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Abstract 

 
 

An increased social and environmental responsibility has arisen as a result of globalization. 

Corporations are forced to be more about their social impact to stay attractive on the employer 

market, since employees are becoming more aware of corporations’ effects on the 

environment. Also, since the competition for the best employees is increasing among 

companies, there are incentives for corporations to act more responsibly in order to attract the 

desired prospective employees.  

The aim of this study is to analyze how corporate social responsibility engagement affects 

employer attractiveness from the perspective of potential employees. 

A qualitative study has been done by using focus groups. Based on employer attractiveness 

theory, a semi-structured interview and job advertisements have been analyzed. The data was 

collected by using a model we created, based on theories from previous studies on employer 

attractiveness. 

The result of the study indicates that CSR engagement does not affect potential employees to 

a large extent when they apply for a job. The findings show, however, that when potential 

employees have the possibility to choose, companies with a better CSR engagement are 

favored. Employer attractiveness can therefore be seen to be affected by CSR engagement in 

some situations from the perspective of potential employees.  

 

The authors of this study have not found a study which analyze the underlying effect of CSR 

engagement on employer attractiveness from the perspective of potential employees. The 

result may therefore be used by managers who need to increase their attractiveness towards 

potential employees, to be able to receive the best employees. 

   

Keywords: Corporate social responsibility, employer attractiveness, employer branding, 

employer brand image, employer value proposition, organizational attributes, prospective 

employees 
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1. Introduction 
 

In this chapter, the reader will get an introduction to our chosen topic employer branding. 

The chapter consists of the background, the problem statement and the research question. 

Further, this chapter contains a discussion concerning the demarcation of the study and lastly 

we provide the reader with a disposition of the following chapters. 

 

1.1. Background 

The world has changed as an effect of globalization. Along with this change, an increased 

social and environmental responsibility has arisen. Both citizens and corporations are affected 

by this development. Increased transparency, due to more advanced technology and 

communication forums in media, has put pressure on individuals and corporations to think 

more sustainably. Hardly a day goes by without media reports on corporate misbehavior and 

scandals or more positive aspects such as acknowledged environmental friendly activities 

within firms. Media´s interest in major disasters has caused companies to realize that violating 

on human rights, mistreating the environment or consciously inflicting damage on or 

misinforming customers, are practices which need to be handled right if the firms want to stay 

competitive on the market today (Carroll & Shabana, 2010; Crane, Matten & Spence, 2008).  

 

Sustainable activities within firms have taken up much attention in society lately and the 

literature on organizations referring’s to the topic as corporate social responsibilities (CSR) 

(Bhattacharya, Korschun & Sen, 2009; Carroll & Shabana, 2010; Crane et al., 2008; Porter & 

Kramer, 2006). Corporate sustainability has been defined by Kotler and Lee (2004, p. 3) as 

the “commitment to improve community well-being through discretionary business practices 

and contributions of corporate resources”. Today this is an important component in the 

relationship between companies and their stakeholders (Bhattacharya et al., 2009). 

Stakeholder relationships are one of the most central and crucial factors when discussing the 

strategic approach to CSR (Crane et al., 2008; Hildebrand, Bhattacharya & Sen, 2011; 

Maignan, Ferrell & Ferrell, 2005; Porter & Kramer, 2006).  

 

Today, much attention in the debate on stakeholder relationship and sustainability has been 

focused around customers. However, an important view in this debate is the increasing 

awareness of sustainability among employees, which is one of the stakeholders to 

corporations. The increasingly competitive market has affected organizations as employees 
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put pressure on corporations. This has changed since employees also are more aware of the 

responsibility we have in society today. In recent years, discussions of moral statements about 

sustainability, ethics and social responsibility have increased and become a part of company´s 

communication and the company's employer brand. More and more companies are 

encouraged to take ethnic and social responsibility to contribute to sustainable development. It 

affects the company’s brand when companies choose to contribute to a more socially 

sustainable environment in the society. When the company applies sustainable development, 

including CSR, it affects how they approach the interest relationships and organizational 

processes. Employer branding and the personnel employer relationship are processes which 

are affected by the CSR activities in a company (Aggerholm, Andersen & Thomsen, 2011; 

Costas & Kärreman, 2013).   

 

The effect of CSR is evident in the relationship between organizations, their employment 

strategy, and their search for potential employees. CSR activity has been shown to have a 

positive effect on job seeking intent, as well, as behaviors on the job, like interpersonal 

cooperation and job-related effort (Backhaus, Stone & Heiner, 2002; Bhattachara et al, 2009; 

Lis, 2012). The increased awareness of sustainability has caused employees to rethink their 

favored organizational attributes when looking for an employment. This creates a need for 

corporations to evaluate and rethink their positioning of their goals to stakeholders. 

Globalization and its effects have, thereby, increased the need for organizations to 

differentiate themselves as employers (Bhattachara et al., 2009).  

 

The reason for corporations to distinguish themselves among employees is due to an 

increasing competition based on the talent and knowledge of the people within the 

organization. Executive talent is one of the most important challenges in today’s innovation 

driven and highly changing corporate environment where firms need to meet the demand from 

desired employees (Aggerholm et al, 2011; Chhabra & Sharma, 2014). In the future 

organizations will see an increasing profitability by strengthening the employer-employee 

relationship. More often, firms are using employer branding to attract recruits and assure that 

current employees are engaged in the culture and the strategy of the firm (Backhaus et al., 

2002; Backhaus & Tikoo, 2004; Lis, 2012). As employees in the company it is important that 

they feel they can contribute to the corporate brand (Aggerholm et al., 2011; Costas & 

Kärreman, 2013). This is crucial as the increasing competition in the marketplace depends on 

the quality of the workforce within the organization. Since the talented workforce is scarce 
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today or difficult to find, organizations are forced to develop and update their employer 

branding in order to stay attractive (Chhabra & Sharma, 2014; Rample & Kenning, 2014).  

According to Davies (2008) a brand's role is to create and reinforce satisfaction, which 

predicts future behavior toward the company's brand. Satisfaction with the employer and the 

job are important predictors if an employee chooses to leave the company. Satisfied 

employees contribute to better relationships with customers. Another important role is that 

employer branding should promote employee satisfaction. Sometimes employees choose to 

leave the company and there are various reasons why they do that or choose to remain despite 

dissatisfaction. Reasons for dissatisfaction may be due to lack of commitment to the 

employer, stress, dissatisfaction with the job or the company's image. This may affect the 

company's brand if employees choose to resign (Davies, 2008).  

 

1.2. Problem statement 

As implicated above, the government places higher demands on the company's sustainability. 

Non-governmental organizations (NGOs) report on protests, and media and society in general 

are becoming aware of sustainability and recycling (Heikkurinen, 2010). Therefore, the 

involvement of media in this discussion on ethical issues seems inevitable (Balmer, Fukukawa 

& Gray, 2007). Since society in general has more information about the phenomenon of 

sustainability than before (Heikkurinen, 2010) there has arisen a need for firms to understand 

sustainability within their identity as a holistic phenomenon (Balmer et al., 2007). Businesses 

are struggling to create a good reputation with the world outside and to attract employees. 

One way to do this is to try to signal and achieve a good corporate image. A positive image 

contributes to a good overview of the company. For a company to communicate a more 

inclusive description of the company and its values, the image of the company also need to 

reflect its internal corporate identity. For companies to be able to maintain their image as 

stable and consistent, they must put focus on incorporating and managing their identity. 

Corporate image (what is perceived by others) and corporate identity (what the company 

believe itself to be) are receiving more attention worldwide (Heikkurinen, 2010; Abratt & 

Kleyn, 2012) and are two concepts crucial to understand in order to understand corporate 

ethical identity (Balmer et al., 2007).  

Corporate image and identity are essential in the communication to all stakeholders of a 

company, and thereby also to employees. Employer branding is described as the company's 

efforts to communicate with existing and prospective employees and through image and 
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identity position the organization as an attractive workplace. Advertising is a tool that the 

company uses to attract, hire and retain new employees (Berthon, Ewing & Hah, 2005). 

Therefore, it is suggested that sustainability has effect on the favored organizational attributes 

in the evaluation process of a firm among potential employees. By looking at the growing 

interest of CSR among the public, there are arguments for implementing CSR programs in the 

corporation’s strategy as a tool for employees to increase attractiveness (Backhaus et al., 

2002). By including a conceptualization of CSR within theories on employer branding 

strategy and relate it to organizational attractiveness, sustainability can be seen as a way for 

organizations to stay competitive in the eyes of prospective employees. This will improve the 

relationship between organizations and potential employees and thereby the employer brand 

can be seen as more valuable to potential employees. Employer attractiveness is considered as 

an advantage as potential employees experience to work for a specific company. This has an 

important role in knowledge-intensive context when it attracted employees with superior 

skills and knowledge that includes the primary source of competitive advantage (Berthon et 

al., 2005). It seems that the solution to the increased need of satisfying potential employees is 

that companies just have to live up to society’s expectation and communicate their approaches 

on sustainability to their stakeholders in a coherent way. 

However, all people have different circumstances and different views on the importance of 

sustainability. Depending on each person's circumstance it is not always easy to accept or 

decline a job regardless of a company's good or bad responsibility for social and 

environmental impact. When working in a company, employees become a part of the 

company's identity, but what is that controls that potential employees selecting companies 

despite the companies do not contribute to sustainability? Moreover, how does the company´s 

contribute to sustainability affect potential employees’ choice of company? Despite that the 

company's bad image may spill over on employees and contradict their values, the employees 

cannot always turn down a job since they might be in a situation where they really need the 

job. The problem for companies to include a sustainability approach into their employment 

strategies is not as easy as it first seems. This has resulted in our research question: How do 

prospective employees reflect upon a corporation’s social responsibility engagement when 

looking for employment? 

1.3. Research aim 

The aim of this study is to analyze how corporate social responsibility engagement affect 

employer attractiveness from the perspective of potential employees.  
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1.4. Demarcation 

In our study we have chosen undergraduate students as our segment of potential employees. 

This demarcation is done as we believe students are in a phase of their lives where they are 

reflecting upon potential employees as they are to enter the employment market in a near 

future. Therefore, we have excluded other segments of potential employees. This might have 

affected the result of the study since other segments might had reflected differently on the 

topic. 

1.5. Disposition 

In chapter one the background to sustainability and employer branding have been described 

as well as the aim and research question of the paper. The reader shall now have a brief 

knowledge and understanding of the topic on employer branding and what this paper contains. 

Chapter two consists of the theoretical concepts used to frame our interpretation of the 

employer branding concept and process. Here, a description of relevant literature is found 

which has been used to shape the relevant discussions that have grounded our empirical 

research model. The methodology is presented in chapter three. The chosen method is 

depending on the aim of the study and relies on the theoretical framework. In chapter four 

the empirical findings, analysis and discussion are presented. The result of the focus groups is 

here presented in relation to our empirical model presented in the end of chapter two. Finally, 

conclusions are presented in chapter five as we discuss the main contributions of this study 

and also practical implications and topics for future research.  
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2. Theoretical framework  
 

In this chapter the theoretical framework used to conceptualize employer branding is 

presented. The literature review starts off with a brief presentation of the corporate brand. 

After this, theory on employer branding is presented as well as the employer value 

proposition (EVP). Lastly a discussion concerning the Signaling theory and organizational 

attributes is included. This is to provide the reader with considerable attributes, and how they 

are reflected upon, when people are looking for an attractive organizational brand. 

 

2.1. The corporate brand  

The meaning of the corporate brand and brand image is important for the company to stay 

attractive. The corporate brand can be traced back to product marketing. Through these 

concepts, the corporation can present its values and identity (Knox & Bickerton, 2003). It is 

important to understand the meaning of these concepts since branding is the grand theory 

behind employer branding. Prospective employees reflect upon brand identity and image 

when deciding which employer they want to work for. Hence, it is necessary to know the 

influence of brands and image on organizational attractiveness in order to fulfill the aim of 

this study. 

The company's successful brand management strategies are based on the identification of two 

factors. First, it is based on the mix of variables that constitute the company's brand, and 

second, it is based on the development of a whole system to handle and understand the 

process of monitoring and managing the brand (Knox & Bickerton, 2003). The corporate 

brand stems from the traditions of the product brand because they share the same goal of 

creating preference and differentiation in the market (Knox & Bickerton, 2003). The brand is 

closely related to the identity of the company, and according to Abratt and Kleyn (2012) 

identity defines the characteristics the corporate has. According to Urde (2003), identity can 

be divided into three levels: brand identity, corporate identity and the identity of customers. 

The identity shows what the organization stands for and what values that are of importance in 

the organization. These values are an important part of the core values, and the core values in 

turn serve as the spearhead in the brand's construction. The value creation occurs when 

interaction takes place between all three levels and when they fulfill their role and function 

(Urde, 2003). The corporate brand is also made up of stakeholders that integrate with 

employees across multiple departments within the company. An effective corporate brand, 
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therefore, also requires consistent messages about the brand identity to be consistent with 

stakeholders in order to build a favorable corporate reputation (Harris & Chernatony, 2001).  

 

As the importance of corporate branding is increasing, companies need to focus on gaining 

confidence among stakeholders for the company's brand (Berthon et al., 2005). A company 

relies much on its employees holding congruent beliefs about the corporate brand (Harris & 

Chernatony, 2001; Balmer & Greyser, 2006) which is something that many organizations 

have worked with for many years (Urde, 2003). Hiring in the organization is central to the 

process of brand building since employee behavior within the firm can enhance or weaken the 

brand value and the brand's credibility. Therefore, it becomes important to ensure that 

employee behavior and values merge with the brand's desired value (Berthon et al., 2005). 

Since our study focuses on branding among potential employees, the forthcoming discussion 

is concentrating on employer branding and employer attractiveness.  

 

2.2. Employer branding 

Employers use employer branding processes to enhance their corporate identity and position 

themselves in the employment market. The term employer branding was first used by Ambler 

and Burrow (1996). Through employer branding a company can differentiate itself from its 

competitors. In the modern economy, employees as the intellectual capital of an organization, 

are considered to be the basis of competitive advantage (Berthon, Ewing & Hah, 2005; Botha, 

Bussin & De Swardt, 2011). Hence, in a global world driven by technological excellence 

(Berthon et al., 2005), the “development of service-based economies” (Bakanauskiene et al., 

2011, p. 12) and “a volatile talent demand-supply equation set against erratic attrition trends 

and boundless cutthroat competition” (Botha et al., 2011, p. 299), there is a war for talent. The 

war among firms to attract and keep talented employees are putting demand on new 

employment patterns (Berthon et al., 2005) and employer branding processes (Backhaus & 

Tikoo, 2004), which is making employer branding an essential part of the corporate strategy 

(Bakanauskiene et al., 2011). In order to get a good overview of the process of employer 

branding, an employer branding framework has been established in this chapter. Firstly, 

employer value propositions (EVPs) shapes the employer brand associations among potential 

employees. Secondly, employer brand associations affect the employer’s image. Thirdly, the 

employer’s image creates and shapes the attractiveness of an organization among potential 

employees.  
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2.2.1. The employer value proposition 

The employer value proposition (EVP) is used by the company to communicate its values to 

stakeholders. With a well-established and differentiated EVP, the organization can create a 

vision of how the organizational culture and strategic objectives should be communicated. 

The EVP is, therefore, used as a way to position the employer brand to different groups of 

desired potential employees. The aim is to set the company, as an employer, apart from other 

organizations within the same industry. EVP is considered to be the unique set of attributes 

and benefits that aims to motivate target candidates to join a company and current employees 

to stay. Furthermore, the EVP consists of five main components: work environment, 

affiliation, work content (including challenging work and work-life balance), benefits 

(including development and career growth), and remuneration. The components describe 

benefits which are used by the organization to attract employees and to keep them within the 

organization. Organizations which do not deliver these attributes risk attaining a higher 

turnover rate of employees (Botha et al., 2011). A consistent and differentiated EVP is, 

therefore, valuable and plays a large part in a company’s success. 

The EVP is described as a three-step process used in employer branding. Firstly in the 

process, the firm is to create a value proposition that is exemplified through the brand 

(Backhaus & Tikoo, 2004). The brand is used to signal value concerning: the culture and 

management style of the organization, skills and knowledge among existing employees, 

image of current employment and also the quality of the service and/or product that a 

company offers to their employees (Sullivan, 2002). Secondly, in the development of the EVP 

process, the company communicates the brand to its target groups of prospective employees 

and other groups of stakeholders. The external marketing concerning the employer brand is 

not only developed to attract potential employees, but also to increase the attractiveness of the 

corporate brand as a whole. It is important that the perception of the brand is consistent for the 

whole organization, for both the product brand and employer brand (Backhaus & Tikoo, 

2004). Thirdly, the employer brand consists of an internal marketing aspect. Even though the 

internal perspective of an employer brand has not been taken into account in this study, it is 

important to mention since it carries the brand promise into the organizational culture (ibid).  

A useful EVP considers both the needs of the employee and the employer. It is used as a 

communication tool as it provides employees with the central message of an organization’s 

brand (Backhaus & Tikoo, 2004).  It provides the employees with desired working conditions 

and rewards which aim to motivate them and increase engagement which goes in line with the 
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desired goals of the employer. Hence, it moves beyond just attracting the right employees 

(Shields & Lewis, 2012) or a retention or employment reduction tool (Aggerholm et al., 

2011). It should consist of more life-work balance and career considerations than salary 

information (Coleman, 2014) and should serve as a strategic process for increasing 

sustainable development and value creation, as well as a tool in order to facilitate 

communication (Aggerholm, et al., 2011).  

 

The EVP should reflect the working atmosphere of a company. It is suggested that the 

communication that reaches out to the desired employees should consist of information from 

the already existing staff of an organization. This is a way to present the potential employees 

with accurate information of the firm. Hence, the EVP should reflect the brand and culture of 

the organization and in that way be authentic in the eyes of today’s talented workforce. 

Today, it is important to understand the preferred working environments of employees. In 

recent years there has been a move towards more flexible working hours and many employees 

ask for recognition and empowerment in order to contribute to the welfare of the organization. 

Moreover, the need to provide authentic and updated value of the corporation is due to the 

fact that the large proportion of today’s prospective workforce is believed to have different 

ideas of favored organizational attributes (Coleman, 2014; Lievens & Highhouse, 2003). 

Organizational attributes are discussed in a later section in this chapter. However, before 

reflecting upon these attributes, a review of the employer branding process is presented.  

 

2.2.2. The employer branding process 

The employer branding process is a tool an organization uses when attracting and recruiting 

employees. Each organization tries to look like an attractive employer in society while 

forming the organization’s image. This way an organization obtains a competitive advantage, 

attracts and sustains the best employees, and ensures the firm’s competitiveness and long term 

success (Druteikiene, 2015). The aim of an organization’s employer branding process is to 

create a sensational and emotional image about titself in the minds of current and prospective 

employees (Oladipo, Lyamabo, Otubanjo, 2013). The employer brand establishes the firm as 

an employer of choice and thereby enables it to attract the best possible workers in order to 

acquire the best workforce (Backhaus & Tikoo, 2004; Berthon, et al., 2005). Employer 

branding has been defined as the package of psychological, economic, and functional benefits 

provided by employment and identification with an employer (Ambler & Burrow, 1996). 
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Berthon et al. (2005, p. 153) describe the concept as “the sum of a company's efforts to 

communicate to existing and prospective staff that it is a desirable place to work”. Therefore, 

potential employees should seek to observe certain characteristics of a job offer, such as 

location and salary or other attributes they find attractive (Oladipo et al., 2013).  Further, once 

recruits have been attracted by the brand, they develop a set of assumptions about 

employment with the firm that they will carry into the firm, thereby supporting the firm’s 

values and enhancing their commitment to the firm (Backhaus & Tikoo, 2004).  

2.2.3. The employer brand associations  

Employer brand image can be defined in corresponding terms of the associations individuals 

have when thinking about a brand. These associations are the benefits the employee 

experience when working in the firm and then use to describe the different elements of 

employment like salary and working benefits. Symbolic benefits include perceptions about the 

organization’s prestige and other social approvals potential employees imagine they will be 

able to take advantage of if they will work in the corporation. Prospective employees will 

shape their attractiveness to the firm by analyzing the possibility to how well the organization 

will deliver the desired employee related attributes. Employees develop an employer brand 

image which is shaped by the employer branding through the brand associations, and how 

well information is communicated towards these individuals. The proactive work to identify 

the desired brand associations and developing them in order to satisfy potential employees are 

included in the employer branding process (Backhaus & Tikoo, 2004).  

2.2.4. The employer brand image 

Another very important concept in the employer branding process is the employer brand 

image. It has been found that employer image has a large influence on employer 

attractiveness. Constitution of brand associations and brand image has been given attention in 

many recruitment areas and research. (Backhaus & Tikoo, 2004; Druteikiene, 2015). In the 

literature of employer branding the definition of employer image is closely related to the 

organizational image as mentioned before in this dissertation. A strong image of the company 

in the marketplace for products and service usually has a solid image in the employment 

market as well. Hence, if the organizational brand is considered to have a high quality it will 

also attract highly talented employees. Therefore, to create an attractive image, the 

organization needs to develop a desired brand in terms of the being a desired workplace. 

Therefore, creativity and innovativeness is needed within a company in order for the firm to 
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be considered sustainable and a first choice among the potential employees the company 

seeks (Druteikiene, 2015). 

The employer image can be determined in several different ways.  Knox and Freman (2006) 

discuss that an employer’s image is built on the following criteria: “friendly informal culture, 

attractive compensation, stress-free work, an opportunity to perform interesting and creative 

tasks, career opportunities, opportunities to travel abroad, non-monotonous work, standard 

working hours; work corresponding to education degree and friendly personnel” (Druteikiene, 

2015, p. 72-73). Another definition is presented by Harris (2006) whom states that the 

“employer’s image is the whole of how current, potential and former employees perceive an 

organization as a workplace” (Druteikiene, 2015, p. 73).  

Another explanation of the importance of employer image lays in the person-organization fit 

literature. Studies on person-organization fit show that individuals compare their own values 

and needs with their perceived image of the firms in the industry of their chosen work field. A 

good fit between person and organization is achieved if the needs and values match and the 

individual is then more likely to be attracted to the firm. One theory to evaluate this fit 

between individual and organization is the social identity theory (SIT) which also provides 

support for the relation between employer brand image and attraction. The social identity 

theory presents a framework of identity and behavior in the social context of an individual and 

helps to explain the role of brand awareness in the shaping of personal identity. As brand 

awareness increases, individuals develop positive identification with the organization brand. It 

is the identification with the brand that makes the individual feel closely related to the 

organization, and thereby, also increases the attractiveness and the willingness to choose the 

particular firm as an employer instead of other similar firms (Backhaus & Tikoo, 2004).  

In order for the total image of the organization to be delivered in a promising way, the 

employer brand and the consumer brand need to be in line with each other. Therefore, as 

stated by Botha et al. (2011), it is those employer brands which also communicate an overall 

match of the organization brand that are the most attractive in the market. The overall 

communication should be observable on all levels within a firm (Botha et al., 2011). This has 

led us to the last component in the employer branding process, an employer’s attractiveness. 

2.2.5. The employer brand attractiveness 

Employer attractiveness can be defined as “the envisioned benefits that a potential employee 

sees in working for a specific organization” (Berthon et al., 2005, p. 156). The ability to use a 
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brand to convey symbolic benefits to prospective employees makes employer branding 

especially useful (Backhaus & Tikoo, 2004). Employer branding is suggested to be useful in 

two dimensions in order to convey the benefits, the overall brand image of the organization 

and the perceived attributes of the job (Berthon et al., 2005). Much of the strength of branding 

lies within the power of the symbolism of the brand. A brand can convey meaning beyond 

tangible benefits. Symbolic associations, the ideas or feelings represented by a brand, play a 

significant role in providing meaning in a person’s personal and social world. In employment 

branding, symbolic traits might include organizational attributes like innovativeness or 

prestige – characteristics that the potential applicant finds interesting or attractive. Branding 

literature suggests that the importance of symbolic functions increases when functional 

differences between brands are limited, such as the same salary compensation or similar 

bonus systems. Often within the same industry, job related factors are similar and therefore it 

is difficult for organizations to differentiate themselves as employers from their competitors. 

In such an environment, using employer branding to convey the symbolic benefits of working 

with an organization can be especially useful for developing a favorable employer image 

(Backhaus & Tikoo, 2004). 

Recent research reveals that “the employer image and attractiveness are the most important 

element of finding the right talent for an organization” (EB Insights, 2011 in Bakanauskiene 

et al., 2011, p. 14). Working with these concepts facilitates attraction of talented employees 

and increases the number of applicants for a job. Research also indicates that demand on 

attractiveness will change quicker in the future and therefore the ability to react faster to 

different needs of employees is crucial when working with retention and acquisition strategies 

(Bakanauskiene et al., 2011). In these strategies, it is important to include the EVPs as the 

firm needs to evaluate and develop strategies which aim to create value that is demanded by 

potential employees and at the same time achieve corporate goals. The EVP should seek to 

identify which organizational attributes that are demanded by prospective employees in the 

marketplace. Organizational attributes and the effect of the Signaling Theory is, therefore, 

discussed in the upcoming paragraphs. 

 

2.3. Signaling Theory and organizational attributes 

The Signaling Theory is a way to explain how employees reflect upon the attractiveness of an 

organization. As mentioned before, the corporate brand can be used to convey symbolic traits 

or characteristics of an organization, which are known as organizational attributes (Backhaus 
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& Tikoo, 2004; Liz 2012). The Signaling Theory “suggests that job seekers look for clues to 

indicate what it would be like to work for a company. As a possible explanation it can be 

assumed that each dimension sends out specific signals and values which have different 

importance to the participants” (Liz, 2012, p. 288). Organizational attributes are 

characteristics and clues about the organization which potential employees receive as 

predictors of working conditions and intensions. For example, innovativeness or prestige 

might be symbolic attributes that prospective employees find attractive within the 

employment branding (Backhaus et al., 2002; Backhaus & Tikoo, 2004; Bakanauskiene et al., 

2011; Lievens & Highhouse, 2003). This is essential as job seekers need accurate information 

about a firm in order to evaluate if the company’s employment offerings match their needs 

and requirements (Backhaus et al., 2002). However, in most cases the information gained by 

job seekers are limited and therefore they need to use the available parts of the 

communication they can get from the organization which for example is the brand 

associations (Backhaus et al., 2002). Moreover, previous literature suggests that the 

significance of the symbolic traits increases when the functional aspects of a product or 

service are hard to differentiate. This is a common problem in industries where the work 

related factors are similar and, therefore, are difficult to evaluate for potential employees 

(Lievens & Highhouse, 2003).  

 

To avoid the problem discussed above, the Signaling Theory is a good concept to consider. 

The Signaling Theory is used by prospective employees to improve their ability to make 

rationale choices when evaluating potential employers by their characteristics. The Signaling 

Theory is trying to explain how employer branding is used to convey the symbolic benefits 

gained from working in the organization and how this can be distributed by the image 

(Backhaus et al., 2004; Bakanauskiene et al., 2011). Lievens and Highhouse (2003) and later 

Bakanauskiene et al., (2011) have identified two main categories of characteristics in 

organizational attractiveness; instrumental and symbolic attributes. The instrumental attributes 

refer to the utilitarian and functional aspects of a brand whereas the symbolic attributes 

concerns the self-expressive features. Lievens and Highhouse (2003) have found that 

implications on symbolic traits within companies have an incredible value in relation to the 

instrumental attributes when looking at organizational attractiveness. Together these 

instrumental and symbolic attributes shape the employer brand image and employer brand 

attractiveness of an organization (He & Lai, 2014). Hence, these are the attributes a 

prospective employee uses when deciding which organization to work for.  
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Through the presented theories above, the employer brand attractiveness has been discussed. 

In the final section of this chapter, we will now sum up what has been said and present how 

the different theories are connected in a model. 

 

2.4. Theoretical framework for the empirical analysis 

Based on theories that have been discussed, we have created a model to give the reader a 

coherent view on how we will analyze employer attractiveness. The model can be found in 

figure 1 below: 

 

Figure 1. The employer attractiveness framework 

As described in figure 1, several steps needs to be analyzed in order to describe employer 

attractiveness. To begin with, companies need to formulate their employer value proposition 

(EVP). This is done by creating a brand value proposition which goes in line with the entire 

organization. This is the first comment of the EVP. An organization’s corporate brand needs 

to be consistent between its different divisions or functions. When the brand value proposition 

is shaped in accordance with the organization’s vision and mission, it needs to be 

communicated to external stakeholders. Through the external communication, the company 

signals its brand values, which allows potential employees to make associations to the 

company. External communication is, therefore, the second component of the EVP. A last 

component in the EVP is the company’s organizational attributes. Together, the three 

components create the EVP which is used by the company to communicate with external 

stakeholders. The next step in the model is to analyze how potential employees make 
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associations to the based on the EVP. Thereafter, the employer brand associations are, in turn, 

affecting the employer brand image when potential employees perceive and evaluate their 

associations with a brand. The employer brand image is then the variable that prospective 

employees use to decide how attractive an organization is. The employer attractiveness is, 

therefore, the result in the employer attractiveness process as described through figure 1.  

The model also shows how CSR engagement affects the different steps in the employer 

attractiveness process. The model is created to analyze the effect of CSR engagement on an 

employer’s attractiveness from the perspective of potential employees. This framework is 

used in chapter four where we present the result and analysis of this study. 
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3. Methodology 
 

In the following chapter the chosen research strategy and research design are presented and 

argued for. In the first part, the components of the research strategy are discussed; research 

philosophy, choice of theory and research approach. In the second part, the research design 

is presented which explains the research method, the pilot study and the focus group. To 

further validate our choices, a short discussion on validity, reliability and generalizability in 

qualitative research is included as well.  

 

3.1. Research strategy  

Important components to consider when choosing a suitable method for a study, are the 

relationship between research philosophy, theory and research and the distinction between 

quantitative and qualitative studies (Bryman & Bell, 2011). When evaluating these concepts 

in relation to our topic employer attractiveness, we have chosen to do a qualitative study. This 

is because we believe it to be the best way to achieve our research aim. Since our aim is to get 

a deeper understanding on the topic employer attractiveness, a qualitative research method is 

more suitable, which will be explained further in the upcoming sections. Moreover, many 

articles we have found on the topic have been based on quantitative studies, and therefore, we 

want to contribute to research by using a qualitative study instead.  

In order to guide the reader through our chosen research method, the following chapter is used 

to reflect upon research philosophy, the view on choice of theory, and research method. All 

choices we have made when designing the research strategy is made to achieve a higher 

validity in our study. 

3.1.1. Research philosophy 

As we sought to understand human behavior and opinions on employer attractiveness, 

interpretivism has been the most suitable philosophy to explain our view on knowledge. We 

have aimed to understand the deeper meaning of why some people are attracted to a certain 

type of organization and not another. Since this requires the subjective opinion of people and 

their understanding, positivism was not suitable as a philosophy on this phenomenon (Bryman 

& Bell, 2011). As the social context of the study was important to understand and reflect upon 

in order to achieve our aim, we decided to gather data from focus groups to keep a high 
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quality in the study. The combination of using focus groups, and analyzing it from an 

interpretivistic point of view, was chosen in order to increase the validity of this thesis. To 

further increase the quality of our study, we have also reflected upon and evaluated suitable 

theory to explain our findings which is presented in the next section. 

3.1.2. Choice of theory  

In this thesis we have chosen brand literature as a suitable grand theory to employer branding. 

This is done as we argue that by understanding the logic behind how the corporate brand is 

shaped and used to communicate organizational value, a deeper understanding for employer 

branding can be achieved. However, to be able to use and analyze our empirical data we have 

used theories on employer branding, as the theory-in-use of this study (Bryman & Bell, 2011). 

Backhouse and Tikoo (2004) have established a model on the employer branding process 

which has been included in much literature we have found, and therefore, we have used it as 

the foundation literature in our study. When reflecting upon theory and theory-in-use, we have 

considered the nature of our research process and what purpose our theory has had for this 

study. This is described by Bryman and Bell (2011) as the research approach which is 

discussed in the up-coming section.  

3.1.3. Research approach 

In order to do our study, we started by looking for relevant journals and books from which we 

gathered material on employer branding. This was in order to frame an interesting research 

gap and research question. After we had formulated our research question, we gathered more 

material on the topic used for our theoretical framework. The theoretical framework was then 

operationalized through the interview guide we used for our data collection. From our 

empirical data we received new information on the topic on employer branding which resulted 

in the findings of the study. Based on the result of our study, we revisited the theoretical 

framework once again. This was in order to find if we had a good match between theory and 

empirical data, in order to do a good analysis. This iterative process to move between theory 

and empirical findings is known as an abductive approach and is the best approach to describe 

the strategy we have used. The good match between the abductive approach and the 

qualitative method of focus groups has increased the validity of our study (Bryman & Bell, 

2011). 

 

The choice of our research approach is closely related to the research design which is 

presented in the next section. 
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3.2. Research design 

As explained by Bryman and Bell (2011), the research design provides the reader with a 

framework that presents the collection and analysis of a study’s data. Our research design 

consists of our research method, focus groups, which contains information about the core 

benefits of focus groups, the data collection and site and participant selection. These factors 

and how they influenced our result, is described in the upcoming sections on the pilot study 

and focus group.  

3.2.1. Research method 

The chosen method for conducting our empirical data for this study was to construct focus 

groups. This method was chosen as our research aim is of an interprevistic approach and 

therefore we chose to use a method which could provide us with explanations and discussions 

with a deeper meaning. From the beginning, we made a choice between several interviews or 

focus groups. Since we wanted to collect the opinions from different people and also saw the 

benefits of the reasoning between different individuals, the choice of focus groups was more 

in line with the aim. As a method, focus groups consists of a small group of people who have 

been brought together by the researcher to examine perceptions and attitudes, feelings and 

ideas in the particular subject area. Participants within the group were encouraged to discuss, 

which according to Bryman and Bell (2011), helped us to understand the reasoning behind the 

views and opinions of the participants. This gave us a chance to explore the underlying factors 

that explain why our participants had the views and perceptions as they did on employer 

attractiveness. To be able to collect our material in a good way, we did one pilot study and 

one focus group which was used to collect our empirical data. The pilot study was used to 

improve the result of our research. We wanted to make sure that we measured the right things, 

in the right way, in order to increase the validity and reliability of the study (Bryman & Bell, 

2011). More detail on the pilot study is presented in the next section. 

3.2.2. The pilot study 

Our intentions with our study were to collect data from two focus groups. However, we 

decided that the first study was used as a pilot study to improve our result. The pilot study was 

conducted at Kristianstad University and consisted of five participants from the second year at 

the business administration program. Four of the participants study with emphasis on banking 

and finance and one with emphasis on accounting and auditing. The participants were selected 

by using the snowball effect (Bryman & Bell, 2011). We asked a couple of participants which 
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then helped us to find the others. This proved to be an effective and convenient way to select 

the participants.  

 

The pilot study was done to prepare us for the second focus group. This gave us the 

possibility to try our interview guide as well as to see how the respondents reacted to our 

purpose with the job advertisements we used in the study. As a result, some questions in the 

interview guide wee rewritten since they were not easy for the respondents in the pilot study 

to understand. Also, a few questions that were difficult for the participants to answer, or did 

not help us answer our aim, were deleted. Moreover, some changes in the job advertisements 

were made to make the advertisements more suitable. The job advertisements were printed in 

black and white for the pilot study which made them less appealing. We also inserted all the 

companies’ logos into the job advertisements after the pilot study. This was because we 

noticed that the respondents couldn’t see which companies we had chosen, since the logos 

were not inserted in the advertisements. Furthermore, we made some adjustments to the 

content in the job advertisements. The original versions we had for the pilot study consisted of 

a lot of text, in some cases two pages long. This was hard for the respondents to read. The 

respondents also tended to look more at the title of the jobs rather than how they viewed the 

company as a whole and the policy of the company. Therefore, we decided to make them 

shorter for the second focus group, with descriptions of the companies and polices only, 

instead of descriptions and qualifications of the specific jobs.  

 

We decided that the overall structure of the focus group was good during the discussion in the 

pilot study, and therefore chose to keep the same structure for the next focus group. All 

participants spoke freely and took turns to talk and listen to each other. At the few times when 

some participants had not spoken for a little while, we tried to engage them in the discussion 

again by asking them for their opinion, which worked well. We noticed that they spoke a lot 

on our main topic questions which resulted in that we did not have to ask all the follow up 

questions in the interview guide. Most of our role in the discussion was to ask them to explain 

more in detail and develop their answers.  

 

The pilot study was scheduled to take one and a half hour, 45 minutes for the interview and 45 

minutes for the job advertisements. The interview took 40 minutes and the discussion around 

the job advertisements took 30 minutes. We believe it might have taken a little less time to 

discuss the job advertisements since the amount of participants were fewer than planned (five 
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instead of six). Therefore we scheduled 45 minutes for the second focus group still to make 

sure we had enough time. The use of the pilot study was a good strategy since it made us 

more prepared for the data collection in the second group. We believe the use of a pilot study 

increased the validity and reliability of our study since we could improve what we measured 

and how we measured our results. 

3.2.3. The focus group 

In the following sections the site and participant selection as well as data collection for our 

focus group is described and reflected upon. 

3.2.3.1. Site an participant selection 

The focus group used for our empirical data collection was sited at the Lund University 

Library (Universitetsbiblioteket). Since we wanted to have a focus group of under graduate 

students, our choice to conduct the interview at a university campus was due to convenience 

for the selected participants. Our ambition was to collect between 8-10 participants and 

thought this would be easier if we came to them in Lund and not the other way around. We 

had gathered 8 participants for the focus group. However, two people cancelled the days 

before. Therefore, we had to try to get more respondents the last days before the focus group. 

One student mentioned she could participate by using Skype but we chose not to include her 

as we thought it might have caused disturbance for the rest of the group, in case the 

technology did not work. This choice was made to keep an as high quality as possible. As 

researcher’s we had the responsibility to organize the focus groups, to select participants and 

to arrange a place and time so that all participants could attend. Therefore, we booked a study 

room at the library in advance where we asked everyone to meet. To use a study room was 

convenient as we recorded the interview and wanted to keep a good quality of the recording. 

Also, being isolated from other students made it easier to hear what everyone was saying. 

This increased the possibility to make a good transcription of our material and also created a 

relaxed environment for the respondents. 

When we chose participants, we evaluated the benefits and disadvantage of using probability 

sampling or non-probability sampling. We chose to use non-probability sampling as this type 

is characterized by each respondent being picked by the researcher and not by random 

selection. (Bryman & Bell, 2011). In our study we decided to interview students from 

universities since we believed they are in the phase of their lives where they are looking for a 

future employer and thereby have similar type of questions and reflections on employer 

attractiveness. In order to get in contact with suitable participants we used the snowball effect 
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(Bryman & Bell, 2011). By using our connections outside of Kristianstad, we gained access to 

students from the University of Lund. Two student’s study business administration, one 

biotechnology engineering, one teaching, and one health science.  

3.2.3.2. Data collection 

For our study, we chose to make a semi-structured interview since we believe that type of 

interview to give the best data collection on our topic and our type of study (Bryman & Bell, 

2011). We wanted avoid a structured interview since we thought it might keep the participants 

from speaking more freely. Also, we thought it might have caused a discussion between us 

and each respondent instead of having a discussion between the participants. By a semi-

structured interview guide we could thereby ensure we measured what we intended to 

measure and increase the validity of our study. We divided the interview questions in different 

themes in accordance with the different theories we chose for our theoretical framework and 

tried to even out the time so each category got equal time. In this way we could operationalize 

our theory in a good way.  

 

The interview guide (see appendix 1) was used in the first part of our focus group, which we 

discussed for about 55 minutes. After the interview, we took a break of a few minutes in 

which the participants were invited for refreshments. Then, the second part consisted of a 

discussion of job advertisements. Eight jobs advertisements from different companies were 

selected (see appendix 3-10). The advertisements were chosen from four companies with a 

good CSR reputation, The Body Shop, Tetra Pak, Atlas Copco and SCA. Four companies 

were selected since they were considered to have a worse reputation, Dow Chemical, 

Ringhals, Stora Enso and TeliaSonera. We divided the companies’ advertisements like this in 

order to see if the participants would identify differences between the companies’ CSR 

engagement in relation to employer attractiveness. The participants had some time to choose 

the most attractive advertisements according to their own preferences. Thereafter, the 

participants were asked to select two of the companies that they would be willing to work for. 

After everyone had chosen, we asked them to justify why they chose those particular 

companies and what attracted them to the jobs. We also evaluated if they would change their 

mind after the discussion and if they were influenced by each other. With the job 

advertisements we were able to reflect upon how participants perceive different companies 

and what influence their choice of companies when they look for employment.  
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Thereafter, the participants were asked to rank five organizational attributes we had selected 

in advance. The attributes were selected by using five commonly used attributes in earlier 

research on employer attractiveness. Each respondent were given time to rank the attributes 

according to personal preferences (see appendix 2). The organizational attributes were used as 

a method to see how the respondents reflected upon different attributes. In previous research 

this has been done using quantitative methods. Our aim was instead to create a deeper 

discussion around organizational attributes and why the respondents ranked them as they did. 

Lastly, the respondents were presented with two articles of Dow Chemical (see appendix 11) 

and TeliaSonera (see appendix 12). The articles were used to see how our respondents would 

reflect upon how companies are presented in media in relation to an unethical behavior. 

We chose to have one moderator and one secretary. The moderator’s role was to ask the 

questions and explain and clarify for participants when something became difficult to 

understand. Also, when the respondents became silent and had nothing more to add, the 

chosen moderator would step in and try to start up the discussion by giving some input to the 

conversation or ask a follow-up question. Moreover, when some participants were taking over 

the discussion the moderator stepped in and asked the more silent respondents of their 

opinions. This was to make sure that we received a more varied answer and thereby making 

use of the advantage of the method focus groups. This we wanted to do in order to increase 

the quality of our material.  

The secretary's role was to write down everything in detail that occurred in the atmosphere. 

This made it easier for us when we transcribed the interview that we could know who said 

what. Since the research took place in Sweden, the focus group interviews were done in 

Swedish. This is because we believed the participants would feel more comfortable when they 

are speaking in their native language. From this, we received more useful data.  

3.3. Validity, reliability and generalizability 

To summarize the different ways to measure the quality of our study, validity, reliability and 

generalizability have been considered. By our methodological choices we have made in our 

study, we believe we have managed to keep the validity as high as possible. By using a pilot 

study before collecting our empirical data we improved the way we measured and collected 

the data in the focus group. This we claim since we made changes in the interview guide and 

the job advertisements in order to make them more effective and gain a higher quality in the 

results. This we mean has increased the validity and reliability in our study. Our choices of 
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method were made to ensure that we have measured what we intended to measure. As we 

have done a qualitative study, the way we have analyzed the generalizability has been 

modified as it is not the same as for quantitative studies. Bryman & Bell (2011) discuss the 

importance of using a modified view on generalizability of qualitative methods. This they 

suggest as qualitative studies are not made to generalize results in the same way as 

quantitative methods. Since we wanted to collect data about employer attractiveness in a 

special context, we did not intend to receive results that could be used to make conclusions on 

employer attractiveness in general.  
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4. Empirical findings, analysis and discussion 
 

This chapter contains the empirical findings of our study as well as an analysis and discussion 

in which we connect our findings to the theories presented in the literature review.  

 
 

To be able to analyse our results we have used the empirical model presented in section 2.4 

(see figure 1). As shown in the very left of the model, we will first discuss how corporate 

social responsibility (CSR) engagement affect the employer value proposition (EVP), which 

consists of the brand value proposition, external communication and organizational attributes. 

Secondly, we analyse how CSR engagement affect employer brand associations, and after 

that, how CSR engagement affect employer brand image. Lastly, we present how CSR 

engagement affect employer brand attractiveness. Employer brand attractiveness is analysed 

last as this is the result of the entire employer brand attractiveness framework we have 

created. This model is used as we aim to answer how prospective employees reflect upon a 

company’s CSR engagement when looking for employment. 

4.1. The effect of CSR engagement on the EVP 

The first part in our empirical model is, as mentioned before, the EVP. This model is used to 

discuss how the different components of the EVP are affected by a company’s CSR 

engagement and why this is important when potential employees are looking for a job.  

4.1.1. Brand value proposition 

During our focus group discussion, the respondents were asked what makes a good employer 

and what attributes and characteristics a good employer has. This was to see how the 

respondents reflect upon a potential employer and the employer brand. Jelena said that what 

you know about the company is important when you apply for a job. Elin adds that the 

reputation of the company is also important. Anna agrees to this as well and explains that it is 

important in the brokerage industry that you work for a well-known company. This she claims 

as she describes that it is among the well-known companies that the customers are, which 

according to Anna means it affects where it is possible to get a good job.  

 

The respondents mentioned a couple of different characteristics of a company that are 

important when an employee evaluate their prospective employers and their brands. Arberore 

mentioned that it is important that the company communicates a “this is us” feeling, meaning 
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that it is important for an employee to feel at home in a company. Fredrik agrees as he 

mentioned the word unity. Anna explained how it is important that the company takes care of 

its employees, especially the new ones to make sure that they know what is expected of them. 

Moreover, Anna emphasised the need to feel comfortable at work, otherwise it is not fun to go 

there. Dennis described the importance of clear and easily understood duties. He also 

mentioned the possibility of development within the company.  

 

The characteristics mentioned by the respondents above can all be placed within the 

framework of the five components as discussed by Botha et al (2011). The five main 

components are as described in the literature review are; work environment, affiliation, work 

content, benefits and remuneration. The feeling of belonging mentioned by Arberore as well 

as unity mentioned by Fredrik can be described by the component affiliation and work 

environment. The possibility to develop as described by Dennis can be seen as both benefits 

and work content and well described duties can also be fitted into the work content 

component. Botha et al. (2011) and Sullivan (2004) explain how companies need to include 

these components in the EVP in order for potential employees to see what the companies 

stand for when they evaluate a company. This is clear as we can see that the different 

respondents are reflecting upon different components of a company’s EVP. In case companies 

do not let their employer brands reflect their value propositions, there might be a risk that the 

potential employees do not find them attractive as it is suggested by Botha et al. (2011). 

However, just as Botha et al. (2011) have not included corporation responsibility for social 

and environmental impact in his five components, neither was it mentioned in the discussion 

among our respondents. The result from our study shows a different view on the emergence of 

CSR in today’s employer branding than it has been mentioned in previous studies by 

Aggerholm et al. (2011) and have also been discussed by Bhattacharya et al. (2009). 

 

Our result confirms the importance of a well-defined brand value proposition in order to stay 

attractive in the marketplace. Potential employees are reflecting upon different components in 

the value proposition in order to differentiate prospective employers as described by 

Backhaus and Tikoo (2004) and Botha et al. (2011). However, when looking at how students 

reflect upon an organization brand value proposition, we can see that they do not show much 

attention to how the companies present their work with social and environmental 

sustainability aspects. None of the respondents mentioned anything about corporate 

responsibility for social and environmental impact when we asked what defines a good 
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employer. From this we can assume that they do not find it as one of the most important brand 

characteristics in their evaluation of which company is the most attractive when they look for 

a job. This is clearly an opposite effect than what is argued by Aggerholm et al. (2011). This 

suggests that potential employees do not reflect upon a company’s sustainability approach 

when looking for employment.  

 

4.1.2. External communication 

The main external communication channel our respondents use is the Internet. Today's global 

world is driven by technological quality (Berthon et al., 2005) and according to our 

respondents it makes it easier for them when they search for information about a company. 

According to Jelena, Google is the easiest way to search for information about a company. 

However, at the same time Anna and Dennis described that the contact with an acquaintance 

who works at the company was very important as well. Dennis argued that friends who work 

at a company, can provide a better picture of the company and what it means to work there, 

than information on the Internet. For example Anna mentioned that a friend could describe 

how it is to work at the company and what you actually get to do as an employee. Dennis also 

sees the benefits of having somebody explain which duties and opportunities are offered. 

Furthermore, Arberore also highlighted an interesting fact as she mentioned that existing 

employees could explain how long the company has been active on the market and how 

prosperous it is.  

As described by Tikoo and Backhaus (2004), external communication is used to communicate 

the brand value proposition to a company’s target groups of prospective employees. In 

connection with that the respondents listed the Internet as one important channel to receive 

information, it is important that the company uses this source as a communication tool. 

Moreover, there seems to be a need to engage the existing employees to communicate the 

brand value proposition since the respondents explain that it is important for them to gain 

information from those who already work in a company. Whatever source the companies 

choose to use, the communication needs to have a consistent picture of the company brand 

(Backhaus & Tikoo, 2004). This is of value since the discussions on sustainability, ethics and 

social responsibility have increased and become part of the corporate communication and 

corporate employer brand (Costas & Kärreman, 2013). 
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One way for us to see how our respondents react to the external communication of the brand 

values was to present several job advertisements from different companies to the respondents. 

This was to see what the different respondents were looking for when they search for 

information about the company. As we wanted to see how they reflected on the social and 

environmental aspects of the brand, we chose a couple of companies with a clear focus on 

their environmental approach and some which did not mentioned environmental aspects in the 

advertisements. The respondents were asked to choose two out of the eight job advertisements 

(see appendix 3-10) we handed to them. Table 1 below shows the respondents’ choices.  

 

 Atlas 

Copco 

The 

Body 

Shop 

SCA Tetra 

Pak 

Dow 

Chemical 

Ringhals Stora 

Enso 

TeliaSonera 

Anna    *          *   

Arberore    *     *        

Dennis    *        *     

Elin       *     *     

Fredrik   *         *     

Jelena        *      *   

Table 1. Ranking of job advertisements among the respondents 

As presented in table 1 above, Ringhals was the most popular company among the 

respondents. According to Dennis the company seemed interesting since Ringhals describes 

that they are hiring one employee every three days. In the job advertisement we chose from 

Ringhals, the company presents many different sides of the company, which we believe to be 

one reason why many chose it as one of the companies they considered to work for. This 

allows potential employees to get the information they want to know about the company and 

what the company stands for. Dennis and Jelena also chose the company because of the 

company's values. Their thoughts on the advertisement on Ringhals can be seen in the quotes 

below: 

Ringhals was very interesting, […] it was how they emphasize, as well as that you learn quite a lot. 

They write that, for example, that they are hiring new employees every three days, and then we can 

think much about the why, puts the question directly. It was interesting that, but then so when one reads 

on, it's good development so it may be so little in this direction to develop. – Dennis 
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Yes, I also think it (takes up Ringhals). You get a good idea of the company. You get a lot of facts and 

then. – Jelena 

 

I think that nuclear power is quite good alternative energy source so it's not as dangerous for the 

environment […] – Elin 

 

I will also choose this (Ringhals) and I go on the wording of the article where they write "Sweden's 

largest nuclear power plant, exciting place to work." Exciting nuclear power plants (Victoria laughs). 

That was my point.
1
 - Fredrik 

 

As can be seen in the quote of Dennis above, he describe that Ringhals present many aspects 

of the company, which made it an attractive company. Jelena argued that you can get a clear 

image of what the company stands. Elin also believe it is an attractive company as potential 

employees are presented with a lot of alternatives. Fredrik mentioned that the description of 

the company was most attractive to see how the company see them self.  

     

The Body Shop was the second most popular company among our respondents. The company 

describes itself as a responsible company which led to that many of the respondents chose The 

Body Shop as one company they would work for. The respondents could also see an 

opportunity for development in the advertisement that made them reflect upon what it might 

mean to work there. The Body Shop was chosen by some of the respondents due to how the 

company presents its work with environmental aspects (Anna) and animal care (Arberore). 

Arberore also mentioned that she was impressed by their clear statement that The Body Shop 

is an alcohol and drug free workplace. This shows that some of the respondents confirmed 

previous studies on the increasing importance of CSR in employer branding, which has been 

conform according to Aggerholm et al. (2011). 

 

Anna and Jelena chose TeliaSonera as one company they would like to apply for which made 

this company the third most popular. Jelena thought that TeliaSonera had a good description 

of the company, and Anna liked what they offered and the possibilities to advance between 

different functions. This confirms what Backhaus et al (2002) say about what makes an 

organization attractive. Also, it confirms that potential employees need information about the 

company cause to see if company´s employment offerings match their needs and requirements 

(ibid).  Arberore who chose SCA, and Elin who chose Dow Chemical, argued that those 

companies have interesting positions available. The information that appealed to them was the 

actual service itself, not the attributes of the company. Just as discussed by Lievens and 

                                                           
1
 All quotes are picked from appendix 2, the interview transcription. As the empirical data was gathered in 

Swedish it is translated by us when presented and cited in this paper. 
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Highhouse (2003), this suggests that some respondents are more interested in the instrumental 

attributes of a company than the symbolic values. Lievens and Highhouse (2003) explain how 

instrumental attributes are more difficult to use to differentiate a company’s value proposition. 

Fredrik chose Atlas Copco as one company since they present their company as a world-class 

corporation. This shows an example of a symbolic attribute which are used to communicate a 

feeling rather than functional value (Lievens & Highhouse, 2003). Tetra Pak and Stora Enso 

were the companies that none could imagine working for. Those job advertisements were 

clearly not appealing for our group of respondents and, therefore, we assume that those 

companies did not manage to communicate their brand and jobs in a good way. According to 

Backhaus and Tikoo (2004) this shows how important it is to have an appealing job 

advertisement which communicates companies brand values and organizational attributes. 

 

Another part of the EVP is a company’s external communication of the brand value 

proposition. This we wanted to look at since it describes how and where potential employees 

gather information about future employers. Also, this is done in order to answer how potential 

employees reflect upon corporation’s responsibility for social and environmental impact in 

their communications to prospective employees. When looking at which job advertisements 

that the respondents chose, we can see that most of them chose either Ringhals, which had a 

very well described advertisement, or The Body Shop, which has a very well describe brand 

value proposition and a clearly stated approach to social and environmental responsibility. 

This shows that a very well stated value proposition and also work with social and 

environmental values are important to stay attractive just as explained by Costas & Kärreman 

(2013). From this we can see that potential employees reflect upon a corporation’s 

sustainability when looking at job advertisements. This does not go in line with the discussion 

about the employer value proposition above. So even if corporate responsibility for social and 

environmental impact is not something potential employees think about directly when asked 

what makes an employer attractive, it has a bigger impact when they can see it in the external 

communication of a company when asked to reflect about it. Moreover, the results also show 

that prospective employees use the information in the job advertisements when they chose 

which jobs to apply to and which they do not apply to just as described by Druteikiene (2015). 

4.1.3. Organizational attributes 

In accordance with Lievens and Highhouse (2003), we have found that implications on 

symbolic and functional attributes within companies are incredible valuable for organizational 
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attractiveness. During the focus group, the respondents had the chance to rank a list of 

organizational attributes that we had selected in advance. The attributes we have selected as 

well as how the respondents ranked them, can be seen in table 2. 

 Working 

environment 

Being 

employed 

Reputation Environmental 

factors 

Career 

possibilities 

Salary 

Anna 1 2 3 5 4 6 

Arberore 2 1 3 5 4 6 

Dennis 1 2 3 4 5 6 

Elin 1 2 4 3 5 6 

Fredrik 2 1 3 4 6 5 

Jelena 1 2 3 6 4 5 

Table 2. Ranking of organizational attributes among the respondents in our focus group. 

 

The results in table 2 show a clear common opinion among the respondents. The attribute 

working environment and being employed are the first and second choice of all respondents, 

with working environment being slightly more important as four students picked that attribute 

as number one. The third most important attribute among the students in our focus group was 

reputation. This attribute, however, was not selected by us in advance. It was mentioned by 

Anna after we had discussed the ranking of the other five attributes. We asked the respondents 

if they thought we had missed an important attribute in our selection. Anna mentioned 

reputation as missing since she thought it was more important that some of the attributes we 

had selected. All the other students agreed with her and selected reputation as relatively 

important. Reputation is also discussed by Backhaus and Tikoo (2004) and Oladipo et al. 

(2013) as an important attribute. Since environmental factors were somewhat higher ranked 

than career possibilities, it was ranked the fourth most important attribute and career 

possibilities was ranked as fifth. Salary was ranked as the least important attribute. This might 

be a result of characteristics of the respondents but also it may depend on the fact that salary 

is something that might be of more importance when they have worked a while longer in an 

organization. 

In relationship to what Lievens and Highhouse (2003) write, our respondents ranking shows a 

mixed result of symbolic and instrumental attributes. Bakanauskiene et al (2011) discuss that 
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two categorize of the characteristics are instrumental and symbolic attribute. At the same 

time, the respondents ranked being employed as the second most important attribute. They 

ranked salary last, both being examples of instrumental attributes. Reputation and working 

environment show examples of symbolic attributes as well as environmental work which are 

ranked with different much importance for the respondents. For of the respondents ranked 

working environment as the most important attribute, while five of the respondents classified 

reputation at the their place among most important attribute. Therefore, we believe that there 

might not be a clear difference in importance between functional and symbolic attributes as 

suggested by Lievens and Highhouse (2003).  

However, our study shows that communication of organizational attributes is a way to 

differentiate which companies the potential employee would like to work for. How a company 

presents its image, reputation, environmental and social working conditions, through external 

communication of the EVP is important for employer attractiveness. As presented in the 

results of this study the most important organizational attributes are working conditions and 

being employed (see table 2). Reputation is also one attribute which has a big influence on 

which company a potential employee choses just as described by Berthon et al (2005) and 

Oladipo et al. (2013). As environmental aspects were ranked in the middle among the 

respondents, we can conclude that it is not as important among potential employees when they 

see the attributes out of a context. This shows an opposite result to the results found when we 

discussed the job advertisements but confirms the result we received when we discussed what 

makes an employer attractive. This can indicate that speaking of environmental aspects 

without showing what that actually means for the employees, it becomes less interesting. 

When a company like The Body Shop describes how they work with environmental aspects in 

for example a job advertisement, it becomes more clear and appealing for potential employees 

than when they are asked to rank six different words on a paper. This confirms what 

Bakanauskiene et al. (2011) states when they talk about the importance of well-managed 

external communication. 

4.2. The effect of CSR engagement on employer brand associations 

According to Backhaus and Tikoo (2004), employees develop associations to a company with 

the help of brand associations. A part of employer branding work is identifying brand 

associations. The associations which were discussed in the focus group were marketing and 

risks with the company. Respondents from focus group meant that they associate marketing 

with the company and how much companies tries to appear in the market and where they do 
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it. Anna discussed that example companies usually visit schools and try to attract students to 

their company and appear them as can be seen in the quote below: 

 

 

 

I believe that when it comes to brokerage companies it is a lot about, how they market themselves. You 

know, when you see advertisements everywhere, they have signs or whatever they call it in stores with 

display windows in the city or wherever. And we also have fairs at school where every company comes 

and the one with the largest monitor, maybe. – Anna 

 

As Anna states in the quote above, she makes associations to a company in accordance with 

its marketing efforts. From Anna’s statement, we can assume that the company which can 

communicate the most appealing marketing, will create the most associations to its brand.  

According to Oladipo et al.  (2013), the aim of an organization’s employer branding is to 

create an emotional image about the organization in the minds of current and prospective 

employees. Oladipo et al. (2013) confirms what Anna said about the connection between a 

company’s attractiveness and marketing. To see what is associated with a brand when looking 

for employment, our study has aimed to see what associations are made by the respondents to 

a company when they are looking for employment. The study has proven that the associations 

are made in alignment with a company’s reputation, image and brand. 

That potential employees are in fact affected by a company’s image when they make 

associations to a company is nothing new. When looking at how potential employees reflect 

upon a corporation’s sustainability approach when looking for employment, we can see that 

they do some associations to sustainability when choosing between different companies and 

their brands just as suggested by Backhaus & Tikoo (2004). However, to confirm that 

potential employees reflect upon CSR engagement or not, were not the intention of this study. 

In accordance with our aim, the goal was instead to analyse and understand how potential 

employees reflect upon employer brand associations. Moreover, as can be seen through our 

empirical model, we have sought to understand how employer responsibility for social and 

environmental impact affects the employer brand associations. 

 

Our result show that potential employees do not express clear associations between how 

attractive an employer is and how the company communicates its work with sustainability 

when asked about what is a good employer. However, when asked to look at job 

advertisements they made clear associations between a company’s employer brand and work 



37 

 

with social and environmental impact as this made three out of six respondents chose The 

Body Shop as the most attractive company. This showed that 50 percent of the respondents 

reflected and connected clear associations between an employer brand and corporate 

responsibility for social and environmental impact. This confirms earlier studies which show 

that potential employees do reflect upon CSR engagement (Aggerholm et al. (2011). 

 

4.3. The effect of CSR engagement on employer brand image 

As explained by Botha et al, (2011) as well as Tikoo and Backhaus (2004) the employer brand 

is important for the company to communicate a good employer value proposition to the 

potential employees. This is done in order to differentiate a company to desired employees 

and to be able to be the best well-known company in the industry. Anna explains that she 

finds it important how well-known a company is and how good the company’s reputation is. 

The importance of a good image and reputation, as mentioned by Anna and Dennis, is 

confirmed by Sullivan (2004) as he explains how this affects the image and reputation of the 

companies’ quality.  

 

One important organizational attribute which was discussed in section 4.1.3 is a company’s 

reputation. To evaluate the reputation of an organization is included in the study to investigate 

how it affects the employer brand image and employer brand associations. As mentioned in 

4.1.3, all respondents ranked reputation as a fairly important attribute. Backhaus and Tikoo 

(2004) also suggest that perceptions about the organization’s prestige and other social 

approvals are important. When asked how much the company’s reputation mattered when 

looking for employment, the respondents all agreed that it was relatively important. 

Arberore’s and Dennis’ opinion on how much a company’s reputation matter when they look 

for a job, can be seen in the quotes below: 

Pretty much actually, it gives you the possibility to see how much one can advance, and to future 

employments it is also important, that you have worked in a specific place.-Arberore 

 

Yes, exactly. Your own possibilities to advance too, to work for a company with a bad reputation gives 

you the same reputation on your own image. Because you are representing the company. -  Dennis 

 

Just as Dennis mentioned in the quote above, a reputation of a company does not only affect 

the company. He explains the problematic concerning how a bad reputation of a company can 

affect employees when they look for a new employment later in their lives. One concern 

about a bad reputation, which was mentioned by Anna, is that a bad reputation is hard to get 

rid of once it is established. Both the respondents also thought it might prevent them for 
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gaining the jobs they would want in another company in the future. Therefore, a company’s 

reputation is important when potential employees look for employment as suggested by 

Backhaus et al (2002) and Oladipo et al.  (2013). Fredrik, Dennis and Arberore associated an 

organization’s reputation to its brand image and put emphasis on the importance of a good 

image to be attractive. Fredrik explained that image is important for example schools as they 

try to communicate a good image when they seek to attract students to their education, and 

teachers to come to work there. This argument strengthens Druteikiene (2015) and Harris & 

Chernatony (2001) suggestion that there has been a change towards more and more influence 

of image and reputation among firms. The importance of image and reputation in external 

communication is taking up a big part of society today. This is also the case when companies 

try to communicate their work with CSR engagement to stakeholders in society (Porter & 

Kramer, 2006).  

 

Moreover, not only are potential employees affected by the communicated image and 

reputation they receive themselves. To some extent some respondents also point out that they 

are affected by the people around them. When we asked the respondents if they believe they 

are affected by other people’s perceived image of a company they answered as follows:  

 
It depends a little on how much experience you have yourself. How much you know yourself […] let’s 

say you have more knowledge than your friends about that particular  job, and that there are rumours 

that the company is not good, then you might have knowledge of that it actually do this or that and 

through that strengthen the company, that it is a good company with the knowledge you have. – Dennis 

 

Yes, of course you listen to people in your surroundings, especially if you don’t have your own opinion, 

then it is crucial what others might think or reason around a certain workplace. If, one has the 

possibility to choose… - Fredrik 

 

But I believe that, I think that if somebody in my surrounding says something bad about a company, of 

course I have that in mind… but I rather receive my own opinion about it. Because… we are all 

different and maybe I like the company even if she doesn’t. - Anna 

 

As explained in the quote above some people are more affected by other peoples’ opinions 

than others. Dennis looks at it from the perspective of knowledge whereas Anna believe that 

one should be independent when it comes to opinions of a company. Liz (2012) explains how 

the Social Identity Theory (SIT) can be used to explain how potential employees connect 

themselves to a brand. The SIT suggests that each person should make their own connection 

to a brand image as an employee. As Anna says, not all people comprehend a company’s 

brand image in the same way which makes the meaning of the SIT important. This confirms 

the view presented by Backhaus and Tikoo (2004) as they believe there should be a person-

organization fit between employer and employee.  
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Our respondents use different methods to get to know as much about the company as possible. 

To receive information about the company they use sources such as the Internet and talk to 

friends and acquaintances. Anna and Jelena were most interested in whether the company is 

well-known and recognized and only to a little extent they cared for their image as a company 

who works with CSR engagement. Again, this shows how our study does not confirm 

previous studies by Liz (2012, p. 280) whom explains how companies with a reputation for 

high quality CSR may be more attractive. Moreover, it is contradictory to what Costas and 

Kärreman (2013) says as they explain how companies engage in sustainable activities in order 

to create an idealized image as a social and environmental friendly company for potential 

employees. 

 

Our results show that potential employees who are at stages in their lives where they need 

employment to pay their bills, they would not turn down a job as a result of the company’s 

bad reputation on CSR. This means that potential employees might look at how a company 

works with CSR engagement but that it is neglected because the employee is more concerned 

with financial aspects. Although it has been shown that the reputation is of great importance 

when the company is looking for potential employees believe the respondents that it is not 

decisive in the choice of an employer (Heikkurinen, 2010; Abratt & Kleyn, 2012).  

Even if the respondents in our study did not seem to be engaged in the CSR policies of 

companies when searching for a job, all the respondents did mention that reputation is an 

important aspect. This is closely related to the employer image and associations described by 

Backhaus and Tikoo (2004). When describing how a reputation is affecting employer 

attractiveness, we can from the result see that it is through four different dimensions. 

Employer attractiveness is affected by what you think of a company yourself, what other 

people believe, how media pictures a company and how the next employer and future 

colleagues see you after have worked in a certain company. This indicates that there are a lot 

of factors that influence the employer brand image and associations to an employer brand in 

different ways. This suggests that if a company behaves badly, its reputation will follow the 

employee to the next employer. 
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4.4. The effect of CSR engagement on employer brand attractiveness 

Globalization has affected corporations to increase their social and environmental 

responsibilities in order to be acknowledged as attractive when evaluated by potential 

employees (Chhabra & Sharma, 2014). (Aggerholm et al., 2011; Rample & Kenning, 2014). 

The result of our study show, however, that potential employees have a limited amount of 

focus on CSR engagement when they evaluate potential employers. Anna explained that she 

does not think about it that often and that it does not seem to be a big part of marketing in the 

brokerage industry. Neither does Arberore as she explained that CSR engagement does not 

affect her decision of employer at all. Elin, on the other hand, explained that it is important 

and that she would pick a company with a good approach to CSR engagement instead of one 

that has not, if she had the opportunity to choose. At the same time, Anna explained that it is 

difficult sometimes to know what the real values of a company are. She said that how a 

company communicates its values towards potential employees are indistinct. Her explanation 

confirms what Backhaus et al. (2002) and Liz (2012) states when they argue how the 

information gained by job seekers about an organization are limited. As Backhaus et al. 

(2002) mentions, it can be due to the companies’ limited communication. In our study, we 

have also acknowledged that it might be due to lack of interest among potential employees. 

Four respondents said that they haven’t seen information about corporate social or 

environmental responsibility in communication from potential employers. Only two of the 

respondents did, whose answers are presented in the quotes below: 

It is something that appears more often. Now, one should always be careful what is said on the internet 

but just the other day I saw a picture of a grocery store who had a sign which said that they do not sell 

Danish meat anymore because they do not believe they are nice to animals. Period! So, thereby it 

becomes more and more important, that it do occur… there are those who have begun to challenge and 

put there foot down on corporate level. - Fredrik 

     

I think there are quite a lot of environmental aspects, on the companies I look at, but that may be 

because those companies are producing pharmaceuticals. And there it is rather important so…so there it 

is a big deal, to work for the environment and try to reduce emission and so on. - Elin 

 

As we can see in the quote of Elin above, there might be a difference between the different 

industries since some companies are more forced to think of their actions due to inspection 

and the material they are working with. As with the companies that Elin is talking about, 

within pharmaceutics and companies working with chemicals, there are rules and regulations 

that those companies must follow. The rules bring those companies incentives to also 

communicate their work with environmental issues and remedies to stakeholders in order to 

be attractive. This confirms what Botha et al. (2011) suggests about the formulation of an 

effective EVP in order for a company to communicate its values to stakeholders. This is not 
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necessarily more important for companies which produce medicine than for example schools, 

sales agents, banks or accounting firms. However, the companies in the industry Elin is 

talking about might see the effects of their environmental damage more directly than other 

firms, and thereby, choose to use it in their external communication. However, as it is shown 

in this study that potential employees are affected by the brand and brand reputation, it would 

be suitable to increase the amount of CSR engagement in companies’ external 

communication. Increased marketing of CSR activities should serve as a strategic process for 

increasing sustainable development and value creation from a company towards stakeholders 

(Aggerholm, et al., 2011). This we believe could increase the interest among potential 

employees and also could help the companies differentiate themselves on the employer 

market (Bakanauskiene et al., 2011). 

 

The importance for companies to have a good communication of CSR engagement to 

differentiate themselves (ibid), was also confirmed when our respondents reflected on 

companies which have engaged in unethical behaviour. We presented the respondents with 

situations that two companies had engaged in; environmental damage and human illness 

(Dow Chemical, see appendix 11) and corruption (TeliaSonera, see appendix 12). We asked 

the respondents to reflect upon the different situations and try to imagine how they would 

react if they found out that the companies they applied to would have proven to engage in 

similar unethical behaviour. The question was if it would matter and if they still would apply 

for the jobs.  

 

When talking about Dow Chemical Elin said that it would matter. She would find it difficult 

to apply for that job if she had other companies to choose from. Earlier in the discussion when 

we had handed out the job advertisements, Elin picked Dow Chemical as one company she 

would like to work for (see table 1). After she saw the article (appendix 11) Elin changed her 

mind and so did the other respondents. According to Costas and Kärreman (2013), it is in 

situations like this that corporations need to take responsibility. Companies are expected to 

behave ethical (ibid) and it is something that media focuses a lot on. As media has a great 

interest in what companies are doing, media also help to communicate it to society (Balmer et 

al. 2007; Heikkurinen, 2010) which creates articles such as the one our respondents were 

reflecting upon. This shows that potential employees receive information about companies 

CSR engagement through media. 
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However, the respondents changed their minds again when we asked them to choose between 

taking the job at Dow Chemical or stayed unemployed. Even if all respondents had expressed 

their dislike for the company after we presented them with the article, almost all of them 

would still choose to take the job, which can be seen in the quote below: 

 

I want to say no, but I can’t! – Fredrik (Says with a very tortured face)  

So, you take the job? - Viktoria 

Yes… – Fredrik (very unwillingly)  

 

As can be seen in the quote of Fredrik above, he, and the other respondents who said they 

would take the job, was a bit ashamed that they actually would. They expressed feelings that 

they felt bad for taking a job even if they knew that the company had done very unethical 

things to both people and nature. This unwanted feeling of guilt is described and confirmed by 

Costas and Kärreman (2013) in their theory about the effect of neglecting CSR engagement. 

On the other hand, once Anna expressed that she would not take the job as she believed that if 

a company handles things the way Dow Chemicals did with the Bhopal disaster, she felt they 

might treat their employees the same way. Her thoughts can be read in the quote below: 

      
I don’t think I would have. It really shows their behaviour in case there was a problem that occurred 

they do not take responsibility for it. And I think, what if something happens to me? And they just don’t 

care…- Anna  

 

This changed the conversation as the other respondents did not seem to have thought about it 

that way. The fact that the respondents changed their minds show that a company’s CSR 

engagement is not an easy topic to reflect about. The quote by Anna above shows that it is 

important for companies to consider their behavior as it communicates how they handle other 

aspects as well, not only the particular situation as the catastrophe by Dow. How companies 

treat their employees is becoming more and more important (Aggerholm et al. 2011) and as 

soon as Anna brought it up in our focus group, it became apparent. Liz (2012) also 

emphasizes the increased employer attractiveness as a result of better CSR engagement and 

employee-employer relationship. How a company takes responsibility for a bad action does 

also have effect on how attractive a company is according to Dennis. He explained that 

accidents might happen sometimes but is also important how the company handles it. This 

shows that potential employees reflect upon a company’s ability to take responsibility when 

bad or difficult problems occur as a result of their actions (Hildebrand et al. 2011).  
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When looking back at our empirical model (figure 1), we can now see how the model can be 

used to describe our study on employer attractiveness. The EVP, employer brand associations 

and employer brand image are good concepts to describe how employer brands are reflected 

upon, among potential employees. However, from our study we can see that not all employees 

who are applying for jobs are concerned by a company’s CSR engagement. Much of their 

attention is put on employer brand associations (Anna, Jelena) or image and reputation 

(Arberore, Dennis). For example, we have seen that some of our respondents do not pay a lot 

attention to social and environmental issues when they evaluate the job advertisements they 

read. (Elin; Fredrik; Jelena). This shows contradictory results to what is suggested by 

Aggerholm et al. (2011) as they describe that corporations are increasing the focus of CSR in 

the communication towards potential employees in order to strengthen the employer-

employee relationship as employees are expecting this from companies. Our result can not 

confirm what is said by Rampl & Kenning (2014) who describes how the emphasis on 

employer branding towards potential employees increases an organizations competitiveness in 

the “war for talent”. The organizational attributes that are instead influencing the opinions of 

potential employees are working environments (Arberore; Dennis) and reputation (Anna). 

 

Moreover, our respondents did not mention their opinions on social and environmental impact 

until we brought it up in the advertisements. This indicates that it is not something that 

potential employees reflect upon in immediate response to a company which again contradicts 

(Aggerholm et al. 2011). The fact that all the respondents in our study showed little interest in 

CSR engagement might be that other organizational attributes such as a company’s social 

working conditions and the need to on get a job first was more important. From the results we 

suggest that employees start to analyse companies’ CSR engagement after they have received 

their first job and thereby feels more secure to make choices.  

 

The result in the paragraph above emphasises a difficult situation. Just as suggested in the 

introduction of this thesis, there are previous studies which suggest that companies should 

communicate their work with corporate responsibility for social and environmental impact to 

be an attractive employer (Aggerholm et al., 2011; Rample & Kenning, 2014). However, 

when looking into this previous research there is nothing that shows that they take people’s 

different life situations into consideration. This picture of the war for talent describes a 

situation in society where everyone can make the best possible decision. As shown by our 

study, an employer’s attractiveness is not only affected by the EVP, employer brand 
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associations and employer brand image (Backhaus & Tikoo, 2004; Backhaus et al. 2002) or 

people’s opinions on CSR engagement (Rample & Kenning, 2014). How potential employees 

reflect upon employer attractiveness is also affected by their need for employment in order to 

pay bills and housing. The ability to reject a job in a company that does not take CSR 

engagement into consideration (Davies, 2008), should be seen as a desired position.  
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5. Conclusion 
 

This chapter begins with a short summary and the conclusion of our thesis in which we 

connect our result to our research question. Also, it consists of a critical review on our study, 

practical implications and suggestions for future research. 

 
 

5.1. Summary of the thesis and conclusion 

This aim of this bachelor thesis has been to answer the research question; how do prospective 

employees reflect upon a corporation’s social responsibility engagement when looking for 

employment? 

 

To be able to answer our research question and achieve our research aim, we created an 

empirical model from theories conducted in previous research. The model was used in order 

to see how CSR engagement affects employer attractiveness. This was done in order to see 

how potential employees reflect upon what makes an attractive employer. To collect the 

empirical data, we used focus groups as our chosen method. The use of focus groups proved 

to be a well suited and interesting method for our study. The result shows that potential 

employees reflect upon an employer’s attractiveness since they look at, and evaluate a 

company’s reputation, working environment and popularity when they apply for a job. Also, 

they confirmed that the external communication is important as all respondents said they 

looked for information about the company when applying for a job. Previous research show 

how corporate social responsibility (CSR) engagement does affect how potential employees 

reflect upon employer attractiveness when they look for employment. However, when we 

have analyzed how CSR engagement affects employer attractiveness of a company, we have 

seen that it is only to a limited extent. On the contrary to previous research, the result in our 

study indicates that potential employees give a different amount of attention to how the 

companies present their CSR engagement in external communication towards potential 

employees. From the results in this thesis, we have come up with the four conclusions 

presented in the upcoming paragraphs. 

 

A company’s engagement in CSR affects employer attractiveness to a different extent, 

depending on different contexts potential employees are in.  
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The reason why potential employees do not reflect on CSR engagement of an employer is due 

to the fact that many potential employees are searching for a job, to be able to pay for bills 

and feel financially secure, as a first step. Only when these needs are fulfilled, they start to 

look for other attributes in an employer. This creates a dilemma for potential employees since 

they favour a company which shows engagement in CSR, if they have the possibility to 

choose. Potential employees therefore seem to reflect upon CSR engagement when looking 

for a job but when it comes to make a final decision to take a job or not, the situation the 

person is in will decide if they take the job, not the company’s engagement in CSR. Employer 

attractiveness is thereby not necessarily affected by CSR engagement among potential 

employees who are in a situation like this.  

 

In some situations, however, potential employees are reflecting on CSR engagement. When 

looking for a job, they search information about the company they are interested in. In the 

selection process of the most attractive employer, employer brand image and reputation is 

reflected upon. How a company presents their external communication affects how potential 

employees evaluate them. This is also the case for how CSR engagement in job 

advertisements and media is presented. Job advertisements and news articles help potential 

employees to create an opinion of the employer’s CSR engagement. This suggests that 

potential employees do reflect upon, and are affected by, how an employer’s CSR 

engagement in external communication of companies’ employer value proposition. Therefore, 

the external communication of CSR engagement is important from both an employer’s and a 

potential employee’s point of view.  

 

How CSR engagement is illustrated affects how potential employees reflect on it when 

looking for a job. Employer attractiveness and the effects of CSR engagement among 

employers is not something that potential employees are reflecting on if it is not presented to 

them or mentioned in the article. CSR engagement is therefore helped by external 

communication to make employees aware of the effects of a good work with social and 

environmental aspects in society. A well communicated CSR marketing makes potential 

employees reflect upon an employer’s engagement in CSR.  

 

Different interests and personalities of potential employees also affect how they reflect upon 

CSR engagement. Employees who are interested in professions and companies that work with 



47 

 

products and service that affects the environment directly, are more likely to reflect upon a 

company’s CSR engagement as it will affect their individual work in the company.  

 

The conclusion presents four aspects which should be considered to be able to answer our 

research question. Potential employees reflect upon CSR engagement in relation to their need 

to have a job and from the external communication from the employer. Our conclusions 

confirm the problem statement of this thesis, concerning the ability to turn down a job in case 

a company engage in unethical or responsible manner. This suggests that the effect of CSR 

engagement needs to be addressed further within research on employer attractiveness. 

 

5.2. Critical review 

The aim of this study was to analyse how potential employees reflect upon CSR engagement 

when they apply for a job. The results from the study indicate that students do reflect upon 

CSR engagement in different ways. However, this study is based on only six respondents’ 

opinions, in one focus group, which makes the result hard to generalize. The opinions of only 

six students do not give a result for the entire population of potential employees that are 

looking for a job. To be able to make more reliable results on how CSR engagement affects 

employer attractiveness, one or more focus groups could have been done to strengthen our 

findings. However, even with a couple of more focus groups, the result would be difficult to 

generalize. To increase the generalizability of the study, complementing surveys could 

increase the quality of the study.  

5.3. Practical implications 

Since many previous studies on employer attractiveness have neglected the importance of a 

company’s engagement in CSR activities, our study has contributed to this gap. Also, many 

previous studies are conducted by using quantitative methods which has not captured the 

reasons behind how potential employees reflect and reason upon their prospective employer. 

Therefore, our study is of importance within the studies on employer attractiveness. 

5.4. Future research 

Since our study aimed to look upon the opinions of undergraduate students, our results might 

have been different if we had chosen a different segment of respondents. For future research it 

would be interesting to include different segments of respondents to see if the results would 

be similar or different among other groups of people. Also, instead of just looking at the 

potential employees’ point of view, a future research study could include the opinions of 
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potential employers. Furthermore, a study which included both potential employees and 

employers would highlight the view on employer attractiveness from both sides. This could 

be done in order to compare and see if there is a common view on the topic of what makes an 

organization attractive.  
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Appendix 1 - Interview guide 
Tema 1 Vad är en bra arbetsgivare? 

 Vilka faktorer spelar roll hos en bra arbetsgivare? Ge alternativ? 

 Vad styr valet av en arbetsgivare?  

 Hur mycket betyder arbetsgivarens värderingar för er som arbetstagare? 

 Vad säger andra i er omgivning om dessa faktorer? 

 Vad är det som gör att ni söker till just det företaget?  

 Vilka associationer gör ni till företaget och deras varumärke?  

 

Tema 2 Var söker Ni information om det företaget ni söker jobb hos? 

 Läser ni på om ett företag innan ni söker ett jobb? I så fall hur mycket information 

söker ni?  

 Vilken information läser ni om/ är intresserade av? 

 Läser ni på om vad företaget står för, deras värderingar och vad de kan erbjuda sina 

anställda? 

 Googlar ni företaget och i så fall, vad söker ni efter på google? 

 Hur mycket betyder det ni hittar på google när ni söker jobbet? 

 Hur mycket söker ni om företaget när ni ser en annons? 

 

Tema 3 Hur mycket betyder organisationens rykte när ni söker jobb? 

 Vad betyder ett företags anseende för er? 

 Har företagets rykte någon betydelse? Varför/ Varför inte? 

 Bryr ni er om hur företag presenteras i media? 

 Kan ett företags bra eller dåliga rykte påverka att ni väljer att inte söka eller inte söka 

ett jobb där? Utveckla  

 Spelar det någon roll vad andra tycker? Påverkar andras åsikter om företaget ert val 

när ni söker arbetsgivare? 

Tema 4 Hur mycket påverkar organisationens arbete med miljö och arbetsmiljö ert 

val av arbete? 

 Hur ser ni på företagets arbete med miljöfrågor? 

 Hur skulle ni beskriva en organisation som tar ansvar för miljön? 
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 Hur tror ni att en organisations arbete med miljö kommer att påverka konkurrensen om 

de bästa arbetstagarna i framtiden? 

 

Tema 5 Hur mycket påverkar organisationens arbete med socialt ansvar ert val av 

arbete? 

 Hur mycket betyder företagets sociala ansvar för er när ni söker jobb på företaget? 

 Vilka faktorer spelar roll i det sociala ansvaret på ett företag? 

 Hur agerar ett företag på ett socialt ansvarsfullt sätt?  
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Appendix 2 – Extract from transcription 
Moderator: Viktoria Palmaer 

Sekreterare: Kajin Fares 

Plats: Lunds universitetsbibliotek, grupprum (Ekmanska rummet) 

Datum: 2015-05-13     

Tid: 09.50- 11.30 

Inspelningstid 1.26.35 (Transkribering: 25 timmar och 3 minuter) 

 

Vi presenterar vår studie lite kort och tackar respondenterna för att de ställer upp. 

Viktoria: Det räcker med att ni säger ert förnamn och vilket program ni gåt på. Yes, så om vi 

börjad där då (Tittar mot Dennis). 

Dennis: Dennis, pluggar spaterapeut  

Fredrik: Fredrik, ämneslärare samhälle - historia  

Elin: Elin, Civilingenjör - bioteknik. 

Anna: Anna, fastighetsförmedling  

Jelena: Jelena, ekonomi 

Arberore: Arberore, ekonomi 

 

Utdrag ur tema 1- vad är en bra arbetsgivare? 

Arb: en som skapar typ en vi-känsla kanske, alltså i arbetslaget.  

F: Sammanhållning 

A: Ta hand om en, speciellt om man är ny, så att man vet vad man ska göra, och så 

D: Ge lite tydligare arbetsuppgifter… riktlinjer  

 

V: Vad är det som styr valet av en arbetsgivare?  

J: Det kan vara typ vad du känner till företaget och om man har hört namnet innan. Att man 

typ inte typ ta något som man inte vet alltså vad det är. Då vill man hellre ha någonting som 

man har hört innan vad som är känd för 

E: Att ha bra ryktet (Jelena tittar mot Elin och svarar: ja) 

A: Nej men jag tänkte faktiskt på det om jag ska bli mäklare så vill jag hellre jobba på 

fastighetsbehov eller svensk fastighet som stället för nån okänd liksom mäklare orten eller 

mäklarsätt som inte ens kunderna känner igen så mycket, för att de kunderna går heller liksom 

till stora företagen och det är där man får mycket jobb. 

 

Utdrag ur tema 3- hur mycket betyder organisationens rykte? 

Arb: Ganska mycket faktiskt, då ser man själv möjligheten att kunna utvecklas, och till 

framtida jobb är det också viktig. Att ha… att du har jobbat på ett visst ställe… 

V: Så om man jämför ett dåligt rykte med inget rykte alls, vilket är bäst? 

A: Inget 

D: Nystartat… 

A: Ett dåligt rykte är svårt att få bort… 

D: De tar sin tid…. Och försvinner inte helt. Det tar mycket tid och är en kostnad för företaget 

F: På skolor är det viktigt till exempel att man har rätt image, liksom när man vill ut och fiska 

elever. Det har ju gått från att ”ja, vi går ju till kommunala skolor allihopa till att verkligen bli 

en image eller ett rykte… så är det nog. Vilken image ett företag har blir viktigt för företagen 

och oss som söker… 

 

V: Det här med ryktet då, är det något som avgör om ni söker ett jobb eller inte? 

D: Definitivt 
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Arb: Ja, det är ju så om man verkligen ska för att man behöver det, alltså, att skaffa 

erfarenheten och så, så söker man det ändå. Men sedan om man har mycket att välja på så är 

det klart att man väljer det som är bra, men i början så är det inte så tror inte jag. (Tystnad) 

D: Det beror ju helt hur mycket man har att välja på 

F: Har man inget val så är det inte så mycket att fundera på. Det har ju jättestor betydelse om 

har alternativ eller inte. Hur marknaden ser ut inom just det man har pluggat. Är man 

sjuksköterska så kan man i sort sätt välja fritt medan om man, ja jag vet ju inte hur ni 

ekonomer har det (tittar på Arberore och Jelena) men det är säkert jättetufft… 

 

Utdrag ur tema 4- hur mycket tycker ni att organisationens eller företagets arbete med 

miljö och miljöfrågor påverkar ert val av arbetsplats? 

Arb: jag tror inte alls att det påverkar 

J: Nej 

Arb: I alla fall inget som jag har tänkt på själv om jag ska vara ärlig… 

A: Eh, ja, eh nej jag brukar inte tänka på det heller… det är ju svårt för ett mäklarföretag att, 

eh ja, jag vet inte … Det känns som att det inte är det de håller på med… kanske att de säljer 

miljövänliga hus… eh nej men… 

E: Alltså om jag hade haft två alternativ att välja mellan, och att det ena hade jobbat med 

miljön och det andra inte, då hade jag tagit det med miljötänk, för att jag tycker att det är 

ganska så viktigt med miljöfrågorna så 

D: SPA och så har vi mycket, just produkterna och så använder vi … och hälsosynpunkt 

också… Där, eh, där är det extremt viktigt att… sedan är det klart vad man väljer att jobba 

med, också. Många inom branschen är kanske så att de bryr sig mer om den ekonomiska biten 

och att öka vinsten medan andra tittar på just hälsoaspekten på personer och vad man handlar. 

Så där har man väl båda bitarna. Men det är väldigt svårt det därför man tänker ju a lätt att... 

Men för min del ska det vara lite mer att produkterna man använder ska gå mer åt det 

miljömässiga hållet så att, men inte extremt viktigt. 

F: Mmm, jag satt och funderade på hur det kan te sig i en situation om man tänker på miljön. 

Det kanske är mer arbetsmiljö men det är väl så att lära ut kunskapen om det. 

 

Utdrag ur tema 5- Om vi tar till exempel H&M, och om de, om det visar sig att de håller 

på med barnarbete, hur hade ni ställt er till att söka jobb där då? 

E: Jag tycker ju att det spelar roll, jag hade nog haft svårt för det om jag hade haft något annat 

att välja på 

D: Försöka tvinga dem att ändra det, hitta ett annat sätt att få dem att fixa sina kläder liksom  

A: De är ju också så pass stora att de har råd att göra det känner man 

D: De har ett ganska starkt varumärke också så att  

E: Att man säger det att, nej, jag tycker inte att det här är okej, ändra på det liksom så annars 

så slutar jag här typ,  

D: det måste nog ske globalt, alltså att folk måste sätta ner foten globalt för att det ska för att 

de ska rycka på ögonbrynen. När de har ett så starkt varumärke alltså 

F: Jo, det är ju sådan skillnad när det är ett så stort företag 

D: Självklart, alltså det kräver ju att jävla dos för att det ska hända någonting 

F: jaja, precis. Man tycker ju att någon som ligger på en förmögenhet på 200 miljarder borde 

ska kunna göra någonting åt det men  

 

Utdrag ur jobbannonser- vilket företag kan ni tänka er jobba på och varför? 

D: Jag funderade på Body Shop den där, för de har bra värderingar. Bra värderingar. Det 

skulle vara den där (pekar mot annonsen som log vid Arberore). Det var den Ringhals. Jag 
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gillar kanske Body Shop var mest för värderingar och sånt också sen det är väl hur jag själv 

tänker också(stannade upp). 

V: Ee och Ringhals (ställer frågan till Dennis)? 

D: Ringhals var just intressant, det var andra aspekter .(Viktoria: ja) nej men det var hur de 

framhäver liksom att man lära sig ganska mycket. De skriver att till exempel att de anställer 

nya medarbetare var tredje dag och då kan man tänka mycket kring det varför, ställer man 

frågan direkt. Det var intressant den där, men sen så när man läser vidare så är det goda 

utvecklingsmöjligheter så det kan vara. Så att lite åt det hållet att utvecklas 

Arb: Då ska vi se. Ja det jag tänkte på det (tar fram SCA) då ska vi se. Jo då är det den här 

också The Body Shop just för att de tänker på djur och så tänker de inte bara på själva sälja 

och tjäna utan de tänker. Ja och att de utvecklar samma rutiner inom det. Den här var rolig för 

att det stod så ”att det är alkohol- drogfri arbetsplats” det var det jag tänkte på. 

J: Ja, jag tycker också den(tar fram Ringhals). Man får en bra uppfattning om företaget. Man 

får mycket fakta och sen (hon bläddrar vidare) denna Telia(tar fram TeliaSonera). Det står att 

de har allt möjligt från försäljning och marknadsföring och ekonomi. Sen står det vad erbjuder 

också. Sen så förklarar de vad företaget är och skriver  

A: Nej, jag tror också jag väljer Body Shop för att de har bra värderingar och jobbar mycket 

med att deras produkt skulle komma högt ställe och såhär. Ee jag tror också Telia för de har 

mycket, jag vet inte, men de hade mycket, många avdelningar och såhär kanske man ifall 

känner att man vill byta eller byta inom företaget också. 

E: Jag hade också valt den Ringhals (tar upp Ringhals), för jag tycker att kärnkraft är ganska 

bra alternativ på energislag så det är inte lika miljöfarlig när man gör det även om avfallet och 

sen så hade jag valt den Dow (Viktoria frågar förvånand: Dow? Det var lite spännande). Nej, 

jag tycker att den verkade intressant när jag läste den att det var många olika länder och sådär. 

Och sen tycker jag att det är roligt med kemi.(Alla skrattar till). Så det är lite kemi båda två. 

F: Jag kommer också att välja denna (tar fram Ringhals) och det jag går på är ordvalet i 

artikeln där de skriver ”Sveriges största kärnkraftverk, spännande arbetsplats”. Spännande 

kärnkraftverk (Viktoria skrattar). That was my point. ”Vi är bra på det här, det här och det här 

är vi bäst på” sedan kom miljön i långt ner i sista stycket. Då folk antagligen inte läser längre 

för att de har tröttnat eller redan bestämd sig. Det var någon som framhävde världsklass som 

definition på sig själv. Jag tycker att det är intressant liksom hur man målar upp sig själva. Vi 

företag världsklass och håller man det till jämnt (tar fram Ringhals). 

 

V: Nu ska vi se. Det kan vara så att då avbryter vi oss och kommer någon knackar på, men vi 

kör på. Vi har en liten lista här (tar fram ett papper med fem olika faktorer nedskrivna) med 

fem stycken attribut och det vi hade velat är att ni rangordnar de här efter vilket som är 

viktigast och vilket är minst viktigast. Så om vi börjar med Dennis om du försöker liksom 

sätta liksom, det kan var ju lite klurigt lite sådär men här är liksom karriärmöjligheter. 

D: Jag tar nog arbetsmöjligheter först. Hade satt att ha anställning som nummer två, det är 

trygghet. Och sen miljö, karriär och lön. Lönen kommer sist.  

V: Lön sist. Fredrik 

F: Att ha anställning först, arbetsmiljö, miljö, lön och karriär 

E: Jag med hade valt arbetsmiljö, att ha anställning, miljö, karriärmöjlighet och lön  

A: Arbetsmiljö, att ha anställning, karriär, miljö och lön 

J: Arbetsmiljö, att ha anställning, karriär, lön, miljö 

Arb: Att ha anställning, arbetsmiljö, karriär, miljö, lön 
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Appendix 3 - Atlas Copco 
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Appendix 4 - The Body Shop   
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Appendix 5 - SCA 
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Appendix 6 - Tetra Pak  
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Appendix 7 - Dow Chemical  
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Appendix 8 - Ringhals  
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Appendix 9 - Stora Enso 
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Appendix 10 - TeliaSonera  
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Appendix 11 - Dow Chemical article  
 

Olympiska spelens 
planeringskommitté och Dow 
Chemical 

Fråga 
2011/12:80 Olympiska spelens planeringskommitté och Dow 
Chemical 
 
av Torbjörn Björlund (V) 

  
till kultur- och idrottsminister Lena Adelsohn Liljeroth (M) 
 
Natten mellan den 2 och 3 december 1984 dog mellan 7 000 och 

10 000 människor och en halv miljon skadades i Bhopal i Indien 
när 24 500 kilo av det dödligt giftiga ämnet metylisocyanat (MIC) 
och 11 000 kilo reaktionsprodukter läckte ut i luften från Union 

Carbide Corporations, UCC, fabrik för bekämpningsmedel. Vid 
dagens datum har området fortfarande inte städats upp och någon 
seriös utredning av läckan och dess påverkan har inte gjorts. Inte 
heller har överlevare fått den kompensation och hälsovård de 
borde vara berättigade till. Som en följd av katastrofen har i dag 
många överlevare problem med andningen, cancer, depression och 

ångest. 
Sedan 2001 är Dow Chemical till 100 procent ägare av UCC. 
Överlevare och människorättsorganisationer har arbetat för att 
Dow ska ta itu med den påverkan på människors hälsa och 
områdets miljö som orsakats av katastrofen, men företaget 
avfärdar konsekvent allt ansvar för UCC:s agerande i Bhopal. 
Trots detta beviljades Dow nyligen ett kontrakt om att leverera 

banderollen som ska pryda olympiska stadion i London nästa år 

vid de olympiska spelen. Dows kontrakt med arrangörerna av 
olympiska spelen 2012 är upprörande och ett slag i ansiktet för 
dem som överlevde Bhopal. Bland annat Amnesty International 
har i ett öppet brev till de olympiska spelens planeringskommitté 
kritiserat kommitténs kontrakt med Dow eftersom man menar att 
det bryter mot kommitténs egna riktlinjer för sociala och etiska 

frågor. I dessa sägs det att miljö, sociala och etiska frågor ska 
prioriteras när upphandling för de olympiska spelen sker. Med 
anledning av ovanstående vill jag fråga ministern: 
Vilka initiativ avser kultur- och idrottsministern att ta för att 
Sverige ska verka för att de olympiska spelens 
planeringskommitté bryter kontraktet med Dow Chemical och på 

så vis efterlever sina egna riktlinjer för sociala och etiska frågor? 
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Appendix 12 - TeliaSonera article 
 

Nytt blåsväder för Telia Sonera i sydost 

Telia Sonera har hamnat i ett nytt blåsväder i Asien. Bolaget köpte i slutet av 
förra året frekvenser och nät i Kazakstan för 1,5 miljarder kronor. Affären och 
upplägget har likheter med Telia Soneras skandalomsusade affärer i 
Uzbekistan, skriver Dagens Nyheter. 

 

 

 

 

Dagens Nyheters kartläggning av Telia Soneras affärsmetoder i Kazakstan gjordes upp med 
personer med kopplingar till landets politiska elit. Upplägget påminner i flera detaljer om de 
skandalomsusade affärerna i Uzbekistan som tvingade bort tidigare vd:n Lars Nyberg från 
sin post. 

Affären i Kazakstan som gjordes i fjol liknar transaktionerna i Uzbekistan. Affären gav 
tillgång till nät och värdefulla frekvenser och det finns även kopplingar till ledande politiker, 
enligt DN. Telia Sonera beskrev för ett år sedan affären som mycket betydelsefull för Teleia 
Soneras dotterbolag Kcells verksamhet. 

Transaktionen i fjol är en av flera uppgörelser i Centralasien som advokatbyrån Norton Rose 
Fulbright granskat på uppdrag av Telia Soneras nya ledning. Affärerna som nu rullas upp är 
orsaken till att en kvartett toppchefer i bolaget fick silkessnöret nyligen. 

Enligt vad DN erfar är Kazakstanaffären en av flera affärer som lämnats till åklagare. Gunnar 
Stetler, överåklagare på Riksenheten mot korruption, säger till tidningen att han först 
kommer att kommentera när han fått en helhetsbild av det nya materialet. 

I den nu uppdagade affären spelar två kazakiska bolag en betydande roll. Midas Telecom och 
Alatau har tagit emot motsvarande 1,5 miljarder svenska kronor, enligt DN. När planerna på 
affären presenterades första gången i augusti förra året nämns ingenting om vilka som äger 
de två bolagen. 

Efter det att den uppmärksammade affären i Uzbekistan har avslöjats av tv-programmet 
Uppdrag Granskning berättar Telia Sonera, i december i fjol i ett pressmeddelande, att två 
kvinnor, Aigul Nuriyeva och Raushan Sagdiyev, äger de bolag som Telia Sonera gör affärer 
med i Kazakstan. 

- Att personerna nämns vid namn i pressmeddelandet är en lärdom från licensköpet i 
Uzbekistan, säger en källa till DN. 

Telia Sonera underlåter däremot att berätta något om de båda kvinnornas bakgrund och 
relationer till makteliten i Kazakstan. 

Kazakstan är känt för sin korruption. Enligt organisationen Transparency Internationals 
senaste lista över korrupta länder rasade landet från plats 133 till 140. 


