predesigned 

questionnaire.  

 

Population and Sample 

At the beginning of a quantitative research, it is essential to fix the required sample 

size. However, since this research has a descriptive purpose and is carried out through 

an online survey tool, all completed questionnaires will be included for the outcome. 

The link to the online questionnaire will only be sent to the target group which is 

outlined as high potentials in the UAE. Since the research takes place in the UAE and 

the company cannot afford buying data of employees from the UAE, the invitation to 

participate in the survey will send out via LinkedIn. LinkedIn is a social media platform 

which is focused on business and employment. The goal of this social media platform 

is to network with people all over the world in terms of professions, posting CVs and 

exchange news and ideas (cf. LinkedIn). When using a premium account of LinkedIn 

there is the possibility to contact people worldwide and select on their professions or 

locations. Therefore, the author will contact members of LinkedIn who fit to the target 

group and ask them with a kind letter to participate in the survey. Further, 

approximately 200 people will be contacted to reach an amount of 60-70 completed 

questionnaires which will be a realistic number since the response rate of an online 

survey cannot be predicted. The test population is diverse in terms of the percentage 

of population of the emirates, age and sex. The author will contact employees who 

indicated on LinkedIn their working location in the UAE and who are working in the 

electronical field. 
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Hypotheses 

Hypotheses are assumptions about facts of a case about how two or more variables 

are related which can be proofed through a research. It can be decided into two basic 

hypotheses (cf. Bässler 2014, p. 43): 

• Null hypothesis: it describes the situation that “something” does not exist 

• Alternative hypothesis: it claims that a connection or difference exist 

 

Following hypotheses are relevant for this research: 

H0: There is no significant relationship between the culture in the UAE and the 

compelling employer attributes when deciding to apply for a job. 

H1: There is a difference between the culture in the UAE and the compelling 

employer attributes when deciding to apply for a job. 

 

H0: There is no significant relationship between the culture and the preferred 

channels of seeking information about a company. 

H1: There is a relationship between the culture and the preferred channels of 

seeking information about a company. 

 

H0: There is no significant relationship between the country of origin of employee 

from the UAE and the image of Austria. 

H1: People from European countries working in the UAE have a good image 

about Austrian companies. 

 

Survey Instrument 

As previously stated, the survey will be conducted through an online survey tool by 

using standardized questions. The questions will be composed of the content of the 

findings of the theoretical part: On the one hand, the essential conclusions of 

developing an EVP and on the other hand, the cultural aspects of the UAE will be 

included in the questionnaire. To find employer branding characteristics of “best place 

to work”-employers, competitors of XAL will be mentioned in the survey as well. The 

research will be carried out over three months whereas, four weeks are needed for the 

actual online survey. As a further step, the results and the outcome of the survey will 

be included and discussed in the empirical part of the thesis and therefore, will be part 
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of the employer branding concept for XAL. The questionnaire and additional analysis 

which are not relevant for the EB concept but could be useful for further research will 

be shown in the appendix. 

 

11. Factors of Attractiveness and Attitude 

11.1 Characteristics of the Survey Participants 

As this master thesis will apply on the example of the UAE, the objective of the 

quantitative online questionnaire was to find participants who are currently working in 

this country. The survey was fully completed by 60 participants (n = 60) whereas all 

other incomplete questionnaires were filtered out and interesting findings which are not 

relevant for the current concept can be found in the appendix (cf. Appendix 3, p. A-38). 

The figures 17 below show the characteristics of the 60 participants. 

 

Figure 17: Age of the participants (own presentation) 

As stated above in figure 17, the majority of the participants (41%) is between 25 and 

35 years old. The age of the target group of this survey was not defined in beforehand, 

since the company wants to address high potentials in general. Nobody of the 

participants was older than 55 years. Therefore, the landscape is still a lower average 

with 35 years. Moreover, 70% of all participants are masculine. The author of this thesis 

had difficulties to invite feminine participants since there are still more male employees 

than female in the UAE. As stated below in Figure 18 28% of the participants who are 

working in the UAE are Indians. Also 28% of the respondents are originally from 

Europe whereas, nine persons are from the UK, seven employees are from Germany 
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and one person is Romanian. The outcome of this survey highlights again that most of 

the Europeans who immigrated into the UAE are from the UK, namely 15% (cf. 

Chapter 9.3). The participation rate of native citizens from the UAE is very low (3%). 

This may be due to the fact that the labor migration in the UAE is very attractive 

because of its economic and relative political stability and the modern infrastructure. 

The fact that the immigrants come particularly from India, Bangladesh and Pakistan 

(cf. Malit/Al Youha 2013) could be refuted (except Bangladesh) by this survey again: 

Indians 28% and Pakistani 7%, see also figure 18. 

 

Figure 18: Nationalities of the respondents (own presentation) 

In addition, it can be said that labor migrants in the UAE come from all over the world. 

When it comes to the residence time of the participants, figure 19 shows the response 

of for how long they are living in the UAE already.  
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Figure 19: Residence time of the participants in the UAE (own presentation) 

More than 50% of all people questioned are living less than ten years in the UAE. 

However, there is still a high number of participants who are already living for a very 

long period in the UAE. Although the majority of the labor migrants in the UAE is only 

staying temporary, 40.7% of the respondents are living in the UAE for more than elven 

years now. Additionally, since the employer branding concept for XAL should mainly 

address high potentials, the author only asked well-educated people to participate in 

this survey. 95% of all respondents completed studies with a Bachelor (48.3%) or 

Master degree (43.3%) and 3.3% got a PhD degree (cf. figure 20).  

 

Figure 20: Highest level of education of the participants (own presentation) 
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Moreover, the field of occupation in which the participants work in will influence the 

development of the employer branding concept. The author mainly addressed people 

on LinkedIn who are working in the lighting and electrical field in the UAE due to XAL’s 

interest group. Figure 21 reveals that 28.3% of the employees questioned are working 

in the field of architecture and engineering. To come a close second, 25% operate in 

a management position whereas, 15% do office management including legal, business 

and financial operation and human resource management. In addition, the design 

sector is very interesting for XAL since the company is very focused on the design of 

its products. 

 

Figure 21: Occupation Groups of the persons questioned (own presentation) 

Due to the reason that every participant got a university degree and works in a “higher” 

position, the answers can be evaluated as opinions of high potentials. After outlining 

the composition of the survey participants, the results of the attributes which make an 

employer attractive or unattractive will be analyzed in the following chapter. 

 

11.2 Factors of Employer Attractiveness 

The survey participants were asked what they like and what they dislike about their 

employer. These questions were formulated as an open question since the author 

wanted to examine if the respondents already mention some relevant employer 

branding aspects. The outcome of question 7, also designed as an open question, 

highlighted the most important characteristics a future employer should have. These 

qualitative answers were evaluated in a quantitative way by building categories. Firstly, 

the most frequent (26.8%) answer of the question “If you are currently working, what 
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do you like about your employer?” was that the participants like the company or the 

job itself or the company’s product. This could be on the one hand the company’s good 

reputation, its principles, its brand or on the other hand the loyalty of the employees. 

Secondly, 18.3% of the survey respondents value the possibility to implement their 

ideas to work independently and the flexibility of their job. Closely followed by the 

category of “Corporate culture/Diversity/Organization” with 17.1%. The employees like 

for example that their companies have a strong cultural knowledge, have good internal 

policies and procedures and that every employee is treated well and fairly. Social 

benefits and social responsibility is also apparent. Hereby, a connection to XAL’s 

already existing employer branding measures can be established. Employees who 

participated in this survey appreciate for example the open-minded culture of a 

company or the offer of social benefits which are communicated by XAL to its staff as 

well. Figure 22 shows the categories again and highlights also single comments which 

seems to be interesting to the author. 

 

Figure 22: Question 7 What do you like about your employer? (own presentation) 

Question 8 is a counter question to the previous question. Therefore, the survey 

participants had to list their negative feelings about their current employers. Hereby, 

35.8% of them do not agree on their employers’ organization, strategy or politics. More 

precisely, the respondents are not satisfied with the complicated decision making 

processes, the recruitment strategy or the company’s politics. 13.2% think that the 

management and leadership of the businesses are not well performed. Additionally, 

the workload is for 11.3% of the surveyed group too high. Further negative thoughts 

can be emphasized: “Too traditional (Japanese)”, “As a working mother you do not 
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have good conditions (…)” or “No room for creativity”. The evaluation of this question 

included 53 answers since 12 participants said that they cannot complain about their 

employer. These answers were not calculated. All details can be reread under figure 

23. 

 

Figure 23: Question 8 What do you dislike about your employer? (own presentation) 

Before a choice-based question to identify the most important characteristics, 

question 9 (see figure 24) focused on which significant attributes came to their minds 

when considering a company as a future employer. Referring to figure 22 above, the 

people questioned mentioned the possibility to implement ideas and grow (23.4%) as 

a very important characteristic again. In addition, the participants consider existence 

of “good remuneration” and “social benefits” (18%) when looking for a new employer. 

11.7% of them inform themselves about the products and brands of a considered 

company and will only apply if the reputation is good. Furthermore, the participants 

would prefer a company which does not have an Arabic management or invests on 

R&D or which is doing business internationally.  



72 

 

 

Figure 24: Question 9 Most important characteristics of a future employer (own presentation) 

Question 10 was created as a choice-based question. Hereby, the participants could 

choose how important (1=very important, 6=not important at all) listed characteristics 

are for them when thinking of their “dream employer”. The average value of importance 

is shown in figure 25 whereas the lower the average is the more important is the 

attribute to the persons questioned. 
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Figure 25: Question 10 Importance of characteristics of a “dream employer“ (own presentation) 

The most important characteristics for the participants are “responsibility and fairness” 

(1.07), “work/life balance” (1.13) and “career opportunities”. This outcome supports the 

findings of the target groups’ preferences (cf. chapter 3.5). High potentials highly focus 

on career development (1.15) and the availability of training and development (1.25). 

The country of origin is only “rather important” (2.83) for the employees although on 

the one hand, in question 9 some respondents stated that they would prefer a “non-

Arabic management” or on the other hand, in question 8 the company is “too 

Japanese”. Accordingly, the salary does not play a big role when applying for a 

company. Figure 26 below highlights again the top 10 characteristics a “dream 

employer” should possess.  

 

Figure 26: Top 10 of most important characteristics of a “dream employer“ (own presentation) 
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11.3 Characteristics of an Ideal Company and Work Environment 

As XAL describes itself as a modern company with loose hierarchies and non 

bureaucratic and causal management, the participants were asked to describe their 

ideal company by always choosing between two adjectives with the goal to compare 

XAL’s description with the imagination of the persons questioned. It can be clearly said 

that most of the participants (66.7%) prefer an innovative towards a conservative 

company. Accordingly, 45% of the participants tend to a modern and future-oriented 

company and 51.7% would like to work for an organization which has an uncomplicated 

management and a loose hierarchy. Only 16.7% of the respondents would select a 

firm with a strict hierarchy. To sum up, XAL’s company philosophy fits with the majority 

of the participants’ idea of an ideal company. Figure 27 below reveals the preferences 

in a more concrete way. 

 

Figure 27: Description of an ideal image of a company (own presentation) 

In addition to the ideal company image, the author also requested a profile of the ideal 

working environment. The lower the mean value is, the more important the 

characteristic of an ideal working environment is for the participants. Therefore, a 

company kindergarten is not really relevant for the survey participants (MEAN=3.8), 

probably since in the UAE wives stay at home and take care of the children. It can be 

expected that because of this reason, the participants do not need the offer of a 

company kindergarten. However due to globalization and the increase of working 
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women, this fact could get more important in future. The most important characteristics 

is the high starting salary (MEAN=1.5) which is typically for the UAE since social 

standing is highly valued (cf. Hofstede chapter 9.2). Secondly, flexible working hours 

are relevant for the people interviewed (MEAN=1.78). The author assumes that 

especially female participants would prefer a company which offers different work time 

models due to reconciliation of family and job. At third place, company holidays are 

valued by the respondents (MEAN=1.82). Hereby, it is important that a company 

respects the cultural and religious holidays. This could result out of the fact that people 

who are working in the UAE are mainly religious. In figure 28, all important benefits are 

listed.  

 

Figure 28: Question 12: Description of an ideal work environment (own presentation) 

In terms of benchmarking and comparing with other companies and its employer 

branding measures, the author queried the top firms for which the participants want to 

work for and why they chose it. The author stated some well-known Austrian 

companies as well as international companies which are already defined as top 

employers in the UAE. Therefore, the employer branding concept for XAL could be 

inspired by those well-rated companies and its employer branding measures. The 

participants could choose more than one company, thus 25.8% out of 151 answers 

were “I would like to work for Google”, followed by Siemens (22.5%) and Osram (6.6%). 

One participant prefers to work for small company. The companies are listed below in 



76 

 

decreasing order in figure 29. To address the issue of this question, figure 30 

underlines the reason why a certain survey participant wants to work for a specific 

company. 

 

Figure 29:Top employer in the UAE (own presentation) 

 

Figure 30: “Why would you choose this company” (own presentation) 

Firstly, the reason why people who chose Google (26%) as their favorite employer was 

mainly that the company is innovative and creative, Google has nice products and a 

good reputation and it offers a good working environment. Secondly, Siemens has also 

a good reputation and is also seen as innovative and creative. In addition, they honor 

that Siemens proposes the possibility to grow. Thirdly, the same aspects also apply for 

Osram. 

 

Another focus of XAL lies on the touch points to address and recruit future employees 

in the UAE: Therefore, the respondents had to choose which information channels they 
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use in terms of information seeking about employers. As a result, a clear trend of social 

media and online media can be concluded from the question’s outcome. 26.5% out of 

162 answers inform themselves about a potential employer on social media like for 

example LinkedIn and additionally, 5.6% use other social media like Facebook as a 

source. The website of a company is for 22.8% of all people questioned very relevant. 

However 17.3% of the participants still trust the opinions and recommendations of 

family and friends. In conclusion, word of mouth is a very big factor when considering 

applying for a company. Only 2.5% take online advertisements of job vacancies into 

consideration. In figure 31, all important information channels are revealed. 

 

Figure 31: Information channels for job seeking (own presentation) 

The lighting and electrical industry as a working field is for 60% of all survey 

respondents (very) attractive. Only 3.3% could not imagine working in this field. In 

conclusion, this result is a positive outcome in terms of staff recruitment. Figure 32 

reveals the attractiveness of the lighting industry in detail. 
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Figure 32: Attractiveness of the lighting/electrical industry (own presentation) 

 

11.4 Image of Austrian Companies as an Employer 

The last part of the survey included the general image of Austrian companies and its 

image as an employer. Hereby, as a first step the participants were asked to describe 

the characteristics of Austrian companies in general without any help. In case they do 

not know anything about Austrian companies, the asked people could indicate 0 in the 

survey. Almost half of the participants (29 people) did not give any statement about the 

question asked. 8% indicated that Austrian companies are innovative, 7% said that 

their products and services are highly qualitative and professional and another 7% 

mentioned that Austrian firms’ remuneration is fair and they treat their employees well. 

In addition, 5% interjected that Austrian organizations are strict and conservation, one 

person said that they have an “old style of management” and that “the similarity to 

German companies” is very high. But the reputation of companies from Austria is 

mainly positive which can be proofed again by statements like “modern and design 

focused” or “energetic and enthusiastic”. Figure 33 shows the imagination of Austrian 

companies. 
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Figure 33: Imagination of Austrian companies (own presentation) 

As a second step, the author of this thesis formulated the same question with defined 

answers. Hereby, the participants could select the characteristics which best fit to the 

image of an Austrian company in their opinion. The result of this questions was 183 

answers whereas, 14% again said “I do not know anything about Austrian companies”. 

11% of the participants think that Austrian companies are trustworthiness, innovative 

(also 11%), environment friendly (10%) and the compatibility of family and job is easy 

(7%) when working for an Austrian organization. All characteristics are stated in 

following figure 34. 

 

Figure 34: Characteristics of Austrian companies (own presentation) 

A third step was to find out which Austrian companies are known by people who work 

in the UAE. In the first place, Red Bull with 32% of “yes, I know it”, secondly Swarovski 

(25%) and 10% said that they would not know any company of the list, which can be 

seen in figure 35.  
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Figure 35: Which Austrian companies do you know? (own presentation) 

In the end, the author wanted to know if the respondents think that it is attractive to 

work for an Austrian company. 65% percept Austrian organization as (very) attractive. 

Only 1.7% would not like to work for a company from Austria, which can also be seen 

in figure 36. 

 

Figure 36: Attractiveness of Austrian companies as an employer (own presentation) 

The final question of the survey was about the intention of a job application in the 

following six months. 63% out of 60 participants plan to apply for a new job in the next 

half year (cf. Appendix 3).  

 

11.5 Evaluation of Hypotheses 

After the evaluation of the survey’s outcome, the author can also interpret the 

hypotheses (cf. Chapter 8) and could find out if H0 or H1 occurred. 

 

The first hypothesis H0 can be confirmed. To evaluate this hypothesis, the 

nationalities of the respondents and the results of question 10 (How important are the 

following characteristics to you when thinking of your "dream employer"?) were 

implemented into a cross-tabulation. Hereby, it occurred that Europeans, Indians, 
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North Africans, Asian, and people from the Middle East as well as from the UAE choose 

almost the same degree of importance for the characteristics of a future employer. 

There is no significant difference between the answers of Europeans and of Emiratis. 

Only sporicidal participants evaluated the importance of listed characteristics 

differently. All results of the crosstabs are listed in the appendix (cf. Appendix 2.2) 

 

After evaluating hypothesis two, it can be said that there is a relationship between 

the culture and the preferred channels of seeking information about a company and 

therefore, the alternative hypothesis H1 applies. European participants of the survey 

are very affine to social media and online platforms whereas, respondents from India 

still trust in the opinion of family and friends. The four most important information 

channels were used for further interpretation of the hypothesis. Therefore, out of 162 

answers, 27% prefer social media like LinkedIn as an information source. Out of this 

27%, 33% of the participants are European, 28% Indians and 26% people from the 

Middle East. Two survey participants who were born in the UAE also inform themselves 

about a company when talking to friends and family. The analysis of the hypothesis is 

not representative since the number of participants is too small. The outcome of this 

crosstab is shown in detail in figure 37.  

 

Figure 37: Information channels by countries (own presentation) 
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To interpret hypothesis number three, again the nationalities of the participants 

(grouped into Europeans, Indians, North Africans, Asians, people form the Middle East 

and from the UAE and others) and question 18 (When you think about Austrian 

companies, which characteristics fit to them?) were compared. Asian participants 

(14%) think that Austrian companies are trustworthy and environment friendly (14%). 

People from the Middle East picturing Austrian companies as innovative (14%), 

trustworthiness (12%) and environment friendly (12%) as well. The majority of 

European respondents do not know anything about Austrian companies (16%), but 

each time 11% think that companies from Austria are trustworthiness, innovative and 

environment friendly. As a result of analyzing this hypothesis, the null hypothesis 

applies. The three most suitable characteristics of Austrian companies (trustworthy, 

innovative and environment friendly) are also the three most suitable when dividing 

into the nationalities of the participants. Figure 38 and 39 splits the opinions of the 

participants in a detailed graphic. The outcome of the answers of the survey 

participants from the UAE and other countries are not listed, since those respondents 

do not know anything about Austrian companies. 

 

Figure 38: Image of Austria by country 1/2 (own presentation) 
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Figure 39: Image of Austrian companies 2/2 (own presentation) 

After the evaluation and interpretation of the survey results and the hypothesis, the 

author develops an employer branding concept for XAL out of these findings. 

12. Employer Branding Concept for XAL 

The employer branding concept targeted to high potentials in the market of the UAE 

will be developed based on the key findings of the theoretical part and the outcome 

and evaluation of the primary and secondary market research. The proposed concept’s 

goal is to provide specific considerations and future measures in order to easier attract 

and recruit high potentials and to create awareness of XAL in the UAE. The company 

wishes to stand out of its competitors in terms of employer of choice. 

 

12.1 Employer Value Proposition of XAL 

As already stated in the theoretical part of this thesis, the EVP builds the core message 

of an employer brand which sends out promises to desired talents. Therefore, these 



84 

 

addressed target groups know what a company offers in exchange of human labor and 

what this organization makes an employer of choice compared to other work places 

(cf. chapter 3.2). As XAL does not have a defined EVP yet, the most critical question 

is, which message will appeal to people who are working in the UAE. The definition of 

an EVP will be the main part of the following chapter. 

 

12.1.1 Definition of the EVP & EB Strategy 

In order to define a suitable EVP which should address high potentials in the UAE, 

critical questions regarding the company’s aims and target groups should be 

answered. The following table 5 presents the answers of the critical questions which 

should help to formulate the EVP as a result. With the answers to these questions in 

hand, the author can define XAL’s “give” and “get” – in other words what the company 

offers and what it expects as exchange of human labor. 

 

Table 5: Critical questions to formulate the EVP (cf. Tower Watson 2016) 

The goal is to create an EVP which in best possible way fits to the preferred employer 

characteristics (question 10) of the survey participants and therefore to the target 

group. Moreover, the responds will be considered by the author when defining the EVP 

for XAL. In table 6, the first column reflects the preferred characteristics of a future 
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employer by the participants. The second column shows possible promises matching 

the needs of the target group which can be made by the company.  

 

Table 6: Desired and promised characteristics (own presentation)  

The preferred characteristics of a future employer by the survey respondents in table 6 

show that XAL fulfills those attributes. The challenge is to communicate those 

attributes in a suitable way and to address the target group correctly. More specifically, 

the important characteristics mentioned by the persons questioned are in accordance 

with the existing arguments which XAL already communicates at its career website.  

 

After answering the critical questions and comparing the desired characteristics of a 

future employer and promised attributes of XAL, the author formulates an adequate 
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key message or in more detail the EVP for XAL addressing employees working in the 

UAE. Referring to the key message of XAL “See the light”, the main slogan to impress 

employees will be short and simple with a similar meaning too. Since an organization 

should have on overarching EVP that applies to all of its operations and employees 

globally (cf. Tower Watson 2016), the author will first of all define an EVP which fits to 

XAL generally. As a precedent step, the “give” and “get” of XAL is revealed in following 

figure 40. 

 

Figure 40: Give and Get (own presentation) 

In relation to XAL’s claim, the author proposes to indicate a similar claim for the career 

website and future employer branding measures. Since XAL’s main topic is light, the 

additional claim “We make YOU see the light” could bring the association that XAL 

stands up for its employees and wants to make them happy. Additionally, the statement 

“Light us up as well!” could be seen as an invitation to join the team of XAL and show 

what a potential employee possesses. The second EB claim should reflect the young 

and dynamic lifestyle of XAL and is kept in a short and simple way but still deliver the 

right message. Both claims should be used for every job advertisement and employer 

branding materials such as brochures, on- and offline advertisements, career webpage 

and further. Following figures 41 and 42 will demonstrate an example how to implement 

the two new claims into a job advertisement.  
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Figure 41: Possible implementation of the two new EB claims (based on XAL 2016) 

 

Figure 42: Possible implementation of the two new EB claims, part 2 (based on XAL 2016) 

As a result of these considerations, it becomes clear that developing a wholly distinct 

EVP and employer brand in the UAE makes little sense. Nevertheless, the employer 

preferences of the target group are influenced by local conditions and will be 

implemented into the employer branding concept. Besides, a global employer brand is 

not advised as local differences need to be considered when striving to become an 
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employer of choice in the UAE. Therefore, XAL should decide on a glocal employer 

branding strategy (cf. chapter 2.7) when starting the EB measures in the UAE.  

 

12.1.2 Tailored Messages for High Potentials in the UAE  

After the creation of an EVP message which appeals to all talents internationally, the 

following subchapter will present the content for tailored messages for high potentials 

in the UAE. Accordingly, this means, the attributes the target group wants to hear will 

be implemented into the concept. The most important characteristics of Emiratis and 

employees from the Middle East who participated in the survey, are a high salary, the 

company reputation and the training and development possibilities. The validation 

results in Chapter 11.2 have revealed that XAL can promote itself as an authentic 

employer. Due to the fact, that the average monthly net salary in the UAE is up to 70% 

higher and the living costs are more expensive as well, especially apartment rent (cf. 

Numbeo 2017), XAL will face the problem that people in the UAE demand a high 

salary. Therefore, the company will be forced to at least offer a remuneration on the 

same level as its competitors. People working in the UAE will always demand a high 

salary especially in the high knowledge based labor market like XAL is requesting. As 

an alternative to a very high salary in comparison to the competitors’ remuneration, 

XAL could offer additional pecuniary and social benefits as a further advantage for 

future employees. Since XAL says on its career website “Because we have to be 

physically fit in order to be at the top of our game mentally, we offer a company fitness 

studio, a football team, running teams, rowing teams, and any other sport offerings 

(…)”, the company could also offer discounts for gyms at their location in the UAE. 

Especially the reason that a monthly fee for a fitness club is almost 200% more 

expensive than in Austria. Other benefits can be found in chapter 7. 

 

The company reputation is very good in Austria but since the brand awareness of 

XAL is not very high in the UAE, it can be assumed that XAL has not really a reputation 

in the UAE so far. In addition, most of the survey participants indicated that they would 

not know anything about Austrian companies so far. People working in the UAE could 

only inform themselves about XAL online or by talking with friends and colleagues. 

Therefore, the general and global image and reputation of XAL are an important basis 

for a positive employer image even in the UAE. Hereby, XAL needs to increase its 

brand awareness in the UAE. All in all, the survey respondents who knew something 
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about Austrian companies had an overall positive image of Austria (cf. Chapter 

11.4). Possible measures will be suggested in chapter 13. 

 

The third part of training and development possibilities fits to XAL’s vision very well 

since the company promises also at its career webpage that they want to offer further 

individual education to every employee. Therefore, it could be an advantage to mainly 

communicate the appreciation of every employee and the possibility for personal and 

career development within the company. This could be an outstanding message in the 

UAE since people working there appreciate these possibilities and carefulness very 

much. In addition, with its open communication concept XAL wants to create an optimal 

working environment that is also favored by the target group. Thus, the company 

already concentrate on the easy and straight communication, the collegial 

relationships, appreciation of every individual’s work and a motivated supervisor. 

Moreover, XAL also highly rates the design of the office and very user-friendly 

equipment.  

 

The last point tailored message for target groups could be the appreciation of women. 

Since the percentage of employees is mainly male in the UAE, XAL could multiply 

address working women since the number of female workforce is increasing (cf. UAE 

Embassy n.d.). For example, a female survey participant mentioned “As a working 

mother you do not have good conditions such as long maternity leave, possibility for 

less working hours, working from home possibility (…)”, XAL could use this information 

to become an employer of choice for working mothers (who have the right education) 

in the UAE since the firm offers these conditions like maternity leave for its female and 

also male employees in Austria and at other locations already.  

 

12.1.3 Selection and Summary of the EVP 

The communication of emotions is the most effective when using adjectives. 

Furthermore, the pictorial language can attain to evoke emotions in terms of becoming 

an employer of choice. Therefore, the author proposes keywords which could be used 

for the employer branding communication in future. Suggested keywords are the 

outcome of the internal company analysis and the examination of XAL’s career 

webpage. They are meant to be understood as an associative meaning of the words 
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and to strengthen the message. The following figure 43 highlights the keywords for 

XAL’s EVP. 

 

Figure 43: Proposed keywords for XAL’s EVP (own presentation) 

 

Now that a suggestion of the EVP is made, the communication activities can be 

compiled. The employer brand needs to get visual on- and offline.  

 

12.2 Employees Touchpoints and Communication Channels 

According to the competitor and target group analysis and the outcome of the primary 

market survey, the author came to the result that the most important touchpoints and 

information channels are the own career webpage and social media channels. Even if 

XAL is an unknown and small company in the UAE, there is still the chance to influence 

its attractiveness as an employer trough active and well planned communication. The 

content for XAL’s communication was already created in chapter 12.1. The general 

description of information channels and the different touchpoints can be found in 

chapter 2.6. The following subchapter will reveal the media channels that should be 

used to communicate XAL’s EVP and the tailored messages for the UAE. The glocal 

strategy enables the company to communicate its EVP worldwide whereas, the 

ongoing subchapter discusses specialized information channels for the UAE. 

 

Information Channels for Target Group 

Based on the survey results, the company’s career website and social media channels, 

especially with professional background like LinkedIn, were identified as the most 

frequently used information channels when seeking for a job. In addition, the 

recommendations by family and friends are valued by job seekers. Hence, the 

company could work on internal employer brand ambassadors which are highly 

credible and have almost the same positive effect like positive word-of-mouth and 

recommendations by family and friends. 
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Due to a detailed research of the decision-making behavior of job seekers (cf. chapter 

3.3), the outcome will be implemented into the communication and media mix of the 

employer branding concept. First of all, the company needs to become a part of the 

job seekers’ evoked set in terms of becoming an employer of choice. Hereby, the 

organizations need to rise its awareness by standing out of its competitors and to 

anchor itself in the potential applicants’ minds. The author recommends to focus on 

digital and personal channels like following: 

• Refreshment of the company’s career webpage 

• Social media profile pages: LinkedIn, Facebook 

• Local recruitment and job sites 

• Employees as employer brand ambassadors 

• Cooperation & contacting of local universities 

 

All information channels should include the proposed EVP (cf. chapter 12.1) for the 

general communication of XAL’s employer branding concept. As the company wants 

to directly address people working in the UAE, tailored messages should be an integral 

part of the communication strategy. The increasing number of women who start to work 

in the UAE, is a big chance for XAL to directly address those female potentials by 

increasingly using pictures of female testimonials in their communication. The 

appreciation of women within the workforce needs to be reflected throughout every 

message a company sends. 

 

Furthermore, since the brand awareness of XAL in the UAE is lower than in Austria, 

the company could use the advantage of the image of Austrian companies when 

promoting itself as an employer of choice. Since Austrians mainly have a good 

employer image, the advice of the company’s country of origin could positively 

influence the perception of potential applicants. 

 

In addition, the integration of print material is still necessary at events and fairs, but 

should not be the main focus of employer branding communication. On the contrary, 

the company should provide modern mobile devices like I-Pads and touchscreens to 

direct people interested through all the information about the company and its vacant 

job offers. Those devices are very interactive and will create a higher awareness of the 

firm. The communication language should mainly be English and German. It will not 
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be necessary to translate the communication into the Arabic language since many 

workers in the UAE are labor migrants and therefore will be able to understand English.  

 

The expectancy theory of motivation by Vroom reveals to the importance that the 

company fulfill its promises and employee’s expectations (cf. chapter 3.3.2). Therefore, 

it is recommended that the communication is clear and thoughtful and it should not 

confuse potentials. This theory especially applies in terms of employer brand 

ambassadors. If existing and former employees do not agree with the communicated 

EVP of a company, the whole employer branding will not be successful, since the 

communication is not credible anymore. 

 

It is important to think of all three phases when “touching” an employee. Hereby, the 

Employer Brand Touchpoint Wheel (cf. chapter 2.6) comes into action. Firstly, the 

“experiences before employment”-phase includes the contact with recruiters, the 

website and job advertisements. Secondly, the “experiences during onboarding”-

phase consists of the contract negotiations, introduction period and remuneration and 

social benefits. Thirdly, the “experiences during employment”-phase involves the 

training period, the internal “public relations” and performance evaluation. 

Nevertheless, former employees should still be keep the company in best memories. 

 

The following paragraphs will include all recommended information channels for XAL: 

Refreshment of the company’s career webpage 

Since most of the survey participants use the career website of a company to inform 

themselves about job offers, the author proposes to refresh XAL’s career webpage. A 

successful company website should have an easy navigation, highly efficient search 

function, easy usability, right placement of elements, company specific layout and 

content of the text, graphics, colors and videos (cf. Lamprecht 2007, p. 53 f). After the 

analysis in chapter 7 and the analysis of competitors’ career webpages (cf. chapter 8), 

following suggested updates could be implemented: 

• The link to the career website should be more visible and should be placed at 

the top of the company webpage. 

• The new EB claim should be implemented at the top of the career webpage. 

• Give more insight into the core of the employer brand by introducing sections 

like “Why work for us” or “Life at XAL”. 
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• The whole page has a lot of written text – the company should more illustrate 

the information. The persons interested should get as much information as 

possible in a shorter time.  

• Add more pictures and videos. 

• Add a “Meet the team” subchapter where videos and insights into the working 

environment of XAL are shown. 

• Applicants should be able to contact the company any time (well thought-out 

navigation). Therefore, XAL could introduce its HR team inclusive pictures and 

indicate the contact details. 

• Extension of the diversity impact by highlight in the appreciation of women. 

• Extend job categories by adding “Graduates”, “Professionals” and “Students”. 

In addition, the job advertisements which are integrated into the career page are 

described in detail and the design is appealing. Job seekers can inform themselves 

about vacant job with no special effort. In addition, when looking at a job description, 

the applicant can apply by only drag the CV into a pop-up window which makes the 

application process very simple. The description of the work environment, the benefits 

and training and development possibilities are listed in detail, but could be replenished 

by pictures and graphics. 

 

In conclusion, the author suggests to add a more personal touch on the internet 

performance of XAL by introducing current employees as EB ambassadors. In 

addition, the EB slogan should be visible at first glance. All in all, the content of the 

career website is already good but could be extended by emotional aspects (cf. chapter 

2.8).  

 

Social media profile pages 

The rising significance of social media channels should be aware for every company. 

There are still many companies which do not have a social media performance. Also 

the survey results say that social media, especially LinkedIn is an important information 

source when deciding for a new job. XAL is already present at diverse social media 

channels like Facebook, Instagram and LinkedIn. The appearance fits to the 

company’s strategy and image and the postings are steady. XAL could implement 

more EVP content and job advertisements on its Facebook, LinkedIn page and even 

on its Instagram account. Almost every post is communicated in English which is 
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essential due to internationalization of the company. Following suggestions could be 

included on their social media channels in table 7: 

 
Table 7: Recommendations for social media activities (own presentation) 

Also, other social media channels like Twitter are a chance to share content with job 

seekers. In the end, the social media performance needs to fit with the company’s 

culture and mission and should always kept up-to-date.  

 

Local recruitment and job sites 

As in Austria most of the job seekers (about 75%) apply via career portals like 

“karriere.at” (cf. Ertler 2016), also in the UAE many employees inform themselves 

about job offers at local recruitment and job sites. In contrary to the own career website, 

job advertisements at those platforms are not for free. Therefore, it is recommended 

to publish only well thought-out job advertisements. Also, legal regulations of the UAE 

need to be considered when promoting a vacant job. For example, it is not common to 

state the salary in the job advertisements like it is necessary in Austria. 
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Employees as employer brand ambassadors 

Employees as ambassadors are a very credible communication “instrument” when 

addressing potential employees. However, in a first step the current employees need 

to be loyal to their company. Hereby, the appreciation of the employees and the internal 

employer branding is essential. As a next step, employees need to be integrated into 

all employer branding measures and the company should use them for external 

communication. For example, possible implementation of EB ambassadors could be 

videos about certain jobs and videos like “Meet the team” which are shown on the 

career website. Additionally, those trained employees can represent the company at 

fairs, events or at university events. Again, to highlight the appreciation of women, 

female ambassadors should be represented in those videos or at events.  

 

Cooperation & contacting of local universities 

Active promotion at technical universities in the UAE gives XAL the chance to directly 

get in touch with young professionals. Hereby, XAL could offer internships or 

traineeships. For example, small job fairs at universities are a win-win situation for the 

company as well as for the students or young professionals to get to know each other. 

Possible partner universities are United Arab Emirates University, the Higher Colleges 

of Technology or American University of Sharjah. Universities in the UAE offer so 

called “Employer Days” where companies can spend a day at the university and 

engage with students and promote the organization.  

 

13. Action Planning  

This chapter summarizes the implementation of the new international EVP and the use 

of the purposed information channels with additional suggestions for tailored 

messages for the UAE. If successful, the employer branding concept can also be 

adapted for other countries in future after analyzing the country specific aspects. The 

following subchapters include the external and internal measures to successfully 

realize the employer branding concept. 
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13.1 External Measures 

Measure 1: Agree on the glocal employer branding strategy 

The analysis phase and its outcomes revealed that the glocal employer branding 

strategy it the most promising approach for XAL. Hereby, the company can develop an 

international appealing employer branding concept but is still able to adapt measures 

locally. The author provided tailored messages for the UAE in chapter 12.1.2. The 

company should not ignore the importance of an integral EVP which can work globally. 

Since the company has limited resources in terms of employer branding, this strategy 

helps to position the organization as an employer of choice but there is still the 

possibility to react to local needs. 

 

Measure 2: Agree on the content and recommendations of the new developed EVP 

inclusive its new claim 

The newly developed EVP which crystallized itself from the already communicated 

aspects of XAL as an employer, need to be confirmed by the company. The EVP 

provides an open and clear communication why a potential employee should work for 

XAL. In addition, the EVP refers to the glocal employer branding strategy and 

addresses potential applicants on an emotional way. Regarding to the new approach 

“Employer Branding 3.0”, it is essential to address potential employees emotionally (cf. 

chapter 2.8). In the UAE, the focus should be on remuneration, pecuniary and social 

benefits, company reputation and the image of Austrian companies as an employer, 

training and developing possibilities, appreciation of women and the working 

environment at XAL. The purposed new EB claim should be visible at all EB 

communication channels at first glance. The claim could be a chance to higher the 

awareness of XAL of job seekers.  

 

Measure 3: Implement the image of Austrian companies as an employer in the EB 

communication 

Since the employer brand awareness of XAL is at a lower level in the UAE, the 

company could score by highlighting its country of origin since Austria has a good 

reputation as an employer with fair working conditions, high quality products, 

professionalism and an innovative image.  
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Measure 4: Implementation of the suggested updates of the content and layout of the 

career webpage 

A positive online presence is key to keep pace with the competition. Therefore, XAL 

needs to keep its corporate homepage as well as its career page up-to-date. In 

addition, also the survey participants mainly inform themselves about an employer by 

visiting its website. Hence, the author suggests to reorganize the content with 

suggested measures and to replenish the written text with pictures and video materials 

(especially with female testimonials in the UAE). In addition, increasing of search 

engine marketing could help to promote the new career website. 

 

Measure 5: Actively addressing female workers 

As already mentioned before, XAL should introduce a special campaign to directly 

address female workers also with specialization in technology. Since the part of female 

workers in the UAE is increasing due to changes of regulations and the emancipation, 

the promotion of female employees is in the early stage. XAL use this opportunity as 

one of the first technical companies in the UAE. 

 

Measure 6: Social media: implement career topics 

XAL already has a well thought-out social media performance on several channels. 

The author would suggest to implement career topics and job advertisement into these 

channels. Hereby, the employer branding communication can reach a broader 

audience also privately. The posting of content should be done primarily by the 

marketing department in close cooperation with the HR department or the employer 

branding specialist. 

 

Measure 7: Personalize and emotionalize the communication to the target group  

Regarding to actual literature, the communication of EB on an emotional base is key 

to become an employer of choice (cf. chapter 2.8). Emotionalization can be reached 

by using pictures and videos and give an insight into the life at XAL. The company 

should work with visualization of its values and benefits for an easier understanding of 

the content. The company should be perceived as “personal” and “carrying” by job 

seekers. To increase the credibility of the communication, XAL should introduce 

employees who explain what they do at XAL and why they like to work there. The 

opinion of employees is highly valued and credible for potential employees.  
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13.2 Internal Measures 

Although this employer branding concept does not focus on the development of 

internal employer branding measures, there are still internal processes which are 

necessary in order to implement external EB measures. Therefore, the author provides 

also recommendations for internal measures. 

 

Measure 1: Increase the top managers’ commitment towards employer branding and 

continuation of EB measures 

A precondition for a successful employer branding is the high commitment and support 

of the management board. Employer branding measures need a budget with which it 

can work internally and externally. The main responsible department is mostly human 

resources but often also the marketing department. It should be clearly determined 

who is responsible for EB and all its content and measures. 

 

Measure 2: Continue research of employer branding and the market in the UAE 

This employer branding concept for XAL will not be effective for the next 20 years. Due 

to globalization and other internal and external factors, it will be necessary to adopt the 

employer branding concept sooner or later. The research of employer branding 

developments and changes in the market in the UAE need to be implemented in future. 

Otherwise, the company will easily be overtaken of its competitors. Moreover, 

interviewing new employees who recently joined the company is a measure to improve 

the employer branding continuously. The new employee can give advice why she/he 

has chosen this company and with employer branding measures were appealing 

particularly. This can give valuable insights into the employee’s perception and 

expectation about working at XAL. These employees are not professionally blinkered 

yet and can help the company to improve its EB communication and recruiting.  

 

Measure 3: Include employees in all employer branding measures and use them as 

EB ambassadors 

XAL needs to fulfill its employees’ expectations and the promises made. Otherwise, 

the loyalty of its employees will not exist. In order to use employees as EB 

ambassadors, the loyalty to their employer need to be very high, so that they are happy 

to tell persons interested about their job at XAL. Therefore, the internal employer 
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branding should be credible and XAL should try to create an atmosphere so that the 

workforce feels a bond with the firm.  

 

13.3 Implementation of External and Internal Measures 

In this subchapter, all external and internal measures are listed including costs and 

responsible persons. In order to plan the employer branding concept in detail, it is 

necessary to calculate the measures in advance. Budgeting helps to evaluate all 

measures and to improve business processes. Since the implementation of an 

employer branding concept is not the focus of XAL at this time, the affordability method 

of budgeting should give the first idea of how much the concept will cost in the first 

year. The company needs to figure out how much it can afford to invest in employer 

branding focusing on the market of the UAE. Following tables 8 and 9 will emphasize 

all important cost factors which XAL will need to raise money for next to the 

implementation plan. The calculation process of the individual costs of measures can 

be found in appendix 4. 

 

The following abbreviations are used in table 8 and 9: 

HR = Human Resources Department  SM = Social Media Team 

MA = Marketing Department   RM = Regional Manager 

MB = Management Board    EB = Employer Br. Team 

AG = external Agency    AM = EB ambassadors 

 

External  

Measures 

Main Tasks Resp. 

Measure 1 Agree on the glocal employer branding strategy 

Costs:  

internal  

human  

resources 

€ 1,536 • Meeting of the management board of XAL including 

HR department who is responsible for the EB. 

• After the presentation of this thesis the results should 

be discussed and analyzed internally. Further process 

steps should be planned by the HR department 

• The divisions of responsibilities for further steps 

should be discussed including allocation of personal 

resources. 

MB 

HR 

EB 

Measure 2 Agree on the content and recommendations of the new developed 

EVP inclusive its new claim 

Costs: € 800 • The EB persons responsible should meet to discuss 

the proposed EVP and the new claim, if they agree on 

EB 

HR 
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Internal 

HR 

departme

nt 

the author’s suggestions or if adaptations need to be 

done.  

• A finished presentation of the EVP should be 

presented to the management board to obtain 

approval. 

MB 

Measure 3 Implement the image of Austrian companies as an employer in the 

EB communication 

Costs: 

Internal 

HR, 

Marketing

; costs for 

joining 

organizati

ons, 

members

hip fees 

€ 1,124 • Research the Austrian organizations XAL is part of or 

with which XAL could cooperate in future. Then refer 

to these organizations on the website. 

• Give information about Austria on the website. 

• Integrate the company into events which are 

organized by Austrian organizations 

MA 

HR 

Measure 4 Implementation of the suggested updates of the content and layout 

of the career webpage 

Costs: 

Online 

marketing

, agency, 

Working 

hours at 

HR  

€ 34,324 • Development of a concept for the refreshment of the 

website by incorporating the online marketing 

department and external agency ~10,000€ (cf. 

Bösiger Engineering AG 2017) 

• Creation of picture and video material ~10,000€ 

• Additional search engine marketing (e.g. Google 

AdWords) to promote especially the new career 

website 

• Development of special HR content for the career 

page 

• Continuously updating the website with new content 

MA 

AG 

HR 

Measure 5 Actively addressing female worker 

Costs: 

Agency, 

working 

hours at 

HR 

€ 19,472 • Selection of an internal female employee who will 

represent XAL in future. Integrate into the employer 

branding measures 

• New marketing material which mainly show female 

workers at XAL, e.g. posters, advertorials, pictures at 

career website or at job advertisements in 

cooperation with agencies 

• Highlighting the working environment at XAL, the 

social benefits for women, possibilities for maternity 

leave and different work time models, promote 

supporting women in technical jobs 

HR 

MA 

AG 

Measure 6 Social media: implement career topics 

Costs: 

working 

hours of 

€ 11,712 • Implementation of career content at all social media 

channels 

SM 

HR 
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HR, SM, 

AM 
• Implementation of new picture and video material 

• Introduction of the HR department and EB 

ambassadors 

• Communication of extensively addressing women 

• Creation of tailored messages for the UAE 

AM 

RM 

Measure 7 Personalize and emotionalize the communication to the target 

group 

Costs: 

Working 

hours of 

HR and 

MA, 

Add. 

Agency 

for video 

Technical 

equipmen

t 

€ 28,320 • All content of EB communication needs to be 

replenished by pictures, videos and emotional 

wording 

• Keep messages simple 

• Introduction of the HR department  Give the 

company a face 

• In terms of personalizing and emotionalizing the 

communication, XAL could introduce a Corporate 

Image Video & “Meet the Team” Video. This directly 

addresses potential employees in a personal way and 

evokes their emotions. Creation of a professional 

video can be done by an agency (~10,000€) whereas, 

“Meet the Team” videos can be realized by internal 

employees by using mobile phone cameras and 

reproduce a certain scene with employees. 

HR 

EB 

MA 

AG 

Table 8: Overview of implementations of external measures (own presentation) 

 

Internal Measures Main Tasks Resp. 

Measure 1 Increase the top managers’ commitment towards employer 

branding and continuation of EB measures 

Costs: 

working 

hours of HR 

€ 15,240 • Continuously reporting to the management board 

• Engaging them by inviting to EB workshops and 

presentation of results 

• Arguing about the importance of EB 

HR 

MB 

Measure 2 Continue research of employer branding and the market in 

the UAE 

Costs: 

Working 

hours of MA, 

HR 

€ 6,400 • Due to globalization and other rapid 

developments, the company should do further 

research about EB and also the changes in the 

market in the UAE 

MA 

HR 

Measure 3 Include employees in all employer branding measures and 

use them as EB ambassadors 

Costs: 

workshop 

costs, 

€ 76,800 • Organize EB workshops and events 

• Keep promises made to all employees in order to 

create loyalty 

HR 

EB 

AM 
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working 

hours of HR 
• Integrate EB ambassadors from different 

departments into EB measures, ask about ideas 

and feedback, implement their suggestions, 

control the implementation, introduce employee 

surveys, offer special EB tools for employees 

• Performance training for EB ambassadors and the 

general EB team, further development 

possibilities 

Table 9: Overview of implementations of internal measures (own presentation) 

All in all, XAL should calculate an amount of 195,728 Euros for the first year whereas, 

the main part of the budget are internal personnel costs (€ 130,078) also dedicated in 

table 10.  

Costs center Estimated 

costs 

Personnel € 130,078 

External € 65,150 

Others (membership) € 500 

EB concept cost estimation in 2018 € 195,728 

Table 10: Budgeting of EB concept (own presentation) 

13.4 Controlling 

Every single measure within a company needs to be controlled and monitored in order 

to estimate whether a measure was successful or needs to be improved. As XAL wants 

to create awareness and attractiveness among high potentials who are working in the 

UAE, and as a long-term result to become an employer of choice, an image analysis 

should be carried out in future. After the implementation of the EB concept in the UAE, 

and actively addressing the target group, the company can repeat an employer survey 

in the UAE by directly query them if they do know XAL. It is highly recommended to 

start the research two years after the finalization of the EB concept. Besides qualitative 

controlling measures, the company can define KPIs in order to monitor the EB 

measures’ success. Following table 11 will describe all possible EB controlling 

measures which are divided into key figures for recruiting objectives and for brand 

objectives. 
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Table 11: Controlling Figures (own presentation) 

Additionally, XAL should monitor the internal effect of the EB measures by controlling 

EB ambassadors’ commitment. Annual employee surveys should be a must in every 

company, since happy employees do have a great impact on the company’s 

performance and therefore, to the satisfaction of its customers. The KPIs listed above, 

should be checked for once a year in order to guarantee successful and productive 

employer branding.  
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14. Frame of Employer Branding Concept for XAL in the 

UAE 

 

Figure 44: Frame of EB Concept for XAL using the Example of the UAE (own presentation) 

15. Recommendations 

Employer branding is a challenging topic for every company but after the 

implementation of an EVP and employer branding strategy, the outcome is only a 

positive impact. Due to the growing importance of social media, the main 

communication channels also for EB will be the use of social media. The biggest 
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opportunity for companies will be a higher focus on long-term recruitment over short-

term thinking and the building of a global employer brand in future.  

 

The theoretical part of this thesis highlights the relevant findings of modern literature 

and can serve as a concept input for any company within any industry. Forward-

thinking managers will support the new approach of “employees as customers” in order 

to attract new employees, especially high potentials and to retain current employees. 

The empirical part of this thesis focusses on a company-specific target group and 

target market. To develop an ideal message for the target group, the author asked 

employees in the UAE to participate in a survey.  

 

Following recommendations for XAL can be highlighted: 

• To be able to create a more complete picture of the company’s employer brand, 

it is suggested to conduct a larger survey among current employees 

internationally. The focus of the survey should be on the descriptive image of 

XAL. The results will reveal valuable insights into employees’ perception of the 

company and how XAL could address high potentials in future. The 

questionnaire of this master thesis could serve as a template for the employees’ 

survey. 

• It is necessary to nominate an employee from the HR department as an 

Employer Branding Manager who is mainly responsible for the employer 

branding in all countries but with local support. The EB manager has the special 

know-how and is responsible for coordinating all EB activities worldwide. 

• It is highly recommended to closely cooperate with the marketing department 

in terms of social media performance, employer branding marketing materials 

and (career) website. This cooperation will help to create content in an efficient 

way, since the marketing department can implement its know-how and can help 

communicating the EB messages to current and future employees. 

• Another important input that should not be neglected is the refreshment of the 

career website (addressing in a more emotional way) and the active use of 

social media also as a recruiting channels and point of contact. This could be 

done by collecting ideas from employees or agencies and by developing a more 

appropriate content for the website. The outcome of this refreshment will create 

more traffic and will result more applications.  
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• In addition, the extended communication among working women in the UAE 

is a chance to stand out from competitors and to attract well-educated 

employees, since the role of women in higher working positions is becoming 

more important in the UAE. XAL could stand out from its competitors by focusing 

on addressing women in technological jobs. Hereby, the company should 

mainly use female ambassadors and female testimonials for its communication. 

• Moreover, it can be highlighted that the company should implement a general 

EVP and can use this master thesis not only for the development of an EB 

concept for the UAE but also for a global EB concept. Due to the fast-changing 

environment, the company is advised to monitor the EB measures and repeat 

the survey annually in order fit measures to the target group. 

 

As a result, XAL has ideal prerequisites for becoming an employer of choice in the 

UAE and is able to positively differentiate itself from its competitors. The competition 

on the labor market in the UAE and also in other countries does not focus on the 

implementation of EB measures yet. To sum up, the author believes that, as shown 

through theory and the outcome of the secondary and primary research, companies 

which realize that success can only be achieved by happy employees will have an 

overall better performance on the market.  
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2. Raw Data of Primary Research 

2.1 Frequency Tables 

Survey participants: 60 employees who are currently working in the UAE 

Period of time: 26.02.2017 – 13.03.2017 

 

The following tables present the raw data of the survey results of the primary marketi 

research in the UAE. All tables are derived from the program IBM SPSS Statistics 21. 

Question 1: Your Age 

 Frequency Percentage Valid 

Percentage 

Cumulative  

Percentage 

Valid 

younger than 25 7 11,7 11,7 11,7 

25 thru 35 25 41,7 41,7 53,3 

35 thru 45 18 30,0 30,0 83,3 

45 thru 55 10 16,7 16,7 100,0 

Total 60 100,0 100,0  

 

Question 2: Your Gender 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

male 42 70,0 70,0 70,0 

female 18 30,0 30,0 100,0 

Total 60 100,0 100,0  

 

Question 3: Your Nationality 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

American 1 1,7 1,7 1,7 

Australian 1 1,7 1,7 3,3 

British 9 15,0 15,0 18,3 

Egyptian 3 5,0 5,0 23,3 

German 7 11,7 11,7 35,0 

Indian 17 28,3 28,3 63,3 

Iranian 1 1,7 1,7 65,0 

Japanese 1 1,7 1,7 66,7 

Jordanian 3 5,0 5,0 71,7 

Lebanese 2 3,3 3,3 75,0 

Pakistani 4 6,7 6,7 81,7 

Palestinian 2 3,3 3,3 85,0 
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Philippines 1 1,7 1,7 86,7 

Romanian 1 1,7 1,7 88,3 

Saudi Arabian 1 1,7 1,7 90,0 

Sri Lankan 2 3,3 3,3 93,3 

Syrian 1 1,7 1,7 95,0 

Turkish 1 1,7 1,7 96,7 

UAE 2 3,3 3,3 100,0 

Total 60 100,0 100,0  

 

Question 3: Nationality Groups 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

UAE 2 3,3 3,3 31,7 

others 2 3,3 3,3 100,0 

North Africa 3 5,0 5,0 65,0 

Asia 4 6,7 6,7 96,7 

Middle East 15 25,0 25,0 90,0 

Europe 17 28,3 28,3 28,3 

India 17 28,3 28,3 60,0 

Gesamt 60 100,0 100,0  

 

Question 4: If you are not from the UAE, for how long are you living in the UAE now? 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

less than 1 year 1 1,7 1,7 1,7 

1-5 years 15 25,0 25,0 26,7 

6-10 years 17 28,3 28,3 55,0 

11-15 years 10 16,7 16,7 71,7 

16-20 years 5 8,3 8,3 80,0 

more than 20 years 10 16,7 16,7 96,7 

I am from the UAE 2 3,3 3,3 100,0 

Total 60 100,0 100,0  

 

Question 5: What is your highest level of education? 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

High school degree 3 5,0 5,0 5,0 

Bachelor 29 48,3 48,3 53,3 

Master 26 43,3 43,3 96,7 



A- 15 

 

PhD 2 3,3 3,3 100,0 

Total 60 100,0 100,0  

 

Question 6: Which oft he following business areas best describes your current occupation? 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid  

Others 7 11,7 11,7 11,7 

Architecture & Engineering 16 26,7 26,7 38,3 

Design 2 3,3 3,3 41,7 

Business & Financial Operations 2 3,3 3,3 45,0 

Eduaction 2 3,3 3,3 48,3 

Healthcare 1 1,7 1,7 50,0 

Installation, Maintenance & Repair 2 3,3 3,3 53,3 

Legal 2 3,3 3,3 56,7 

Management 15 25,0 25,0 81,7 

Office & Administration 2 3,3 3,3 85,0 

Production 1 1,7 1,7 86,7 

Sales 8 13,3 13,3 100,0 

Total 60 100,0 100,0  

 

Question 6: Occupation Groups 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Management 15 25,0 25,0 25,0 

Sales 8 13,3 13,3 38,3 

Architecture & Engineering 17 28,3 28,3 66,7 

Office Management 9 15,0 15,0 81,7 

Social Work 3 5,0 5,0 86,7 

Construction 6 10,0 10,0 96,7 

Design 2 3,3 3,3 100,0 

Total 60 100,0 100,0  

 

Question 7: If you are currently working, what do you like about your employer? 

 Answers Percentage of 

Cases N Percentage 

Frequencies 

of answers f7a 

Possibility to implement ideas & grow / Freedom / 

Flexibility 

15 18,3% 28,3% 

Fair remuneration 6 7,3% 11,3% 

Work/Life balance, Healthcare, Security, Fairness 8 9,8% 15,1% 

Company/Job itself and company's product 22 26,8% 41,5% 
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Corporate culture / diversity / Organization 14 17,1% 26,4% 

Good working environment 9 11,0% 17,0% 

Social benefits & responsibility 5 6,1% 9,4% 

others 3 3,7% 5,7% 

Total 82 100,0% 154,7% 

a. Group 

 

Question 8: If you are currently working, what do you dislike about your employer? 

 Answers Percentage of 

Cases N Percentage 

Frequencies of  

answers f8a 

High workload 6 11,3% 14,0% 

Organization / Strategy / Politics 19 35,8% 44,2% 

Complexity 5 9,4% 11,6% 

Bad remuneration 5 9,4% 11,6% 

Instability 2 3,8% 4,7% 

Leadership / Management 7 13,2% 16,3% 

Bad working environment 1 1,9% 2,3% 

No appreciation 2 3,8% 4,7% 

others 6 11,3% 14,0% 

Total 53 100,0% 123,3% 

a. Group 

 

Question 9: Imagine you are searching for a job: what are the most important characteristics to 

you when considering a company as a future employer? 

 Answers Percentage of 

Cases N Percentage 

Frequencies of 

answers f9aa 

Possibility to implement ideas & grow / 

Freedom / Flexibility 

30 23,4% 50,8% 

Appreciation of employees / Fairness 5 3,9% 8,5% 

Good remuneration / Rewards / Benefits 23 18,0% 39,0% 

Work/Life balance, Healthcare, Security 10 7,8% 16,9% 

Corporate culture / Good working environment 24 18,8% 40,7% 

Products / Brand / Reputation 15 11,7% 25,4% 

Successful company / Stability 6 4,7% 10,2% 

Challenging 3 2,3% 5,1% 

Location 3 2,3% 5,1% 

others 9 7,0% 15,3% 

Total 128 100,0% 216,9% 

a. Group 
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Question 10: How important are the following characteristics to you when thinking 

of your “dream employer”? 

 N Minimum Maximum Mean Std. Deviation 

Challenging workload 60 1 6 1,55 1,080 

Career opportunities 60 1 4 1,15 ,577 

Training and development 60 1 4 1,25 ,704 

Financial health and stability 60 1 6 1,32 ,948 

fit with vision, culture, values 60 1 4 1,25 ,704 

customer experiences 60 1 6 2,15 1,436 

friends' opinions 60 1 6 1,97 1,426 

High salary 60 1 4 1,48 ,948 

Strong management 60 1 3 1,23 ,647 

Work/life balance 60 1 3 1,13 ,503 

Contribution to decision making 60 1 3 1,30 ,720 

Possibility to work internationally 60 1 6 1,73 1,364 

Company's country of origin 60 1 6 2,83 1,861 

Size of the company 60 1 6 2,57 1,588 

Room for creativity 60 1 4 1,38 ,825 

Job security 60 1 4 1,18 ,624 

Teamwork 60 1 4 1,30 ,788 

Valid N (listwise) 60     

 

Question 11: Please describe the ideal image of a company. Which characteristics would 

you rather prefer? 

Conservative vs. Innovative 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid  

conservative 7 11,7 11,7 11,7 

rather conservative 9 15,0 15,0 26,7 

rather innovative 4 6,7 6,7 33,3 

innovative 40 66,7 66,7 100,0 

Total 60 100,0 100,0  

 

Traditional vs. Modern 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

traditional 7 11,7 11,7 11,7 

rather traditional 11 18,3 18,3 30,0 

rather modern 15 25,0 25,0 55,0 

modern 27 45,0 45,0 100,0 

Total 60 100,0 100,0  

 



A- 18 

 

Past-oriented vs. Future-oriented 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid  

past-oriented 8 13,3 13,3 13,3 

rather past-oriented 12 20,0 20,0 33,3 

rather future-oriented 9 15,0 15,0 48,3 

future-oriented 31 51,7 51,7 100,0 

Total  60 100,0 100,0  

 

Bureaucratic vs. Uncomplicated 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid  

bureaucratic 8 13,3 13,3 13,3 

rather bureaucratic 6 10,0 10,0 23,3 

rahter uncomplicated 10 16,7 16,7 40,0 

uncomplicated 36 60,0 60,0 100,0 

Total 60 100,0 100,0  

 

Strict vs. Loose hierarchy 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

strict hierarchy 10 16,7 16,7 16,7 

rather strict hierarchy 17 28,3 28,3 45,0 

rather loose hierarchy 17 28,3 28,3 73,3 

loose hierarchy 16 26,7 26,7 100,0 

Total 60 100,0 100,0  

 

Question 12: Please think about the ideal working environment. How important are the 

following benefits to you? 

 N Minimum Maximum Mean Std. Deviation 

High starting salary 60 1 3 1,50 ,873 

Company pension 60 1 6 2,08 1,476 

Bonus card 60 1 6 2,03 1,275 

Employee shares 60 1 6 2,60 1,787 

Health management 60 1 6 2,30 1,629 

Company holidays 60 1 6 1,82 1,467 

Flexible working hours, home office 60 1 6 1,78 1,354 

Own office 60 1 6 2,63 1,832 

Works outing/office parties 60 1 6 2,67 1,643 

Company kindergarten 60 1 6 3,80 1,929 

Offer of sports activities 60 1 6 2,83 1,833 
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Office's design/equipment 60 1 6 2,38 1,688 

Valid N (listwise) 60     

 

Question 13: If you could choose, for which company would you like to work for? 

 Answers Percentage of 

Cases N Percentage 

Preferred companya 

Siemens 34 25,2% 59,6% 

Red Bull 7 5,2% 12,3% 

Google 39 28,9% 68,4% 

Cisco 9 6,7% 15,8% 

The Estee Lauder Companies 4 3,0% 7,0% 

Adobe 5 3,7% 8,8% 

Zumtobel 7 5,2% 12,3% 

Dell EMC 2 1,5% 3,5% 

DHL 9 6,7% 15,8% 

THE One 4 3,0% 7,0% 

Omnicom Media Group 4 3,0% 7,0% 

Splash 1 0,7% 1,8% 

Osram 10 7,4% 17,5% 

Total 135 100,0% 236,8% 

a. Dichotomy group tabulated at value 1. 

 

Question 14: Why would you choose this company? 

 Answers Percentage of 

Cases 
 

N Percentage 

Why would you  

choose this companya 

Size of the company 5 5,8% 8,8% 

Possibility to grow 13 15,1% 22,8% 

Corporate culture / Good work environment 12 14,0% 21,1% 

Innovative / Creative 15 17,4% 26,3% 

Challenging 2 2,3% 3,5% 

Company's country of origin 2 2,3% 3,5% 

Products / Brand / Reputation 18 20,9% 31,6% 

Successful company 7 8,1% 12,3% 

Great work/life balance / Benefits 7 8,1% 12,3% 

others 5 5,8% 8,8% 

Total 86 100,0% 150,9% 

a. Group 

 

Question 15: Which information channels do you use most often to inform yourself about employers or 

job offers? 



A- 20 

 

 Answers Percentage of 

Cases N Percentage 

Information channelsa 

Fairs 6 3,7% 10,0% 

Company Website 37 22,8% 61,7% 

Company presentation at university/school 2 1,2% 3,3% 

Social Media (e.g. LinkedIn) 43 26,5% 71,7% 

Other Social Media (e.g. Facebook) 9 5,6% 15,0% 

Online advertisement 4 2,5% 6,7% 

Print media 9 5,6% 15,0% 

Online career platforms 24 14,8% 40,0% 

Family or friends 28 17,3% 46,7% 

Total 162 100,0% 270,0% 

a. Dichotomy group tabulated at value 1. 

 

Question 16: In your opinion, how attractive is the lighting/electrical industry as a 

working field? 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

very attractive 16 26,7 26,7 26,7 

attractive 20 33,3 33,3 60,0 

rather attractive 10 16,7 16,7 76,7 

rather unattractive 7 11,7 11,7 88,3 

unattractive 5 8,3 8,3 96,7 

not attractive at all 2 3,3 3,3 100,0 

Total 60 100,0 100,0  

 

Question 17: When you think about Austrian companies, how would you describe them? 

 Answers Percentage of 

Cases N Percentage 

Austrian companiesa 

Offer training & development 1 2,5% 3,8% 

Good management / well organized 4 10,0% 15,4% 

Flat hierarchies 1 2,5% 3,8% 

Fairness / Fair remuneration 5 12,5% 19,2% 

Strict / Conservative 4 10,0% 15,4% 

Innovative 6 15,0% 23,1% 

Good work/life balance / Social / Take care of employees 3 7,5% 11,5% 

High quality products / Professionality 5 12,5% 19,2% 

Good reputation 2 5,0% 7,7% 

others 9 22,5% 34,6% 

Total 40 100,0% 153,8% 
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a. Group 

 

Question 18: When you think about Austrian companies, which characteristics fit to them? 

 Answers Percentage of 

Cases N Percentage 

Description of  

Austrian companiesa 

Innovative 20 10,9% 34,5% 

Social 7 3,8% 12,1% 

Trustworthiness 20 10,9% 34,5% 

Employees are allowed to introduce their ideas 11 6,0% 19,0% 

Compatibility of family and job 12 6,6% 20,7% 

Different working-time models 6 3,3% 10,3% 

Environment friendly 18 9,8% 31,0% 

Proud of their employees 11 6,0% 19,0% 

Offer development possibilities 10 5,5% 17,2% 

Appreciation of employers 11 6,0% 19,0% 

Young & dynamic 5 2,7% 8,6% 

Smart casual 5 2,7% 8,6% 

Offer monetary benefits 8 4,4% 13,8% 

Offer social benefits 8 4,4% 13,8% 

Solidarity 6 3,3% 10,3% 

I do not know anything about Austrian companies 25 13,7% 43,1% 

Total 183 100,0% 315,5% 

a. Dichotomy group tabulated at value 1. 

 

Question 19: Which Austrian companies do you know? 

 Answers Percentage of 

Cases N Percentage 

Austrian companiesa 

Doppelmayr 7 5,6% 11,9% 

Red Bull 43 34,1% 72,9% 

Swarovski 33 26,2% 55,9% 

OMV 11 8,7% 18,6% 

KTM 10 7,9% 16,9% 

XAL 7 5,6% 11,9% 

bene 2 1,6% 3,4% 

None 13 10,3% 22,0% 

Total 126 100,0% 213,6% 

a. Dichotomy group tabulated at value 1. 

 

Question 20: How attractive would it be for you to work for an Austrian company? 
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 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

very attractive 17 28,3 28,3 28,3 

attractive 22 36,7 36,7 65,0 

rather attractive 16 26,7 26,7 91,7 

rather unattractive 3 5,0 5,0 96,7 

unattractive 1 1,7 1,7 98,3 

not attractive at all 1 1,7 1,7 100,0 

Total 60 100,0 100,0  

 

Question 21: Do you plan to apply for a new job in the next 6 months? 

 Frequency Percentage Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Yes 38 63,3 63,3 63,3 

No 22 36,7 36,7 100,0 

Total 60 100,0 100,0  

 

2.2 Crosstabs 

Crosstab: Nationality Groups (Q3) * Challenging workload (Q10) 

 Challenging workload 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups 

Europe 16 1 0 0 

UAE 2 0 0 0 

India 12 3 2 0 

North Africa 3 0 0 0 

Middle East 11 4 0 0 

Asia 2 2 0 0 

others 0 1 0 1 

Total 46 11 2 1 

Crosstab: Nationality Groups (Q3) * Career opportunities (Q10) 

 Career opportunities Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 17 0 0 17 

UAE 2 0 0 2 

India 16 1 0 17 

North Africa 3 0 0 3 
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Middle East 13 2 0 15 

Asia 4 0 0 4 

others 1 0 1 2 

Total 56 3 1 60 

Crosstab: Nationality Groups (Q3) * Training and development (Q10) 

 Training and development Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 17 0 0 17 

UAE 2 0 0 2 

India 15 2 0 17 

North Africa 3 0 0 3 

Middle East 11 3 1 15 

Asia 3 1 0 4 

others 2 0 0 2 

Total 53 6 1 60 

Crosstab: Nationality Groups (Q3) * Financial health and stability (Q10) 

 Financial health and stability 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups 

Europe 16 0 0 1 

UAE 2 0 0 0 

India 16 1 0 0 

North Africa 3 0 0 0 

Middle East 12 1 2 0 

Asia 3 1 0 0 

others 1 1 0 0 

Total 53 4 2 1 

Crosstab: Nationality Groups (Q3) * fit with vision, culture, values (Q10) 

 fit with vision, culture, values Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 16 1 0 17 

UAE 2 0 0 2 

India 14 3 0 17 

North Africa 3 0 0 3 

Middle East 14 1 0 15 

Asia 2 1 1 4 

others 2 0 0 2 
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Total 53 6 1 60 

Crosstab: Nationality Groups (Q3) * customer experiences (Q10) 

 customer experiences 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups 

Europe 7 4 5 1 

UAE 1 0 1 0 

India 11 4 2 0 

North Africa 2 1 0 0 

Middle East 8 4 2 1 

Asia 4 0 0 0 

others 1 0 1 0 

Total 34 13 11 2 

Crosstab: Nationality Groups (Q3) * friends' opinions (Q10) 

 friends' opinions 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups 

Europe 7 7 1 2 

UAE 1 0 1 0 

India 14 2 1 0 

North Africa 2 0 1 0 

Middle East 9 4 1 1 

Asia 3 1 0 0 

others 2 0 0 0 

Total 38 14 5 3 

Crosstab: Nationality Groups (Q3) * High salary (Q10) 

Anzahl   

 High salary Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 12 4 1 17 

UAE 2 0 0 2 

India 13 3 1 17 

North Africa 3 0 0 3 

Middle East 12 2 1 15 

Asia 4 0 0 4 

others 1 1 0 2 

Total 47 10 3 60 
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Crosstab: Nationality Groups (Q3) * Strong management (Q10) 

 Strong management Total 

(very) important rather important 

Nationality Groups 

Europe 13 4 17 

UAE 2 0 2 

India 17 0 17 

North Africa 3 0 3 

Middle East 13 2 15 

Asia 3 1 4 

others 2 0 2 

Total 53 7 60 

Crosstab: Nationality Groups (Q3) * Work/life balance (Q10) 

Anzahl   

 Work/life balance Total 

(very) important rather important 

Nationality Groups 

Europe 15 2 17 

UAE 1 1 2 

India 16 1 17 

North Africa 3 0 3 

Middle East 15 0 15 

Asia 4 0 4 

others 2 0 2 

Total 56 4 60 

Crosstab: Nationality Groups (Q3) * Contribution to decision making (Q10) 

 Contribution to decision making Total 

(very) important rather important 

Nationality Groups 

Europe 13 4 17 

UAE 2 0 2 

India 15 2 17 

North Africa 3 0 3 

Middle East 14 1 15 

Asia 2 2 4 

others 2 0 2 

Total 51 9 60 

Crosstab: Nationality Groups (Q3) * Possibility to work internationally (Q10) 

 Possibility to work internationally 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups Europe 13 2 2 0 
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UAE 2 0 0 0 

India 11 4 0 2 

North Africa 2 1 0 0 

Middle East 12 2 0 1 

Asia 3 1 0 0 

others 1 0 1 0 

Total 44 10 3 3 

Crosstab: Nationality Groups (Q3) * Company's country of origin (Q10) 

 Company's country of origin 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups 

Europe 4 5 6 2 

UAE 1 0 0 1 

India 7 4 3 3 

North Africa 2 0 0 1 

Middle East 9 2 2 2 

Asia 2 0 1 1 

others 1 1 0 0 

Total 26 12 12 10 

Crosstab: Nationality Groups (Q3) * Size of the company (Q10) 

 Size of the company 

(very) important rather important rather 

unimportant 

unimportant / 

not important at 

all 

Nationality Groups 

Europe 5 3 7 2 

UAE 2 0 0 0 

India 8 7 1 1 

North Africa 2 1 0 0 

Middle East 7 6 1 1 

Asia 2 0 2 0 

others 0 1 0 1 

Total 26 18 11 5 

Crosstab: Nationality Groups (Q3) * Room for creativity (Q10) 

 Room for creativity Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 12 5 0 17 

UAE 2 0 0 2 

India 15 2 0 17 
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North Africa 3 0 0 3 

Middle East 12 2 1 15 

Asia 3 1 0 4 

others 2 0 0 2 

Total 49 10 1 60 

Crosstab: Nationality Groups (Q3) * Job security (Q10) 

 Job security Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 13 4 0 17 

UAE 2 0 0 2 

India 16 0 1 17 

North Africa 3 0 0 3 

Middle East 15 0 0 15 

Asia 4 0 0 4 

others 2 0 0 2 

Total 55 4 1 60 

Crosstab: Nationality Groups (Q3) * Teamwork (Q10) 

 Teamwork Total 

(very) important rather important rather 

unimportant 

Nationality Groups 

Europe 15 1 1 17 

UAE 2 0 0 2 

India 15 1 1 17 

North Africa 3 0 0 3 

Middle East 12 3 0 15 

Asia 3 1 0 4 

others 2 0 0 2 

Total 52 6 2 60 

Crosstab: Nationality Groups (Q3) * Responsibility and fairness (Q10) 

 Responsibility and fairness Total 

(very) important rather important 

Nationality Groups 

Europe 16 1 17 

UAE 2 0 2 

India 17 0 17 

North Africa 3 0 3 

Middle East 14 1 15 

Asia 4 0 4 

others 2 0 2 
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Total 58 2 60 

 

2.3 Raw data of open questions 

The author did not proof read the raw data therefore, spelling mistakes could occur. 

 

2.3.1 Question 7: What do you like about your employer (open question) 

 

7. If you are currently working, what do you like about your employer? 

- flexibility; - good working atmosphere; - possibilities for growth 

There is always chance to learn and grow. 

OPEN MINDED - DIVERSITY - ALWAYS DEVELOPING FURTHER ... ETC 

Freedom, flexibility and accommodative mindset 

Good work environment, social responsible 

0 

Diverse and sustainable business; Very future orientated portfolio; Intercultural organization; Fair 
renumeration ; German engineering 

International Company with a wide and diverse portfolio range providing many different opportunities 
and challenges worldwide. 

Accountability and Responsibility 

Open door policy, ambition as a company, good reputation 

Good reputation, opportunities for promotion, professional development 

Her kindness and principle 

Approachable, respectable, combines western ethos with a strong cultural knowledge of the Middle 
East. Helpful and understanding. 

Brand and loyalty 

Airline benefits. 

That there is clear structure in place to progress career wise through developing your skill set in hands 
on experience. Unlike a lot of UAE employers there is a clear understanding that you need to have a life 
outside of work and that it important to treat your employees with respect. 

I like the fast pace of the business that I am in. I work in a Rocket Internet e-commerce venture in Dubai. 
One thing that I really admire about my company is the fact that employees are highly engaged and are 
well taken care of. 

Our Company has a full support throught their employees. 

I am working in my own comapny. I like the freedom. 

The marketing team 

- British firm, good internal policies/procedures; -Good work / life balance; - Firm organises sports & 
social events; -Regular feedback; -Give & take from all levels 

Most ethical and equal employee opportunity provider 

Wide variety opportunities to develop myself 
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Industry 

Stability of job and getting salary on time 

I am the employer 

0 - self employed 

Transparency with employees 

Great company with a lot of history, big brand positioning and influence. 

Stable job, very good management, innovative company 

Team and family environments 

Perfect 

As I am working with Dubai Government, so the name itself feels is proud. The best part is, we are free 
to implement any new technology in our field. 

0 

Flexible working hours, Feeling safe, Very good Health Insurance 

A company which has a rich Diversity with ; Equal opportunities to everyone. Moreover the company is 
helping improve lives of people. 

Love the working environment and the fact that all nationalities work together.; There has never been a 
delay in monthly salary.; ; The best part of all, everyone is treated equally with respect from technicians 
to managers. 

SALARY ON TIME 

Being privileged to work and contribute towards the business of a multi-national company, I would say 
the culture and the diversity of the personal you come across is one of the criteria I appreciate the most. 
This is followed, by the nature of the business itself and the company vision to contribute to a better 
world. The idea of running a business that works positively to provide a better product or service is the 
defining factor in todays day-to-day life. 

I love my job because I'm dealing with different kind of people all over the world 

Stability and Security 

I like the people I work with the most 

Interesting projects 

MNC would like always to take new adventures and explore opportunities. 

Genuine, highly motivative 

- Good work environment; - Interesting job; - Salary is paid on time 

Freedom to work our business ideas, working environment 

0 

Gaining a good experience and working in collaboration with a cross functional team 

Multinational company with a proven record and commitment to the region and employees 

stable company 

MNC status 

My company is a subsidiary of a group which has multi type of business accomplishing good revenue 
growth ye 

Freedom to innovate. 

0 

Opens doors at the highest level. 

Flexible working hours, good salary. 

Work Ethics 

I am working in a Multinational Company. There business strategy as well as quality of products I like 

Social benefits, fair remuneration 
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2.3.2 Question 8: What do you dislike about your employer? (open question) 

8. If you are currently working, what do you dislike about your employer? 

- high workload 

ALWAYS SEARCHING TO SAVE. 

Short term Financial figures concentration. 

Layered decision making 

0 

Management style 

To complex processes 

Complex organization with time consuming and costly processes. 

Nothing 

Poor recruitment strategy, reactive to problems at times 

Salary not reflective of the market, ever changing leadership team 

Her temper 

Small company so sometimes usual processes aren't as structured as they might have in a larger 
organisation . 

Too traditional (Japanese) 

At times tasks can be given without a full brief of what is expected, which in turn leads to 
disappointment.; Lack of clear direction at times and leadership. 

The ambiguity in the roles and the fact that the key resultant areas for roles are not concretely defined 
is what irks me the most about my company. 

Supportive 

I wish I could have had some steady income coming intomy bank ;-) 

Distance, offices are congested, no work appreciation even if the produced work results are excellent, 
micromanagement 

Restricted growth. 

N/A 

Too much system dependent 

None 

Mentality 

Politics in workforce and favoritism based on nationalism and relationship with top management 

0 

0 - self employed 

takes long time to make decision 

Dense hierarchy, poorly managed culture, inability to recognize that management at middle levels is 
porous. 

Nothing specific 

Direct involvement in details 

There is nothing to dislike, but yes.. everyone want growth in his career, which is lagging somewhere. 

0 

Nothing 
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Management and normal Employee positions are very much differentiated , ; less growth chance unless 
you have great connections; As a working mother you do not have good conditions such as long 
maternity leave, possibility for less working hours, working from home possibility 

Too many layers 

There is nothing I dislike about my employer 

WORKING TIME (2 SHIFTS) 

Politics, bureaucracy and the wall-street current finical model 

Waking up early ;p 

Loa Pay; Work Pressure; very limited scope for promotion. 

The uncertainty of the work 

Employee appreciation and loyalty 

None 

Purely workoholic character 

- Only one and half day off for weekend; - Salary could be more attractive 

Nothing in particular. We are a young & learning organisation 

0 

My employer uses subcontracting for the least commitment as possible with the employee and less 
rights 

Happy 

management 

Corporate instability 

No HR system is applied in the company 

Restrictions on useless things and no restrictions for the necessary things. 

Workload 

Politics 

Strict guidlines, no room for creativity. 

Communication 

Lack of coordination among different departments of the company 

strong hierarchy, complicated processes 

 

 

2.3.3 Question 9: Imagine you are searching for a job: what are the most important 

characteristics to you when considering acompany as a future employer? 

 

9. Imagine you are searching for a job: what are the most important characteristics to you when 
considering a company as a future employer? 

- possibilities for growth; - flexibility; - possibility to bring up our ideas; - freedom in decision making 

FUTURE GROWTH - SUSTAINABILITY - SECURITY GOOD REMUNERATION AND FAMILY BENEFITS 

Better chance to grow in my career and manage bigger team than what I have today. 
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Work culture, performance reward system, prospects for vertical growth. 

Company's culture - A good reward package - Career move 

Financial package, work environment, possibility for grown up in my career, job security 

Portfolio and products ; Brand and reputation of the companyear; EPS and financial strength 

global player, family friendly, lean organisation 

Role and Responsibility; Has to be challenging 

Reputation, ambition, facilitates development 

The team, the mission statement and values, opportunities, salary 

Work environment and the staff 

Background of company, employee turnover . Good employment package for expats bonus/ flights etc. 
Personality of new boss. 

Prefer it is a multinational/international comapny 

That there is a clear sign that the management lead by example and willing to give you room for 
growth.; The ability to gain new skill sets and develop.; Have an aspect of the job that scares and slightly 
intimidates as will encourage self drive. 

1) Culture of the organization ; 2) Role; 3) Brand name; 4) Salary; 5) Location 

Balance between the Employer & the Business 

Autonomy, exposure to the senior most management (Too many layers does not convey correct 
impresion about the employees capabilities), Smaller close knit company, Flexibility in way of working, 
Startegic view of the mnagement (not particularly always thinking about short term achivements), Walk 
the talk by senior management (no hypocracy or lip service) 

Salary, location and development 

Growth, and benefits. 

Internal Growth ; National/Regional recognition 

Integrity and public image of the organization with employee benefits 

Vision, Track record , employees development 

Freedom 

Fair salary and stability of the job. Equal opportunities for growth and learning. 

Company performance in the last 5-10 years; Social environment in the company; Key company 
attributes or contributions to the economy 

Credentials, team, corporate culture, office location and environment 

stable....transparency....decesion making 

I look for an ambitious company with charismatic leadership, inspirational people, integrity in the 
marketplace and a track record of driving innovation. 

- big international company at the stock market or boutique company ; - prepared for digitalisation ; - 
driving innovation ; - good and predictable management and colleagues ; - work/life balance 

Global and brand 

1. Work environment ; 2. Management ; 3. Benefits for me & family.; 4. Free to do work without 
restrictions. 
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1. The Company reputation and if it; is known as a good company or not.; ; 2. The amount of Salary.; 3. 
The Training Program. 

Not interested 

well profit making companies, well known companies, producing or selling great products, great salary 
and growth options, located near my home, flexible working hours 

Reputation, decentralised structure with employee empowerment. 

1. 2 day weekend; 2. Good working culture; 3. Nice atmosphere; 4. On time salary; 5. Trainings to 
improve skills 

CHALLENGING JOB, WORK ENVIRONMENT & HANDSOME PAY 

Company Culture and working environment ; business stability and security; business challenges and 
volume 

Stability and to be in a management position 

International Company; high pay; stability and security; designation and responsibilities. 

Work life balance, work events 

Good hr. social atmosphere. Approachable management. Structured line management. Grade definition 
and clear career progression steps. 

Vision ; Investment on R&D; Aspiration 

As long as the firm is confident in me, i would opt for it 

- Job security; - Stability of the company; - Better job prospects 

Growth opportunities, Remuneration, working culture, company's image in the market 

Growth 

Appreciating the employee and his commitment to the job, honesty and professionalism 

Multinational with a commitment to engage and develop employees, empower them 

stability - salary - non arabic mangment 

Financial stability ; Multicultural environment; Good compensation package 

-Good reputation in market; -Definitely better salary, benefits & incentive scheme ; -Career 
development & stability ; -Company management reputation & background ; -Company structure & field 
of business 

Salary , work culture and growth. 

Work environment, development opportunities and compensation 

my co-workers and who i'm reporting to (their character and style) 

Responsibility, flexible working hours, benefits. 

Salary; Work environment ; Company name 

The business model they are following. ; Growth potential; Working environment 

good Reputation, fair to employees also to employees in poorer countries, remuneration, the product 
itself 
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2.3.4 Question 14: Why would you choose this company? 

14. Why would you choose this company? 

- I would prefer to work for "no name" company rather an entreprise 

MY BEST PREFERRED AMONG ALL OF THE ABOVE 

They are closer to my field and I believe I can grow in those companies. 

Work culture and prospects for growth 

high tech/ Innovative /room for progress 

Big companies, offering a challenge work 

German engineering, great products, successful, brand and reputation 

Innovative, global player, future oriented, known to be family/ employee friendly, highly ranked in the 
marked 

Brand image 

Innovative companies with good reputations for quality 

Creative, good reputation, innovative style 

Top companies 

I reckon it would be a Modern, reputable and interesting organisation to be working for. 

Heard that their offices are very creative and nice. Their culture must be very cool. 

It's where I currently work and although there are defiantly things that I don't like it's by far the best 
company I've worked for in years.; ; Fair hours.; Career development, training and growth.; Great 
work/life balance ; Amazing leadership 

1) Brand name.; 2) Interesting line of business.; 3) Companies that i chose are heavy on innovation.; 4) I 
have friends working in the above mentioned companies and from what I have heard the work 
environment is very conducive. 

Been in the Industry for many uears not, fully established & one of the leading company globally 

After working for number Fortune 500 comapnies at senior level. I do not think any of these comapny is 
ideal (unless they convince me otherwise) The reason is that everyone is forced to think short term and 
the results are expested within three months. This is almost impossible and everyone is out to prove 
themselves. All companies are almost same with 15-20% difference. No one is really innovative or 
actually encourages in doing what is said. 

Reputation, recognized, innovative and creative 

Good work environment 

Positive feedback from contacts already working at these companies. 

Employee benefits, branding image and work challenges 

Visions , past record and development ipportuntinites 

Stability 

Multinational , fairly paid, flexible working hours and health insurance. 

Company performance and stability; Global presence ; Social environment ; Very innovative ; Future 
proof 
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Creativity, innovation 

Siemens is school for fresh engineers with innovation and creativity. they always believe in employees 
power. 
Well structured organizations with forward thinking, creative mentality.; Employees are expected to 
provide an opinion on the company direction whilst fostering cross functional interactions, resulting in 
an entrepreneurial experience. 

Answers above 

Famous 

There are following points,; 1. Work Environments is very good.; 2. These companies want your 
knowledge & Experience & they appreciate it.; 3. Emirates Airlines because.. I love to travel, so they 
provide travel benefits.; 4. Salary structure is good. 

For their good reputation and salary. 

Flexibility and exploring 

interessting products, big companies, well known 

Interesting work culture 

I have seen all 3 companies in the best companies to work for list.; They seem to have very innovative 
ideas. 

BETTER PROSPECTS 

Google, has one of the most mix culture, open minded, and great work environment. Mixed with one of 
the most innovative and challenging business model.; GE resembles a bit, while SIEMENS and ABB falls 
behind, compared to Google in those criteria , especially in UAE. 

It's god companies where I could get my chance to develop my self 

Well known brand; stable & secure; my experience fits in their products portfolio. 

They have good names and well known companies 

International. Technology orientated. Innovative. Forward looking. Reputable. 

Work environment; Benefits ; Career planning 

I have had some business oppurtunities with the above. They are proactive in what they do. 

Because they are some of the best companies in the field of Electrical Engineering. 

Work culture, Work-life balance, right Remuneration 

Growth 

I've always wanted to work with Siemens as one of the largest German multinational companies 

The would fit into my profile good experience with them 

stable - salary 

Reputed companies 

Multinational Companies 

Better work culture 

Reputation of being attractive employers 

I lovvvvvvvve startups...there's so much unknown and you can shape your future...; THE One is in a field 
that is not familiar to me...seems there's a lot of innovativeness due them continuously re-inventing 
themselves...; Osram is a struggling and rigid company...i'd love to turn it around and contribute to a 
success story after having some trouble... 

Big, innovative, flexible ... 
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Good salaries; Good work environment ; Friendly atmosphere 

I worked in AREVA before and enjoyed working there 

innovative, nice working atmosphere for employees, social benefits 

 

2.3.5 Question 17: When you think about Austrian companies, how would you 

describe them? 

If you do not know anything about Austrian companies, please indicate 0. 

17. When you think about Austrian companies, how would you describe them? 

- offer training; - good management styles - often flat hierarchies 

NO.1 

I know a few of them in my area, Tridonic one of them. This one is quite strong and well organized, But 
never thought about them a lot. 

0 

Fair treatment + Strict rule - 

0 

Red Bull does a fantastic marketing job 

0 

Good 

0 

0 

Fair 

I'm not really knowledgable on any Austrian companies. 

0 

0 

Innovative, very social, good work life balance and take care of the employees. 

Not sire 

My impression is that they are innovative and have good quality products. However they are very rigid, 
conservative and have old style of management. I also feel that they prefer their own nationasl for 
senior positions and there is hardly any chance for others to take boaed of Directors Position. This is 
especially true for Asians who actually contribure to more that half of the global population, fastesty 
growing reagion and will have three superpowers in few decades. 

0 

0 

indifferent 

I know very little about Austrian companies but am sure they've good work ethics and employee friendly 

0 

Some of them are good 

quality and work life Balance. Of course paid fairly then companies in Asia and Middle East. 

0 

Efficient, forward thinking 



A- 37 

 

 

 

 

 

its not famous in this region. as know siemens transformer factory which only known here. 

I know Rosenbauer is the world leader in fire fighting, Strabag is an international contractor and the 
Glock is a decade old reliable weapon for professional security. Their brand image isn't as big as those 
from their neighbors but the management style is traditional, has little or no negative publicity and the 
quality benchmark is very high and professional. 

0 

Honest 

Think innovative. 

0 

Don't have the knowledge 

conservative, innovative, strong Management 

0 

0 

EUROPEAN COMPANIES ARE MOSTLY GOOD 

I wish I know better about the Austrian companies to answer this question (apart from RedBull). Not 
much of them is gaining recognition, at least in the field of my expertise! 

I wish to work in Australia 

not very attractive due to language barrier 

0 

Moder. Design focused. 

0 

Energetic and enthusiastic 

0 

Good quality 

0 

Quality, innovation and high technology 

Don't know thinking of Mozart and Vienna 

dont know any 

0 

Australian companies has good reputation and look forward to work with any of them 

Don't know much 

Not much information, but I would imagine similar to German 

GERMAN :) 

old fashioned, conservative, good liquidity, ... 

0 

0 

fair to employees, traditional and strict hierarchies, good remuneration 
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3. Additional Findings and Graphics of the online survey 

 

Question 2: Your Gender 

 

Figure A- 1 Gender of Participants (own presentation) 

 

Question 21: Do you plan to apply for a new job within the next 6 months? 

 

Figure A- 2 Question 21 (own presentation) 
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4. Calculation of Budgeting 

Since XAL has not done any defined employer branding measures so far and therefore, 

has not included any budget for those measures, it is not possible to calculate the 

budget for the implementation of the EB concept with the basis of the previous year. 

As a result, it is recommended that XAL plans to budget the EB measures with regards 

to the affordability method. Due to overlapping of the HR and the marketing 

departments in terms of employer branding like for example website refreshment, it is 

suggested to use budget remained from both departments at least for the calculation 

of the first year 2018. 

 

For the calculation of the first year’s budget, the author used fictive and researched 

figures since the company could not share internal numbers due to discretion and 

confidentiality. When implementing the key measures for this concept, mainly internal 

costs will arise. Measures like the development and implementation of the EB concept, 

the conviction of the management board, further analyses and planning and the staff 

training can be done internally. Hereby, the only costs are internal personnel costs. 

Since employees who are responsible for employer branding will need more time to 

work on those topics in future instead of their previous tasks, these working hours need 

to be included in the calculation of the EB budget. If the EB tasks extend in future, it 

will be necessary to employ another person who takes over EB responsibilities. Those 

additional personnel costs are not calculated at the following table since it will not be 

relevant for the first year. The personnel costs which are only internal costs are 

calculated with an average hourly wage of € 32 per employee in Austria in 2016 (cf. 

eurostat 2016). The restructuring of the HR and the marketing department will be 

necessary to plan the future working hours and responsibilities for the employees who 

will take over all EB tasks.  

 

Besides the personnel costs, support by external agencies is key to implement the 

latest technology of website optimization and creation of EB materials like modern 

videos and appealing image materials. Due to empirical data, most of SMEs do not 

have own proper photo and film cameras and cannot produce professional video 

material in-house. Therefore, those activities need to be outsourced. Hereby, XAL 

could not publish agency costs again, thus, the author researched possible costs for 

those EB materials online. The assumed costs also included monthly supporting costs 



A- 40 

 

for maintaining and implementation of new content. The agency costs are only guiding 

values and can either be lower or higher depending on complexity, feasibility and 

specialty of wishes. Instead of agencies, XAL could do all those measures in-house by 

employing experts but which will cause more personnel costs and will be more 

expensive than the work and support of agencies. Therefore, the author did not 

calculated additional personnel costs for those tasks. All social media activities are 

done in-house by the marketing department and also the content for the website and 

all other social media presence is also done by HR and marketing in close cooperation. 

Due to existing know-how of internals, a lot of money can be saved here when not 

outsourcing those tasks. In addition, the preparation of internal employer branding 

workshops and the training of staff can be developed with support of agencies with the 

know-how of EB. This is implemented into the calculation of the internal measures. 

 

As a last point, membership fees are stated below since the cooperation with Austrian 

organizations will strengthen the company when doing business abroad. Those 

organizations will share knowledge with its members and therefore, XAL can receive 

information from experienced companies and can exchange know-how with other 

Austrian firms. In addition, at special events and fairs, XAL can promote itself as an 

attractive employer. Those events are held at different locations and are not only 

relevant for the target market UAE but also for future EB measures in other countries. 

 

The following three tables A-1, A-2 and A-3 highlight the costs of all measures in detail 

and show the calculation of every single step. 

Parts of measures 
Type of 
costs 

Estimated costs per 
hour 

 

Estimated 
required 

personnel 
resources 

 

Esti
mat
ed 

requ
ire 

time 

Estimat
ed 

costs € 

Costs of 
Measure 1 

In total 1,536 

Meeting of the 
management board of XAL 
inclusive HR department 

who are responsible for the 
EB. 

hourly labor 
costs Average of € 32 per 

hour per employee (cf. 
eurostat 2016) 

x 

5 employees 
(3 

management 
board + 2 HR 
department) 

x 
3 

hour
s 

€ 480 

Internal discussion and 

analyzation, further 

planning by the HR 

department 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

3 employees 
(HR) 

x 
8 

hour
s 

€ 768  
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Discussion of divisions of 

responsibilities for further 

steps inclusive allocation of 

personal resources 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

3 employees 
(HR) 

x 
3 

hour
s 

€ 288 

Costs of 
Measure 2 

In total 800 

Meeting of EB persons 

responsible to discuss the 

proposed EVP and the new 

claim 

hourly labor 
costs 

Average of € 32 per hour 
per employee (cf. 
eurostat 2016) 

x 
3 employees 

(HR/EB) 
x 

5 
hour

s 
€ 480 

Presentation of EVP to 

management board 
hourly labor 

costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

5 employees 
(3 

management 
board + 2 HR 
department) 

x 
2 

hour
s 

€ 320 

Costs of 
Measure 3 

In total 1,124 

Research the Austrian 
organizations XAL is part 

of or with which XAL could 
cooperate in future. Then 
refer to these organizations 

on the website. 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 1 employee x 

16 
hour

s 
€ 512 

Give information about 
Austria on the website hourly labor 

costs 

Average of € 32 per hour 
per employee (cf. 
eurostat 2016) 

x 1 employee x 
2 

hour
s 

€ 62 

external 
support of 
website 

maintenanc
e 

€ 200 per month per 
240 minutes, premium 
contract (cf. Website 

Pflege 2017) 

x 1 external x 
1 

hour 
€ 50 

Integrate the company into 
events which are 
organized by Austrian 

organizations 

Membershi
p fees 

some organizations are 
without fees (e.g. 
Enterprise Europe 

Network), up to € 500 

x 
2 

organizations 
(1 for free) 

 - € 500 

Costs of 
Measure 4 

In total 34,324 

Development of a concept 

for the refreshment of the 
website by incorporating 
the online marketing 

department and external 
agency  

External 
agency 

~10,000€ (cf. Bösiger 
Engineering AG 2017) 

 
1 external  - € 10,000 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

2 employees 
(1xHR, 1x 
marketing) 

x 
25 

hour
s 

€ 1,600 

Creation of picture and 
video material 

External 
agency 

~10,000€ (cf. Die 
Filmagentur 2017) 

 
5 externals  - € 10,000 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

2 employees 
(1xHR, 1x 
marketing) 

x 
25 

hour
s 

€ 1,600 

Additional search engine 
marketing (e.g. Google 

AdWords) to promote 
especially the new career 
website 

Google 
Adwords 
campaign 

Costs-per-Click  
Budget of € 10,000 for 1 

year 
 -  - € 10,000 

Development of special HR 
content for the career page hourly labor 

costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

1 employee 
(HR) 

x 
16 

hour
s 

€ 512 

external 
support of 
website 

maintenanc
e 

€ 200 per month per 
240 minutes, premium 
contract (cf. Website 

Pflege 2017) 

x 1 external x 
1 

hour 
€ 50 
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Continuously update the 

website with new content hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

1 employee 
(HR) 

x 
16 

hour
s 

€ 512 

external 
support of 
website 

maintenanc
e 

€ 200 per month per 
240 minutes, premium 
contract (cf. Website 

Pflege 2017) 

x 1 external x 
1 

hour 
€ 50 

Costs of 
Measure 5 

In total 19,472 

Selection of an internal 
female employee who will 

represent XAL in future. 
Integrate into the employer 
branding measures 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

2 employees 
(HR) 

x 80 € 5,120 

New marketing material 
which mainly show female 
workers at XAL, e.g. 

posters, advertorials, 
pictures at career website 
or at job advertisements in 

cooperation with agencies 

External 
agency 

~10,000€ (cf. Die 
Filmagentur 2017) 

 
5 externals  - € 10,000 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

1 employee 
(HR) 

x 
16 

hour
s 

€ 512 

Highlighting of the working 
environment at XAL, the 

social benefits for women, 
possibilities for maternity 
leave and different work 

time models, promote 
supporting women in 
technical jobs 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

1 employee 
(HR/EB) 

x 
120 
hour

s 
€ 3,840 

Costs of 
Measure 6 

In total 11,712 

Implementation of career 
content at all social media 

channels  

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

2 employees 
(1xHR, 1x 

SoMe) 
x 

16 
hour

s 
€ 1,024 

Implementation of new 
picture and video material hourly labor 

costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

2 employees 
(1xHR, 1x 

SoMe) 
x 

16 
hour

s 
€ 1,024 

Introduction of the HR 
department and EB 
ambassadors 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 1 employee x 

2 
hour

s 
€ 64 

Communication of 

extensively addressing 
women 
 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

3 employees 
(1xHR, 1x 

SoMe, 
1xMarketing) 

x 
40 

hour
s 

€ 3,840 

Creation of tailored 
messages for the UAE hourly labor 

costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

3 employees 
(HR/EB) 

x 
60 

hour
s 

€ 5,760 

Costs of 
Measure 7 

In total 28,320 

All content of EB 
communication need to be 

replenished by pictures, 
videos and emotional 
wording 

External 
agency 

~10,000€ (cf. Die 
Filmagentur 2017) 

 
5 externals  - € 10,000 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 

3 employees 
(2xHR/EB, 

1xMarketing) 
x 

80 
hour

s 
€ 7,680 

Introduction of the HR 

department  Give the 

company a face 

hourly labor 
costs 

Average of € 32 per 
hour per employee (cf. 

eurostat 2016) 
x 2 employees x 

10 
hour

s 
€ 640 

In terms of personalizing 
and emotionalizing the 
communication, XAL could 

introduce a Corporate 
Image Video & “Meet the 
Team” Video. This directly 

External 
agency 

~10,000€ (cf. Die 
Filmagentur 2017) 

 5 externals  - € 10,000 
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addresses potential 

employees in a personal 
way and evokes their 
emotions. Creation of a 

professional video can be 
done by an agency 
(~10,000€) whereas, “Meet 

the Team” videos can be 
realized by internal 
employees by using mobile 

phone cameras and 
reproduce a certain scene 
with employees. 

Sum of all 
External 
Measures 

In total 97,288 

Table A- 1: Calculation of Costs of External Measures (own presentation) 

 

Parts of 
measures 

Type of costs 
Estimated 
costs per 

hour 
 

Estimated 
required 

personnel 
resources 

 
Estimated 

require 
time 

Estimated 
costs € 

Costs of 
Measure 1 

In total 15,240 

Continuously reporting 

to the management 

board hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
1 employee 

(HR) 
x 

50 hours 
per year (1 

hour per 
week) 

€ 1,600 

Engaging them by 

inviting to EB 

workshops and 

presentation of results 

hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
5 employees 
(2x HR, 3x 

Mgmt) 
x 50 hours € 8,000 

Support by 
external 

agency (EB 
input+material) 

~€ 5,000  3 externals  - € 5,000 

Arguing about the 

importance of EB 

hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
2 employees 

(HR/EB) 
x 

10 hours 
per year 

€ 640 

Costs of 
Measure 2 

In total 6,400 

Due to globalization 
and other rapid 

developments, the 
company should do 
further research about 

EB and also the 
changes in the market 
in the UAE 

hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
2 employees 

(HR/EB) 
x 

100 hours 
per year 

€ 6,400 

Costs of 
Measure 3 

In total 76,800 

Organize EB 

workshops and events 
hourly labor 

costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
2 employees 

(HR/EB) 
x 

100 hours 
per year 

€ 6,400 
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Support by 
external 

agency (EB 
input+material) 

~€ 5,000  3 externals  - 
See costs 
Measure 2 

Keep the promises 

which are made to all 

employees in order to 

create loyalty 

hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
2 employees 

(HR/EB) 
x 

100 hours 
per year 

€ 6,400 

Integrate EB 

ambassadors from 

different department 

into EB measures, ask 

about ideas and 

feedback, implement 

their suggestions, 

control the 

implementation, 

introduce employee 

surveys, offer special 

EB tools for employees 

hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
20 employees 

(2x HR/EB, 18x 
Ambassadors) 

x 
50 hours 
per year 

€ 32,000 

Performance training 
for EB ambassadors 

and the general EB 
team, further 
development 

possibilities 

hourly labor 
costs 

Average of € 
32 per hour 

per employee 
(cf. eurostat 

2016) 

x 
20 employees 

(2x HR/EB, 18x 
Ambassadors) 

x 
50 hours 
per year 

€ 32,000 

Sum of all 
Internal 
Measures 

In total 98,440 

Table A- 2: Calculation of Costs of Internal Measures (own presentation) 

 

 

Costs center Estimated 

costs 

Personnel € 130,078 

External € 65,150 

Others (membership) € 500 

EB concept cost estimation in 2018 € 195,728 

Table A- 3: Budgeting of EB concept (own presentation) 
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