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Summary 

In times of shortages of qualified and skilled employees, companies are required to 

position themselves attractively on the labour market in order to address relevant 

talents. Especially, when it comes to technical key positions, companies are 

experiencing a major challenge. The eagerness of today’s employees to build 

resumes and their confidence in their abilities lead to the situation of having 

applicants choosing their employer instead of vice versa. The increasing level of 

competition among companies results in the necessity of branding not only the 

company and its products and services but also the firm as an employer.  

Energie Steiermark AG is among Austria’s biggest energy and service suppliers and 

finds itself right in the middle of the war for talents. Hence, the business decided to 

set a focus on the elaboration of an employer brand and the attractive positioning of 

the company on the labour market. In order to do so, Energie Steiermark AG needs 

an employer branding concept with a clearly defined employer value proposition. 

Hence, the objectives of this thesis are to develop an employer branding concept 

for Energie Steiermark AG and to recommend target-group oriented measures.  

The first part of this thesis provides the theoretical base for the development of an 

employer branding concept and discusses relevant terms, different models and 

strategies. In order to develop an employer branding concept addressing the 

company’s proposed target group, a quantitative online questionnaire was 

conducted. It was aimed to investigate in the target groups expectations regarding 

employer attributes as well as their preferred channels for information-seeking 

activities.  

Within the practical section, the focus was set on the development of the employer 

branding concept for Energie Steiermark AG. Relevant recommendations for action 

and measures to strengthen their position as a preferred employer are proposed. 

Hence, strategic, internal and external measures are provided in order to increase 

the number of qualitative and initiative applications. The results lead to the 

assumption that Energie Steiermark AG satisfies all relevant desires of its target 

group concerning employer attributes and is therefore, situated well for the 

elaboration of an attractive employer brand. 
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Abstract 

In Zeiten des Fachkräftemangels sind Unternehmen gefordert sich auf dem 

Arbeitsmarkt attraktiv zu positionieren, denn nur so können relevante Talente 

angesprochen werden. Vor allem bezüglich technischer Schlüsselpositionen stehen 

Unternehmen vor einer großen Herausforderung. Der Eifer der heutigen jungen 

Menschen Karriere zu machen und ihr starkes Vertrauen in die eigenen Fähigkeiten 

führen dazu, dass Bewerber ihren Arbeitgeber selbst wählen können und nicht 

umgekehrt. Der zunehmende Wettbewerb unter den Unternehmen führt zur 

Notwendigkeit, nicht nur eine Marke für das Unternehmen, die Produkte und 

Dienstleistungen zu bilden, sondern auch für die Firma als Arbeitgeber.  

Energie Steiermark AG zählt zu den größten Energie- und 

Dienstleistungsunternehmen Österreichs und befindet sich genauso wie 

Mitbewerber mitten im Kampf um Talente. Aus diesem Grund entschied sich der 

Konzern, den Fokus auf die Entwicklung einer Arbeitgebermarke zu legen. Dazu 

benötigt Energie Steiermark AG ein Arbeitgebermarkenkonzept mit einem klar 

definierten Arbeitgeberversprechen. Daher ist das Ziel dieser Arbeit ein solches 

Konzept für die Firma zu entwickeln und Empfehlungen zu zielgruppenorientierten 

Maßnahmen zu geben. 

Die Theorie am Beginn dieser Arbeit liefert die Grundlage für die Entwicklung eines 

Arbeitgebermarkenkonzeptes und diskutiert alle relevanten Begriffe sowie 

verschiedene Modelle und Strategien. Für die Konzeptentwicklung passend für die 

Zielgruppe, wurde ein quantitativer Online-Fragebogen durchgeführt. Ziel war es, 

die Erwartungen der Zielgruppe hinsichtlich Arbeitgebereigenschaften 

herauszufinden sowie bevorzugte Informationskanäle zu untersuchen.  

Im praktischen Teil liegt der Schwerpunkt auf der Entwicklung des 

Arbeitgebermarkenkonzeptes für Energie Steiermark AG. Relevante 

Handlungsempfehlungen und Maßnahmen zur Stärkung der Position des 

bevorzugten Arbeitgebers sind Teil davon. Es werden strategische, interne und 

externe Maßnahmen bereitgestellt, um die Anzahl der qualitativen und initiativen 

Bewerbungen zu erhöhen. Die Ergebnisse führen zu der Annahme, dass Energie 

Steiermark AG bevorzugte Arbeitgebereigenschaften erfüllt und damit für den 

Aufbau einer attraktiven Arbeitgebermarke gut aufgestellt ist. 



 

V 

Table of Contents 

List of Figures ....................................................................................................... VIII 

List of Abbreviations .............................................................................................. IX 

1 Introduction ........................................................................................................ 1 

1.1 Initial Situation .............................................................................................. 1 

1.2 Definition of the Problem ............................................................................. 1 

1.3 Objectives .................................................................................................... 2 

1.4 Frame of Reference ..................................................................................... 3 

2 Employer Branding ............................................................................................ 4 

2.1 Corporate, Consumer and Employer Brand ............................................... 4 

2.1.1 Corporate, Consumer and Employer Brand in Context .......................... 6 

2.1.2 Corporate Image and Employer Image ................................................... 7 

2.1.3 Employer Brand in the Service Industry .................................................. 8 

2.1.4 Integrated Service Brand Model by Mosley ............................................ 8 

2.1.5 Service-Branding Model by Berry ............................................................ 9 

2.2 Objectives and Functions of Employer Branding ...................................... 10 

2.2.1 Employer Perspective ............................................................................ 11 

2.2.2 Employee Perspective ........................................................................... 13 

2.3 Stakeholders of Employer Branding.......................................................... 15 

2.4 Internal vs. External Employer Branding................................................... 16 

2.5 The Concept of Employer of Choice ......................................................... 17 

2.6 Dimensions of Attractiveness .................................................................... 17 

2.7 The Employee-Life-Cycle .......................................................................... 19 

2.8 International Employer Branding ............................................................... 20 

2.8.1 International Employer Branding Strategies.......................................... 21 

2.8.2 International Employer Value Proposition ............................................. 23 

2.8.3 International Strategy Selection ............................................................. 24 

3 Talent Segmentation and the Concept of Generations............................... 26 

3.1 Definition and Process of Talent Segmentation ....................................... 26 

3.2 The Concept of Generations ..................................................................... 27 

3.2.1 Generations ............................................................................................ 28 

3.2.2 Influence of Generations on the Employer Branding Concept ............. 31 

4 Development of an Employer Branding Concept ........................................ 32 

4.1 The Development Process ........................................................................ 32 



 

VI 

4.2 Analysis Phase .......................................................................................... 33 

4.2.1 Company Analysis ................................................................................. 34 

4.2.2 Employer Attribute Analysis – Kano Model ........................................... 37 

4.2.3 Target Group Analysis ........................................................................... 39 

4.3 Planning Phase .......................................................................................... 40 

4.3.1 Prioritisation of Target Groups ............................................................... 40 

4.3.2 Specification of Objectives ..................................................................... 42 

4.3.3 Employer Positioning ............................................................................. 42 

4.3.4 Employer Value Proposition .................................................................. 45 

4.4 Implementation Phase ............................................................................... 46 

4.5 Communication of the Employer Brand .................................................... 48 

4.5.1 Communication Along the Employee-Life-Cycle................................... 48 

4.5.2 Communication Concept ....................................................................... 49 

4.5.3 Channels ................................................................................................ 50 

4.5.4 Internal Communication ......................................................................... 52 

4.6 Monitoring Phase ....................................................................................... 53 

5 Summary of the Literature .............................................................................. 57 

6 The Energy Sector in Austria ......................................................................... 59 

7 Energie Steiermark AG .................................................................................... 60 

8 Analysis of Existing Employer Branding Strategy ...................................... 62 

8.1 Analysis of National Employer Branding Measures.................................. 62 

8.1.1 Internal Employer Branding Measures .................................................. 62 

8.1.2 External Employer Branding Measures ................................................. 63 

8.1.3 Career Website Evaluation .................................................................... 65 

8.2 Analysis of Employer Positioning and Employer Value Proposition ........ 66 

9 Analysis of the Target Group ......................................................................... 69 

10 Primary Market Research................................................................................ 71 

10.1 Research Objectives and Information Deficiency ..................................... 71 

10.2 Research Method ...................................................................................... 72 

10.2.1 Sampling ............................................................................................. 73 

10.2.2 Survey Instrument .............................................................................. 74 

10.3 Research Design ....................................................................................... 75 

10.4 Timetable ................................................................................................... 76 

11 Target Group Expectations and Behaviour .................................................. 77 

11.1 Expectations and Factors of Attractiveness .............................................. 80 



 

VII 

11.1.1 Open Questions.................................................................................. 80 

11.1.2 Assessment Table – Closed Question .............................................. 81 

11.1.3 Kano-Method Questions .................................................................... 86 

11.2 Job Seeking Behaviour and Used Media Channels ................................. 89 

11.3 The Energy Industry as a Working Field ................................................... 92 

12 Development of an Employer Branding Concept for Energie Steiermark 

AG.  ........................................................................................................................... 95 

12.1 Planning Phase .......................................................................................... 95 

12.1.1 Employer Positioning and Employer Value Proposition .................... 96 

12.1.2 Promotion and Communication Channels ......................................... 99 

12.2 Recommendations for Implementation ...................................................101 

12.2.1 Strategic Measures ..........................................................................101 

12.2.2 External Measures ...........................................................................102 

12.2.3 Internal Measures .............................................................................103 

12.3 Monitoring Phase .....................................................................................104 

12.4 Overview of Employer Branding Concept for Energie Steiermark AG ...105 

13 Limitations and Further Use of Thesis ........................................................106 

14 Conclusion ......................................................................................................107 

Bibliography ..........................................................................................................108 

Appendix................................................................................................................118 

 



 

VIII 

List of Figures 

Figure 1: Framework of reference............................................................................. 3 

Figure 2: Integrated service brand model by Mosley ............................................... 9 

Figure 3: Service branding model by Berry .............................................................. 9 

Figure 4: The employer brand and its stakeholders ............................................... 16 

Figure 5: Employee-life-cycle .................................................................................. 20 

Figure 6: International EB strategies ...................................................................... 22 

Figure 7: International EB strategies ...................................................................... 23 

Figure 8: Generations overview .............................................................................. 28 

Figure 9: Employer brand development process .................................................... 33 

Figure 10: Kano attributes ....................................................................................... 38 

Figure 11: Kano model ............................................................................................ 38 

Figure 12: Two-dimensional evaluation chart ......................................................... 39 

Figure 13: TG matrix................................................................................................ 41 

Figure 14: Positioning wheel according to Mosley ................................................. 44 

Figure 15: EVP touchpoints .................................................................................... 47 

Figure 16: KPI's for EB ............................................................................................ 55 

Figure 17: EB concept overview ............................................................................. 58 

Figure 18: Overview Energie Steiermark AG ......................................................... 61 

Figure 19: Internal EB measures ............................................................................ 63 

Figure 20: Internal EB measures ............................................................................ 64 

Figure 21: CUBE criteria evaluation ....................................................................... 65 

Figure 22: CUBE criteria evaluation ....................................................................... 66 

Figure 23: Materiality matrix Energie Steiermark AG ............................................. 68 

Figure 24: Population overview ............................................................................... 73 

Figure 25: Research design overview .................................................................... 75 

Figure 26: Timetable market research .................................................................... 76 

Figure 27: Age of participants [n=110] .................................................................... 77 

Figure 28: Country of residence [n=110] ................................................................ 78 

Figure 29: Interest in new employer [n=110] .......................................................... 78 

Figure 30: Highest completed education [n=110] ................................................... 79 

Figure 31: Field of specialisation [n=11] ................................................................. 79 

Figure 32: Top 8 attributes of dream employer [n=85] ........................................... 80 

Figure 33: Top 8 attributes of bad employer [n=82] ............................................... 80 

file://///Users/vanessa/FH-University/CAMPUS%2002/3rd%20Semester/MASTER%20TH./MT_Groß%20copy.docx%23_Toc8588921


 

IX 

Figure 34: Importance of employer attributes [n=110] ........................................... 82 

Figure 35: Results of the importance of employer attributes ................................. 82 

Figure 36: Importance of working environment attributes [n=110] ........................ 83 

Figure 37: Mean values of employer attribute importance [n=110] ....................... 84 

Figure 38: Top 5 employer attributes ...................................................................... 84 

Figure 39: Mean values of attribute importance per country [n=110] .................... 85 

Figure 40: Employer attributes with significant differences in the importance ...... 85 

Figure 41: Top 3 - Importance of attributes per age group [n=110] ....................... 86 

Figure 42: Example for Kano table analysis ........................................................... 86 

Figure 43: Frequency of Kano attributes [n=110] ................................................... 87 

Figure 44: Continuous analysis of Kano survey ..................................................... 88 

Figure 45: Ranking of continuous Kano factor analysis ......................................... 89 

Figure 46: Used information channels [n=110]....................................................... 89 

Figure 47: Relevance of digital platforms [n=110] .................................................. 90 

Figure 48: Relevance of digital platforms by age group ......................................... 91 

Figure 49: Type of career information [n=110] ....................................................... 92 

Figure 50: Factors of attractiveness - energy industry [n=110] ............................. 93 

Figure 51: Familiar employers of the energy industry in Austria [n=110] .............. 94 

Figure 52: TG prioritisation matrix ........................................................................... 96 

Figure 53: Validation of EVP ................................................................................... 97 

Figure 54: Recommended media mix ..................................................................... 99 

Figure 55: Key performance indicators .................................................................104 

Figure 56: Overview over EB concept ..................................................................105 

 

List of Abbreviations 

EB = Employer Branding 

EVP = Employer Value Proposition 

HR = Human Resources 

HRM = Human Resource Management 

IT = Information Technology 

KPI = Key Performance Indicator 

TG = Target Group 



 

1 

1 Introduction 

The first chapter provides an overview over the thesis’ content and objectives. Thus, 

the company is introduced, and the initial situation is described and analysed. This 

leads to the definition of the problem and the company and thesis goals. Finally, the 

frame of reference presents the structure and general contents of this thesis. 

1.1 Initial Situation 

In times of environmental change, increasing attention is given to the energy 

industry with its emerging technologies of renewable energy. The eco-industry is 

undergoing a positive development and therefore, companies in this field are 

receiving increasing attention (cf. 3s research laboratory – Forschungsverein 2013, 

p. 9). In order to be able to follow this development, companies providing renewable 

energy sources are required to hire qualified employees within this field. The current 

change on the labour market can be compared to the regular product market. 

Especially, when it comes to technical key positions, organisations are experiencing 

a major challenge. Today’s employees have been pushing themselves in building 

their resumes and attaining skills which help them presenting themselves 

confidently and not selling themselves below their price. This leads to a struggle for 

companies as it is no longer themselves deciding who is hired, but rather the 

employees who choose their employer (cf. Barrow/Mosley 2008, p. 17; Trost 2013 

p. 13). The high degree of competition on the labour market demands enterprises 

to increase awareness about their company through building an employer brand (cf. 

Trost 2013, p. 21). 

1.2 Definition of the Problem 

The demographic change of the population and the shortages of skilled and qualified 

workers have been and are still a challenge for human resource specialists (cf. 

Holste/Dinges 2012, p. 1). Currently, Energie Steiermark AG experiences the lack 

of skilled workforce on Austria’s labour market through a decreasing number of 

qualitative and initiative applications. This development leads to the demand to 

evolve and to strengthen the employer brand in order to be perceived as a potential 

employer among the target group (TG) in Austria and Slovenia.  
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The enterprise is continuously focusing on improving the personnel structure and a 

rejuvenation of the age structure. Therefore, they concentrate on the development 

of young workers. Especially, because of the increasing number of employees close 

to retirement, it is necessary to rethink the human resource strategy. Due to the 

current situation on the labour market, which shows shortages of skilled and 

qualified workers, the company is forced to search for talents for the operating sites 

in Styria on an international level. For now, the company wants to place the focus 

of their recruiting activities aside from Austria, also on neighbouring countries close 

to the company’s headquarter. Therefore, Energie Steiermark AG strives to expand 

its recruitment to Slovenia.  

The corporation is only in the starting phase of building an employer brand and has 

solely implemented a few employer branding (EB) measures on a national level. In 

general, the company is perceived as an aspired employer within Styria but bears 

some minor obituaries from earlier years. In order to position themselves as an 

attractive employer not only in Austria, but also in other European countries, the 

company requires the development of an EB concept. Hence, it is necessary to 

review the current EB strategy and analyse the target group’s preferences and 

expectations towards employers. Energie Steiermark AG strives to perform a 

differentiated communication in recruitment activities in order to reach their target 

audiences in Austria and Slovenia. 

1.3 Objectives 

Company Objectives 

The aim of the company is to double the number of qualitative applicants from 360 

to 720 until the end of 2019. Therefore, the company aims to attract applicants with 

a finished professional education who are born in 1999 and earlier and live in Austria 

or Slovenia.  

Thesis Objectives 

The aim of this master thesis is to develop an employer branding concept for Energie 

Steiermark AG. Therefore, an attractive positioning towards potential employees is 

to be done in order to receive highly accurate and qualitative applications. 

Furthermore, it is aimed to provide recommendations for a communication 

addressing relevant candidates. 
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1.4 Frame of Reference 

 

Figure 1: Framework of reference (own presentation) 
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2 Employer Branding 

The first chapter of the literature review will provide a general understanding of the 

employer brand and further explanations on employer branding. The importance of 

clarifying the terms corporate and consumer brand is emphasised in numerous 

sources. Hence, chapter 2.1 gives an introduction to the concepts of corporate, 

consumer and employer brand and investigates in their relationships and mutual 

dependencies. Following, the integrated service brand model by Mosley and the 

service branding model by Berry is explained. Due to the fact that employer branding 

is a holistic concept and process, the employee’s as well as employer’s perspective 

on objectives and functions are described. This is succeeded by the different 

stakeholders and the differences of internal and external employer branding. 

Common terms as employer-of-choice, employer attractiveness and employee-life-

cycle are defined in a next step. Due to this paper’s aim of recommending EB 

measures for a foreign country, the last part of chapter 2 is dealing with the chances 

and challenges of international employer branding. 

2.1 Corporate, Consumer and Employer Brand 

According to Sponheuer, the employer brand accounts as part of the corporate 

brand (cf. Sponheuer 2010, p. 135). It is obvious that employer brand management 

does not only share several attributes with consumer and corporate brand 

management, but also influences mutual stakeholders (cf. Moroko/Uncles 2008, p. 

161). This leads to the necessity of getting a fundamental understanding of these 

branding approaches before examining the employer brand (cf. Sponheuer 2010, p. 

133; Latzel et al. 2015, p. 20). 

The reduction of insecurity is the feeling people receive from brands when choosing 

a product. Often it is only the familiarity of a brand that produces trust in a product 

(cf. Trost 2013, p. 14). In the field of marketing, a brand can be compared to the 

perceived value of a product or service (cf. Meffert et al. 2002, p. 6) and is defined 

as the reason why to choose a product (cf. Trost 2013, p. 14).  

Brand development sets the basis of the key communication with customers and 

supports customer’s loyalty towards a brand. This leads to the fact that a brand is 

among the most valued assets of an organisation (cf. Meffert et al. 2002, p. 8). In 
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order to be identified as unique and present and to increase the company’s success 

and the additional value (cf. Meffert et al. 2002, p. 6 – 12; Petkovic 2008, p. 71; 

Sponheuer 2010, p. 22), brand management is an essential task within an 

organisation (cf. Backhaus/Tikoo 2004, p. 501).  

Corporate Brand 

A clearly expressed promise between a business and its customers is defined a 

corporate brand. It includes all attributes underlying a company’s uniqueness, 

bundled into a value proposition (cf. Balmer 2001, p. 281). Corporate branding deals 

with the strategic management of the communication, behaviour and image of an 

organisation with the aim of accomplishing a positive reputation among its 

stakeholders and target groups (cf. Everett 2016, p. 47; Reilly/Williams 2016, p. 90). 

The accurate delivery of this promise refers to the behaviour of employees, as they 

are positioned between the organisation and its customers (cf. Foster et al. 2010, p. 

402; Schuhmacher/Geschwill 2014, p. 40). This leads to the necessity of ensuring 

an internal understanding of the corporate brand and a high level of identification of 

employees with the organisation’s values (cf. Everett 2016, p. 27; Foster et al. 2010, 

p. 402).  

Consumer Brand 

Ambler and Barrow defined the consumer brand as the “holistic package of benefits, 

including economic and psychological – notably satisfaction” a customer buys 

(Ambler/Barrow 1996, p. 187). Following characteristics can be attributed 

consumer’s benefits regarding products: functional, economic and psychological. 

The process of consumer branding is described as brand management dealing with 

the differentiation of products and services to other competitors (cf. Backhaus/Tikoo 

2004, p. 501; Sponheuer 2010, p. 2 – 27).  

Employer Brand 

The first definition of employer brand was done by Ambler and Barrow, who 

described it as a combined functional, economic and psychologic employment 

advantages offered by the employer to potential and existing employees. Functional 

benefits can be activities of employee development and training. Bonuses in a 

materialistic or monetary form are seen as economic benefits and finally, feelings 

towards the employment and the employer, such as commitment and purpose 

contribute to psychological advantages (cf. Ambler/Barrow 1996, p. 187). 
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Another definition is given by Evans, who describes the employer brand as the 

justification for a company to be a good place to work and the community’s 

perception of the organisation and its activities (cf. Evans 2016, p. 39f.). 

Trost discussed that the employer brand increases the popularity of an organisation 

as an attractive and potential employer (cf. Trost 2013, p. 16f.). Therefore, it follows 

a strategic direction which on the one hand influences the employer image and on 

the other hand seeks to answer the question about why to apply for this employer. 

The core message of the employer brand is communicated through the employer 

value proposition (EVP) (cf. Trost 2018, p. 100). 

2.1.1 Corporate, Consumer and Employer Brand in Context 

Mosley explained the connection of the employer brand and the customer brand by 

means of the initial focus of the second (cf. Mosley 2007, p. 130). Additionally, it is 

believed that a strong employer brand assists in delivering a reliable experience of 

the consumer brand (cf. Barrow/Mosley 2008, p. 83). Especially, in the field of trust 

creation towards an organisation a strong consumer brand helps to attract potential 

employees (cf. Latzel et al. 2015, p. 18; Sponheuer 2010, p. 186 – 188). 

Several studies (cf. Foster et al. 2010; Maxwell/Knox 2009; Moroko/Uncles 2008; 

Mosley 2007; Russell/Brannan 2016) emphasise, the connection of employer 

branding and corporate branding since it is the organisation itself, which is referred 

to in the branding process (cf. Burmann et al. 2008, p. 159). An alignment of the 

corporate brand with the employer brand is important as both may have the same 

target audience. Clearly, a potential employee can be a customer of the company 

too (cf. Knox/Freeman 2006, p. 709). Corporate brands are intended to support all 

other brands within a company’s brand portfolio, therefore corporate brand 

management is essential for the development of an employer brand (cf. Rosethorn 

2009, p. 47f.; Sponheuer 2010, p. 135; Süss et al. 2011, p. 12). 

Interfaces of the employer, consumer and corporate brand can be summarised in 

four fields. First, the spill over effects of a comprehensive corporate brand to the 

consumer and employer brand. Second, employees serve as brand ambassadors 

towards customers and more importantly potential employees (cf. 

Schuhmacher/Geschwill 2014, p. 40). Further, the interfaces of the organisation’s 

stakeholders’ perception and roles make it impossible to separate the different 
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brand messages. And finally, an important interface is visible when it comes to the 

corporate brand effect of attractiveness and identification which motivates 

prospective employees to work for a specific company (cf. Latzel et al. 2015, p. 20f.; 

Moroko/Uncles 2008, p. 161; Sponheuer 2010, p. 133; Wilden et al. 2010, p. 58).  

2.1.2 Corporate Image and Employer Image 

Similar to brands, also images are characterised by insecurity. An image is the 

judgement containing the social view and the socially shared information about 

something (cf. Trost 2013, p. 16). The corporate image is the way an organisation 

is perceived within the community and since it presents a holistic view of the 

company, employer branding is described as an important part of it (cf. 

Knox/Freeman 2006, p. 697; Trost 2013, p. 16). Within the concept of corporate 

image, corporate reputation is an essential factor (cf. Christiaans 2013, p. 11). It 

implies a company’s status among the community over a longer period. In contrast, 

an image is more short-term related as it can be influenced easily through measures 

of communication (cf. Balmer 2001, p. 257; Reilly/Williams 2016, p. 90).  

The employer image is described as the social perception of an employer which 

comprises a potential employee’s individual view of an employer (cf. Cable/Turban 

2001, p. 127). Published articles, scandals, successes and failures, products and 

experiences with the company are factors that endorse this impression. Hence, an 

employer image is built, even though there is no concrete knowledge about what 

actually happens inside the company (cf. Trost 2013, p. 15f.). The attributes 

associated with an employer image result from employer attractiveness, which is 

described as the perceived advantages a prospective employee links to a certain 

employer (cf. Berthon et al. 2005, p. 156). 

Regarding the effect of corporate image on the image of an employer, it was found 

out that due to the fact that publications are only made about the company in general 

and not about the working atmosphere, potential employees can only transfer the 

overall image of the organisation to the employer image (cf. Christiaans 2013, p. 20; 

Trost 2013, p. 15f.). Similar to the reputation, it is the already existing general 

impression of a company which is shaping the employer image, consequently this 

leads to either advantages or disadvantages for the perception of the employer 

image (cf. Petkovic 2008, p. 76). Moreover, a positive effect can be achieved by 
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intentional actions concerning the organisation as an employer, such as the 

development of an employer brand (cf. Trost 2013, p. 16). 

2.1.3 Employer Brand in the Service Industry 

Prior the importance of aligning the corporate and consumer brand with the 

employer brand has been discussed. Because of the fact that the employer image 

is often derived from the corporate image, including the image of the industry, it is 

important to consider the employee’s experience of the corporate brand. Especially, 

in service industries the significance of branding becomes visual, due to the 

intangibility of services. When selling immaterial products or services, a strong 

brand is essential to build trust. One the one hand employees are the ones 

transferring the corporate and the employer brand externally, and on the other hand 

potential employees might already be customers of the company who are 

experiencing the brand through front-line employee behaviour (cf. Yang et al. 2015, 

p. 267f.). Compared to the retail industry, the brand building process in the service 

industry might be more complex. A popular tangible product might increase the 

attractivity of the company more than an intangible service does. And this popularity 

of the company is then transferred to the employer image (cf. Sponheuer 2010, p. 

186). 

Different models have been developed to illustrate the brand building process and 

its components in the service industry. One of them and the most known one is the 

integrated service brand model by Richard Mosley.  

2.1.4 Integrated Service Brand Model by Mosley 

Service companies often place their brand focus on the customer perspective even 

though it is obvious that there are differences in employees’ experiences with the 

corporate brand. A more integrated approach shows the model in figure 2, the 

integrated service brand model. It presents an overview over the management of 

the different areas of brands within an organisation and shows a framework for the 

employer brand management. The model demonstrates the mutual reinforcement 

of the employer brand management and the consumer brand management and 

visualises the necessity of an overlap of certain brand qualities (cf. Barrow/Mosley 

2008, p. 110). This means a collaboration of the marketing and the human resource 

department is indispensable. In practice, external and internal human resource 
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strategies are aligned with each other and the development of the employer brand 

is coordinated with the consumer and the corporate brand. In order to maintain the 

organisational integrity, leadership has to ensure accurate ways of communication 

and behaviour of the organisation (cf. Alshathry et al. 2017, p. 414; Everett 2016, p. 

69; Latzel et al. 2015, p. 21; Mosley 2007, p. 130).  

 

Figure 2: Integrated service brand model by Mosley (based on Mosley 2007, p. 130) 

2.1.5 Service-Branding Model by Berry 

Another branding model dealing with the key elements of a service brand has been 

developed by Berry (cf. Berry 2000, p. 129f.). This model represents the 

relationships between the brand, brand awareness, external communication of the 

brand, meaning of the brand, customer experience and brand equity. 

 

Figure 3: Service branding model by Berry (based on Berry 2000, p. 130) 
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While the presented brand includes the communication, which is controlled by the 

company consisting of the visual appearance and advertising, external brand 

communications indicate the uncontrolled process of information absorption by the 

customer. Brand awareness is mostly influenced by a company’s-controlled 

communication measures, and brand meaning results from the customer’s 

experience with the company. Therefore, it can also be described as the thought a 

customer has directly on its mind when a certain brand is mentioned. Brand 

awareness and brand meaning affect brand equity to a different extent. Whether 

brand equity is positive or negative, is decided through the degree of marketing 

advantage or disadvantage (cf. Berry 2000, p. 129f.). 

Both service branding models portray the customer as an indispensable part of 

brand building. If this view is transferred to the concept of the employer brand, 

current and future employees are identified as the relevant customers. For the 

further course of this paper this finding becomes especially relevant in the 

development of the employer branding strategy, as it is not only the company’s view 

which is included in it, but also the expectations of potential employees and the 

understanding of current employees. 

2.2 Objectives and Functions of Employer Branding 

After having discussed the terms around corporate and employer brand, the next 

chapter will be dealing with employer branding, which describes the process to 

reach the desired goal – the employer brand (cf. Sponheuer 2010, p. 22). Employer 

branding contains all brand-related activities which are achieving a positive effect 

on preferences of the targeted audience towards an employer. These activities 

involve the planning, creation, management and controlling of an employer brand 

as well as the successful performance of communication measures (cf. Petkovic 

2008, p. 179). Even though EB is known as the transfer of brand management 

principles to human resource management (HRM) (cf. Backhaus/Tikoo 2004, p. 

501; Walter/Kremmel 2016, p. 5), other departments especially marketing and 

general management cannot be excluded from this process. Generally, developing 

and implementing employer branding is ought to be a cooperative task of the whole 

company and especially of the departments of human resources (HR) and 

marketing (cf. Lane 2016, p. 24; Mosley 2007, p. 130). 
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When defining employer branding three main aspects need to be specified, the 

effect-based approach, the labour market orientation and the holistic brand 

management. The effectivity therefore, signifies to not only be identified through the 

company name and logo, but also trigger target group’s expectations relating to the 

company as an employer (cf. Walter/Kremmel 2016, p. 5). Secondly, employer 

branding is clearly directed towards the labour market and potential employees (cf. 

Backhaus/Tikoo 2004, p. 502). Finally, it is seen as a significant part of the overall 

brand management of a company. The transfer of the corporate image to the 

employer image and resulting effects lead to the obligation of considering employer 

branding as crucial within a company (cf. Collins/Kanar 2014, p. 291; 

Walter/Kremmel 2016, p. 5). 

With reference to the dependence on a high level of human interaction, employer 

branding is described as the most complex process of brand management. 

Employer brand management intends the inclusion of the brand character into the 

overall employee experience. And this can only be realised if brand principles are 

deeply anchored in the daily routine of leading and managing employees (cf. Mosley 

2007, p. 132). 

Resulting from different stakeholders of employer branding, objectives can be 

explained from various perspectives. Generally, the company’s aim is to develop 

and realise a preferred status as an employer. This positive position is supposed to 

encourage the target audience consisting of present, prospect and past employees 

to work for this organisation or stay loyal (cf. Sponheuer 2010, p. 40). In order to 

receive an understanding of the purpose of EB from different angles, the following 

subchapters will be dealing with the employer as well as the employee’s view of 

employer branding. 

2.2.1 Employer Perspective 

An organisation desires to fulfil two major objectives of an employer brand. These 

are, the contribution to the image of a preferred employer in the fight for talents and 

the differentiation from the competitors on the labour market. Employer branding 

aims to grow awareness among the target audience, in order to evoke their 

willingness to work for an organisation, to compete for a certain position and to feel 

prestige of working for this employer. An organisation which is considered as a 
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preferred employer does not only make it a first choice for prospects, but moreover 

confirm current employees in their selection (cf. Heming 2017, p. 46f.; Latzel et al. 

2015, p. 22; Stotz/Wedel-Klein 2013, p. 28f.). This creates the benefit of binding 

employees to an organisation and making them feel proud about their choice of 

employer. Additionally, employees feel good about the company’s products and/or 

services and they speak positively about their employer which in return strengthens 

the employer image and awareness on the market (cf. Knox/Freeman 2006, p. 69; 

Latzel et al. 2015, p. 22). This is especially valuable, because current employees 

are described as the most important persons involved in word-of-mouth marketing 

(cf. Latzel et al. 2015, p. 22). 

Potential and existing employees feel especially attracted if the employer brand 

communicates emotions. It leads to an increase in loyalty towards the company, 

which further helps employees to identify themselves with the company and makes 

them more productive and committed. Commitment leads to the willingness to take 

on more responsibility and show a higher quality in labour results. Especially, in the 

service industry quality and commitment of employees are important points when it 

comes to customer satisfaction (cf. Barrow/Mosley 2008, p. 58f.; Latzel et al. 2015, 

p. 23; Stotz/Wedel-Klein 2013, p. 31f.).  

Organisations also benefit from a strong employer brand in terms of reducing costs, 

since a growing number of appropriate and qualitative applicants are attracted. 

Hence, an automatic selection in choosing employees due to more fitting initiative 

applications and a lower effort of excluding not suitable applications would lead to 

reduced costs in recruitment activities (cf. Barrow/Mosley 2008, p. 69f.; Böttger 

2012, p. 55; Latzel et al. 2015, p. 23; Stotz/Wedel-Klein 2013, p. 31). A feasibility of 

cost reduction is also present in respect of salaries, as an organisation which is seen 

as attractive to work for is able to enforce lower wages. And further a company 

profits from retaining existing employees compared to hiring new ones (cf. Latzel et 

al. 2015, p. 23; Petkovic 2008, p. 61). 

From the employer perspective three main functions are assigned to an employer 

brand. The differentiation function, recruiting function and the retention function (cf. 

Barrow/Mosley 2008, p. 69). The differentiation function serves as an intermediary 

in order to achieve a certain position in existing and future employees’ minds (cf. 

Collins/Stevens 2002, p. 6). The recruiting function is assigned to an employer brand 
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because a popular brand image can achieve great success in increasing the number 

but also the quality of applications (cf. Cable/Turban 2003, p. 2261; Collins/Kanar 

2014, p. 291). Moreover, this leads to a higher competitive advantage, as more 

qualitative employees increase a firm’s productivity and innovation (cf. 

Walter/Kremmel 2016, p. 6). Lastly the retention function of an employer brand is 

given by emotional bindings and identification of existing employees with the 

company (cf. Backhaus/Tikoo 2004, p. 501; Lievens/Slaughter 2016, p. 425).  

2.2.2 Employee Perspective 

Even though an employer brand is mostly developed in order to achieve the 

objectives of an employer, it is necessary to take interests of the market’s workforce 

into consideration. Especially in times of an information overload through digital 

media, people seeking for a job compare employers on the basis of the quality of 

orientation they are providing through their employer brand. The more orientation is 

given the more desired is the employer. Hence, an employer brand serves as a 

medium which transfers emotional and functional information to potential employees 

and supports them in their decision-making process. The possibility of sending an 

application to a specific company grows, if the company is able to connect with 

potentials on an emotional level. Emotionality intensifies the process of identification 

with the employer and favours the building of trust (cf. Knox/Freeman 2006, p. 698; 

Latzel et al. 2015, p. 24; Stotz/Wedel-Klein 2013, p. 33 – 34; Wilden et al. 2010, p. 

59f.). Moreover, potential employees can feel especially valued if their application is 

accepted by a company having a strong employer brand, as it might increase their 

own market value and this is seen as a victory on an emotional level (cf. Latzel et 

al. 2015, p. 25; Petkovic 2008, p. 67; Stotz/Wedel-Klein 2013, p. 34f.; Wilden et al. 

2010, p. 61). 

From an employee perspective, functions of an employer brand can be compared 

to those of brands in general (cf. Sponheuer 2010, p. 102). As widely discussed in 

literature, these functions comprise three characteristics: reduction of risks, 

efficiency of information and emotional benefit (cf. Sponheuer 2010, p. 45). 

According to Kranz, the decision-making process of choosing an employer can be 

divided into a pre-selection and a selection phase. Within this phase, potential 

employees decide for employers which are of interest and apparent to them. The 

choice is then made according to the degree of familiarity and knowledge about the 
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organisation. Even though, Kranz discussed that an employer can hardly influence 

this decision, because of the dependency on the attractivity of a company to the 

jobseekers (cf. Kranz 2004, p. 89). Petkovic emphasises the aspects of risk 

reduction and information efficiency in the pre-selection phase, as decisions are 

influenced by an existing deficit of information about an employer. The efficient 

communication of important information through a strong employer brand and it’s 

proposition facilitates the selection process for jobseekers and decreases 

transaction costs such as time, energy and resources of the candidates (cf. Petkovic 

2008, p. 64 – 65). For that reason, an employer brand carries the function of 

orientation for an applicant within this phase (cf. Meffert et al. 2002, p. 9f.; Yavuz 

2013, p. 16f.). Afterwards candidates are in the selection phase, in which 

applications are submitted and interviews are carried out. Consequently, the 

function of risk reduction becomes less important and the aspect of information 

efficiency gains complexity and significance (cf. Christiaans 2013, p. 25). The 

growth in complexity is based on the fact that expectations are expressed more 

concrete and the amount of available information increases. In that case, an 

employer brand assists in communicating only the most essential information to 

prospect employees in order to deliver an integrated idea of the company as an 

employer before their final decision (cf. Christiaans 2013, p. 25; Kranz 2004, p. 91f.). 

Additionally, the third function attains a more meaningful position. During the 

selection phase applicants are furthermore concerned with the values a company 

communicates to them. The comparison of the company’s values to one’s own 

values as well as the question about identification with the organisation, can be 

dedicated to the function of symbolic or emotional benefit of an employer brand. 

Moreover, an employer brand contributes to the emotional benefit when candidates 

evaluate their own value on the market by received job offers of popular companies 

(cf. Christiaans 2013, p. 25; Kranz 2004, p. 92). Symbolic benefits are of great 

importance when thinking of current as well as former employees. The identification 

with the employer or past employer is highly ranked, because it often leads to a self-

definition and can be a significant motivator for people interested in the company. 

Beside the decrease of the risk reduction function, Sponheuer states the decline of 

information efficiency. Nevertheless, current employees still receive details about 

organisational behaviour, norms and other aspects heading to success within the 

company (cf. Backhaus/Tikoo 2004, p. 510f.; Sponheuer 2010, p. 105). Contrarily, 

former employees serve as brand ambassadors and provide information to 
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interested candidates. The stronger their emotional connection and identification 

with their former employer, the more encouraging their references are (cf. 

Christiaans 2013, p. 26; Schuhmacher/Geschwill 2014, p. 40; Sponheuer 2010, p. 

106).  

Functions of an employer brand can be defined from the employer’s as well as the 

employee’s view and obviously this leads to different definitions. To sum it up, it is 

of great importance to understand both sides. And when developing an employer 

brand this needs to be taken into account. In employer branding, the employer and 

the potential employee are the two most important players, but there are definitely 

more stakeholders. Hence, the following chapter will be dealing with these further 

stakeholders of the EB process. 

2.3 Stakeholders of Employer Branding 

Compared to a product brand, employer brands are characterised by not only 

attracting one target audience, but several ones. When developing an employer 

brand, it is important to consider its effect on those different stakeholder groups and 

their relationships between each other. Different stakeholders mean different 

expectations and therefore, it is important to identify the various demands, confront 

them with each other and clarify the possible consequences of managing the 

employer brand as a company (cf. Böttger 2012, p. 66). 

The following figure developed by Rosethorn illustrates the interaction between 

different stakeholders of an employer brand. It is obvious that the employer brand 

is not an independent division, but rather an element included in the overall 

corporate brand. The brand in the centre comprises all perceptions of the apparent 

stakeholders around it – the suppliers, customers, employees and other 

shareholders. These groups are described as being in an economic relation with the 

corporation. The arrows present the significance of the interactive and bidirectional 

relationships between the corporate and the employer brand and emphasise the 

impossibility of the elaboration and success of an employer brand separated from 

the overall business brand (cf. Böttger 2012, p. 68; Pitt et al. 2018, p. 637; Rosethorn 

2009, p. 5 – 6). 
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Figure 4: The employer brand and its stakeholders (based on Rosethorn 2009, p. 5) 

2.4 Internal vs. External Employer Branding 

Even though the already given explanation and definition of objectives includes 

aspects of both internal and external employer branding, a clear differentiation will 

be given in the following paragraph. While, internal EB focuses on already employed 

people of the company, external EB aims to attract qualified and skilled workers 

among the employer’s target group. Ting indicated five necessary criteria for internal 

EB. First, an employer needs to convey credibility, and this includes to establish a 

trustful atmosphere in general, to act competently and integrate employees on a 

certain level. Further criterions are to be respectful, fair and to make employees 

proud to work for this employer. Lastly, solidarity is mentioned as it is important to 

create an atmosphere which is friendly and hospitable (cf. Ting 2011, p. 6 – 9). 

In contrast, external EB sets its focus on attracting potential employees and 

positioning an employer attractively on the market by performing activities that 

represent the company in a positive form (cf. Schuhmacher/Geschwill 2014, p. 38f.). 

In addition, it is mentioned that external employer branding activities support an 

employer in becoming an employer of choice (cf. Backhaus/Tikoo 2004, p. 502f.). 

For a company it is important to not only perform external EB measure, but also do 

it among the right target groups. Therefore, it is necessary to define which activities 

and audiences will help the company to derive the greatest benefits. In general, five 

target groups have been roughly defined, namely schools and universities, groups 

of specialised and skilled workers, politicians and unions (cf. 

Schuhmacher/Geschwill 2014, p. 38).  

SUPPLIERS 

Response: 
Cognitive/Emotional 

CUSTOMERS 

Response: 
Cognitive/Emotional 

SHAREHOLDERS 

Response: 
Cognitive/Emotional 

EMPLOYEES 

Response: 
Cognitive/Emotional 

THE 
BRAND 

Attribute: 
Tangible/ 

Perceptual filter 

Perceptual filter 



 

17 

In conclusion, internal and external employer branding cannot be developed and 

implemented in isolation from each other, as both approaches together are seen as 

the EB concept (cf. Ting 2011, p. 13). 

2.5 The Concept of Employer of Choice 

An employer of choice is a place where it is great to work and since being an 

employer of choice brings along a certain level of competitive advantage it cannot 

be referred to as just being a marketing trick (cf. Baker 2014, p. 9). Among the target 

group of potential employees an employer of choice is known as a company 

considered as most attractive to work for (cf. Rees/Smith 2017, p. 163), and shows 

flexibility and focuses on its customers and on performance (cf. Baker 2014, p. 9). 

The main characteristics of an employer of choice are stated in Baker, therefore a 

company attributed an employer of choice remains in a constant process of learning, 

developing and improving and is focusing on having strongly committed employees. 

Further, it is explained that the opportunity of building a career and personal 

development is valued most by qualified candidates. Compensation in general and 

the reputation of a company among the community were presented as second and 

third most important (cf. Baker 2014, p. 9 – 11). 

2.6 Dimensions of Attractiveness 

Because of the fact that a corporate image has a great effect on an employer image, 

it is necessary to have a look on further dimensions of the former mentioned 

attractiveness. Especially, concerning international employer branding, location and 

branch are perceived differently by potential employees and therefore, can influence 

the image of an employer enormously (cf. Petkovic 2008, p. 79f.). The following 

subchapters will provide an overview over the location image, the industry image 

and the product image of a firm. 

Location Attractiveness 

The location of an employer is considered as a significant driver in the decision-

making process because of the variation in values of potential employees. The 

possibility to choose from a range of recreational activities is an important factor and 

is the reason why urban regions are preferred when deciding for an employer. 

Furthermore, it is the size of a town which is brought into the decision. Regarding 
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location attractiveness, alterations where particularly noticeable when comparing 

different generations and candidates in distinctive stages of their lives. While 

graduates tend to move to larger cities, young professionals prefer rural areas 

because of their plans of starting a family life (cf. Christiaans 2013, p. 21f.; Petkovic 

2008, p. 81). 

Branch Attractiveness 

Impressions about a company and its performance as an employer can be highly 

influenced by the existing image of the branch or the industry (cf. Christiaans 2013, 

p. 21; Petkovic 2008, p. 79). Especially, companies which are not known well have 

to deal with being perceived on the basis of the industry image (cf. Burmann et al. 

2008). Potential employees’ interest in an industry often results from the perceived 

economic power and potential of growth of an industry, because the performance of 

an industry can have a significant effect on conditions of employment, such as job 

guarantee and remuneration (cf. Petkovic 2008, p. 80). In some cases, the 

perceived image of an industry leads to the rejection of a certain company within 

this branch. Motives of rejection include lacking interest in the branch, missing 

identification, undesirable prospects and ethical reasons. On the opposite, motives 

for choosing an employer are interest, a versatile atmosphere, excellent prospects 

in growth, the chosen field of study and gaining working experience (cf. Christiaans 

2013, p. 21; Petkovic 2008, p. 79).  

Product Attractiveness 

The attractiveness of a product has a great impact on the appeal of an employer. It 

is a strong brand from which an employer obtains significant benefits and often the 

real conditions of employment are simply overwritten by the product values. 

Particularly, if a product enjoys popularity and is visible in media it has a highly 

positive effect on the employer attractiveness (cf. Christiaans 2013, p. 22; Petkovic 

2008, p. 81f.).  

The different dimensions of the corporate image: industry, location and product 

attractiveness, definitely have a great impact on the attractiveness of an employer 

(cf. Burmann et al. 2008, p. 171). In conclusion, it can be stated that these 

dimensions affect an applicant’s image of an employer and therefore, it is essential 

to consider them into the process of the employer brand development (cf. 

Christiaans 2013, p. 22). 
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2.7 The Employee-Life-Cycle 

Employer branding should be understood as a continuous process with potential, 

current and former employees as its customers. Hence, an employee-life-cycle can 

be illustrated and explained, similarly to a customer-life-cycle. Employees 

experience various emotions, expectations and demands during their employment 

journey (cf. Barrow/Mosley 2008, p. 161; Ting 2011, p. 15). An employee-life-cycle 

supports an organisation in allocating its expectations towards employees as well 

as needs and expectations of employees which are aimed to be fulfilled. An 

alignment of these factors and allocation in the different stages of the employee-life-

cycle helps to prevent possible frustrations. And this is the key for keeping 

employees within the company and increasing their productivity (cf. von Bismarck 

2013, p. 261). 

While Rosethorn explains the employee-life-cycle using three stages, namely being 

a candidate, being an employee and being an ex-employee (cf. Rosethorn 2009, p. 

51), there is another definition done by Von Bismarck. As illustrated in the figure 

below, an employee undergoes four to five different phases throughout the 

employment. Hence, an employee first gets in touch with the employer during the 

phase of recruitment. During this phase information about the company is collected 

and the prospective employee is situated in a period of great emotions and curiosity 

influencing the decision-making process (cf. Ting 2011, p. 16; von Bismarck 2013, 

p. 261f.). The information gathering is done through various online or offline 

channels (cf. Mosley 2014, p. 168). Additionally, the choice is influenced by the 

employer reputation, attractiveness and the corporate image. The recruitment 

process is the last experience before either moving into the next phase or not. 

Interviews are the first personal meetings between employer and applicant and are 

also the opportunity of getting a first impression of each other. An employer needs 

to use this condition to communicate further information and giving insights into the 

organisation. A candidate steps into the next phase when deciding for the employer 

and consequently turns into an employee. This phase is called the orientation phase 

and it is shaped by the experiences of the real working environment. During the 

matching phase employees start comparing the employer promises to the actual 

offers and evaluating them for themselves. The level of loyalty towards the employer 

is determined throughout the engagement phase (cf. Ting 2011, p. 17f.; von 
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Bismarck 2013, p. 262). In the course of this stage an employee makes the decision 

of either staying in the company or decreasing the level of productivity until the 

decision of ending the employment contract is made (cf. von Bismarck 2013, p. 263). 

 

Figure 5: Employee-life-cycle (based on von Bismarck 2013, p. 262) 

The employee-life-cycle serves as a useful tool in the employer branding process, 

as communication measures can be aligned to the different stages. The various 

expectations and demands of employees are allocated along the life cycle and 

therefore, it serves as an orientation for the company to perform suitable measure 

in the EB process. This finding is especially important when developing the 

employer branding concept as actions can be planned in alignment with the 

employee’s needs, expectations and demands. 
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competitive markets it is not always the easiest to just raise wage levels, but it is 

desirable to start looking for alternatives in terms of different recruitment tactics (cf. 
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is to deal with demographic changes. Still the number of companies doing so is still 

low and therefore, it is yet not enough to pass the aging society (cf. Bossler 2016, 

p. 602).  

Managing human resources on an international level brings an even more complex 

organisational structure with it. Several external factors and risks which are 

influencing the company, need to be understood and managed. Beside external 

influences, the communication takes on an important role. International 

communication always brings along difficulties because of differences in languages 

and culture (cf. Torrington et al. 2014, p. 529). In order to enter a market with the 

employer brand it is therefore necessary to select the right strategy for entering. 

2.8.1 International Employer Branding Strategies 

Martin and Hetrick have investigated in the existing employer branding theory and 

have summarised thoughts about global employer brands. They have come to the 

conclusion that the development of a global employer brand is depending on the 

type of the company. There are successful global employer brands on the market, 

such as Microsoft or Google. But then again it is discussed that an employer brand 

requires local differentiation (cf. Martin/Hetrick 2009, p. 305). In line with this view is 

the research of Reilly and Williams, who concentrated on the question if companies 

should focus on just a global employer brand. Stating that a global employer brand 

would be possible, they also highlighted the possibility of having it crush itself 

because of the lack of differentiation to other global employer brands (cf. 

Reilly/Williams 2016, p. 97). 

With regard to these discrepancies concerning international employer branding, the 

following section discusses different strategies. Companies can choose from 

several ways on how to position themselves (Banks et al. 2018, p. 6), but as a first 

step it is necessary to clarify what positioning is aimed for as a company and who 

is going to be responsible, the headquarter or subsidiaries abroad. Trost explains 

four different strategies of international employer branding, in which the difference 

is laid in the responsibility of the brand and the positioning of the employer (cf. Trost 

2013, p. 100 – 102). 
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Figure 6: International EB strategies (based on Trost 2013, p. 101)  

From defining a core global brand with the inclusion of local differences over one 

general brand positioning enabling local freedom in the actual performance or a 

decentralized differentiation allowing independent activities and processes, to a 

unity which is democratically decided on. Depending on the chosen strategy, 

different approaches and responsibilities are emerging. According to Trost, 

companies aiming to perform international employer branding need to first decide 

on a strategy or a mixed variation (cf. Trost 2013, p. 101f.).  

Similar to the approaches of Trost, strategies for the internationalisation of the 

employer brand are presented by Martin and Hetrick. They propose three options 

for employees, depending on how local authenticity and global power should be 

balanced (see figure 7). A company can therefore position themselves glocally, 

internationally or globally. All three positions demand a high degree for integration, 

but different levels of differentiation. An employer deciding for global employer 

branding aims to manage its global brand, culture and practices of human resources 

in a standardised way without a great involvement of local HR. When striving for an 

international employer brand the company seeks to take advantage of a global 

brand but additionally desires to succeed locally in a relevant and authentic way. An 

international employer brand is centrally developed in the headquarter. Lastly, the 

glocal approach is thought to improve a global brand through local validity and 

significance. To fulfil a glocal brand, it is necessary to involve employees and local 

HR (cf. Martin/Hetrick 2009, p. 306f.; Reilly 2015, p. 40). In line with the 
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companies in dealing with concerns and pressures concerning culture or geography 

(cf. Banks et al. 2018, p. 6). 

 
Figure 7: International EB strategies (Martin/Hetrick 2009, p. 306) 

2.8.2 International Employer Value Proposition 

When it comes to the development of an employer value proposition in international 

employer branding, approaches are similar. First, it is necessary to determine the 

differences in cultures. On the basis of that, the decision of formulating one global 

EVP or creating several ones, can be made. In case of great variations of 

expectation due to cultural differences, it is crucial to consider them and include 

them into the employer brand. Even though some ideas concerning employment 

may vary among different cultures, three key elements need to be considered on a 

global level. There is a general interest in receiving an acceptable payment to be 

financially secured, reaching a work-life balance, and growing by being offered to 

learn and develop (cf. Alnıaçık et al. 2014, p. 342; Rees/Smith 2017, p. 166). 

A strong and authentic employer message might be difficult to deliver constantly 

throughout global operations. Potential employees across countries might get 

insecure about the company’s values and policies concerning employment (cf. 

Rees/Smith 2017, p. 167). Consequently, it is advised to “Think global, act local” 

(Torrington et al. 2014, p. 154) – this implies to create global employer branding 

strategies, but apply them according to the differences in local culture. 
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Summarised, it is necessary to somehow differentiate the employer brand 

internationally from others on the market, it is important to prove the transferability 

of the messages, colours and used images to different cultures and countries, and 

to ensure a brand image which is agreed upon globally. Moreover, companies need 

to expect that the strength of an employer brand may differ from country to country. 

Even well-known brands might have a weaker position in some countries. Also, 

different locations and people might be interested in different elements of the EVP. 

This is varying between locals and expats, as well as between people owning a 

global attitude and those who do not (cf. Reilly/Williams 2016, p. 97 – 99). 

2.8.3 International Strategy Selection 

In order to introduce the employer brand successfully into an international market, 

it is of high importance to select the right strategy for the company. Therefore, 

different tactics need to be evaluated on the basis of certain criteria. Suitability, 

acceptability and feasibility count as the three guiding principles when evaluating 

strategies. 

1. Suitability refers to the extent the strategy is dealing with crucial concerns 

regarding the positioning of the company. It includes the review of external 

influences, such as environment, stakeholders and culture. 

2. Acceptability focuses on the expectations regarding performance results as 

well as their fit with expectations of stakeholders. 

3. Feasibility estimates the chance of implementation in practice. Therefore, 

resources and capabilities of the company are analysed. 

Due to the great number of criteria for the market selection the company needs to 

define those which are most relevant for them. Beside considering company-related 

measures it is also necessary to take industry-related metrics into account (cf. 

Johnson et al. 2008, p. 365 – 368).  

Market Selection Criteria 

The different criterions can be generally summarised into three main groups: 

1. Market attractiveness defines the potential of the market or country by means 

of market volume, market growth, supply levels and other. Summarised, market 
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attractiveness depends on four main aspects, namely customer, economic and 

technological, competitive and environmental factors (cf. Cant 2006, p. 130). 

2. Market entry barriers are seen as aggravating circumstances which are 

hindering companies to enter a certain market. In order to discover possible 

barriers, a macro environment analysis needs to be conducted. The PESTLE 

analysis is generally used for this. 

3. Market risks are political or economic uncertainties of a country which could 

threaten the foreign company. Again, a PESTLE analysis is a helpful tool to 

identify possible risks. 

The formulation of criteria which are relevant for the decision of entering a market 

are influenced by several factors. These factors include industry and product, 

company-specific factors, system of orientation of the company and the market entry 

mode (cf. Berndt et al. 2016, p. 124 – 127).  

In order to select the right international employer branding strategy, different 

methods can be used to assess markets. The following techniques are most 

common and support companies in making logical and rational decisions. 

• Checklist 

A checklist including criteria of the macro and micro development is created and 

afterwards each country is evaluated on the basis of this list. Symbols are used 

to indicate which criterion is met to which degree (cf. Faix et al. 2006, p. 58f.). 

• Scoring 

The scoring method is a further development of the checklist method as it 

includes the relevance of the single criterions. Each country and criterion are 

evaluated according to a scoring system (cf. Berndt et al. 2016, p. 135). 

• Portfolio 

The portfolio method serves as a visualisation tool of the outcomes of the 

checklist method. This means, it gives an overview over the results by 

comparing the countries on several dimensions and providing a basis for further 

decisions (cf. Berndt et al. 2016, p. 137). 

This chapter gave an overview of existing international employer branding strategies 

and ways of selecting the right one. For the further course of the thesis this provides 

the basis for selecting the right strategy for Energie Steiermark AG.  
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3 Talent Segmentation and the Concept of Generations 

In addition to employer brand management, it is proposed that traditional methods 

of consumer marketing are transferred to international employer branding. As 

already mentioned, current, future and past employees are described as the 

customers of employer branding. This leads to the possibility of segmenting them 

similarly as customers in traditional marketing. Beside segmenting prospective 

talents, according to business functions and expectations towards employers, it is 

essential to understand the different demands of certain generations. Companies 

need to analyse the needs, wants and expectations of various generations and 

create individual employer branding measures according to them (cf. Hesse et al. 

2015, p. 53). 

3.1 Definition and Process of Talent Segmentation 

The variations in target groups of employer branding leads to the necessity of 

segmenting them. Due to the emerging importance of an employer brand, the 

significance of employer brand segmentation has increased too (cf. Edwards 2015, 

p. 400). In a general marketing view, market segmentation is described as an 

essential task for successful marketing (cf. McDonald 2010, p. 429). It is defined as 

the process of dividing customers into smaller segments according to their similar 

needs and interests (cf. Edwards 2015, p. 400). Simply said, it means splitting a 

market into different parts. The reason for market segmentation is to be able to focus 

on subgroups among potential customers (cf. Schumann/Sartain 2009, p. 113). Due 

to people’s different preferences and expectations it is required to perform 

differentiated communication in order to influence a target group’s behaviour (cf. 

Dietrich et al. 2017, p. 2; French 2017, p. 26). Especially, because of the 

technological changes and the huge opportunities opening up through social media, 

the execution of segmentation helps the company to focus on even smaller target 

segments and reaching them in an efficient but still personal way (cf. Dietrich et al. 

2017, p. 2). 

When it comes to segmentation in employer branding, it is referred to as talent 

segmentation. It supports employers in reaching their prospective employees more 

efficiently, as the brand message can be adapted according to the demands and 

expectations of each segment (cf. Schumann/Sartain 2009, p. 113). While some 
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companies may apply traditional segmentation, which takes basic demographic, 

psychographic or geographic characteristics into account, it is found out that 

employer branding demands a more complex analysis (cf. Schumann/Sartain 2009, 

p. 114).  

To segment talents, two major steps have been defined. First, it is necessary to 

analyse the different organisational functions. In the broadest sense the two main 

functions are front-line and back-end employees. Functions of the back office can 

be anything from research and development to marketing and sales (cf. Mosley 

2014, p. 77). Analysing these functions means to identify the company’s demands 

concerning talents. Therefore, the competences the employer is looking for in 

groups of potential employees are explored. Second, it is essential to understand 

the expectations and demands prospective employees have towards employers (cf. 

Schumann/Sartain 2009, p. 114). Supply-side segmentation means to investigate 

the attributes which are looked for in an employer (cf. Mosley 2014, p. 77). After 

having analysed the functions as well as the needs and expectations of prospective 

employees, a company is able to set priorities and identify appropriate channels and 

plan communication measures to reach the target segments (cf. Baran 2018, p. 18). 

3.2 The Concept of Generations 

The demographic changes in Austria are a challenge for organisations as they are 

directly confronted with it in their recruitment management. Generally, the 

development shows that the number of old people increases while the amount of 

people of younger generation declines. Corporate organisations need to adapt their 

strategies of recruiting and be prepared of structural changes in their workforce. 

Especially, the war for talents of the younger generations is a major challenge for 

organisations (cf. WKO 2017). But it has been found out that organisations which 

are respecting generation-based differences within their employer branding 

measures, show more success in the acquisition of qualified and skilled employees 

than those who are still ignoring this problem (cf. Ruthus 2014, p. 5). 

Within the last years, the concept of generations has been repeatedly investigated 

and explained. Currently, there are four generations on the labour market, each of 

them showing its individuality in expectations, behaviour and demands towards 

employers. This leads to the companies’ mission of performing generation-based 
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employer branding. As a basis, each generation needs to be observed, with all its 

characteristics (cf. Hesse et al. 2015, p. 53).  

The following figure shows an overview over the four main generations which 

currently can be found on the labour market. 

 

Figure 8: Generations overview (based on Francis/Hoefel 2018; Holste/Dinges 2012, p. 19; 
Karpus-Romain 2015; Ruthus 2014, p. 9) 

The following subchapters give more insights about the expectations, 

characteristics and behaviours of the different generations. In line with completion, 

the fifth generation, the traditionalists or silent generation, will be described as well. 

Though this generation is not of importance in the course of this paper. 

3.2.1 Generations 

Traditionalist 

Traditionalists or the silent generation, those are the terms for the group of people 

born before 1946. They are strongly influenced by the catastrophes they have lived 

through and therefore are characterised by the behaviour of saving and not wasting. 

Some of them might still be actively working as retired volunteers as they want to 

add to the common welfare. Their strongest pursuit is to receive recognition for the 

work they are fulfilling (cf. Karpus-Romain 2015). 

Baby boomer 

People born between 1946 and 1964 are part of the baby boomers’ generation, the 

name arose from the radical increase of births after the second world war. These 

candidates are described as performance-oriented and hard-working. Currently, 
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they are in leading positions in companies and get ready for their retirement (cf. 

Hesse et al. 2015, p. 55; Holste/Dinges 2012, p. 19). Their choice for an employer 

is driven by the possibility to stay in this company for a longer time, security and 

stability of the organisation and the offers in terms of social benefits. Additionally, 

baby boomers are searching for employers who appreciate experience. From 

advertisements in newspapers over their personal professional network to job 

consultants. Baby boomers are not much into digital media and therefore, use 

traditional channels of information when looking for an employer (cf. Ruthus 2014, 

p. 7). 

Generation X 

The generation X is popular for being individualistic, materialistic and career-

oriented, even though their jobs are not in the centre of their lives anymore, but 

rather a means to an end (cf. Hesse et al. 2015, p. 54f.; Ruthus 2014, p. 7). They 

are born between 1965 and 1979 and are longing for a balanced life (cf. 

Holste/Dinges 2012, p. 20). Regarding the decision criteria when choosing an 

employer, they are looking for personal development. Generation X is aiming to 

develop themselves within a company and receive prestige for their position. The 

hunt for jobs is mostly done via online platforms which send notifications about new 

vacancies or via HR consultants. As this age group is more concerned with digital 

media, another way of finding work are on professional social media platforms, such 

as Xing or LinkedIn (cf. Ruthus 2014, p. 7). 

Generation Y 

Representatives of the Generation Y are born between 1980 and 1994 and 

increasingly step into leading positions in organisations (cf. aretas.de 2018). Their 

main desire is to live freely and travel the world. Their professional life as well as 

other traditional values are placed second (cf. Hesse et al. 2015, p. 55). Being 

tolerant, ready to learn, flexible and mobile are this group’s strengths. Beside their 

tendency of being demanding, they need regular feedback and intensive care. For 

them it is important to have fun at work, be able to identify with the products and/or 

services of the company and to have possibilities of development and training (cf. 

Ruthus 2013, p. 22f.; Ruthus 2014, p. 7). Another essential decision criterion is the 

arrangement of working hours. This age group aims for flexibility in their schedule, 

this can go from flexitime to working at home (cf. aretas.de 2018).  
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Millennials are definitely not easy to deal with, as their expectations are high. 

Offering flexible working hours and giving them more space will not make 

companies win the war for these talents. The possibilities which are offered to them 

are countless and this often leads to a loss in orientation and pressure to make the 

best out of it (cf. Ruthus 2013, p. 21 – 24). A possible way of guiding this generation 

is to apply the method of reverse mentoring. This means to give young talents the 

chance of being a mentor for their manager in the organisation. By doing so, a better 

understanding of the business from a younger and fresher perspective is provided 

and future prospects can be planned from a different viewpoint in managers’ minds 

(cf. Everett 2016, p. 68). Moreover, due to the fact that this generation is always 

looking for the sense of everything, the method of reverse mentoring can be 

supportive when dealing with this generation’s questioning conversations (cf. 

Ruthus 2013, p. 21 – 24). Summarised, representatives of Generation Y are not 

easy to satisfy, and it is a challenge for every employer to acquire and hold them in 

their company. 

Generation Z 

Generation Z or the so-called “Digital Natives”. They are the youngest generation 

on the labour market (cf. Francis/Hoefel 2018). People of this generation are just 

starting their career in the labour world and can be described as “Communaholics” 

meaning that they constantly move through different communities, either online or 

offline. Further, they are “Dialoguers”, as they are rather holding a dialogue than 

dealing with confrontations. Additionally, this generation is explained as realistic, 

they handle decisions in an analytical way and have a realistic view towards what is 

important in life and for their future (cf. Francis/Hoefel 2018). Since the shortages of 

skilled workers are still existing, this generation is able to be demanding and have 

high expectations towards employers, similar to the Generation Y (cf. Hesse et al. 

2015, p. 56). But the ambition of the Generation Y is not present within the 

Generation Z, and the same accounts for the ability to deal with pressure. According 

to the HR specialist Christian Scholz, working with this age group will be another 

challenge for employers. Their attitudes towards working conditions are again 

different to those of Generation Y, but still he thinks that organisations can take 

some learnings out if this challenge, either the more calm attitude towards 

professional life or the seriousness about one’s health (cf. Die Presse 2018).  
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3.2.2 Influence of Generations on the Employer Branding Concept 

Due to the variety of generations on the current labour market, the interest in 

generational differences at the workplace has increased. The management of the 

multigenerational workforce does not only refer to the stage of employment but also 

during the phase of attracting new talent (cf. Locmele-Lunova/Cirjevskis 2017, p. 7). 

The generations do not only show differences in their personal values but also their 

principles when it comes to work. The understanding of these differences and 

acknowledgement of the various ways of collaborating with each other at a 

workplace help to identify their needs. Moreover, this contributes to the development 

of the employer branding concept and further, to the efficiency in attracting, retaining 

and managing employees from different generations. Additionally, the 

communicational part can be planned according to these differences in values, 

expectations and behaviour (cf. Locmele-Lunova/Cirjevskis 2017, p. 7f.; Schullery 

2013, p. 261). 

In conclusion, employers find themselves in the position where it is not them 

anymore who are deciding who works for them, but rather the people of Generation 

Y and Z. The futures’ leaders and talents are bringing employer brand management 

on a new level. Their demands and expectations are completely different to those 

of generations before them and therefore, actions of attracting and retaining need 

to be reworked (cf. Everett 2016, p. 66). Companies have to pay attention to the 

differences between the behaviours and expectations of the generations on the 

labour market in order to be able to reach them via differentiated communication 

and the right channels. Fortunately, the digitalisation facilitates addressing 

prospective employees for employers. On the opposite, digital platforms such as 

employer evaluation platforms or professional online networks supports candidates 

in receiving an overview over employers and finding companies matching their 

expectations (cf. Hesse et al. 2015, p. 57). 
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4 Development of an Employer Branding Concept 

Before having a deeper look into the development process, general definitions and 

elements of a concept will be clarified. Generally, a concept can be attributed three 

major characteristics. First, a concept is always based on a problem definition and 

the outlining of objectives. Second, hypotheses and general assumptions serve as 

underlying conditions and third, a concept provides the structure for the organisation 

of the whole unit. Therefore, it is based on a fundamental analysis and includes the 

strategy and the necessary instruments (cf. Pifko 2011, p. 33). Subsequently, it 

serves as the basis for formulating a concrete plan including strategies for 

implementation. In general, the elaboration of a concept is done within strategic 

planning sessions of a company in order to be then communicated to important 

stakeholders and partners (cf. Pifko 2011, p. 33). 

4.1 The Development Process  

Reading through literature revealed that there is no unite explanation on how the 

employer brand is developed. Consequently, the following chapter provides a 

summary of the major thoughts that have been discovered in different literary 

sources. 

In general, it can be said that the process of employer branding is divided into two 

main parts, strategic and operative employer branding. The strategic part deals with 

the analysis of the initial situation and moves on to the development of the strategy 

which includes the employer positioning and the formulation of the EVP. The second 

main part of employer branding, the operative phase, comprises the implementation 

of the strategy including the communication and further ensures the monitoring and 

controlling of performed employer branding measures (cf. Walter/Kremmel 2016, p. 

10f.). Due to the finding that the employer brand management process is a strategic 

procedure, it can, according to Latzel et al., be compared to the general brand 

building process, consisting of analysing, planning, implementing and evaluating (cf. 

Latzel et al. 2015, p. 27; Petkovic 2008, p. 181; Stotz/Wedel-Klein 2013, p. 88).  

Realising the achievement of the former discussed functions of an employer brand, 

the recruitment function in particular, is set as the primary target of the employer 

branding process. All kind of strategies and methods supporting the employer brand 
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in its development, can be summarised as employer brand management (cf. 

Walter/Kremmel 2016, p. 10). Mölk further recommends to not reduce the 

development of the employer brand to the managerial level, but systematically 

involve potential and existing employees of different categories in the process. 

Hence, the analysis of the expectations of the company’s target groups as well as 

the examination of the employer image among current employees are crucial 

elements in the first phase. Respecting this, the development of a long-lasting and 

strong employer brand as well as a decline of stakeholders’ negative responses is 

guaranteed (cf. Mölk 2018, p. 333).  

The following figure presents an overview over the employer brand development. 

Rosethorn depicts the employer brand development process with five main stages. 

This following illustration shows each important step and the two most essential 

dimensions of the employer branding process (cf. Rosethorn 2009, p. 26). Each of 

the steps displayed will be explained in the upcoming chapters. 

 
Figure 9: Employer brand development process (Rosethorn 2009, p. 26) 

4.2 Analysis Phase 

The first two stages of the employer branding process, analysis and planning are 

part of the strategic phase of employer brand management. The strategic part which 

focuses on deciding in which direction an employer brand should fundamentally 

develop (cf. Walter/Kremmel 2016, p. 10). The strategic initial analysis of a company 
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as well as of its environment is a vital part of the employer branding process (cf. 

Walter et al. 2016, p. 71). 

In order to successfully elaborate an employer branding strategy, it is important to 

not downgrade the analysis to elements of employer branding but rather aim for a 

profound analysis of the whole company and its environment (cf. Latzel et al. 2015, 

p. 27; Mölk 2018, p. 333; Özden 2011, p. 40; Walter/Kremmel 2016, p. 11). This 

insight into the initial situation of a company provides the basis for further decision-

making processes. The analysis is done in two major dimensions, internal and 

external. Even though the implementation of the internal analysis is described as 

less complex than the external analysis, it is still challenging. In comparison to the 

investigation on an external level, it is about bringing together perceptions of several 

stakeholder groups (cf. Lane 2016, p. 44). Still, the aim of analysing the company 

internally and externally is to achieve an effective employer branding strategy, either 

through revising an already existing one or developing a new one (cf. 

Walter/Kremmel 2016, p. 10f.). 

According to Lane, the first step of building an employer brand strategy also involves 

the establishment of an employer vision. The vision should clearly and continually 

communicate the ideal working atmosphere and should be based on the overall 

company goals. Hence, it is of great importance to have the vision formulated from 

the top management level. The key elements of this vision are the type of business 

the company is active in, the status it wants to have as an employer, the sort of 

people required to achieve the aim and the planned environment within the company 

(cf. Lane 2016, p. 41f.; Rosethorn 2009, p. 27). In order to be able, to define this 

vision it is necessary to analyse the company. 

4.2.1 Company Analysis 

The purpose of the first step in the analysis phase is to get an understanding of the 

initial situation of the company on the market. Therefore, internal and external 

factors which are influencing the organisation are taken into consideration (cf. 

Stotz/Wedel-Klein 2013, p. 82). Further, it helps an employer to find out, who it is, 

what it offers and where it wants to be in the future (cf. Heider-Winter 2014, p. 99). 

Hence, the internal factors include objectives of the company, as well as the view of 

employer attributes. Analysing the external factors will give an insight into the 
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company’s situation on the market, its environment and competition and most 

importantly, the expectations of candidates towards employers. 

4.2.1.1 Internal Factors 

Within the initial phase of employer branding, internal factors of the company need 

to be considered. Because of the necessity of aligning the employer brand with the 

corporate brand, the analysis should start with a thorough investigation of the 

corporate vision and strategy, the business’ products and services, organisation, 

culture and general economic situation. All these factors can be derived from 

officially published documents about the company, as corporate reports and articles 

published in media (cf. Stotz/Wedel-Klein 2013, p. 82f.).   

Beside involving the management and analysing the company brand in general, the 

department of human resources is an essential part of the investigation (cf. 

Stotz/Wedel-Klein 2013, p. 83f.). Within this step the employer branding objectives 

and the employer attributes of the organisation are taken into consideration. 

Concerning objectives, it is necessary to distinguish between two different 

objectives of employer branding (cf. Walter et al. 2016, p. 77). One the one hand, 

there are the recruiting goals which are dealing with the quantity and quality of 

applications, and on the other hand, the psychographic goals are referring to the 

target group’s perception and evaluation of the employer in terms of employer 

image, attractiveness and reputation (cf. Collins/Kanar 2014, p. 287).  

Already existing data of HRM is used as a basis to analyse the initial situation. 

Indicators such as the number of applications for advertised vacancies or 

evaluations of received applications done by the HR department are beneficial in 

this phase. Information like this can then be used for the assessment of the 

application volume and the application fit. Further, the analysis of key performance 

indicators of recruiting such as the early fluctuation rate can be helpful when trying 

to find quality parameters for applications (cf. Walter et al. 2016, p. 78f.). 

Relating to the analysis of the psychographic goals of employer branding, employer 

attractiveness, image and reputation need to be examined. Questions about the 

grade of attractiveness, perception of employer attributes among the target groups 

and the popularity of the company as an employer are among the focus of this 

investigation (cf. Walter et al. 2016, p. 79).  
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The last factor of the internal analysis are the employer attributes. Here, a distinction 

between tangible and intangible features is required. Tangible are attributes like 

extraordinary starting salaries, development and training programs or a work-life-

balance. Consequently, intangible refers to friendliness, innovation and justice of 

the employer (cf. Walter et al. 2016, p. 80f.). After having identified these factors by 

either qualitative measures like interviews or focus group discussions, or with 

existing and potential employees or existing attribute sets, they need to be analysed. 

This analysis is done from the perspective of management as well as target groups. 

The responsibility of the management is to compare the identified attributes to the 

general corporate values, define the relevance for the company and assess in how 

far the company fulfils these characteristics. Whereas the obtaining of the 

management perspective is mainly done through workshops, a standardised survey 

design supports in receiving the view of the target group (cf. Walter et al. 2016, p. 

84 – 87). Therefore, this survey aims to reveal the strength of the image, the degree 

of differentiation, the relevance for the target audience and the level of negative 

perception of these attributes (cf. Nagel 2011, p. 60; Stotz/Wedel-Klein 2013, p. 

96f.). Due to often low engagement in long questionnaires, other possibilities of 

assessing the opinion of current employees, are online tools like “Customer 

Thermometer”. This type of questioning tool is proven to be highly accepted by 

current employees because of the simplicity of asking questions and giving answers. 

Especially, the possibility of using it on various mobile devices and the method of 

answering questions via clicking on the colours of traffic lights, increases the 

participation of often unavailable employees (cf. Everett 2016, p. 64f.). 

4.2.1.2 External Factors 

When developing an employer brand strategy, not only internal factors are of 

importance. Due to a possible deviation of the internal and external view and 

situation of the company, it is necessary to also analyse external factors having an 

impact on the company. Information about external influences can be explored in 

five different fields, geographic, technology, economic, demographic and legal. 

Within these fields, following factors should be examined: attractiveness of the 

location, status of technological usage, development of the labour market, national 

and international economic situation, changes in competition, demographic and 

value changes and legal progresses in labour and social laws (cf. Stotz/Wedel-Klein 

2013, p. 84f.). 
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Especially, the knowledge about the status of competition on the market is essential 

in order to be able to differentiate (cf. Sponheuer 2010, p. 194f.). A company should 

investigate in the employer branding approaches of their competition and evaluate 

their employer value propositions as well as get an insight into their strategy and 

their defined target groups (cf. Latzel et al. 2015, p. 28; Nagel 2011, p. 61). 

Other important elements of the external analysis are drivers of an employer brand 

which influence candidate’s decision-making process when deciding for an 

employer. These drivers can be values, employer attributes and expectations and 

play an important role when developing an employer branding strategy and planning 

communication measures. Information about these drivers can either be accessed 

through already published studies or through a survey among the company’s target 

segments. Discovering these values and expectations can help a company to 

communicate their EVP successfully and to be perceived as an employer-of-choice 

among their potential and existing employees (cf. Stotz/Wedel-Klein 2013, p. 85). 

4.2.2 Employer Attribute Analysis – Kano Model 

The following paragraph gives an introduction to the Kano model which is usually 

used for the analysis of customer satisfaction based on three dimensions. Since 

Energie Steiermark AG already used this model during their qualitative primary 

research, namely focus group discussions with existing employees, it would be 

supportive to continue with this model for analysing and structuring the employer 

attributes during the quantitative primary data collection. 

Due to the fact that employees are the customers of employers, the analysis of their 

expectations and factors of satisfaction can be questioned similarly to customers’ 

factors of satisfaction (cf. Matzler et al. 2004, p. 1195). According to the Kano model, 

the relationship between attributes of an employer and employee satisfaction can 

be segmented into five types of factors (cf. Furlan/Corradetti 2010, p. 2; Kano 1984 

quoted from: Matzler et al. 2004, p. 1181). 
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Figure 10: Kano attributes (based on Low et al. 2015, p. 4894; Rashid 2010, p. 7485) 

When presenting these attributes in a model, two axes are illustrated. While the 

vertical axis of the model defines the satisfaction level from the customer’s, the 

horizontal axis shows the level of physical fulfilment. The relative relationship of 

these two factors then defines these five types of criteria (cf. Hölzing 2008, p. 81f.).  

 

 

 

 

 

 

 

 

 

 

 

Figure 11: Kano model (based on Low et al. 2015, p. 4893) 

Basic/Must-be

•Definition: Are expected and supposed to be realised and therefore, do not 
contribute to employee satisfaction. Additionally, employees will definitely be 
dissatisfied when these attributes are not fulfilled.

•Implication: Important to consider.

One-dimensional/Performance

•Definition: Cause contentment when they are fulfilled and disappointment if not.

•Implication: Important to consider.

Excitement/Delighter

•Definition: Are especially influential on employer attractiveness, as these are 
attributes which are not expected, but have a great impact on satisfaction if they are 
fulfilled.

•Implication: Continue with them.

Indifferent

•Definition: Cause neither satisfaction nor dissatisfaction for the customer.

•Implication: Avoid.

Dismissal/Reverse

•Definition: Cause dissatisfaction if fulfilled and satisfaction when not fulfilled.

•Implication: Avoid.
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In order to apply the Kano model, questions need to be asked in two dimensions 

within a questionnaire. Therefore, a functional and a dysfunctional question is 

formulated. While the functional question aims to find out a person’s reaction when 

an attribute is available, the dysfunctional question asks about the non-existence of 

this feature. Both hypothetical questions provide a scale of five different answers. 

By means of these answers a classification but not a ranking of attributes is possible. 

Through the combination of the answers of the question pair a classification of this 

attribute in one of the five Kano factors can be performed (cf. Hölzing 2008, p. 111f.). 

The following table shows the possible combinations and the resulting attribute. 

Such a survey among current and potential employees including questions with the 

Kano model in mind helps to detect qualities and support companies in creating an 

attractive EVP (cf. Coleman 2015, p. 2). 

 

Figure 12: Two-dimensional evaluation chart (based on Hölzing 2008, p. 112; Rashid 2010, p. 
7485) 

4.2.3 Target Group Analysis 

The question about which kind of candidates is intended to recruit is the main part 

of this analysis step. Therefore, the target audience needs to be analysed and 

segmented. Talent segmentation has already been discussed in a former chapter. 

Hence, the following section will summarise those findings and add further options.  

First, the talent market can be segmented according to professional criteria, like 

work experience, department, field of education or degree of education. Often these 

criteria are used in a combination (cf. Walter/Kremmel 2016, p. 12). The second 

option is to segment the audience by means of general demographics and 



 

40 

geographic information. Companies using this type of segmentation often aim to 

increase talent diversity within their workforce (cf. Walter/Kremmel 2016, p. 12), 

meaning to increase the amount of older or younger people, men or women or 

international employees (cf. Shemla 2018). Additionally, criteria concerning 

personal characteristics can be used to further describe the created segments. A 

closer portrait of the defined groups is essential in order to understand the 

importance of these segments for the organisation. Meaningful are those candidate 

sets which already exist in a greater amount within the company or which will be 

critically needed in future (cf. Walter/Kremmel 2016, p. 12). 

4.3 Planning Phase 

After having done the analysis, the second phase of the employer brand 

management process is about developing the EB strategy, consisting of the 

prioritisation of concrete goals and the positioning of the company as an employer 

(cf. Latzel et al. 2015, p. 28; Walter/Kremmel 2016, p. 113). One of the most 

important elements in this phase is the definition of the EVP. All these factors are 

essential for the elaboration of the strategy and further for a lasting and successful 

employer branding. The EB strategy aims to support a company to gain a preferred 

position among the target groups and to be seen as an employer-of-choice (cf. 

Latzel et al. 2015, p. 29). In order to know the direction and purpose of employer 

branding measures, the strategy serves as a master plan for the whole company. 

With respect to defining a clear positioning, it is necessary to start with a prioritisation 

of the former defined target groups and specify the goals of employer branding. 

4.3.1 Prioritisation of Target Groups 

After having analysed and segmented the company’s target audience, it is 

recommended to prioritise them. In order to efficiently address the different target 

segments, a prioritisation supports the employer in performing a targeted 

communication. Especially, target segments which are of high importance for the 

company and proposed to be greatly needed in the future should be ranked higher 

than other groups. Carrying out such a ranking, facilitates the positioning of the 

employer and makes the direction of the EVP more obvious (cf. Stotz/Wedel-Klein 

2013, p. 89; 115f. Walter/Kremmel 2016). 
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A prioritisation of the target segments should be done based on the value of the 

different groups for the employer (cf. Walter/Kremmel 2016, p. 115). Consequently, 

a target group matrix with four defined areas to allocate relevant groups in is a 

valuable tool. The dimensions of the matrix consist of the depiction of the level of 

recruiting success and the degree of importance of the target group for the 

company. 

 

 

Figure 13: TG matrix (based on Walter/Kremmel 2016, p. 183) 

• High importance – low recruiting success 

Target groups of this type need to be ranked first and should be considered 

when doing the positioning and planning communication measures. 

• High importance – high recruiting success 

Due to the already high recruiting success, communication can be performed 

through already existing channels. Still, this type should not be forgotten. 

• Low importance – high recruiting success 

Because of the low importance it is not necessary to prioritise them for the 

definition of the EVP. Moreover, a specialised communication may be waived 

as it is no challenge to recruit this group.  

• Low importance – low recruiting success 

In order to successfully recruit these types of potential candidates an agency 

may be the right solution. Due to their low importance, the company should 

not place too much effort on recruiting measures for this cluster. 
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On the basis of the allocation of the target groups within this matrix, the decision 

about which target group needs to be addressed by the new defined employer 

positioning can be made. The prioritised segment will be the centre of the employer 

positioning and EVP, and can be addressed by using already existing channels and 

touchpoints (cf. Walter/Kremmel 2016, p. 117f.). 

4.3.2 Specification of Objectives 

Subsequently, the specification of the objectives is done for each target segment, 

but especially for the prioritised group. The efficient execution of this task requires 

an in-depth understanding of the different levels of goals and their 

interdependencies. Thus, the recruiting goals are set to be the primary goals. 

Because of the impossibility to reach quality and quantity of applications at once, an 

employer should first of all set the focus on one of them. The psychographic goals 

are supporting the achievement of the recruiting goal. The different elements of 

psychographics – employer attractiveness, image and reputation – have already 

been discussed. In order to attain the defined goal of recruiting, employer 

attractiveness plays a key role, as it is the reason why candidates choose an 

employer. Referring to chapter two, the attractiveness of an employer is highly 

influenced by the employer image and therefore also the reputation. This 

interdependencies show the necessity of having a general understanding of all 

these levels in order to be able to set concrete goals for the employer brand (cf. 

Walter/Kremmel 2016, p. 119f.). 

4.3.3 Employer Positioning 

The core of the employer branding strategy is formed by the employer positioning 

towards the target group. It consists of the employer attributes and promises a 

company wants to communicate to the market and it further forms the strategic 

guideline for the employer brand (cf. Stotz/Wedel-Klein 2013, p. 91). The positioning 

is transferred through communication measures and the behaviour of the existing 

employees. A successful management of this transfer and the clear differentiation 

to the competitors leads to the creation of an employer image in the mind of the 

target group (cf. Maxwell/Knox 2009, p. 895; Mosley 2014, p. 121; Walter/Kremmel 

2016, p. 123).  
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A list of employer attributes which has been analysed in the phase before is 

considered as the basis for the development of the positioning. The aim is to select 

the most important attributes, in order to have a set of a few significant 

characteristics. Which is called employer value proposition (cf. Walter/Kremmel 

2016, p. 123f.). Within an EVP, it can be differentiated between the core positioning 

and a more detailed positioning towards selected target groups (cf. Mosley 2014, p. 

137; Walter/Kremmel 2016, p. 115). The core positioning consists of one attribute a 

company wants to be associated the most with on the market (cf. Mosley 2014, p. 

137). 

4.3.3.1 Positioning Profiles According to Walter and Kremmel 

The challenge of how to select the right employer attributes for the employer 

positioning can be answered with the application of positioning profiles. These 

profiles support companies in identifying the direction of their positioning. Various 

positioning profiles can be used if the company aims to address different target 

groups or if the employer brand should be adapted for certain countries or regions. 

Within such profiles there are four major areas defined, in each of them certain 

employer attributes find their place. These four dimensions are: the importance for 

the core audience, the importance for the organisation, the degree of challenge of 

the attributes for employees and the type of attribute, either functional or symbolic. 

Whereas the assessment of the attribute type is clear, the other three dimensions 

need to be considered as either high or low (cf. Walter/Kremmel 2016, p. 124f.). 

Resulting from the assessment of these dimensions, different profiles can be built. 

As an example, a classical positioning profile orientates itself on the general product 

positioning of the organisation and its aim to be primarily attractive for the target 

group. Therefore, employer attributes which are of great value for the chosen 

focused audience are weighted more than the ones which are important for the 

company (cf. Walter/Kremmel 2016, p. 125f.). Generally, it can be thought of 

changing the positioning profile over time. An initial classical positioning profile can 

be changed into a selective profile, as soon as the employer achieved a certain level 

of attractiveness and aims to change the objective from the increase of quantity to 

the rise of quality (cf. Walter/Kremmel 2016, p. 130). 
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4.3.3.2 Positioning Model According to Mosley 

While Walter and Kremmel recommend on finding a positioning profile, Mosley 

presents in his work a positioning wheel (figure 14). Each area of this wheel shows 

a potential field in which a company can position itself as an employer. A closer 

examination of these fields shows the directions and goals. When choosing status, 

a company is attributed being the market leader, showing great growth opportunities 

and offering stability and security. Purpose means to focus on the customer and 

long-term goals and being socially responsible. Teamwork stands for diversity, 

sociability, respect and having a good time at work. Autonomy promises potential 

employees’ empowerment, trust, a flexible and agile atmosphere and the 

opportunity of being an authority. While innovation is characterised by creativity, 

resourcefulness and entrepreneurship; the learning position guarantees a focus on 

developing, training and fostering talented employees. Progression means to build 

careers and to offer diverse opportunities of promotion. Lastly, performance includes 

aiming for excellent performances, recruiting extremely talented people and working 

in a dynamic and high performing environment (cf. Mosley 2014, p. 112 – 119).  

 

Figure 14: Positioning wheel according to Mosley (based on Mosley 2014, p. 112) 
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4.3.4 Employer Value Proposition 

The employer value proposition combines the choice of employer attributes which 

are defined as most important and attractive for the aimed positioning (cf. Latzel et 

al. 2015, p. 29; Walter/Kremmel 2016, p. 130). It serves as a guideline for all 

activities done in recruitment and human resources and communicates the offer of 

a company as an employer with a clear focus on the benefits of employment (cf. 

Lane 2016, p. 41; Mosley 2014, p. 139; Walter/Kremmel 2016, p. 130f.). The EVP 

presents a bundle of potential experiences and communicates what prospective 

workers can expect from a company (cf. Mosley 2007, p. 131) as well as the 

company’s offers to attract and maintain employees (cf. Rees/Smith 2017, p. 163). 

Hence, this value proposition should be the answer to the question how a truly good 

day in this organisation proceeds (cf. Lane 2016, p. 41). Nevertheless, Mosley and 

Rosethorn recommend to also include expectations of the company towards 

employees, because a holistic EVP should suggest the give-and-take principle (cf. 

Mosley 2007, p. 131; Rosethorn 2009, p. 21). This means, the promise an employer 

gives should still be arrangeable with the objectives of the customer and corporate 

brand performance (cf. Latzel et al. 2015, p. 29f.; Trost 2013, p. 25). Lane further 

recommends to formulate a longer and a shorter version of the proposition in order 

to stay flexible in the communication of it (cf. Lane 2016, p. 42). 

Barrow and Mosley and some other scientific sources also refer to the EVP as the 

employee value proposition. Either way, it aims to deliver a compelling message to 

an employer’s target segments, which should result in a clear employer image when 

communicating it reliably (cf. Barrow/Mosley 2008, p. 125 – 127; Walter/Kremmel 

2016, p. 131).  

As already mentioned, the development of the EVP is based on the analysis 

explained in chapter 4.1. Trost summarises the elements analysed in the first phase 

as factors influencing the EVP. He describes employer attributes, target group 

preferences, competitive position, current employer image and the corporate brand 

as relevant factors and perspectives which are having a great impact on the 

formulation of the employer promise. The consideration of these aspects as well as 

the compliance of aligning the EVP with the general value proposition of the 

company is the basis for a long-lasting and successful employer branding (cf. Trost 

2013, p. 18 – 25). 



 

46 

Lane summarises the employer value proposition as “the accurate articulation of the 

employer brand, identified by research and consultation, which acts as a blueprint 

for policy and behaviour…” (Lane 2016, p. 46). He further describes the importance 

of developing a clear and reliable message which is communicated internally and 

externally through various channels in order to invigorate it among the target 

audiences. Therefore, primary and secondary audiences are defined, whereby 

existing and prospective employees are seen as primary (cf. Lane 2016, p. 46). 

4.4 Implementation Phase 

After having analysed and planned the EB strategy, the operative employer brand 

management process is the succeeding step. This stage concentrates on designing 

the concept of communication and constantly implementing it. In addition, the 

monitoring phase ensures to regularly assess the performance of this concept and 

the employer brand in general (cf. Walter/Kremmel 2016, p. 11). 

Once the company has decided on the employer positioning and the EVP has been 

defined, the employer faces the challenge of implementing it. For a constant delivery 

of the EVP it is not sufficient to only consider different channels of communication, 

but rather ensure consistency across all touchpoints with potential employees (cf. 

Mosley 2007, p. 131). Therefore, areas which are related to or have an impact on 

the EVP communication need to be considered (cf. Latzel et al. 2015, p. 31). These 

points of contact are referred to as stimuli conveying the brand promise and brand 

identity between the employer brand and its relevant target groups. They are not 

constant, as change and brand management continuously develop. In order to 

perform efficiently the organisation should assess touchpoints for any performed 

activity and target group concerning employer branding. Furthermore, a 

prioritisation of the most important touchpoints for each target group needs to be 

done, as it is not possible to concentrate on all of them at once. Since the aims of 

companies differ, there is no rule about which touchpoints are most or least 

important (cf. Lane 2016, p. 45f.; Rosethorn 2009, p. 52). 

Furthermore, it is of high importance to consider the differences in the relevance of 

touchpoints among different generations. Due to the varying behaviour in job-

seeking activities of diverse age groups, it is necessary to prioritise relevant 
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touchpoints. In practice this means, to concentrate not on all existing touchpoints, 

but only on relevant ones for the selected target group.  

 

Figure 15: EVP touchpoints (based on Lane 2016, p. 46) 

The actual transfer is performed through communication, but due to the risk of a low 

perception of some employer attributes relevant for the positioning, it is necessary 

to consider how an expedient communication can be performed. The development 

of a communication concept on the basis of the established employer branding 

strategy is the core task of implementation (cf. Walter/Kremmel 2016, p. 134). This 

concept should be target-group oriented in order to increase the reputation of the 

employer brand, to guide the employer image into the desired direction and to grow 

the attractiveness of the employer on the market (cf. Walter/Kremmel 2016, p. 22). 

The following subchapter will give an overview over the planning of a successful 

communication concept. 
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4.5 Communication of the Employer Brand 

Due to the goal of this paper of developing an EB concept rather than a 

communication concept, the following chapter will only provide an insight into this 

topic. Therefore, it is not intended to explain a complete communication concept in 

all its details. 

The communication concept aims to position the employer in potential employees’ 

minds and to inform them about why this company is attractive as an employer. 

Thus, the employer attributes need to be translated into appealing verbal and visual 

messages (cf. Petkovic 2008, p. 221 – 223; Sponheuer 2010, p. 235). Nevertheless, 

the targeted communication of the EVP does not guarantee the success of 

influencing the existing employer image in potential employees’ minds. Compared 

to the general consumer market, the possibility of encountering sceptics regarding 

truthfulness and negative responses of the targeted audience is given (cf. 

Sponheuer 2010, p. 235). 

4.5.1 Communication Along the Employee-Life-Cycle 

Elaborating a communication concept is essential and should consist of all 

communication activities done in employer branding. The content of the concept is 

separated in two parts, campaigns about the employer brand and a basic 

communication concept. Additionally, the communication measures can be aligned 

to the recruitment stage of the employee-life-cycle (cf. Rosethorn 2009, p. 51). 

Hence, campaigns are performed before the candidate even would think of the 

company as an employer and the basic programme serves already existing 

touchpoints before and during the recruitment process. By performing these 

different measures of communication at an early stage, the company aims to narrow 

down the options for potential employees and guide them towards their company. 

At this early stage, candidates have not been encountered much with the search for 

job vacancies, therefore their behaviour can be described as rather passive. In order 

to be visible and to achieve the desired employer image, employers can execute 

campaigns through channels, where candidates do not need to become active to 

receive the message (cf. Collins/Stevens 2002, p. 26). Such campaigns do not 

contain many details but focus on communicating the company name and relevant 

employer attributes. A successful campaign before the start of an active hunt for a 
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job proposes good chances in reaching the target audience in the phase of employer 

selection. This phase refers to as a period of collecting information about possible 

employers. Often candidates have already narrowed down options on the basis of 

their already existing knowledge or images. Thus, an employer brand provides 

orientation to potential employees during their phase of selection (cf. von Bismarck 

2013, p. 261). In this phase candidates show a higher involvement and therefore, 

the touchpoints are used to deliver more detailed information about the employer 

and are known as “high-information recruitment practices” (Collins 2007, p. 182). 

During the last phase, potential employees focus on comparing different vacancies 

and the employers, therefore, it is also referred to as evaluation phase. The most 

important touchpoints in this stage are personal encounters between the candidate 

and the company and correspondences via e-mail (cf. Rosethorn 2009, p. 51). Even 

though, the employer has the opportunity to communicate final information 

concerning employer attributes, it has not been proved that it has any impact on the 

decision of the applicant. For this reason, it can be summarised that external 

employer branding communication should place its focus on the phases before (cf. 

Kremmel et al. 2016, p. 173). 

4.5.2 Communication Concept 

First step of a communication concept is to think of a general strategy on how the 

company wants to design its communication programme. Sponheuer refers to it as 

the target identity, whereas Walter and Kremmel define it a copy strategy. Either 

way, this step consists of outlining the argumentation and design of the 

communication concept. Hence, key messages and slogans are created and 

appropriate images are selected (cf. Sponheuer 2010, p. 236; Walter/Kremmel 

2016, p. 24). By developing this strategy and ensuring a common understanding 

within the whole company, a constant image of the employer brand can be 

guaranteed. Ultimately, three key elements are outlined within such a strategy, 

namely a summary of the prioritised target groups, the employer value proposition, 

the desired tonality and the central idea of visualisation. All these elements need to 

be expressed for each target segment which is identified as relevant (cf. Kremmel 

et al. 2016, p. 174 – 180). 
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Before identifying the significant channels for the communication of the employer 

brand, it is necessary to decide on a budget as well as the main emphasis of the 

communication concept. In order to plan the budget, an important task is to select 

which employer branding goals are desired to be achieved with each focus of 

communication. After aligning the goals to certain points of focus, the budget can 

be split between them. It is recommended to generally start with the basic 

communication programme and to only perform campaigns if certain objectives 

cannot be reached with the basic programme (cf. Walter/Kremmel 2016, p. 24f.). 

4.5.3 Channels 

As explained in the previous chapter, channels can be aligned to different phases 

of the recruitment phase of an employee. Companies can either choose traditional 

or modern ways for communicating the EVP and reaching the defined goals for their 

target groups (cf. Kremmel et al. 2016, p. 170). When selecting a communication 

channel, three factors need to be taken into consideration. First, the reach of the 

channel, meaning to which extent a target group can be addressed by a certain 

channel. Second, it has to be discovered if the type of communication activity is 

appropriate for reaching the defined objective. Lastly, the evaluation of the occurring 

costs is required in order to know afterwards if the measure has been beneficial for 

the employer (cf. Walter/Kremmel 2016, p. 23f.). 

In general, communication can be done through offline and online channels. 

Traditional channels, such as publications in newspapers or recruiting brochures 

might be successful for some companies. Especially, recruitment fairs and 

workshops have greatly established within the last years and are highly accepted 

by potential employees on the labour market (cf. Drury 2016, p. 30; Sponheuer 

2010, p. 236). Several studies have shown that especially referrals within the social 

and professional network are among the most valued touchpoints for potential 

employees in their search for an employer (cf. Deepa R/Baral 2017, p. 82; 

Gupta/Saini 2018, p. 7; Kremmel et al. 2016, p. 188; Mosley 2014, p. 177f.). Mosley 

further explains that referrals by employees has always been of great importance in 

the perception of the employer brand among potential employees and continuously 

will be. He further presents several other media channels, but clearly places his 

focus on digital media (cf. Mosley 2014, p. 177 – 182). 



 

51 

The importance of digitalisation in employer brand communication has been 

emphasised by several authors and studies (cf. Aula/Heinonen 2016, p. 36; 

Goncalves 2017, p. 230; Hesse et al. 2015, p. 56; Mosley 2014, p. 14f.). Today, 

digital media plays an important role in employer branding, especially when 

targeting Generation Y and Z (cf. Hesse et al. 2015, p. 56). Special importance is 

attributed to the career website of the company, it is the only channel which is 

completely controlled by the company. A career website serves as an information, 

but also communication tool for interested candidates (cf. Sponheuer 2010, p. 236). 

It provides information about relevant job vacancies and offers the possibility of 

fulfilling the complete application process. The various functions of career websites 

lead to the fact that they are among most used sources for job seekers. 

Nevertheless, companies need to ensure regular updates and adaptions of their 

career website in order to stay relevant for their target groups. Elements such as 

videos, contextual content, personalisation and gamification are current trends and 

defined as necessary to consider. Furthermore, companies cannot escape the 

significance of a mobile friendly design (cf. Mosley 2014, p. 168 – 174). The use of 

smartphones, also in job seeking activities, has increased tremendously and needs 

to be taken into consideration when thinking about the communication of the 

employer brand. Beside the career website, other methods, like active sourcing or 

mobile recruiting, support employers in interacting with potential employees (cf. 

Hesse et al. 2015, p. 56). Today’s opportunities of communicating through digital 

media, placed employer brand communication on a new level.  

The digitalisation has led to a variety of online channels and even though they offer 

great opportunities for employers to get in touch with their target groups, they also 

bring along risks for the employer brand. The most trusted source of referral, word-

of-mouth marketing, has always been among the leading sources for candidates in 

job seeking activities. And this has not changed, the only difference today is that 

through digital channels, like social media platforms or employer ranking websites 

like kununu.at, the spread of negative word-of-mouth and damaging reputations 

happen faster and more often (cf. Mosley 2014, p. 177). Employers need to consider 

these channels and concentrate on measures that surpasses the negativity.  

Social media channels such as Facebook and Instagram are often additionally used 

within the employer brand communication. Hence, company pages are created and 
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are used for publishing open vacancies. The possibility of doing advertising 

campaigns for special targeted audiences supports the employer in addressing their 

potential employees through a daily used channel. Further options are professional 

networks like LinkedIn or Xing. These networks offer the possibility to directly get in 

contact with potential employees and can therefore be used for connecting with 

special talents (cf. Piening/Kampmeyer 2018, p. 7 – 9). 

In conclusion, today’s available channels are numerous and focus on socialising 

and personalisation. The consequential complexity is a challenge for employer 

brand management, but simultaneously leads to the possibility of being innovative 

and experimental (cf. Mosley 2014, p. 184). 

4.5.4 Internal Communication 

After having discussed the implementation of the employer branding strategy on an 

external basis, the internal communication should not be forgotten. Sponheuer 

describes the implementation of the employer brand on an internal level as the 

second challenge in implementation (cf. Sponheuer 2010, p. 245). Nevertheless, 

the execution of internal marketing is crucial. It has been observed that the 

performance of external communication measures does not show any success 

without concurrent internal brand management (cf. Knox/Freeman 2006, p. 710). 

The internal brand management is referred to the internalisation of the employer 

value proposition in the minds of existing employees and thus, encourage their 

behaviour towards the employer (cf. Latzel et al. 2015, p. 32; Sponheuer 2010, p. 

245). Whereas the development and external communication of the EVP mainly 

considers the positive attributes of an employer, the internal brand management 

needs to deal with integrating the less positive aspects as well. The uncovering of 

negative aspects is necessary in order to be able to fill gaps between the promised 

employer brand and the actual delivery (cf. Lane 2016, p. 47; Latzel et al. 2015, p. 

32). Lane describes the inclusion of existing employees, as well as their 

identification with the employer brand values as mandatory. Further tasks of the 

internal management include the leading of changes regarding employees’ attitudes 

and behaviours. Since this is understood as a complex task and bigger challenge 

than the internal communication, it is of great importance to ensure an appropriate 

management culture and possibilities of personnel development (cf. Latzel et al. 

2015, p. 32). For the elaboration of a winning employer brand, the alignment of 
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internal and external actions of implementation is absolutely necessary (cf. 

Knox/Freeman 2006, p. 710). 

4.6 Monitoring Phase 

The constant assessment of the performance and evaluation of the success of the 

employer brand is an essential part of employer brand management. Thus, 

employer brand controlling is a valuable phase of the employer branding process. 

Controlling facilitates the guiding of an employer brand towards the formulated 

objectives (cf. Walter/Kremmel 2016, p. 215). Even though many organisations do 

not see the importance in measuring the results of employer branding it is still one 

of the most critical steps (cf. Baran 2018, p. 57f.; Mosley 2014, p. 269).  

Employer brand controlling deals with the planning and measuring of reviewing 

activities, which facilitate the comparison of former defined objectives to the actual 

output (cf. Latzel et al. 2015, p. 32). The knowledge gained about the fulfilment or 

unfulfillment of the goals is then used for further improvement. If only a low level of 

achievement is explored, corrections in the programme of communication or even 

of the EB strategy need to performed (cf. Walter/Kremmel 2016, p. 216). Necessary 

improvements on all levels of employer branding are particularly due to the dynamic 

characteristic of the markets possible (cf. Heider-Winter 2014, p. 233). 

The evaluating phase of employer branding management includes various activities 

of controlling. Beside monitoring the success of the performed measures and the 

corrective actions, it is further important to control the relevance and consistency of 

the communicated content and the transferred image. Moreover, the observation 

and analysis of internal and external factors has already been explained in the 

course of the strategic analysis phase but is described as a constant relevant step 

during the whole process of employer branding. Lastly, all located chances of 

improvement need to be efficiently integrated (cf. Heider-Winter 2014, p. 233). 

A successful implementation of employer brand controlling requires a plan. 

Instruments for measuring the outcomes need to be defined and a strategy of data 

collection as well as the presentation of results need to be planned. The use of 

several key performance indicators is recommended as they are valuable 

instruments when complex data sets are to be analysed. In order to perform an 

efficient analysis, it is advised to select a certain number of indicators, because 
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using only one does not guarantee efficiency. When choosing them, a company 

needs to consider certain criteria. Beside their suitability of controlling objectives and 

comparing results over several periods, it is also crucial to evaluate the required 

efforts when using them (cf. Walter/Kremmel 2016, p. 226f.). Further, the controlling 

plan needs the definition of the target group to be monitored, planned resources and 

the period of conduct. As a last preparational step, the way of presenting the results 

need to be planned. Reports with statistical diagrams and interpretations of the 

results or the creation of infographics which present outcomes at a glance, are 

valuable methods of reporting (cf. Walter/Kremmel 2016, p. 227 – 231). 

It is not efficient to only measure the outcome of recruitment activities, but also 

include the assessment of brand perceptions. In the analysis phase, the different 

levels of employer brand objectives have been explained. The combination of 

recruitment goals and psychographic goals of employer branding is not only 

important to consider within the strategic analysis, but also in controlling. Therefore, 

key performance indicators are selected for all levels of objectives (cf. Heider-Winter 

2014, p. 234; Walter/Kremmel 2016, p. 217).  

Recruiting Goals 

Within the frame of recruiting goals, a company has formulated their desired 

outcomes concerning the quality and quantity of applications. In order to evaluate 

these dimensions, already existing data of HR controlling is used. A group of key 

performance indicators help companies to reduce the complexity of this data (cf. 

Heider-Winter 2014, p. 234). They can be split up into three levels, indicators for 

quality, indicators for quantity and indicators for success of recruiting (cf. 

Walter/Kremmel 2016, p. 218). Suitable KPIs for measuring these dimensions are: 
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Figure 16: KPI's for EB (based on Walter/Kremmel 2016, p. 218) 

Even though these mentioned KPIs support companies in analysing the great 

amount of data concerning recruitment and the impact of employer branding, 

limitations have been discovered. Measuring the effects of EB activities on 

recruitment outcomes might provide a status quo for the company, but it needs to 

be considered that external forces, such as high unemployment rates, are not 

included in these evaluations. Due to this finding, it is necessary to employ 

controlling measures also on the level of psychographic goals (cf. Walter/Kremmel 

2016, p. 220). 

Psychographic Goals 

With reference to chapter 4.1, psychographic goals are separated into three 

dimensions, employer attractiveness, employer image and employer reputation. In 

order to measure the success of employer branding on these factors, controlling can 

include a regular conduct of survey among the target segments (cf. Heider-Winter 

2014, p. 234; Walter/Kremmel 2016, p. 220). These questionnaires collect 

information and provide results about the general opinion of an employer, the level 

of strength of the employer image and supported and unsupported awareness of an 

Quality
Share of qualified applicants =

number of qualified applications

number of applications
x 100

Mishire rate =
annulations of employment contracts during trial period

number of hired people
x 100

Quantity
Quantity of applications per published vacancy =

number of applications

number of published vacancies

Quantity of applications per accepted position =
number of applications

number of accepted positions

Share of initiative applications =
number of initiative applications

number of applications
x 100

Recruiting 
success

Time to fill =
process duration until filling of the position

number of accepted job vacancies

Cost per hire =
total costs of recruitment

number of hired people

Interview ratio =
number of interviews

number of applications
x 100
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employer. Tools for measurement are mostly rating scales and rankings which help 

to calculate the median of responses (cf. Özden 2011, p. 40; Walter/Kremmel 2016, 

p. 220 – 223). 

Monitoring and controlling of employer branding measures lead to the identification 

of the areas where improvement is required and supports companies in deciding on 

corrective actions. The crucial factor for understanding the results and deriving the 

right actions is the correct and in-depth interpretation of the evaluation outcomes 

(cf. Walter/Kremmel 2016, p. 231). Depending on the size of the organisation the 

depth of employer brand controlling is defined differently in companies. While some 

employers might be able to do their evaluations without any complex analysis 

instruments, other ones might be dependent on a wide range of responses and 

results (cf. Heider-Winter 2014, p. 234).  



 

57 

5 Summary of the Literature 

The review of existing literature about employer branding indicates several 

important considerations for the development of an EB concept. After having 

discussed the terms around corporate, consumer and employer brand, it was clear 

that an alignment of the employer brand with the company brand is necessary. In 

order to elaborate an authentic brand to communicate to potential employees it is 

essential to be in line with the corporate vision and mission. Energie Steiermark AG 

mentioned the need of aligning employer branding with corporate communication 

and human resources and this has been confirmed in the literature.  

Reviewing books and articles dealing with generational differences on the labour 

market, has revealed the necessity of considering these variations in needs and 

expectations towards employer into the EB process. Since the company’s target 

group includes candidates of different generations, it is significant to examine these 

distinct characteristics and bearing them in mind when formulating the EVP and 

planning the communication. Even though all generations have been introduced, 

the practical part will only include the ones which are relevant for Energie Steiermark 

AG. Furthermore, it is recommended to segment the target group on the labour 

market, as it is difficult to address all potential employees with the same strategy. 

Talent segmentation can be performed according to demographic, psychographic 

or geographic aspects, similar to regular customer segmentation. But, in employer 

branding it is more common to capture the demand in functions or departments and 

segment potential candidates according to them.  

Beside generational differences and talent segmentation, the review has indicated 

the importance of investigating in employer attributes for the development of the EB 

concept. Since employer characteristics account as a major part of the EVP, a 

profound analysis of the external and internal view is necessary. Moreover, specified 

objectives in terms of recruiting and psychographic goals are essential for the 

elaboration of an employer branding strategy. After having formulated the strategy 

involving the employer positioning and the EVP, the accurate transfer of it to the 

segmented target groups needs to be ensured. Hence, a communication concept 

has to be developed. Due to the current trends and developments of digital media it 

is crucial to analyse the currently used channels in the job-seeking behaviour of 
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potential employees. This analysis as well as the definition of communication 

objectives contribute to efficient communication of the EVP to the target groups. 

All theoretical information collected about employer branding and target groups, as 

well as the approach of developing an EB concept, serves as the base for the 

following practical section. Figure 17 provides the basis for the concept development 

in the practical section of this thesis. 

 

Figure 17: EB concept overview (own presentation) 
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6 The Energy Sector in Austria 

The energy industry is still undergoing a radical change. It plays an important role 

when it comes to combating the climate change through focusing on renewable 

energies and energy efficiency (Energiepolitik und energieintensive Industrie 

(Abteilung VI/1) 2018). Due to this fact, the need for specialists in these fields is 

constantly growing. Hence, energy companies are fighting over talents and 

educational programmes specialising in energy efficiency and renewable energies 

are increasingly arising. 

Currently around 14.000 white-collar workers and 2.000 blue-collar workers are 

employed in Austria’s energy industry (Österreichs E-Wirtschaft 2019). All over 

Austria there are about 140 energy supplying companies, some of them providing 

their services all over Austria and others are acting regional. Austria’s biggest 

energy suppliers are Verbund-Konzern, EVN AG, Wien Energie GmbH, Energie AG 

Oberösterreich, Salzburg AG, Kärntner Elektrizitäts-Aktiengesellschaft, Tiroler 

Wasserkraft AG and Energie Steiermark AG.  

The analysis of employer branding measures of these companies shows that almost 

all of them have already developed an employer band and are actively advertising 

it. Several companies of the Austrian energy industry are using videos as a medium 

of transferring their employer brand to the market.
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7 Energie Steiermark AG 

Energie Steiermark AG, located in Graz, Styria, is among the biggest energy and 

service suppliers all over Austria. Beside the main operating sites in Styria, an 

operating company in Vienna and several holdings of other Austrian organisations, 

the company is also present across the borders of Austria. The organisation 

commits itself towards the planning, production, maintaining, developing and selling 

renewable energy sources. The company strives to present themselves and the 

state of Styria, a major shareholder, as a reliable service provider and a dynamic 

and innovative power. The business provides energy and heating solutions as well 

as energy services to about 600 000 customers internationally (Energie Steiermark 

AG 2018b). 

Vision and Mission 

The company claims to ensure a better life and a green world for Styria and across 

its borders. Security and comfort are not only important terms for their customers, 

but also for their employees. Therefore, five values have been defined and are being 

communicated to all stakeholders of the company. These are, to be fair, attentive, 

regional, cooperative and reliable. Beside their values, the organisation developed 

a corporate governance codex, which is supposed to support their guiding principle 

of leading and controlling responsibly (Energie Steiermark AG 2018b). 

Human Resources 

The manpower of the Energie Steiermark AG has been almost stable during the last 

years. At the end of 2018 the company stated a yearly average of 1790 employees 

in Austria and abroad. Almost half of them were aged between 30 and 50 years old, 

around 30 percent represented employees above 50 years and about 23 percent 

were younger than 30 years old (cf. Energie Steiermark AG 2019, p. 11). Due to the 

company’s positioning as a modern energy service provider including the 

development into a “full-service service provider” (cf. Energie Steiermark AG 2018a, 

p. 10), the management of HR needed to undertake important changes. Therefore, 

certain strategic measures have been defined. Beside the employment of new 

precisely targeted employees and their growth into committed personnel, also the 

attraction of talented female employees is being focused on. It is intended to offer 

initiatives in order to identify women’s potentials and strengths and involve them 

more in future processes and projects. Furthermore, the organisation focuses on 
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young people because of their current high number of employees within the upper 

age range. During an annual recruiting process, apprenticeships for qualified young 

workers are granted. Those do not only offer training but also the transfer of 

technical know-how from experienced workers. In general, the company owns high 

interest in providing an attractive work-life-balance for their employees (cf. Energie 

Steiermark AG 2018a, p. 11).  

Energie Steiermark AG is the parent company of several subsidiaries. The following 

figure presents only an extract of their structure and gives an overview over the most 

important subdivisions including the relevant professional fields for this thesis. 

 

Figure 18: Overview Energie Steiermark AG (based on Energie Steiermark AG 2018b) 

During 2018, Energie Steiermark AG advertised a total of 143 job vacancies, 11 of 

them where managerial positions. Apart from initiative applications, the company 

could report 850 application for the advertised jobs. After a first screening, 

qualitative applications have been selected and 360 interviews were held. In total, 

the company was able to fill 122 out of these 143 vacant positions, 63,9 % of them 

were filled with external people (cf. Resch 2019).  

The company claimed to have the highest recruiting demand in the Service GmbH, 

namely 39%. The other subsidiaries show a lower recruiting level, the Technik 

GmbH with 22%, Kunden GmbH with 11% and the mother company showed a 

recruiting need of 11% (cf. Resch 2019).
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8 Analysis of Existing Employer Branding Strategy 

Energie Steiermark AG aims to be seen as a preferred and secure employer, but 

until last year employer branding has not seemed to be necessary. With the 

increasing EB activities and campaigns of the company’s competitors, Energie 

Steiermark has decided to start the project of developing an employer brand. Due 

to the fact that there is no written concept yet, the following chapter only summarises 

the information gathered from the responsible persons of the company and the 

observed measures on existing channels. 

8.1 Analysis of National Employer Branding Measures 

Because of the fact that Energie Steiermark AG is an Austrian company with a 

strong focus on regionality and the location of their headquarter in Graz, Styria, 

talents who are capable of speaking German are preferred. Beside the fact that the 

company has not focused on their employer brand until now, there have not been 

purposely planned national or international employer branding activities. Still, 

secondary analysis investigates in all channels and activities of the company used 

for external communication. Referring to chapter two, in which employer branding is 

described as a holistic concept, the following chapter analyses the existing internal 

and external measures. This analysis builds the basis for the development of the 

recommended EB concept in chapter 12. 

8.1.1 Internal Employer Branding Measures 

As aforementioned employer branding does not only consist of what is 

communicated and presented to potential employees, but also what is done for 

existing employees. Measures focusing on current employees highly influence the 

employer image and the probability of sharing experiences with external people. 

Because of that, existing staff members account as vital stakeholders of employer 

branding. Energie Steiermark AG already does decent work internally and the 

concrete activities are described in the following table. In addition to the measures 

described within the table, the company offers childcare, grants for insurances and 

driving, flexible working hours, coaching, discounted shopping possibilities and a 

pension fund. 
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Figure 19: Internal EB measures (based on Energie Steiermark AG 2019, p. 9 – 13) 

8.1.2 External Employer Branding Measures 

After having considered the existing internal measures, the current external EB 

activities will be explained in the next figure. Due to the fact that implemented 

measures did not have a precise employer brand in mind, activities have mostly 

focused on recruiting and communicating corporate values. 

• This programme includes the assignment of employees who are already 

longer in the company to new employees during the onboarding process. 

This means staff members who just started working for the company have 

a mentor to show them around and to answer any questions. 

Mentoring programme 
during onboarding

• Appraisal interviews are conducted on a yearly basis. During these 

interviews, personal goals and wishes are discussed as well as 

possibilities and necessities of the employee’s development. 

Appraisal interviews

• Employee development and training is offered through the E-cademy, 

which supports specialised employees and managers. Beside the offer of 

“off the job” seminars, especially internal promotion is a vital point. It 

focuses on learning from each other and therefore, also includes job 

rotations. The development of employees is target-group oriented and 

complies with individual porgrammes to managers, experts and young 

talents. Additionally, there is a focus on women in talent management.

Development and 
training

• During the “welcome day” new employees get the possibility to develop an 

internal network across the different departments. Furthermore, different 

excursions offer the possibility of extending the network and getting to 

know the company in all its diversity.

Networking

• The company offers several activities outside of the employment:

- Dialogues with the board “E-Dialog”

- Corporate culture project “E-Volution”- Incentives

- Exclusive news for employees “Talk in Grün"

- Internal sport events and tournaments

Corporate activities

• In order to keep employees updated and inform them about the newest 

developments and changes there are several tools used:

- An intranet which is used across the business.

- Regular company-wide events of the board.

- Regular reporting by corporate communications.

Communication 
platforms

• The company’s health programme includes occupational health care, 

physiotherapy, different sport programmes for a healthy body, a healthy 

diet in the in-house canteen and the campaign “Gesunder Apfel”.

Health programme
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Figure 20: Internal EB measures (based on Energie Steiermark AG 2019, p. 9 – 13) 

• Print media is only used for career and recruiting fairs. Employer Branding 

advertisements are planned to be implemented.
Print media

• The company website offers a career section including all necessary 

information and links. A detailed evaluation of the career website is 

presented in chapter 8.1.3.

Own career website
(www.e-

steiermark.com/ueber-
uns/karriere/)

• The Facebook page of the company is used to communicate news, events, 

cooperations and current topics. The topics of employment, application and 

open positions are rarely included.

Social media networks
(Facebook)

• The company’s page on LinkedIn shows a good overview over the key 

competences, subsidiaries, international activities, number of employees 

and locations. Furthermore, open positions are posted, and current 

employees are connected and could be easily accessed. Also, on Xing the 

description of the company includes all relevant information, furthermore, 

pictures emotionalise the page. News and evaluations can be read, and 

current employees are also connected. Open positions are not updated on 

Xing.

Professional social 
media networks 
(LinkedIn, Xing)

• Relevant information is present and employee benefits are stated. Not all 

open positions are posted on this page. 

Job searching website
(www.karriere.at)

• The platform/app “Studo” has been implemented in February and is used to 

reach the target group of students through publishing open vacancies and 

introducing the company as an employer to the students. The presented 

information is presented in a formal way and the image film is referring to 

products and services of the company instead of the company as an 

employer.

Student app - Studo

• Internships and diploma thesis programmes are presented as a submenu of 

the career section on the company’s website. An online application link is 

provided for internships. Regarding diploma theses, requirements are stated 

and contact details are available.

Internships, diploma 
thesis programme and 

trial days

• Energie Steiermark AG is very keen on being present on several recruiting 

and career fairs in Austria and at certain universities. 
Recruiting fairs

• The company shows a high engagement in social projects:

- Cooperation with “Caritas”

- Cooperation with “SOS Kinderdorf”

- Charity business run

- Project “Verantwortung zeigen”

- Campaign “ Brücken bauen” with the Odilieninstitut

- Sponsorings

- Cooperations with schools and universities

Social engagement

• The E-campus of Energie Steiermark AG is one of the most modern 

education centres of Austria, offering apprenticeships in the field of 

renewable energies.

Apprenticeships

• The company sees it as very important to give personal feedback after an 

interview. This personal communication is seen as an important factor when 

it comes to the success of the employer reputation. 

Personal 

communication
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8.1.3 Career Website Evaluation 

Because of the necessity of offering a meaningful online appearance of the 

company, it is important to consider several criteria when designing and planning a 

career website (cf. Schuhmacher/Geschwill 2014, p. 97). Therefore, Christian 

Scholz (cf. Scholz 2014, p. 148 – 150) developed a formula for the analysis and 

evaluation of career websites. This formula is called CUBE and indicates content, 

usability, branding and emotion (cf. Schuhmacher/Geschwill 2014, p. 97). Content 

therefore deals with the provided information, and usability describes the ease of 

use and the availability of information. Within the field of branding the presentation 

of the USP, company philosophy and goals are looked at. And finally, emotion 

considers the emotionality of the content and the relation to the company (cf. Scholz 

2014, p. 148 – 150). 

 

Figure 21: CUBE criteria evaluation (own presentation) 

Content

•Good

•E-mail address available

•Description of employee development

•Desired key competences and requirements listed

•Direct link to application

•Direct links to advertisements, internships and apprenticeships

•All necessary information listed in job advertisements

•Employee testimonials

•Description of employee benefits, company activities and corporate social 
engagement

•Success stories in internship section

•Explanation of application process

•Possibility of applying online

•Further Improvements

•Availability in English

•Introduction of HR department - responsible persons

•Description of vision, mission and objectives

•Introduction to industry, key competences, number of employees

•Include date of publication of job advertisements

•Include event calendar -- meet us at ...

•Application tips
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Figure 22: CUBE criteria evaluation (own presentation) 

This evaluation is based on the basic criteria when it comes to content, usability, 

branding and emotion, the presented improvements serve as ideas to include in the 

following concept. 

8.2 Analysis of Employer Positioning and Employer Value 

Proposition 

Due to the fact that Energie Steiermark AG is only in the starting phase of developing 

an employer brand, the company has not defined a clear employer value 

proposition. But as mentioned in literature, corporate branding forms an important 

part of employer branding. And therefore, this chapter will not only be dealing with 

Usability

•Good

•Quick loading time

•Search function available

•Clear structure
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•Navigation bar moves with scrolling

•Functioning links
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•Good

•Pictures used are emotional

•Video available in apprenticeship section
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•Less static page design - more variations
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the analysis of the company’s employment promise but also of the company’s value 

proposition.  

In general, the enterprise positions themselves as a partner of the green world, 

therefore the green vision in terms of sustainability, fairness, respect and 

responsibility in all activities is especially highlighted. Furthermore, the company 

aims for more security and comfort for the people and the world in general. A strong 

regional focus is visible, not only due to the colour, but also through phrases which 

emphasise the relation to Styria. Moreover, the firm underlines their cooperative, 

individual and solution-oriented acting with the help of their employee’s strong 

personalities. 

To sum it up, Energie Steiermark AG has defined five values which are 

communicated in a consistent way and therefore are also important to consider for 

their employer brand. 

▪ FAIR 

“Energie Steiermark acts fair towards humans and environment.” 

▪ ATTENTIVE 

“Energie Steiermark has the courage to create innovations. We learn new 

things on a daily basis.” 

▪ REGIONAL 

“We are the energy of Styria – and beyond that.” 

▪ COOPERATIVE 

“Energie Steiermark acts collaborative and is open to new cooperations.” 

▪ RELIABLE 

“We do what we say. We keep what we promise.”1 (Energie Steiermark AG 

2018b) 

The following matrix presents the company’s fundamental promises towards their 

stakeholders as well as the importance of them for the company and the respective 

stakeholder group. 

                                              

1translated by the author – original text can be found in the appendix (p. A-10) 
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Figure 23: Materiality matrix Energie Steiermark AG (based on Energie Steiermark AG 2019, p. 9) 

In order to support the corporate strategy, the business focused on methods and 

instruments to further develop the employee management in times of digitalisation, 

innovation and war for talents. For the implementation of this plan, employees are 

seen as a vital part and build the strong base. In the field of autonomy, the company 

offers several working-time models in order to help employees keeping their 

professional and private life balanced. Moreover, this is supported by the offer of 

childcare as well as the possibility to choose a decentralised workplace close to the 

employees’ home. Additionally, the company actively performs generation 

management in order to optimise the structure of the workforce. This includes the 

transfer and exchange of knowledge in order to combine valued know-how with the 

spirit of the young employees. Another aspect is the development of employees, 

including trainings, education, talent management and appraisal interviews, in order 

to face the dynamic and new requirements of the future. Also, health and work 

protection are important factors and are specially mentioned in the yearly report of 

the company. The corporate culture project “E-Volution” is particularly aiming to 

strengthen the teamwork across the company and to sustainably reinforce the 

corporate culture (cf. Energie Steiermark AG 2019, p. 11 – 13).  
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9 Analysis of the Target Group 

Energie Steiermark AG did not want to exclude any potential talents. Therefore, the 

defined a target group for the elaboration of this thesis’ aim is rather large. After 

considering the company’s requirements regarding potential employees, it was 

decided to extent employer branding on an international level.  

The company decided to place the focus on people who are born in 1999 and earlier 

and are living in Austria or Slovenia. Further, they determined a finished professional 

education within one of the defined fields in which most candidates are needed. 

These areas of professions are technical specialists for energy networks, technical 

specialists for information technology (IT), accounting and controlling experts, sales 

representatives and customer service professionals. Another requirement the 

company has defined, is the good command of the German language, due to the 

fact that the corporate language is German.  

In general, it is suggested to segment the target audience into smaller segments 

and prioritise them in order to gain more specific information within the research 

process and later be able to provide a differentiated. Referring to chapter 4, 

segmentation can be done in several forms. Beside doing a segmentation based on 

demographics, such as age, and geographic factors, it is suggested to break down 

the target group even more. Especially, potential employees can be easily divided 

into segments according to professional criteria, meaning the level of working or 

industry experience, functional area, type of education or academic performance. 

Energie Steiermark AG suggested five professional fields for segmentation. On the 

basis of this target audience definition, places to reach the target group have been 

identified. Beside including universities, schools, education centres and 

unemployment services, the idea of reaching them at “third places” has been taken 

into consideration. 

Places of Addressing the Target Group 

In order to receive attention of students from vocational schools and universities, 

different universities and education centres offering education programmes in the 

aforementioned professional fields and located within 200 kilometres from the 

company’s headquarter have been selected (The detailed list can be found in the 

appendix.). Due to the great selection of schools and universities, the distribution of 
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the questionnaire was done via e-mail. The probability of receiving answers was 

rather low and therefore, further places where students can be addressed have 

been selected. Facebook groups and student union groups were among this 

selection. Furthermore, unemployment services have been included in the 

distribution list. The so called “third places” have been identified as social media 

platforms. Hence, social and career groups on Facebook, LinkedIn and Xing have 

been chosen. 

Language Skills 

Due to the company’s requirement towards future employees to speak German, 

extending the EB activities to Slovenia is a good choice. Statistics about foreign 

language skills of Slovenes show that English is the most popular foreign language 

but is directly followed by German. Moreover, many schools in Slovenia have a 

strong focus on foreign languages and this is why already children in school start 

learning German (cf. InvestSlovenia 2015). 

Living Conditions and Labour Market 

When comparing the average annual gross salary of Slovenia and Austria, it shows 

a great difference. While people working in Austria receive a gross salary of about 

45.000 euros per year, people working in Slovenia only receive around 31.000 euros 

each year. Regarding the unemployment rate of both countries, the difference is not 

great, but still visible. Due to the lower unemployment rate in Austria (5,5 % of the 

labour force) it can be assumed that chances are higher to be employed in Austria 

compared to Slovenia (6,6 % unemployment rate). 

Emigration 

According to statistics, a quarter of Slovenian emigrants in 2017 moved to Austria 

(cf. Razpotnik 2018), this leads to the assumption that Slovenian citizens are willing 

to move to Austria in order to receive better living and working conditions. 
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10 Primary Market Research 

The following chapter provides an overview over the market research framework for 

this thesis. While chapter 8 and 9 is based on the collection of secondary data, which 

means to obtain already existing information (cf. Bradley 2010, p. 76), chapter 10 

deals with the survey design for the collection of primary data. The market research 

of this thesis consists of primary and secondary data collection and together they 

provide the basis for the development of the practical section – the development of 

an EB concept for Energie Steiermark AG.  

The secondary research was dealing with the analysis of the existing EB strategy of 

the company. Therefore, the internal and external measures have been observed 

and implemented channels have been evaluated. This secondary research is 

followed by primary market research and may be the foundation of the preparation 

and implementation of it. 

Before being able to conduct the research, certain elements need to be clarified. 

Therefore, the following subchapters state the research objectives and information 

deficit, the defined research design including sampling and survey instrument, and 

the planned course of action on a timetable. 

10.1 Research Objectives and Information Deficiency 

This thesis aims to develop an EB concept for candidates living in Austria or 

Slovenia who are born in 1999 or earlier and have a finished professional education 

in one of the defined fields of Energie Steiermark AG. Therefore, the primary market 

research is conducted to investigate in the expectations and preferences of potential 

employees towards employers.  

Consequently, the objectives of the primary market research are: 

• to gain information about expectations and preferences of employer attributes. 

• to find out about which employer attributes are perceived as basic, one-

dimensional and excitement factors. 

• to obtain data about preferred channels in job seeking activities. 
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• to investigate in the potential employee’s attitude towards the energy industry 

as a working field. 

The information deficiency which is of great importance for the further course of this 

thesis is going to be addressed by the aforementioned research aims within the 

primary data collection. The main scarcities are: 

1. Which employer attributes are perceived as most convincing when deciding 

for an employer? What basic attributes are expected, which ones would be 

one-dimensional, and which ones would trigger excitement? 

2. What channels are preferably used for collecting information during the search 

for a job? 

3. What type of information are potential employees interested in when hearing 

or reading about an employer?  

4. How is the energy industry perceived in terms of employment and what 

attributes make the industry attractive? 

10.2 Research Method 

In general, research can be conducted either qualitative, quantitative or by using a 

mixed method. Qualitative research is described as an exploratory approach which 

aims to understand the deeper meaning of a certain topic. While qualitative data is 

analysed by interpretations of the researcher, quantitative approach presents 

collected information in numbers and statistical illustrations (cf. Creswell 2009, p. 

2f.).  

Due to the company’s already existing qualitative market research about the internal 

view of employer attributes, used channels and the employer image in general, the 

recommendation given in several literary works was followed and quantitative 

market research was performed. A quantitative survey provides the benefits of 

gathering opinions, attitudes and behaviour of people, and the possibility to 

statistically analyse these findings. The advantage of being able to collect a range 

of information from a large number of people is one of the reasons this method was 

chosen. In the matter of the required information, a quantitative questionnaire is the 

selected method (cf. Veal 2011, p. 256). The aim is to gather current subjective data, 

specifically information on expectations and preferences of the target group. 
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Because of that, a cross-sectional survey design is chosen. This design only collects 

information once (cf. Leavy 2017, p. 101). 

10.2.1 Sampling 

After having decided on the research method, the sampling method needed to be 

defined. Due to the expressed target group of Energie Steiermark AG, the 

population for this research was large and hard to identify. Statistics about the 

education level of Austrians and Slovenes have been used as a basis (cf. Statistik 

Austria 2018). For Austria only people from relevant states, namely Styria, 

Burgenland, Carinthia and Upper Austria have been included into the population. 

Therefore, statistics about the workforce’s highest education level in the relevant 

fields (services, information technology and engineering) have been used as a 

basis. 

For Slovenia the focus was set on north-eastern regions of the country with a 

maximum of 200 kilometres distance to the company’s headquarter in Graz. Due to 

the scarcity of statistics about attained education in specific fields of Slovenia’s 

population, the active workforce with at least a secondary education was used as a 

population. The defined population includes the workforce of certain regions in 

Austria and Slovenia with a finished education. Because of the vague definition of 

the population caused by missing statistics, the actual total population is assumed 

to be lower. 

 

Figure 24: Population overview (own presentation) 

The chosen sampling method is described as a non-probability sampling, as a 

selection of schools, universities, institutions and social networks have received the 

link to the online survey. This means that the sampling relied on consciously chosen 

elements instead of random samples. This sampling method leads to good quotes 

when it comes to the defined characteristics of the population, but still obtained data 

cannot be generalised for the whole population. The common method of 

convenience sampling was used, since the interviewer chose the sample elements 

on the basis of convenience. Although this sample is easily accessible and often 

Whole population: 999 896 people

Slovenia: 299 096 people Austria: 700 800 people 
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cooperative, it has some limitations. Hence, convenience samples are not 

representative for the whole population and should only be used for exploratory 

research (cf. Malhotra/Birks 2007, p. 410f.). 

10.2.2 Survey Instrument 

The quantitative research was conducted using an online survey tool, which means 

a pre-designed questionnaire including standardised questions and some voluntary 

open questions was designed. The variety of generations in the population and the 

need of asking Austrians and Slovenes, lead to the necessity of preparing the survey 

in German and English. The distribution was performed through E-Mail and social 

networks. Therefore, an online survey is a beneficial tool, as distribution can happen 

via e-mail, Facebook and other platforms, as well as by sending it to universities 

and other educational institutes. Moreover, online surveys can be easily accessed 

via a variety of mobile devices. 

For the empirical research the online survey was designed with the online-tool 

“umfrageonline” (www.umfrageonline.at). The created survey, which can be found 

in the appendix, included open and closed questions in order to be able to analyse 

statistically but also get some deeper insights. The questions consisted of screening 

questions, behavioural questions and classification questions (cf. Brace 2013, p. 33 

– 35). 

In order to assess the comprehensibility and functionality of the questionnaire, a 

pre-test was performed. Such a test needs to be done in order to revise the design 

and questions and eventually make changes (cf. Brace 2013, p. 191). Therefore, 

three people among the target group have finished the questionnaire and given 

feedback about equivocations and faults. After the inclusion of the feedback, the 

online link was sent to several schools, universities, adult educations centres and 

unemployment services in Austria and Slovenia (detailed list to be found in the 

appendix). Additionally, the distribution was done through social media channels 

such as Facebook, LinkedIn and Xing.  

156 respondents could be addressed in total, from which 110 finished the survey 

completely. The collected data was transferred to IBM’s SPSS statistics software in 

order to arrange and analyse the collected data. 

http://www.umfrageonline.at/
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10.3 Research Design 

 

INFORMATION DEFICIENCY 

• Which employer attributes are perceived as most convincing when deciding for an 
employer? What basic attributes are expected, which ones would be one-dimensional, and 
which ones would trigger excitement? 

• What channels are preferably used for collecting information during the search for a job? 

• What type of information are potential employees interested in when hearing or reading 
about an employer?  

• How is the energy industry perceived in terms of employment and what attributes make the 
industry attractive? 

RESEARCH OBJECTIVES 

• to gain information about expectations and preferences of employer attributes. 

• to find out about which employer attributes are perceived as basic, one-dimensional and 
excitement factors. 

• to obtain data about preferred channels in job seeking activities. 

• to investigate in the potential employee’s attitude towards the energy industry as a 
working field. 

RESEARCH METHOD 

Quantitative market research in the form of an online questionnaire 

SAMPLING AND REQUIREMENTS 

People with a finished professional education in the field of energy technics, IT, accounting 
& controlling, sales or customer service who are born in 1999 and earlier and live in Austria 

or Slovenia (within an area of 200 kilometres around Graz). 

Whole population: 999 896 people in Austria & Slovenia 

Study population: 8.606 (Number of people in institutions willing to share the survey) 

Response rate of participants: 1,81 % 

Number of addressed schools/universities/institutions/social groups: 61 

Response rate of addressed schools: 44,8 % positive responses of a general response 
rate of 47,5 % 

Figure 25: Research design overview (own presentation) 
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10.4 Timetable 

 

Figure 26: Timetable market research (own presentation) 

Preparation Phase | 28.01.2019 - 09.03.2019

•28.01.2019 - 12.02.2019 Definition of survey objectives

•12.02.2019 - 16.02.2019 Anaylsis of the target audience

•16.02.2019 - 20.02.2019 Selecting channels of distribution of the survey 

•20.02.2019 - 28.02.2019 Preparation of questionnaire
- Formulation of questions
- Including feedback of company and MT mentor
- Obtaining approval of company

•01.03.2019 - 05.03.2019 Programming of questionnaire

•05.03.2019 - 09.03.2019 Pretesting of questionnaire and possible modifications

Implementation Primary Market Research | 10.03.2019 - 24.03.2019 

•10.03.2019 - 24.03.2019 Online questionnaire open
- Regular check of performance of the questionnaire
- Eventually sharing the link further

Data Analysis Phase | 24.03.2019 - 08.04.2019

•Organising data collected

•Analysing data with SPSS

•Summarising of findings

Practical Part: Development of an Employer Branding Concept for Energie 
Steiermark AG

•Comparing output of secondary market research to output of primary market research

•Development of employer positioning and employer value proposition

•Recommending channels and communciation measures 
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11 Target Group Expectations and Behaviour 

Referring to chapter 10.1, the research objectives have been defined as following: 

• to gain information about expectations and preferences of employer 

attributes. 

• to find out about which employer attributes are perceived as basic, one-

dimensional and excitement factors. 

• to obtain data about preferred channels in job seeking activities. 

• to investigate in the potential employee’s attitude towards the energy industry 

as a working field. 

The data collection through the online survey, which was entirely completed by 110 

participants (n=110), serves as the basis for the following presentation of the 

findings. The statistics programme IBM SPSS Statistics was used for the analysis 

of the quantitative data. Furthermore, the answers of the open questions have been 

evaluated by coding. For the analysis, incomplete questionnaires have been 

excluded and further findings which are not relevant for the analysis can be found 

in the appendix. 

The following charts depict basic characteristics of the participants. As shown in 

figure 27, the majority of the respondents are between 20 and 25 years old. Still, the 

older age ranges are represented in a high percentage. Except, the group between 

51 and 60, which is only signified by two participants. The average age of all 

respondents is at 29,8 years. Figure 28 illustrates the distribution of the countries of 

residence among the interviewees in a pie chart. It shows that more than half are 

currently living in Austria, and around 24% have named Slovenia as their present 

country of residence. 

 

Figure 27: Age of participants [n=110] (own presentation) 
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Figure 28: Country of residence [n=110] (own presentation) 

Due to Energie Steiermark AG’s requirement of being able to speak German, survey 

participants were also asked about their language abilities. The result shows that 

only two of the respondents who are living in Slovenia (n=27) do not own any 

German language skills. All others are able to speak at least basic German. 

Question four asked about the current interest in a new employer and the willingness 

to receive information about employers. It shows that half of the respondents are 

not actively looking but do not mind receiving information about other employers. 

This shows that the openness towards new employers is definitely present among 

the target group, no matter if they are actively on the search for a new job or not. 

 

Figure 29: Interest in new employer [n=110] (own presentation) 

Further discovered demographics are the highest completed education of 

participants, as well as the current or future field of profession. While figure 30 

presents the number of respondents for each category of education, the next 

illustration shows the distribution of the fields of specialisation among the 

interviewees in percentages. 71 respondents have indicated to own a university 

degree, this amount accounts almost for three fourth of the whole number of 

participants. An almost even allocation of the interviewees is depicted when it comes 

to their field of profession. The percentages range from 11% in the field of 

35%
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15%

Current interest in a new employer
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Not actively looking,
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Actively looking
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accounting and controlling, to 28% (n=110) in technics. The predefined areas of 

specialisation of Energie Steiermark AG are therefore all represented. 

 

Figure 30: Highest completed education [n=110] (own presentation) 

 

Figure 31: Field of specialisation [n=110] (own presentation) 

Moreover, questions about the participant’s field of education, current industry and 

their work experience in years have been asked. Regarding general information, 

also their gender and further language skills were collected. Due to the low 

relevance of this factors for the further analysis, the results are not shown in the 

findings but can be seen in the appendix. 

After having outlined the composition of the survey participants, the next chapter will 

be dealing with the presentation of the findings regarding employer attributes and 

factors of attractiveness. 
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11.1 Expectations and Factors of Attractiveness 

The part of the questionnaire dealing with expectations of employer attributes and 

elements influencing the attractiveness of employers consisted of three types of 

questions. A combination of open and closed questions as well as questions 

according to the Kano model provided an extensive and varied view over potential 

employees’ expectations. 

11.1.1 Open Questions 

In Question 9 and 10, participants were asked to write down a maximum of three 

attributes their dream employer should have, and another three attributes which 

would influence their decision of not wanting to work for an employer. Because these 

questions were not mandatory, answers have been collected by 85 (question 9) and 

82 (question 10) respondents. The collected data has been sorted and categorised 

and most mentioned attributes are presented in the following table. 

 

Figure 32: Top 8 attributes of dream employer [n=85] (own presentation) 

 

Figure 33: Top 8 attributes of bad employer [n=82] (own presentation) 
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These two tables provide a first overview over expected and neglected employer 

attributes. Based on these findings it can be derived that salary is seen as a major 

decision-making factor in the employer selection process. Furthermore, the 

attributes regarding working atmosphere, culture and communication were also 

mentioned in a high frequency. 

11.1.2 Assessment Table – Closed Question 

The second part of the survey was dealing with the importance of employer 

attributes. By means of an assessment table, the importance of several attributes 

regarding the employer and the working environment has been collected. The 

respondents (n=110) had to evaluate the meaning of these 30 factors on a scale of 

five notes (1=not important; 2=little important; 3=undecided; 4=important; 5=very 

important). 

The following two figures show the distribution of the respondent’s answers 

regarding the level of importance for all attributes. The frequency of each level for 

every attribute gives an overview over the most important as well as the least 

important attributes among the whole target group. It shows that these findings 

support the ones of the former asked open questions. The six most important 

attributes were assessed to be fairness, employee training opportunities, reliability, 

career prospects, secured workplace and flexible working hours. It also depicts that 

an attractive salary is ranked lower than in the open question analysed before. 

Figure 34 also demonstrates that the size of a company as well as the business’ co-

operations and sponsoring are primarily evaluated with the note 3 (undecided) and 

2 (little important), which means these factors do not excessively contribute to an 

employer’s attractiveness for the respondents. 
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Figure 34: Importance of employer attributes [n=110] (own presentation) 

To summarise this illustration, figure 35 shows the main findings out of it. 

Main findings of the importance of employer attributes 

 

Figure 35: Results of the importance of employer attributes (own presentation) 
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While question 14 aimed to collect information about the importance of employer 

attributes, question 15 asked about the ideal working environment and the 

importance of the proposed factors. It clearly depicts “good working atmosphere” as 

the number one. It shows that more than three quarter of the participants evaluated 

this factor with note 5, meaning this element is very important to the group. On 

second place, with a difference of 13% the respondents rated a good relationship 

with their colleagues as very important. The only element within this listing that does 

not show any clear majority in one level of importance, is “leisure activities and 

events for employees”. Therefore, the importance among all age ranges regarding 

this factor cannot be clearly assessed.  

 

Figure 36: Importance of working environment attributes [n=110] (own presentation) 

In order to have a more distinct view over the most valued employer attributes 

among the target group, the next chart shows a line graph which indicates the mean 

value of importance for each factor. As the assessment notes ranging from 1 (not 

important) to 5 (very important), attributes with a mean value above 3 are considered 

as essential. Therefore, all factors with a mean value below that have been excluded 

from this diagram. The chart distinctly depicts which factors of attractiveness are 

valued the most. The highest mean value is attributed to “Good working 
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atmosphere” and the lowest in this chart is assigned to “Image of the company” and 

“Flexible workplace”. 

 

Figure 37: Mean values of employer attribute importance [n=110] (own presentation) 

 

Top 5 – most important employer attributes (mean value ranking) 

 

Figure 38: Top 5 employer attributes (own presentation) 
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The next figure compares the mean value of the importance of different attributes 

between Austria and Slovenia. The two lines show clear variations between 

Austrians and Slovenes visible. Differences can be depicted for the points where 

the lines move apart. The greatest variance can be depicted for the meaning of the 

reputation of a company.  

 

Figure 39: Mean values of attribute importance per country [n=110] (own presentation) 

After testing the mean results of these two countries, it appears that significant 

differences in the importance of employer attributes between Austria and Slovenia 

are certain for six attributes out of thirty. Therefore, major differences are observed 

for the following factors (= asymptotic significance below ,050). 

 

Figure 40: Employer attributes with significant differences in the importance (own presentation) 

After having defined the importance across all age ranges, the following figure 

highlights the three most important attributes per age group. In general, “good 

working atmosphere” is the only factor to be found in the top three among all target 
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groups. Especially outstanding, is the fact that “gender equality” is only for one age 

group (26 to 30 years) among the top three characteristics. Three out of four age 

categories also value “recognition & appreciation” as a vital employer quality. 

 

Figure 41: Top 3 - Importance of attributes per age group [n=110] (own presentation) 

11.1.3 Kano-Method Questions 

In order to investigate which employer attributes are considered as excitement, one-

dimensional and basic factors, questions according to the Kano method were 

included in the questionnaire. Hence, question 7 and 8 were dealing with the 

functional questions of this method and asked participants to assess certain 

descriptions of an employer and the working environment according to given 

answers. And dysfunctional questions have then been asked within question 12 and 

13. Referring to chapter 4.2.2, the Kano survey provides its participants the following 

answer possibilities: “That bothers me.”; “I tolerate that”; “I do not care”; “I 

presuppose that.” and “I like that a lot”. In order to obtain the different Kano 

attributes, the results of the functional and the associated dysfunctional questions 

have been opposed within the Kano table as shown in figure 42. This comparison 

was done for all employer attributes and results have been imported to IBM SPSS 

Statistics. 

 

Figure 42: Example for Kano table analysis (own presentation) 
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The following figure presents the results of the Kano survey questions among the 

whole sample size. It depicts the frequency of each Kano factor for each listed 

employer attribute. This means, the Kano factor with the highest frequency is the 

one which is attributed to the different employer qualities. As shown in the bar chart, 

the participants rated four employer attributes as excitement factors, namely leisure 

activities and events for employees, employee benefits, central location and high 

salary. This means these qualities have a high impact on the employer 

attractiveness since they are generally not expected but result in great satisfaction 

if an employer offers them. Sustainability, flexible working hours, career 

opportunities and a good working climate are identified as one-dimensional factors. 

According to the Kano model, these factors, depending on fulfilment, have a great 

impact on either satisfaction or dissatisfaction among the core audience. Finally, the 

remaining listed qualities are perceived as basic factors and are generally expected 

by the target group. The level of fulfilment of these factors do not contribute to the 

employees’ satisfaction level. 

 

Figure 43: Frequency of Kano attributes [n=110] (own presentation) 
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Even though most of the results shown in the last figure are transparent, it is also 

obvious that in several cases no clear decision on the attributed Kano factor can be 

made. Hence, the collected data has been further analysed by doing a continuous 

analysis. By using this analysis, all collected data is included and even small 

tendencies are involved. In order to visualise the results, a numerical value is 

assigned to the answers of the functional and the dysfunctional questions of each 

respondent. Then, the mean of all values for each employer attribute is calculated. 

The ranking as well as the visualisation in a scatterplot are shown in the following 

two figures. 

 

Figure 44: Continuous analysis of Kano survey (own presentation) 
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Figure 45: Ranking of continuous Kano factor analysis (own presentation) 

11.2 Job Seeking Behaviour and Used Media Channels 

Another objective of the primary research was to obtain information about preferred 

channels of information and the relevance of different digital platforms. Figure 46 

demonstrates the percentage of the usage of different channels for the job search. 

Three of the top four sources are digital platforms, but still the recommendations 

and opinions of friends, family and colleagues take in place two of the ranking. This 

result claims that even though the most commonly used information sources 

nowadays are electronical sources, the significance of word-of-mouth is still very 

high. The research revealed that the information channel, which is used the most, 

are online job websites such as karriere.at. Moreover, social media is under the top 

three sources. This indicated that these channels need to be taken into 

consideration by Energie Steiermark AG when planning their digital appearance. 

 

Figure 46: Used information channels [n=110] (own presentation) 
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In addition to the investigation of used information sources, the relevance of different 

digital platforms has been analysed. The next line graph presents the mean value 

of the importance of the proposed platforms. When looking at the result which 

includes the mean value of all age groups, it is obvious that the corporate website 

as well as the career website of the company are the most relevant channels when 

looking for a new employer. 

 

Figure 47: Relevance of digital platforms [n=110] (own presentation) 

A further investigation of the results of this question included the differentiation of 

responses according to the age group. The following figure represents the findings 

of the relevance of different digital platforms for each age group. Therefore, the 

mean value was calculated, and all results are composed in a multiple line graph. 

Great differences among the age groups (→ mean difference of 0,5) can be 

depicted for each digital platform except for Twitter, Instagram and Xing. Even 

though Facebook is generally evaluated as not or low important, there is a strong 

difference when comparing the age group 51 to 60 years and 26 to 30 years. Thus, 

the younger target group ranked the relevance of Facebook in the job search as 

significantly higher than the older segment. This result is not surprising, since the 

job advertisement on Facebook only started a few years ago and older people might 

not seem to go with this trend and rather prefer company-related platforms such as 

the corporate website. Another outstanding finding concerning the target group 
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above 41 years, is their higher assessment of the relevance of LinkedIn in 

comparison to younger age groups. In order to find out about the dependency of the 

age and the importance of digital platforms, a correlation analysis was conducted. 

The results show a significant dependency (correlation coefficient >= 0,5) for 

Google+ and Xing. In general, a positive dependency is discovered for each digital 

channel. 

 

Figure 48: Relevance of digital platforms by age group (own presentation) 

The final question about the participants’ job seeking behaviour was dealing with 

preferences regarding the type of information presented within EB advertisements. 

Consequently, the exposition of the salary scheme, application tips and news from 
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Figure 49: Type of career information [n=110] (own presentation) 

When it comes to the preferred language of EB activities, the majority (n=89) 

selected German, but nevertheless English was chosen by almost half of the 

participants (n=50) as an option as well. 

11.3 The Energy Industry as a Working Field 

The final section of the questionnaire dealt with the attractiveness of the energy 

industry as a working field. Therefore, participants were asked to generally evaluate 

the level of attractiveness by choosing one answer on a five-step scale (1=not 

attractive; 2=little attractive; 3=neutral; 4=rather attractive; 5=very attractive). The 

analysis of this question results in a mean value of 3,52. Therefore, it can be derived 

that the distribution of high and low attractiveness was almost equal. Still, the result 

is above average and hence, the energy sector is evaluated as rather attractive than 

unattractive. 

Consistent to the level of attractiveness, question 21 asked respondents to choose 

factors which contribute to the attractiveness of the energy sector. 108 respondents 

finished this question and following figure presents the percentage per chosen 

factor. It is obvious that the factors of renewable energies as well as future 

orientation are the ones contributing the most to the attractiveness. Further factors 
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of fascination are the purpose behind the work as well as the innovation orientation 

of the industry. This means the industry’s focus on renewable energies and the 

future-orientation is greatly valued and already goes into the right direction when it 

comes to being attractive for the target group. 

 

Figure 50: Factors of attractiveness - energy industry [n=110] (own presentation) 

Additionally, respondents of the survey were asked to indicate which energy 
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Figure 51: Familiar employers of the energy industry in Austria [n=110] (own presentation) 

To conclude the presentation of the findings, it can be said that Energie Steiermark 

AG provides a good basis for developing an appealing employer brand for their 

target group. The collected data gives an interesting insight into the expectations 

and preferences and will serve as an orientation for the concept development. At 

this stage of the thesis the analysis has been concluded and therefore, the following 

and last chapter will cope with the strategy development and the planning of Energie 

Steiermark AG’s employer branding concept. 
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12 Development of an Employer Branding Concept for 

Energie Steiermark AG 

The following chapter will be coping with the development of an EB concept for 

Energie Steiermark AG. Therefore, key findings of the literature section as well as 

the secondary and primary data analysis will be used as a basis. It is intended that 

the concept provides orientation for the company in the field of employer brand 

positioning and the EVP. Further, the proposed concept aims to provide 

considerations and measures on how to increase the employer awareness and 

attractiveness among the target group. 

Usually, measures of employer branding cannot be generalised among different 

generations. The investigated target group shows great variations in age groups, 

but still expectations and desires of employer attributes as well as used information 

sources in job-seeking behaviour were observed without any tremendous 

differences. Hence, a basic concept which considers all findings will be developed 

and measures for all age groups will be recommended. Still, it is necessary to 

mention that experts highlight the differences in generations in literature and the 

need of considering these variations in the development of an EB concept. 

Furthermore, it is emphasised that it is not possible to address all target segments 

with the same strategy. Therefore, it is normally required to identify segments and 

their demands and adapt EB activities according to these differences. Due to the 

demand of the company, primary research was conducted among a roughly 

segmented audience. Therefore, the planning phase will conduct a prioritisation of 

the target market, as it is recommended in literature. 

12.1 Planning Phase 

Referring to chapter 4.3, the planning phase is described as the second phase of 

the EB concept development. A profound analysis builds the significant base for the 

definition of the employer positioning as well as the formulation of the EVP. The first 

step is to consider the target groups and prioritise them according to the TG matrix 

by Walter and Kremmel (cf. Walter/Kremmel 2016, p. 183). The defined audience 

of Energie Steiermark AG include people who are born in 1999 and earlier and are 

living in Austria or Slovenia. Further, the company determined a finished 

professional education within one of the defined fields in which most candidates are 
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needed. These areas of professions are technical specialists for energy networks, 

technical specialists for information technology (IT), accounting and controlling 

experts, sales representatives and customer service professionals. Hence, it is 

suggested to segment this target group according to the specialisations and further 

into different age groups. As mentioned earlier, the highest recruiting demand during 

2018 has been examined in the Service GmbH and the second highest in the 

Technik GmbH. Due to the general shortage of technical skilled workers and 

information technologists and the high recruiting demand for services, these two 

groups are recommended to prioritise in first place.  

 

Figure 52: TG prioritisation matrix (based on Walter/Kremmel 2016, p. 183) 

12.1.1 Employer Positioning and Employer Value Proposition 

As already mentioned in chapter 4.3.3, the positioning builds the core of the EB 

concept. In order to define the employer positioning of Energie Steiermark AG, the 
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the aim of attracting applicants for the Styrian working sites, it is suggested to 

develop a global employer brand. Within such a strategy, local differences are not 

considered, and a global employer message is communicated. Since literature 

proposes to think in a global way, but to implement activities respecting local 

differences, it has to be mentioned that adjustments can still be done after having 

analysed the foreign market even more in a later stage. 

On the basis of the results of primary research, the most important employer 

qualities for potential employees are assigned to the appropriate elements of 

Mosley’s positioning wheel. The result is then united in the following table where the 

target group’s expectations are compared to the company’s current promise of 

employment. The first column of the table presents the desired employer attributes 

allocated in the different positioning fields by Mosley. Furthermore, these are ranked 

by importance. The second column then shows the matching promises by the 

company. The level of validation is indicated in the far-right column. 

 

Figure 53: Validation of EVP (own presentation) 
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The validation table shows that Energie Steiermark AG already fulfils the target 

group’s desires on a high level. It is visible that the company owns a good 

understanding on what their audience prefers and successfully implements this in 

their employee management.  

Additionally, the factors resulting from the Kano method should be included. Due to 

the high contribution to employee satisfaction, especially the discovered excitement 

factors, namely leisure activities and events for employees, employee benefits, 

central location and high salary, are recommended to include in the communication. 

As a result, it is suggested to further focus on the mentioned positioning profiles and 

to formulate the EVP on the basis of the validated employer attributes and promises. 

Further considerations are the variations of generations and local differences if 

recruitment is expanded to more foreign countries. According to these differences, 

the intensity of the communication of certain attributes should be adapted. 

Before relevant channels for the communication are selected, an important step is 

the establishment and choice of slogans which represent the chosen attributes of 

the EVP. Currently, Energie Steiermark AG has only focused on the use of slogans 

when it comes to addressing apprentices which are under the age of 18. Therefore, 

the following list of ideas is supposed to serve as a stimulus for the creation of 

attractive slogans for the company’s employer branding activities. Due to the fact, 

that the corporate language is German and in order to support the authenticity of 

these messages, it is also the selected language for EB measures. Additionally, 

primary research results show that most of Slovenes are even able to speak 

German. 

• Aufschwung in eine faire Zukunft. 

• „Team Grün“ – gemeinsam entwickeln. 

• Entwickle dich mit uns – werde Teil einer grünen Zukunft! 

• „Mission grüne Welt“ - Wir suchen dich! 

• Mit uns sicher in die grüne Zukunft der Steiermark! 

Since the positioning and EVP is completed and slogans have been proposed, the 

next step is to select the relevant channels for communication. 
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12.1.2 Promotion and Communication Channels 

In order to reach the target group already at an early stage of the job search, even 

at a stage where they are not actively looking for an employer, it is suggested to 

provide a mix of media. This mix should on the one hand consist of touchpoints 

which are used for gathering information about an employer but on the other hand 

it should include “third places”. These places are platforms and communities where 

the target group resides beyond their professional life.  

Since the primary research only focused on the behaviour during job-searching 

activities, the following proposed channels are only an extract of the recommended 

media mix. Additionally, the stated channels within the secondary analysis are 

recommended for further implementation. 

 

Figure 54: Recommended media mix (own presentation) 

Due to the great variation in the company’s target group it is necessary to include a 

broad mix of channels and further consider the differences in wording and 

visualisation for each platform for different age groups. Since the results of primary 

research do not indicate any large differences between age groups, the 

recommended measures are given without considering different generations. 
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Corporate & Career Website 

The corporate and career website of the company has already been 

assessed during the secondary data analysis. It is important to see it 

as the key base for employer branding activities and therefore, to focus 

on communicating the employer identity, the way it is aimed to be 

perceived by the target group. Recommendations on improvement of 

Energie Steiermark AG’s career website can be found in chapter 8.1.3. 

Social Media 

Because of the generally high usage of social media platforms in Austria 

and Slovenia, the importance of these channels should not be 

underestimated. As already mentioned, the company currently uses 

Facebook, LinkedIn and Xing for recruiting practices. Additionally, it is 

recommended to include Instagram in the portfolio of social media 

channels. This is suggested because of the high number of Instagram 

users aged between 18 and 34 years. While Xing and LinkedIn are mostly 

used by the upper age range, Facebook and Instagram should focus on 

addressing younger people (up to 35 years) with employer branding 

messages. In order to increase the awareness about the company as an 

employer, the following information elements should be included on 

social media channels: 

• Introduction of the HR team – this brings emotions to the page, signals 

transparency and motivates to apply as it implies a feeling of knowing the 

faces behind 

• Provide a direct link to the company’s career page and give hints on where 

to find current open positions including internships and diploma thesis 

possibilities 

• Present faces and their stories of the company 

• Give an insight into the corporate culture and communicate important values 

• State the application process and provide tips for the application 

• Share news about the company and the environment it is located in 

• Provide emotional media (pictures and videos) 
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Student Platforms 

The business already uses the student app Studo in order to position 

themselves as a modern employer among students. It was analysed 

that many companies and also direct competitors of the company 

already use the platform “Whatchado” for EB activities. Hence, it is 

recommended to Energie Steiermark AG to consider this platform as 

well. The special focus of this platform is to provide videos of employees 

in order to give an insight into the work and the working atmosphere to 

students. 

Information and Recruitment Fairs 

Because of the fact, that personal touchpoints are still valued by the 

target group and personal recommendations are an important factor in 

the job search, information and recruitment fairs can be used as a 

platform to offer personal contact and information gathering. In order to 

make the appearance on such fairs more authentic, employee 

testimonials which fit the target group of the fairs should be considered 

to take along and to have them give information and insights to 

interested people. 

12.2 Recommendations for Implementation 

In order to implement the suggested EB concept the following chapter provides 

advice on strategic, external and internal measures for Energie Steiermark AG. As 

mentioned in literature it is significant to include the whole company in EB activities 

in order to be authentic. This means, the following measures are not only to be 

considered by the HR department of the company, but also by marketing and 

corporate communications. 

12.2.1 Strategic Measures 

Measure 1: Approve on international employer branding strategy 

Even though literature generally recommends on opting for a glocal employer brand, 

the current situation of Energie Steiermark AG leads to the suggestion of starting 

with their employer brand in a global way. After having established the employer 

brand in first place, further actions of differentiation according to cultural differences 
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can be implemented if employer branding activities are planned to be further 

extended. [Priority: High] 

Measure 2: Agree on elements of employer value proposition and decide for 

a slogan 

The validation of the employer attributes builds a base for discussion on the content 

and elements of the EVP. Energie Steiermark AG needs to gather the different 

responsible departments in order to discuss the options and decide on the final EVP 

and slogans. [Priority: High] 

Measure 3: Decide on imagery and visualisation to match the EVP 

In order to strengthen the message of the EVP, it is necessary to provide 

visualisations and pictures for the communication. This leads to the emotional 

aspect of the communication and a higher attraction of the target group. [Priority: 

High] 

Measure 4: Conduct further research on more segmented target groups 

In order to provide an even more specialised communication, it is recommended to 

segment the target group in smaller segments. This leads to the possibility of a more 

detailed analysis of the single groups and provide more target-group oriented 

communication and activities. [Priority: High] 

12.2.2 External Measures 

Measure 1: Update career page on corporate website with emotional content 

As already mentioned during the evaluation of the career website of the company it 

is recommended to add emotional elements to the currently rather formal page. 

These visualisations need to fit into the concept of images and videos which is 

recommended to create beforehand. [Priority: High] 

Measure 2: Revise employer presentation on online job platforms and student 

platforms 

Due to the fact, that online job platforms are mostly used among the target group, it 

is suggested to update the information and revise the appearance of the company 

as an employer according to the EVP. [Priority: High] 

Measure 3: Include employee testimonials on career & recruiting fairs 

As mentioned above, face-to-face events have a high impact on how an employer 

is perceived among the target group. In order to provide an authentic and trustful 
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image, existing employees similar to the audience of certain fairs should be present 

in order to share their experiences and advices. [Priority: High] 

Measure 4: Social Media Platforms – implement recommended channels and 

update information 

Because social media channels are becoming more important in attracting potential 

employees, the appearance of companies as an employer need to be revised and 

supported by emotional content, the EVP as well as picture and video content. 

[Priority: High] 

12.2.3 Internal Measures 

Measure 1: Communicate employer brand internally and involve existing 

employees into the process and strengthen their commitment 

In order to provide an overall authentic and credible employer brand it is significant 

that also existing employees feel committed. This commitment leads to 

recommendations on their behalf and loyalty towards the company. Therefore, the 

current workforce should be included when it comes to the creation of the visual 

content and the presentation of testimonials. Moreover, they should be asked on 

their personal impression of the employer brand as it is important that they can 

identify with it. [Priority: High] 

Measure 2: Conduct regular short surveys among new employees on the 

company’s performance of employer branding 

A regular questionnaire among new employees is an opportunity to receive their 

personal impression on the employer brand and helps to improve the company’s 

appearance and communication towards potential employees. [Priority: High] 

Measure 3: Stay on track regarding employer branding trends and 

competitors’ activities 

The fast-changing technologies as well as the changing requirements and 

preferences across different generations lead to the necessity of staying informed 

and constantly incorporate new ideas into EB activities. [Priority: High]  
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12.3 Monitoring Phase 

Referring to chapter 4.6, monitoring and controlling are described as an important 

part of employer branding. This phase includes the constant monitoring of success, 

performing corrective actions and ensuring that the communicated content is still 

relevant. This measurement of success needs to be done externally as well as 

internally. Beside doing qualitative controlling measures, there are tools helping with 

the measurement of quantitative factors. Certain key performance indicators are 

recommended in order to measure the performance: 

 

Figure 55: Key performance indicators (based on Walter/Kremmel 2016, p. 218) 

Quality
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number of qualified applications

number of applications
x 100

•Mishire rate =
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x 100

Quantity

•Quantity of applications per published vacancy =
number of applications
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•Quantity of applications per accepted position =
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•Share of initiative applications =
number of initiative applications

number of applications
x 100

Recruiting success

•Time to fill =
process duration until filling of the position

number of accepted job vacancies

•Cost per hire =
total costs of recruitment
number of hired people

•Interview ratio =
number of interviews

number of applications
x 100
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12.4 Overview of Employer Branding Concept for Energie 

Steiermark AG 

 

Figure 56: Overview over EB concept (own presentation) 
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13 Limitations and Further Use of Thesis 

In the course of this thesis, certain limitations emerged due to the size of the target 

group. The large and too little segmented target audience has been suggested by 

Energie Steiermark AG and according the company it was not possible to further 

segment it into smaller groups. As a result, the preparation of the survey as well as 

the process of data collection was rather difficult. A further segmentation as well as 

differentiations in the questions for different segments, would have forced the thesis 

to exceed its length. The formulation of questions in the questionnaire was done in 

a neutral way in order to fit the different age groups and levels of educations. The 

variations of the market and the difficulty in distributing the survey, led to low 

numbers of representatives for each age group and collected findings are therefore 

not representative for the whole age group. Due to the fact, that the survey was 

conducted online, and the distribution happened via e-mail and social media, 

individuals among the target group who are not digital affine were excluded from the 

survey. 

This thesis provides a first investigation for the employer branding concept for 

Energie Steiermark AG. It gives an overview over the target groups of Austria and 

Slovenia, and their preferences regarding employer attributes. The results of the 

thesis should be used in combination with the results of the qualitative focus groups 

among internal employees in order to agree on an employer positioning, EVP and 

the international EB strategy. The suggested strategic, internal and external 

measures support the company in positioning them attractively towards potential 

employees. The investigation in preferences and expectations of employer 

attributes serve as a basis for the final decision on the EVP. Still, it is highly 

recommended to conduct further research of the audience in smaller segments in 

order to optimise the communication measures for different target groups. 
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14 Conclusion 

The increasing shortage of skilled and qualified employees which leads to a high 

competition on the labour market, urges companies to develop an employer brand. 

By investigating in expectations and preferences of potential employees, firms are 

able to position themselves attractively and the probability of winning the war for 

talent grows. Energie Steiermark AG’s decision on focusing on the development of 

an employer branding concept is the first step into the right direction.  

The aim of this thesis was to develop an employer branding concept for Energie 

Steiermark which supports the company in being perceived as an employer-of-

choice by potential employees. Both, the literature review and the primary and 

secondary market research provided valuable findings for the recommended 

strategic, internal and external measures. The results exposed that Energie 

Steiermark AG offers great conditions for employees which are also preferred by 

the target group. This shows that the company understands its existing and potential 

employees and is already in the right position of attracting talents. Literature review 

has shown the necessity of developing an appealing employer value proposition 

which includes the desired employer qualities but still needs to be aligned with the 

corporate values and mission. Therefore, it is significant that the business views the 

development of the employer brand as a company-wide task in order to be able to 

remain authentic. Employer branding activities go beyond the responsibility of HRM, 

hence, the cooperation of marketing, the management board, corporate 

communications and human resources is required and recommended. Further, the 

emotionalization of the communicated messages and pictures definitely strengthens 

the likelihood to identify with the company and its values. Finally, it has been 

discovered that a mix of digital and personal channels is necessary in order to be 

able to reach different generations. The consideration of differences in generations 

and cultures is highly emphasised in literature and should therefore be taken into 

account for further steps. 

To conclude, it is assumed that Energie Steiermark AG satisfies all relevant desires 

of its target group concerning employer attributes and is therefore, situated well for 

the elaboration of an attractive employer brand. 
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2 Basic Milestone Plan 

 

Figure A - 7: Basic milestone plan (own presentation) 
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3 Original Quotes 

Chapter 8.2 
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A-11 
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Figure A - 17: Questionnaire 9/10 
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Figure A - 18: Questionnaire 10/10 
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5 Contact List 

AUSTRIA  

Field School  Population Contact Response 

- 

Landesberufsschule Pinkafeld 
(Metalltechnik) 

 
Schulleiter: BDS Ing. Wilhelm Pfeiffer 
office@bs-pinkafeld.at 

- 

Berufsschule Oberwart 
(Elektrotechnik) 

 
Schulleiter: BD Dipl.-Päd. Ing. Norbert Seldte 

direktion@bs-oberwart.at  
NO 

Berufsschule Mattersburg 
(Installations- und Gebäudetechnik) 

 
Direktor: Karl Kruisz, BEd 

sekretariat@bs-mattersburg.at  
- 

Fachberufsschule Klagenfurt 1 
(Elektrotechnik, Elektronik, Informations-
technologie - Informatik, 
Informationstechnologie – Technik) 

 
Direktor: Ing. Paul Korak 

klagenfurt_1@bs.ksn.at  
- 

Fachberufsschule St. Veit a. d. Glan 
(Elektrotechnik, Metalltechnik, 
Chemieverfahrenstechnik und Bürokauffrau/-
mann) 

 
Direktor: Karl Maicher 
stveit@bs.ksn.at  

- 

Fachberufsschule Villach 2 
(Elektroinstallationstechnik, 
Maschinenbautechnik) 

 
Direktor: BD Josef Stocker, BEd 

villach2@bs.ksn.at  

NO  
(too young 
students) 

Fachberufsschule Wolfsberg 
(Metalltechnik) 

 
Direktor: Norbert Aichholzer 
wolfsberg@bs.ksn.at  

NO 

Landesberufsschule Eibiswald 
(Elektronik, Elektrotechnik, 
Informationstechnologie - Technik, 
Informationstechnologie – Informatik) 

 
Direktor: OSR Ing. Wolfgang Schwarzl 
lbseibis@stmk.gv.at  

- 

Landesberufsschule 4 Graz 
(Installations- und Gebäudetechnik) 

 
Direktor: Ing. Herbert Haidenbauer 

lbsgraz4@stmk.gv.at  
- 

Landesberufsschule 8 Graz 
(Metalltechnik) 

 
Direktorin: Mag. Sylvia Oswald 
lbsgraz8@stmk.gv.at  

- 

Landesberufsschule Voitsberg 
(Elektrotechnik) 

 
Direktor: OSR DI (FH) Johann Hiden 
lbsvo@stmk.gv.at  

- 

Private Berufsschule Graz  Direktor: BD i.R. RgR Ing. Johann Heuberger - 

mailto:office@bs-pinkafeld.at
mailto:direktion@bs-oberwart.at
mailto:sekretariat@bs-mattersburg.at
mailto:klagenfurt_1@bs.ksn.at
mailto:stveit@bs.ksn.at
mailto:villach2@bs.ksn.at
mailto:wolfsberg@bs.ksn.at
mailto:lbseibis@stmk.gv.at
mailto:lbsgraz4@stmk.gv.at
mailto:lbsgraz8@stmk.gv.at
mailto:lbsvo@stmk.gv.at
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(Elektrotechnik, Metalltechnik, Installations- 
und Gebäudetechnik) 

privateberufsschule-karlau@gmx.at 

Field University Study Programme Population Contact Response 
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FH Kärnten – 
Campus Villach 

Electrical Energy & 
Mobility Systems (MSc) 

48 

H-Prof. Dipl.-Ing. Winfried Egger 
eems@fh-kaernten.at  

YES 

Facebook: 
FH Kärnten - Carinthia University of Applied Sciences 
(CUAS) 

NO 

Montanuniversität 
Leoben 

Industrielle 
Energietechnik (BSc, 
Dipl.-Ing., Dr.mont.) 

120 

Univ.-Prof. Dipl.-Ing. Dr.techn. Thomas Kienberger 
evt@unileoben.ac.at 

YES 

Facebook: 
https://www.facebook.com/groups/617928714900249/ 

YES 

FH Burgenland – 
Campus Pinkafeld 

Energie- und 
Umweltmanagement (BA, 
MA) 

188 

Bachelor: 
Prof. (FH) DI Dr. Gernot Hanreich  
beum@fh-burgenland.at 

NO 

Master: 
Prof.(FH) DI Dr. Christian Wartha 
meum@fh-burgenland.at 

NO 

Facebook: 
HochschülerInnenschafts-vertretung FH Burgenland 

YES 

 
Nachhaltige 
Energieysteme (MA) 

80 
Prof. (FH) DI Dr. Richard Krotil 
mnes@fh-burgenland.at  

NO 

FH Oberösterreich 
– Campus Wels 

Bio- und Umwelttechnik 
(BSc) 

120 

DI Dr. Thomas Eidenberger 
sekretariat.but@fh-wels.at 

YES 

Facebook: 
BUT Bio-und Umwelttechnik Wels 

- 

ÖH FH Oberösterreich – Campus Wels: 
Anja Lugmeier 
wels@oeh.fh-ooe.at 

- 

 
Öko Energietechnik 
(BSc) 

90 
FH-Prof. DI Dr. Michael Steinbatz 
sekretariat.oet@fh-wels.at  

YES 

FH Oberösterreich 
– Campus 
Hagenberg 

Energy Informatics (MSc) 40 

FH-Prof. DI Dr. Christoph Schaffer 
eni@fh-hagenberg.at  

- 

ÖH FH Oberösterreich – Campus Hagenberg: 
Beate Käferböck 

NO 

mailto:privateberufsschule-karlau@gmx.at
mailto:eems@fh-kaernten.at
mailto:evt@unileoben.ac.at
mailto:beum@fh-burgenland.at
mailto:meum@fh-burgenland.at
mailto:mnes@fh-burgenland.at
mailto:sekretariat.but@fh-wels.at
mailto:wels@oeh.fh-ooe.at
mailto:sekretariat.oet@fh-wels.at
mailto:eni@fh-hagenberg.at
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hagenberg@oeh.fh-ooe.at 

Facebook: 
https://www.facebook.com/fhhgb/ 

- 

FH Joanneum – 
Campus 
Kapfenberg 

Energy and Transport 
Management (MSc) 

45 
Dipl.-Ing. Dr. Uwe Trattnig 
met@fh-joanneum.at  

YES 

 
Energie-, Mobilitäts- und 
Umweltmanagement 
(BSc) 

26 

Dipl.-Ing. Dr. Uwe Trattnig 
evu@fh-joanneum.at  

YES 

Facebook: 
https://www.facebook.com/theresa.schennach.7  

YES 

FH Wiener 
Neustadt – 
Campus 
Wieselburg 

Regenerative 
Energiesysteme & 
Technisches 
Energiemanagement 
(MSc) 

45 
DI(FH) Dr. Christoph Schmidl 
christoph.schmidl@amu.at  

- 
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FH Campus 02 
Graz 

Informationstechnologien 
& Wirtschaftsinformatik 
(BSc, Diplom- 
IngenieurIn, Dipl.-Ing., 
DI) 

200 
FH-Prof. DI Dr.techn. Stefan Grünwald 
iwi@campus02.at  

NO 

FH Wiener 
Neustadt 

Informatik (BSc, MSc) 183 
Mag. Thomas Woltron 
thomas.woltron@fhwn.ac.at  
elisabeth.legat@fhwn.ac.at  

YES 

Technische 
Universität Graz 

Informatik (BSc) 84 
Assoc.Prof. Dipl.-Ing. Dr.techn. Denis HELIC 
dhelic@tugraz.at  

- 

Universität 
Klagenfurt 

Institut für 
Informationstechnologie 

785 martina.steinbacher@uni-klu.ac.at  - 

a
c
c
o
u

n
ti
n

g
 a

n
d
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n
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n
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FH Oberösterreich 
– Campus Steyr 

Controlling, 
Rechnungswesen & 
Finanzmanagement (BA) 

120 

FH-Prof. DI Dr. Heimo Losbichler 
heimo.losbichler@fh-steyr.at 
crf@fh-steyr.at 
blanka.imsirovic@fh-steyr.at  

NO 

ÖH FH Oberösterreich – Campus Steyr: 
Philipp Domenig 
steyr@oeh.fh-ooe.at 

- 

160 Katharina Pauzar NO 

mailto:hagenberg@oeh.fh-ooe.at
https://www.facebook.com/fhhgb/
mailto:met@fh-joanneum.at
mailto:evu@fh-joanneum.at
https://www.facebook.com/theresa.schennach.7
mailto:christoph.schmidl@amu.at
mailto:iwi@campus02.at
mailto:thomas.woltron@fhwn.ac.at
mailto:elisabeth.legat@fhwn.ac.at
mailto:dhelic@tugraz.at
mailto:martina.steinbacher@uni-klu.ac.at
mailto:heimo.losbichler@fh-steyr.at
mailto:crf@fh-steyr.at
mailto:blanka.imsirovic@fh-steyr.at
mailto:steyr@oeh.fh-ooe.at
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FH Campus 02 
Graz 

Rechnungswesen & 
Controlling (BA, MA) 

Dijana Zemunovic 
rwc@campus02.at 

Facebook: 
https://www.facebook.com/FHCAMPUS02.RWC/  

- 

s
a
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s
 

re
p
re

s
e

n
ta

ti
v
e

s
 

FH Campus 02 
Graz 

Sales Management (MA) 45 Shared through students YES 

 Marketing & Sales (BA)  Shared through students YES 

FH Wiener 
Neustadt 

Sales Management für 
technische Produkte und 
Dienstleistung (MA) 

50 
Mag.(FH) Johannes Reiterer MA 
johannes.reiterer@fhwn.ac.at  

NO 

Adult education centre Course Population Contact Response 

WIFI Steiermark Energieberater - 

info@stmk.wifi.at  

- 

 
Integrales Gebäude- und 
Energiemanagement 
(MSc) 

- - 

 
Meisterschule 
Installations- und 
Energietechnik 

- - 

Unemployment service Population Contact Response 

AMS Steiermark -  NO 

Other Population Contact Response 

Energieinstiut an der Johannes Kepler Universität Linz - office@energieinstitut-linz.at  NO 

Xing Gruppe: Karrierenetzwerk Energiewirtschaft 3140  YES 

SLOVENIA  

Field School  Population Contact Response 

te
c
h

n
ic

a
l 

s
p

e
c

ia
lis

t
s
 f
o

r 
e

n
e

r
g

y
 

n
e

tw
o

rk
s
 Srednja poklicna in tehniška šola  info@spts.si  - 

Šolski center Šentjur  tajnistvo@sc-s.si - 

mailto:rwc@campus02.at
https://www.facebook.com/FHCAMPUS02.RWC/
mailto:johannes.reiterer@fhwn.ac.at
mailto:info@stmk.wifi.at
mailto:office@energieinstitut-linz.at
mailto:info@spts.si
mailto:tajnistvo@sc-s.si
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Srednja tehniška in poklicna šola Trbovlje  tajnistvo@stps-trbovlje.si  - 

Field University Faculty Population Contact  

te
c
h

n
ic

a
l 
s
p

e
c
ia

lis
ts

 f
o
r 

e
n
e

rg
y
 n

e
tw

o
rk

s
 

University of 
Maribor 

Faculty of Chemistry and 
Chemical Engineering 

80 fkkt@uni-mb.si  - 

 
Faculty of Electrical 
Engineering and 
Computer Science 

300 feri@um.si  - 

 
Faculty of Mechanical 
Engineering 

145 
red. prof. dr. Bojan Dolšak 
fs@um.si  

- 

 
Faculty of Energy 
Technology 

- 
Full prof. Bojan Štumberger, PhD 
fe@um.si  

- 

University of 
Maribor 

Facebook Group 4601 
Univerza v Mariboru - University of Maribor 
https://www.facebook.com/groups/18258649240/  

YES 

University of 
Ljubljana 

Faculty of Chemistry and 
Chemical Technology 

- info@fkkt.uni-lj.si  - 

 
Faculty of Electrical 
Engineering 

- 
Prof. Dr. Gregor Dolinar 
Gregor.dolinar@fe.uni-lj.si  
dekanat@fe.uni-lj.si  

- 

 
Faculty of Mechanical 
Engineering 

- dekanat@fs.uni-lj.si  - 

 
Table A - 1: Contact list for questionnaire distribution (own presentation) 

mailto:tajnistvo@stps-trbovlje.si
mailto:fkkt@uni-mb.si
mailto:feri@um.si
mailto:fs@um.si
mailto:fe@um.si
https://www.facebook.com/groups/18258649240/
mailto:info@fkkt.uni-lj.si
mailto:Gregor.dolinar@fe.uni-lj.si
mailto:dekanat@fe.uni-lj.si
mailto:dekanat@fs.uni-lj.si
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6 Additional Findings of the Primary Data Collection 

Characteristics of Respondents 

 

Figure A - 19: Gender of respondents [n=110] (own presentation) 

 

Figure A - 20: Work experience [n=110] (own presentation) 
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