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ABSTRACT Employer branding has become a top management priority as more and
more companies realize that human resources are among the most valuable intangible
assets they possess. The rise of social media gives employers a new communication
channel for delivering job-related information, strengthening their image and entering
into a dialog with potential candidates early in their employment choice processes.
Drawing on branding theory, this study identifies substantial drivers of employer
attractiveness in a social media context, such as information-seeking behavior, self-
congruity with the employer and its employees, and corporate image. Tests of the
model with both company-controlled and company-independent social media sites
reveal only marginal differences, so information credibility does not appear to be an
issue. The results further show that self-congruity and information gathered from social
media have no direct effects on perceived employer attractiveness and application
intentions but are fully mediated by a powerful corporate image.
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The rise of social media has significantly
changed the way people communicate:

Users not only retrieve information but also
actively participate in content generation.
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Social media span a wide range of platforms
and services, such as blogs, discussion
boards, chat rooms, forums, consumer pro-
duct or service rating Websites and, perhaps
most notably, social networking sites. Their
increasing convenience and accessibility
have made such social networks a highly
frequented channel for accessing informa-
tion during employment searches. In 2010,
for example, 48 per cent of all US jobsee-
kers conducted at least one social job-hunt-
ing activity on Facebook, the world’s largest
social network, and one in six members of
the US workforce indicated that an online
social network was one of the sources they
used to find a job ( Jobvite, 2011). LinkedIn,
world’s largest professional network on the
Internet, is used by 94 per cent of the
world’s 500 fastest-growing companies for
talent acquisition (Barnes et al, 2015).

Because social media and social networks
offer vast possibilities for direct commu-
nication (for example, video, audio, posts,
live chat, pictures, private messages), they
also provide excellent tools for commu-
nicating the brand meaning of the
employer. Employer branding aims to build
a positive employer image and proffer a
unique employer value proposition that
features attributes that potential employees
perceive as valuable and attractive (Ambler
and Barrow, 1996; Backhaus and Tikoo,
2004). A strong employer brand enables the
firm to develop an image as a good place to
work (Edwards, 2010) and offers a differ-
ential advantage, relative to weaker brands
with the same attributes, such that it should
prompt enhanced decision behavior (Smith
and Park, 1992; Keller, 1993; Erdem et al,
2002; DelVecchio and Smith, 2005). Simi-
lar to high involvement buying decisions,
job choices involve significant uncer-
tainty and risk (Gomez-Mejia et al, 2001).
Accordingly, strong brands can reduce the
uncertainty that jobseekers face, simplifying
their decision making and mitigating risk
(Roselius, 1973).

When communicating through social
media, contact with the target group is per-
sonal, realistic and interactive, as well as cost
efficient and wide ranging. It provides an
opportunity for companies to communicate
what they stand for easily and directly.
However, communication in social media
also has specific shortcomings, in that it is less
controllable than classic media channels.
Many companies have started using social
networks, such as Facebook with its over
1 billion users, to approach and recruit poten-
tial candidates (Caers and Castelyns, 2011).

We focus on career-oriented social media
sites in this study, thereby meaning Web and
social media resources where the individual’s
career is in the center of interest. This
includes all or parts of information on busi-
ness networks and contacts, career paths,
information on salaries, on work life, job
opportunities and benefits. We further divide
career-oriented social media sites into two
subtypes. On company-controlled platforms,
employers provide most content and stand in
the middle of the interaction with thousands
of potential applicants. In contrast, on com-
pany-independent platforms, users – and not
the employer – provide most of the content
and interaction, as is the case for the business
network LinkedIn or Facebook’s indepen-
dent job-related groups (for example, groups
run by universities or newspapers). These
two social media types may have different
effects on job search behavior and employer
choice decisions, especially regarding the
credibility of available information. Thus,
we conduct tests of our model across both
company-controlled and company-inde-
pendent social media sites.

Through our studies, we offer several
contributions to how strategic employer
branding can be used in social media for
growing attractiveness and attracting new
employees. Previous recruitment market-
ing research has identified various factors
that might influence jobseekers’ attraction
to organizations, including information
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sourcing, fit perceptions and organizational
image (Saks and Ashforth, 1997; Barber,
1998; Rynes and Cable, 2003; Chapman
et al, 2005). However, the specific char-
acteristics of social media, such as user’s
ability to discuss with other users or the
company, or the company’s possibility to
show employees and their jobs as distinct,
lively and interactive as in real life, have not
been taken into account in these studies.
These features and characteristics offer an
previously unknown level of personalized
user experience, and support users in
shaping a specific image of an employer –
without the disadvantages of a real (off-line)
contact or mass communication.

First, because social media offer unique
possibilities to interact with jobseekers, espe-
cially through well-developed audio–visual
tools, the communication of an employer
brand personality is likely more effective than
in conventional media channels. Previous
studies have shown that instrumental and
symbolic employer image dimensions affect
potential applicants’ attractiveness percep-
tions (Lievens and Highhouse, 2003; Van
Hoye and Saks, 2011). However, no study
has analyzed self-congruity effects (Sirgy,
1982) involving the match between the
employer’s brand personality and a jobsee-
ker’s self-image with regards to the particu-
larities of social media.

Second, despite some general discussion of
the effects of employee behavior on jobsee-
kers’ perceived brand personality (Aaker,
1997; Wentzel, 2009; Ostrom et al, 2010),
no research is available for jobseekers experi-
encing employees through social media,
instead of in person.

Third, because information in social
media is not standing alone, but rather
commented, rated and discussed by others,
information might be interpreted differently
than in real life. Members of a career site can
be seen as a group or online community
(Muniz and O’Guinn, 2001) unified in their
common interest and can influence attitudes

and decisions of others (for example
McMillan and Chavis, 1986).

Fourth, we also expand previous employer
branding research by comparing the factors
that affect attractiveness and application
intentions in two social media settings: com-
pany-controlled and company-independent
career sites, which we believe to have differ-
ent levels of perceived credibility regarding
the information they provide.

Fifth, previous employer branding, job
search and recruiting studies, have been
limited in their experimental designs
(that is, Dineen et al, 2002; Allen et al, 2007).
We address these research gaps by examining
the determinants of corporate image,
employer attractiveness and application
intentions among 365 potential applicants in
a real social media setting.

RESEARCH BACKGROUND AND
HYPOTHESES DEVELOPMENT

Perceived availability of information in
social media
Similar to product brands, a job represents a
bundle of functional and symbolic benefits.
Choosing an employer is a complex decision,
with important and unpredictable con-
sequences for workers’ personal lives. In this
sense, it is similar to an extensive consumer
purchase decision, when the consumer faces
high degrees of uncertainty and risk related to
the decision (Arndt, 1967; Godes et al, 2005).
Both decisions are characterized by intensive
internal and external searches for information,
high search costs and a long span before the
final decision (Lamb et al, 2011).

Information sources might include media
(for example, newspapers, Internet), other
people (for example, friends, family) or per-
sonal experience (for example, career fairs,
internships) (Peterson and Merino, 2003).
As an essential element of social media,
online communities and networks play a
particularly important role in providing or
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sharing information across Internet users
(Dholakia et al, 2004; Ma and Agarwal, 2007)
and thus among jobseekers.

Social networks can be characterized by
real-time interaction and dialog, limited
anonymity, short answer times, and can serve
as useful public relation tools (Kent, 2010).

Social media have the potential to act as a
relationship building tool because of the dia-
log function and sense of connection typical
for this media (Kent, 2010). The more
interactivity exists, the better the relation-
ships between organizations and individuals
is perceived by the user (Saffer et al, 2013).
From this point of view, social media can be
considered to be close to personal contact
with an employee, but less formal as during a
career fair or job interview. On the other
side, the amount of other users pro-
vides jobseekers with an access to huge
amounts of information, opinions and
evaluations regarding employers, which in
turn is quite different from personal contact.

`Which source provides potential job
applicants with information is a key deter-
minant of their initial attraction to an
employer ( Barber, 1998; Zottoli and
Wanous, 2000; Rynes and Cable, 2003).
Prior research suggest that companies stres-
sing Employer Branding elements in job
advertisements generate a higher perception
of that companies attractiveness among
jobseekers (Elving et al, 2012). Gatewood et
al (1993) find that potential applicants pos-
sess different corporate and recruitment
images of the same organizations, because
job-related information addresses employ-
ment topics and are not necessarily corre-
lated with economic, marketing or social
facets of an overall corporate image.

Beyond the amount of information pro-
vided, information quality (for example,
accuracy, up-to-datedness, credibility) con-
stitutes an important determinant of cogni-
tive processing (Gray and Meister, 2004;
Dholakia et al, 2009). When information is
under control of a large number of people as

for social media, it is perceived to be more
credible and thus of better quality. As Rieh
and Danielson (2007, p. 312) note, ‘Out of
a set of objects that appear to hold various
information values, people tend to choose
the items that appear to be most credible’.
The sourcing of credible information in
social media (for example, career sites)
should lead job seekers to form attitudes and
preferences regarding a specific employer by
increasing, restructuring and changing the
knowledge they possess. Accordingly, we
predict the following:

Hypothesis 1: The more and better infor-
mation is available to potential
employer jobseekers out of social
media sources, the higher their percep-
tions of employer attractiveness.

Before the rise of digital information net-
works such as the Internet or social media,
differentiated information about employers
was largely lacking. Failure to provide
important information regarding the poten-
tial employer undermines the ability of
employees to estimate their fit with the
organization (Elving et al, 2012). Signaling
theory (for example, Rynes, 1991) proposes
that in case of absence of information, appli-
cants interpret the information they have
about an organization as signals of organiza-
tional characteristics (Turban, 2001). Today,
with social media offering large amounts of
information regarding the employer, appli-
cants who evaluate a company as potential
employer likely gather information about
other aspects of the organization, too, such as
financial data or strategic decisions. Thus, we
propose that for jobseekers in social media,
corporate image is now largely build on
information gathered from social media:

Hypothesis 2: The more and better
information is available to potential
employer jobseekers out of social media
sources, the better their perceptions of
the corporate image of that employer.
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Congruence of personality traits
For years, researchers have suggested that
brands have personality characteristics (Aaker,
1997) and symbolic attributes (for example,
prestigious, dynamic). That is, brand person-
ality is an integral part of the brand identity,
which the target group perceives as part of the
brand image. Jobseekers also ascribe person-
ality traits to an employer that are ‘subjective,
abstract and intangible attributes’ of the orga-
nization (Lievens et al, 2007, p. 48).

Another line of consumer research notes
that consumers purchase goods to express
their identities (Aaker, 1996). According to
Sirgy’s (1982, 1986) congruence theory,
increasing the congruence between con-
sumers’ self-concept and the personality they
perceive in an object results in increasing
affinity for that object (for example, product,
brand, employer). Underlying self-concept
motives include the need for self-esteem and
self-consistency (Sirgy, 1982; Malhotra,
1988; Aaker, 1997). This matching process,
or self-congruity, plays an important role in
predicting purchase motivations and brand
choice (for example, Sirgy, 1985; Sirgy and
Samli, 1985; Malhotra, 1988).

In turn, researchers conceptualize and
measure various traits that jobseekers attribute
to organizations (for example, Cable and
Turban, 2001; Collins and Stevens, 2002;
Lievens and Highhouse, 2003; Slaughter et al,
2004). In the context of job choice behavior,
an employer brand that exhibits personality
traits that match a jobseeker’s actual or
ideal personality increases affinity toward
the employer, because it satisfies underlying
self-esteem and self-consistency needs. In
contrast, a lack of self-congruence makes the
employer less attractive (Turban et al, 2001).

In social media, especially on career sites in
social networks, communication with other
users and the potential employer tends to be
personal and rather informal. Potential appli-
cants may ask questions and hold discussions
with the employer, exchange their personal
experiences with that employer or post

comments. When the employer uses audio–
visual means (that is, videos of specific jobs,
business units or employees) to communicate
job-related information, potential candidates
can experience the company in a more
manifold, lively and realistic way than in
other communication channels. Moreover,
the informal, user-specific, personal informa-
tion exchange exerts an important impact on
attitudes and decisions (Muniz and O’Guinn,
2001). Thus, by using social media as an
information source, jobseekers can gather
more detailed and realistic information,
which allows them to form a more holistic
image of the potential job and employer.

Jobseekers also might form a perception
of the typical employee of a company,
through personal contacts with employees or
indirectly through storytelling or media
reports. Frontline employees often serve as
the ‘living brand’, representing the brand by
how they behave and appear and offering
an intensive brand experience (Bendapudi
and Bendapudi, 2005; Walker et al, 2009).
On company-controlled social network
career sites, employees similarly can interact
directly and informally with potential appli-
cants, answer questions or describe their daily
job tasks. Jobseekers therefore obtain realistic
impressions of current employees and may
develop associations of a ‘typical employee’.
If these employees behave and present them-
selves consistently with the brand identity,
their interaction with potential candidates also
should transmit brand meaning. In addition,
some employees provide personal profiles,
which give jobseekers a rather broad range of
impressions about their lives (and personal-
ities). If these impressions of current employ-
ees are consistent (inconsistent) with existing
impressions, they should exert a positive
(negative) impact on brand attitudes (Aaker
et al, 2004; Aggarwal, 2004) and job decisions:

Hypothesis 3: The higher the jobseeker’s
self-congruity with (a) the employer’s
brand personality and (b) a typical
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employee’s personality, the greater the
attractiveness of that employer.

Because the employer is a company viewed
from a specific perspective, an applicant
who is attracted to a specific employer
probably develops positive associations with
the overall company. Therefore,

Hypothesis 4: The higher the jobseeker’s
self-congruity with (a) the employer
brand personality and (b) a typical
employee’s personality, the better is
his or her perception of the corporate
image of that employer.

Corporate image
Applying ideas from marketing literature
suggests ways how corporate images could
influence organizational attractiveness
(Ehrhart and Ziegert, 2005). Corporate
image is the sum of the perceptions and
knowledge associations that exist in consumer
memory related to a company, including its
functional and symbolic benefits (Keller,
1993). Various stakeholders (for example,
jobseekers, employees, customers, share-
holders) likely have different images of the
company (Dukerich et al, 2002). Through
their experiences with the company (for
example, products, advertising, staff ), people
develop knowledge associations and form
impressions over time that may result in posi-
tive attitudes toward the brand (Keller, 1993).

Social media has made considerably more
information about companies and employers
available for minimal search costs. Because
the employer information provided in social
networks typically contains company-related
information, it likely affects both employer
attractiveness perceptions and corporate
image. Long before people start their search
for a job, they may have already developed a
general image of the organization.

When they start pursuing employment
opportunities in social networks though,

these same people begin to form a new image
by gathering information about the company
as an employer. This newly formed image, or
the employer brand image, provides the basis
for their attractiveness evaluations, though
their perceptions are still influenced by their
general impressions of the corporate image
(Gatewood et al, 1993; Lemmink et al, 2003).
Thus we propose:

Hypothesis 5: In a social media context,
corporate image impressions relate
positively to employer attractiveness.

Employer attractiveness
As marketing literature reveals, people assign
instrumental and symbolic meanings to
brands (Keller, 1993, 1998). Recruitment
research suggests that symbolic attributes are
as important as instrumental job and organi-
zational attributes when it comes to predict-
ing perceived organizational attractiveness
(for example, Lievens and Highhouse, 2003;
Lievens, 2007). This assignment of meanings
is common among jobseekers, who grant
instrumental and symbolic meaning to
employers (Lievens and Highhouse, 2003).
In online communities, such as career sites,
brands tend to be built and formed through
the interaction of the brand owner and users
(Muniz and O’Guinn, 2001).

The value of an employer brand is expres-
sed by its ability to attract potential applicants,
that is, the attractiveness of the employer for
jobseekers. In turn, organizational attraction is
a key antecedent of application intentions (for
example, Turban and Greening, 1997; Collins
and Stevens, 2002), and a jobseeker who turns
to social networks is unlikely to apply for a job
without having developed some attraction to
the employer. Yet it remains unclear how
attractiveness contributes to application inten-
tions in social media:

Hypothesis 6: In social networks, higher
levels of perceived attractiveness
increase application intentions.
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Online community research shows that
Internet users assign lower credibility to
information from company-controlled sour-
ces than to information from independent
sources (Flanagin et al, 2014), mainly because
the independent Website has no financial or
other self-serving interest. For this study, we
posit that because a company-controlled
social media career site aims to depict its own
image as positively as possible to attract more
talented candidates, the information pub-
lished on such a site is likely biased; any
negative information about the employer
would be suppressed. Thus, we hypothesize
that information from company-controlled
career sites may be considered less credible
than information from company-independent
social media platforms:

Hypothesis 7: In social networks, infor-
mation from company-controlled
career sites appear less credible than
information from company-indepen-
dent career sites.

In addition, the social media context may
influence subsequent attractiveness percep-
tions and application intentions. Therefore,
we propose:

Hypothesis 8: Compared with company-
controlled career sites, job-relevant
information on company-independent
social media platforms has a stronger
impact on (a) corporate image, (b) attrac-
tiveness, and (c) application intentions.

We summarize these hypotheses in Figure 1.

METHODOLOGY

Sample
Our research focuses on how specific mes-
sages and information obtained from social
media influence both the employer’s attrac-
tiveness and the application intentions of
jobseekers. Social networks offer opportu-
nities to create new content and interactions,

along with effective communication (Ellison
et al, 2007; Trusov et al, 2009). Facebook is
the largest and most influential such network,
with more than 960 million daily active users
on average (Facebook, 2015). At the time of
research, Facebook was the network where
most companies had launched their own
career site to connect and maintain contact
with potential candidates. For Study 1, we
selected the 30 largest German-language,
company-controlled career sites on Facebook
to survey (see Table B1 in Appendix B).
They represent various sectors and had each
attracted at least 1000 fans at the time of the
study. All the career sites offered job-related
information, including application help,
detailed information about the employer’s
business, various job roles and occasionally
details about individual employees and their
jobs. The companies gave us permission to
post a short invitation on their Facebook page
with a link to the self-administered online
questionnaire (see Table A1 in Appendix A).
From this link, we received responses from of
265 German-speaking jobseekers. Of these,
approximately 59 per cent were younger
than 25 years, 26 per cent between 25 and
29 years, and 15 per cent were 30 years or
older. The sample is slightly skewed toward
male respondents (56 versus 44 per cent), and
education levels and occupations of our
sample respondents reveal a wide range:
23 per cent pupils and apprentices,
38 per cent students, 11 per cent young
graduates and 28 per cent young professionals
with work experience of at least 1 year.
In contrast, prior research on online job
searches relies on student samples as ‘potential
applicants’ (for example, Lievens and
Highhouse, 2003; Lievens, 2007). In reality,
job searches become most important after
graduation or some work experience.

For Study 2, we selected career sites in
social media that were not controlled,
operated or obviously influenced by employ-
ers. Several of these sites were on Facebook,
some were third-party recruitment sites, but
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in both cases , they had no apparent rela-
tionship with a specific employer (such as
those operated by newspapers or uni-
versities). For example, we made use of the
leading business network Xing, which is
more popular in German-speaking coun-
tries than LinkedIn (Xing, 2015), and
interviewed online members of four stu-
dent or graduate platforms dealing with
career and job issues (see Table B1 in
Appendix B). The sample for Study 2
consists of 100 respondents and is similar
to the first sample in terms of gender
(52 per cent male, 48 per cent female) and
age (52 per cent younger than 25 years,
36 per cent between 25 and 29 years, and
12 per cent were 30 years or older).
Regarding education levels, this sample
was very similar to the one in Study 1.
As demographics on jobseekers are not
available for Germany, we struggle to indi-
cate how representative the sample is for
the population. However, it matches our
expectations regarding online jobseekers.

Measures
The measures were administered in German
and, unless otherwise noted, based on multi-
item, 5-point Likert-type scales. Except for

‘perceived available information’ and ‘corpo-
rate image’, we used reflective measurement
scales for the items.

Perceived available information
For the measure of perceived available
information, we reviewed prior literature
and found that information processing in
social media is typically characterized by
the quantity of information gathered (Gray
and Meister, 2004), the quality (Dholakia
et al, 2009) and diversity (Kleijnen et al,
2009) of the information. Thus, we pro-
pose a three-dimensional structure with
24 items to assess the amount, quality and
variety of information. Some items come
from Flanagin and Metzger (2007),
Dholakia et al (2009) and Van Birgelen et al
(2008); others were developed for this
study. With explorative and confirmatory
factor analyses, we validated the three
underlying factors. Our approach does not
assume that the measures are all caused by
a single underlying construct; rather,
the factors should all contribute to the
formative construct. In line with extant
recommendations ( Jarvis et al, 2003;
MacKenzie et al, 2005; Diamantopoulos
et al, 2008), we used a second-order factor

Figure 1: Structural model.
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structure, in which the factor values served
as indicators of the construct dimensions
on the second level.

Self-congruity
To exclude any undesired implicit theories or
illusory correlations (Podsakoff et al, 2003),
we chose an indirect measure of congruency.
On a 10-item semantic differential scale, we
determined jobseekers’ actual and ideal self-
image independently, as well as their percep-
tions of employer brand personality and the
personality of a typical employee. Thus, we
obtained four personality measurements per
respondent. For self-congruity, we used
absolute difference scores for each attribute
and averaged them across personality attri-
butes for each respondent (Sirgy, 1982; Sirgy
et al, 1997). We conducted this calculation for
all possible combinations, which produced
four congruency scores for each respondent.
Then, we used the congruity scores of the
actual and ideal self-image related to the
employer brand personality as reflective indi-
cators of an employer (brand) self-congruity
construct. The actual and ideal self-congruity
scores related to a typical employee’s person-
ality produced the employee self-congruity
construct.

We needed an identical scale to measure
human and employer brand personality, but
no existing scales supported this measure-
ment. For example, Aaker’s (1997) scale
describes trait inferences ascribed to product
brands and is not always appropriate for
describing organizations (for example,
‘good-looking’). Scales developed to describe
organizations also do not apply entirely to
humans (for example, corporate personality
scale, Davies et al, 2004; organizational per-
sonality scale, Slaughter et al, 2004). Human
personality scales such as the Big Five (Costa
and McCrae, 1992) suffer a similar problem;
they do not apply to brands. Therefore, we
integrated items from the brand personality
scale by Aaker (1997), the organizational

personality scale by Lievens and Highhouse
(2003) and some standard items from
empirical social research that have been used
for personality measurement (Friedrichs,
1990). The calculated score values range
from 0 to 7, and a higher value indicates
greater self-congruency with the employer
brand or the typical employee.

Corporate image
Largely consistent with the reputation
scale of Fombrun et al (2000), our corpo-
rate image scale comprises 18 items.
However, we omitted a workplace envir-
onment dimension that is part of
the employer attractiveness construct.
We also adapted the wording of some
items to fit the recruitment context.
A confirmatory factor analysis supported
our proposed four-factor structure: The
emotional, strategic, product and sustain-
able image facets defined an overall
corporate image. As for the information
construct, we applied a mixed second-
order structure, in which the first-order
factors are formative indicators having
reflective indicators ( Jarvis et al, 2003).

Employer attractiveness
We measured employer attractiveness with
a 9-item scale that indicates the jobseeker’s
perception of the company’s employer
attractiveness. Following Keller’s (1993)
and Aaker’s (1996) ideas of consumer-
based brand equity, our scale is based on
established practice models, modified to fit
the recruiting and social media context.
Our construct included trust, perceived
quality, uniqueness, identification, sym-
pathy and attachment. We adopted four
trust items from Delgado-Ballester (2004)
to measure trust in the employer brand.
Identification with the brand referred to
the quality of the relationship between the
individual and the brand, a key element of
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brand strength (Keller, 2001). Perceived
quality was the jobseeker’s subjective eva-
luation of the company’s quality as an
employer. Because brand associations of
strong brands should be unique (Aaker,
1996; Keller, 2001), we also included an
item to measure uniqueness. As in estab-
lished brand strength models (for example,
Young & Rubicam’s Brand Asset Eva-
luator), uniqueness described the ability to
differentiate the firm from competitors
(Backhaus and Tikoo, 2004). It is also
closely associated with prestige, which
has been identified as the major attribute
for attracting high-talented graduates
(Bonaiuto et al, 2013). Finally, sympathy
represents the overall affective evaluation
of a brand, and attachment is the closeness
felt toward the brand, each measured with
one item. The one-dimensional structure
was confirmed through a confirmative
factor analysis.

Application intentions
We operationalized application intentions
with a 4-item scale adapted from Taylor and
Bergmann (1987), Harris and Fink (1987)
and Zeithaml et al (1996). We provide an
overview of the measurement items in
Table A1 in Appendix A.

Data analysis
We used SmartPLS Version 2.0 (Ringle
et al, 2005) to obtain partial least square
(PLS) estimates for both the measurement
and structural parameters in our structural
equation. We chose PLS because it offers
an effective approach to formative speci-
fied indicators, namely, our perceived
available information and corporate image
constructs. Covariance-based structural
equation modeling software cannot pro-
cess formative constructs directly but
instead requires special forms (Jöreskog
and Goldberger, 1975). Moreover, PLS

requires fewer cases to attain consistent
results (Chin and Newsted, 1999), which
is important for our surveys with 265 and
100 respondents. Because the PLS path
modeling procedure supports assessments
of the psychometric properties of the
measurement instruments (Fornell and
Larcker, 1981; Chin, 1998; Tenenhaus
et al, 2005), we tested the effects and sta-
tistical significance of the parameters in
the structural model using a bootstrapping
procedure with 300 resamples, as recom-
mended by Chin (1998).

Construct validation

Reflective measurement models
To determine the quality of the reflective
measures (Bagozzi and Yi, 1988), we
began by analyzing convergent validity,
for both models. According to the factor
loadings of the measures on their respec-
tive constructs (Chin, 1998; Tenenhaus
et al, 2005), all reflective loadings were
significant at the 99 per cent level and thus
exceeded the recommended minimum
value of 0.707 (Chin, 1998). To assess the
reliability of the measures, we calculated
the composite reliability (CR) and aver-
age variance extracted (AVE) (Fornell and
Larcker, 1981; Chin, 1998; Hulland,
1999). All estimated CR indices were
greater than the recommended threshold
of 0.7 (Chin, 1998; Hulland, 1999). The
suggested threshold value of 0.5 for the
AVE values also appeared exceeded by all
constructs (Fornell and Larcker, 1981).
Furthermore, the Cronbach’s α values of
all scales were acceptable and exceeded
the recommended level of 0.7 (Nunnally,
1978). Satisfying Fornell and Larcker’s
(1981) discriminant validity criterion,
the square root of the AVE exceeded
the intercorrelations of each construct
with other constructs in the model
(Chin, 1998; Hulland, 1999). Finally, we
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assessed the discriminant validity of the
construct items by examining the cross-
loadings.

Formative measurement models
Because formative indicators need not be
highly correlated, internal consistency is not
an appropriate standard for evaluating their
adequacy (Bagozzi, 1994). Therefore, we
followed alternative procedures to evaluate
these construct measures, using indicator
weights, which provide information about
the relative importance of each indicator in
the creation of the construct (Chin, 1998).
Weights below 0.1 are trivial (Seltin and
Keeves, 1994). The associated t-value reveals
the significance of each weight; it should
be greater than 1.98 at P= 0.05 (assuming
DF=100). For our studies, these concerns
were not at issue: All weights exceeded the
0.1 threshold and were significant at P=0.05.

To detect potential multicollinearity, we
relied on the variance inflation factor with a
threshold of 10 (Hair et al, 1998). All com-
puted variance inflation factors were well
below this threshold. Finally, for our con-
struct specification, we assessed construct
validity in terms of discriminant validity.
Although Bagozzi (1994) calls this step

unnecessary for formative constructs,
because the indexes are linear sums of the
measurement, other researchers have sug-
gested testing whether the focal construct
correlates less than perfectly with its related
constructs (MacKenzie et al, 2005). Because
the correlation of the formative constructs
with other constructs did not exceed 0.738
(Study 1) or 0.720 (Study 2), we found
support for discriminant validity. The out-
comes of our validation for both reflective
and formative models appear in Table 1
(Study 1) and Table 2 (Study 2).

Structural model
In addition to testing the measurement
models, we evaluated the explanatory
power of the structural model. We used the
R2 value of the endogenous latent variables
as a measure of model fit (Chin, 1998;
Tenenhaus et al, 2005), because it provides
information about the amount of variance
of an endogenous latent variable explained
by the model. The squared multiple corre-
lations (R2) equaled 0.527 (Study 1) and
0.324 (Study 2) for the corporate image
variable, 0.564 and 0.571 for the employer
attractiveness variable and 0.579 and 0.555
for application intentions – that is, moderate

Table 1: Study 1: Intercorrelations, average variance explained, composite reliabilities and Cronbach’s α

Intercorrelations

Scale a b c d e f

a Available information

b Employer self-congruity 0.39***

c Employee self-congruity 0.38*** 0.75***

d Corporate image 0.62*** 0.57*** 0.54***

e Employer attractiveness 0.53*** 0.49*** 0.49*** 0.74***

f Application intentions 0.39*** 0.35*** 0.41*** 0.56*** 0.76***

Average variance extracted n/a 0.88 0.91 n/a 0.70 0.87

Composite reliability n/a 0.94 0.95 n/a 0.96 0.96

Cronbach’s α n/a 0.87 0.90 n/a 0.95 0.95

Q2 (redundancy) n/a n/a n/a n/a 0.39 0.50

Q2 (communality) n/a 0.88 0.88 n/a 0.70 0.87

***P< 0.001, **P< 0.01, *P< 0.05.

Note: n/a= not applicable, because it uses a formative indicator specification.
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explanatory power in all cases (Chin, 1998).
With a blindfolding procedure, we
performed a Stone–Geisser test (Q2) to
determine how well the original empirical
data could be reconstructed using the esti-
mated parameters. The results confirmed
the model’s predictive relevance (Fornell
and Cha, 1994; Tenenhaus et al, 2005).
Finally, we calculated a goodness-of-fit
(GoF) index, as proposed by Tenenhaus
et al (2005), and obtained values of 0.607
(Study 1) and 0.537 (Study 2), which indi-
cates that our model performs well compared
with given thresholds (Wetzels et al, 2009).

Common method variance
Because this study uses a cross-sectional
survey design, bias because of common
method variance is possible. To reduce
the potential impact of common method
bias, we first applied different measures, as
recommended by Podsakoff et al (2003),
included different scales lengths and for-
mats, and placed similar constructs as far as
possible from one another in the ques-
tionnaire. Next, we used Harman’s one-
factor test (Podsakoff and Organ, 1986) to
determine if one dominant factor emerged
in the overall factor analysis, which was not

the case. Eleven factors had eigenvalues
greater than 1, and together they accounted
for 68 per cent of the total variance, while
the first factor accounted for 34 per cent of
the total variance.

Hypothesis tests

Study 1
We estimated the results using PLS and
bootstrapping procedures (see Table 3). The
proposed constructs exhibit good explanatory
power. Specifically, perceived available infor-
mation in social networks positively and sig-
nificantly influences corporate image ( β=
0.458, P<0.001), in support of Hypothesis 2.
Moreover, in support of Hypothesis 4a, cor-
porate image depends significantly and posi-
tively on the congruence of the employer
brand’s personality with the respondent’s own
personality (β=0.261, P<0.001). However,
employee-related self-congruity shows no
significant link to corporate image (β=0.173,
NS), so we must reject Hypothesis 4b.

Neither the link between perceived
available information and employer attrac-
tiveness ( β= 0.105, NS) nor the self-con-
gruity relations to employer attractiveness
( β= 0.036, NS; β= 0.104, NS) is significant,

Table 2: Study 2: Intercorrelations, average variance explained, composite reliabilities and Cronbach’s α

Intercorrelations

Scale a b c d e f

a Available information

b Employer self-congruity 0.20*

c Employee self-congruity 0.21* 0.66***

d Corporate image 0.46*** 0.40*** 0.37***

e Employer attractiveness 0.42*** 0.48*** 0.43*** 0.72***

f Application intentions 0.22* 0.27** 0.26** 0.60*** 0.75***

Average variance extracted n/a 0.81 0.82 n/a 0.59 0.81

Composite reliability n/a 0.90 0.90 n/a 0.93 0.95

Cronbach’s alpha n/a 0.78 0.78 n/a 0.91 0.92

Q2 (redundancy) n/a n/a n/a n/a 0.33 0.45

Q2 (communality) n/a 0.81 0.82 n/a 0.59 0.81

***P< 0.001, **P< 0.01, *P< 0.05.

Note: n/a= not applicable, because it uses a formative indicator specification.
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so we did not find support for Hypotheses 1,
3a or 3b. Corporate image contributes sig-
nificantly to the formation of employer
attractiveness ( β= 0.595, P< 0.001), in sup-
port of Hypothesis 5. Finally, in support of
Hypothesis 6, the level of perceived attrac-
tiveness of the employer has a strong positive
effect on intentions to apply ( β= 0.761,
P< 0.001).

Although perceived available informa-
tion and employer-related self-congruity
did not influence employer attractiveness
directly, their indirect impacts through cor-
porate image (total effects= 0.273 and
0.155, respectively) are notable. Employee-
related self-congruity had no significant
effect on any of the other model constructs.

Study 2
Again, we estimated the results using PLS
(see Table 4) and found comparable results,
with one exception. That is, similar to our
findings for Study 1, the results supported
Hypothesis 2 (β=0.388, P<0.001), and the
link between perceived available information
and attractiveness we predicted in Hypothesis
1 remains insignificant (β=0.099. NS).
Self-congruity with the brand personality
also has a significant impact on corporate
image, in further support of Hypothesis 4a

(β=0.236, P<0.001). Although Hypotheses
3b and 4b again show no significant results
and confirm a negligible role of employee
self-congruity effects in the company-
independent social media context (β=0.079,
NS; β=0.134, NS), the link between self-
congruity based on the employer personality
and attractiveness (Hypothesis 3a) reveals an
interesting result, although the corresponding
t-value for this hypothesis is slightly below the
usual threshold, and significant at only
P<0.1. It clearly differs from Study 1 in terms
its path coefficients (company-independent
β=0.174; company-controlled β=0.036).
Therefore, the effect in Hypothesis 3a appears
slightly significant (P=0.074). Finally, in
support of Hypothesis 5, corporate image
contributes significantly to attractiveness
(β=0.576, P<0.001), and attractiveness has
positive effects on applying intentions
(β=0.745, P<0.001).

The indirect effects of information sour-
cing and employer-related congruency on
attractiveness, through corporate image, are
notable but weaker than in Study 1, with
total effects of 0.223 and 0.136, respectively.

Model comparison
To check Hypothesis 7, we considered the
relevant credibility items for information

Table 3: Study 1: Results

Direct effects Standardized ß

Hypothesis 1 Perceived available information→Employer attractiveness 0.11ns

Hypothesis 2 Perceived available information→Corporate image 0.46***

Hypothesis 3a Employer self-congruity→Employer attractiveness 0.04ns

Hypothesis 3b Employee self-congruity→Employer attractiveness 0.10ns

Hypothesis 4a Employer self-congruity→Corporate image 0.26***

Hypothesis 4b Employee self-congruity→Corporate image 0.17ns

Hypothesis 5 Corporate image→Employer attractiveness 0.60***

Hypothesis 6 Employer attractiveness→Application intentions 0.76***

R2

Corporate image 0.53

Employer attractiveness 0.56

Application intentions 0.58

ns: not significant; ***P< 0.001, **P< 0.01, *P< 0.05.
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from company-controlled career sites versus
that from company-independent social
media platforms to determine if there were
any significant differences. Using a t-test, we
compared the mean differences of four items
directly related to information credibility and
part of the broader perceived available infor-
mation construct: ‘The information on the
website reflects reality/is correct/is believ-
able’ and ‘I can rely on the information on
this website’. Our results show that cred-
ibility significantly differs depending on the
social media context (P< 0.01), yet in con-
trast with our expectations, the company-
controlled social media site was the more
credible setting. All mean values for the
four credibility items emerged as significantly
higher in Study 1, which suggests that job-
seekers perceive job-related information
provided in a company-controlled social
media context as more credible than infor-
mation obtained from independent sources.

Moderating effects
To test Hypothesis 8, we compared Study 1’s
structural model against Study 2’s model, to
identify any differences in path effects based
on the perceived available information. Even
though the β coefficients in each group dif-
fered slightly, we found no significant

differences. The link between perceived
available information and attractiveness
remained insignificant in both cases, and the
path coefficients of perceived available
information and corporate image were both
significant but only slightly different (0.458
and 0.388). Application intention did not
link directly to perceived available informa-
tion in our model, so we compared indirect
effects, which revealed no significant differ-
ences between studies (0.207 and 0.166).
Therefore, the social media context does not
appear to have any significant impact on the
relationship of job-relevant information with
corporate image, attractiveness and applica-
tion intentions, and we must reject Hypoth-
esis 8. In addition, to control for other
potential influences in our model, we tested
age, gender and prior work experience with
the employer; none of them had any sig-
nificant impact.

DISCUSSION

Review of empirical findings
The findings of our two studies are relevant
and noteworthy for both recruitment mar-
keting and social media researchers in
several ways. First, employer attractiveness
largely depends on a holistic evaluation of a

Table 4: Study 2: Results

Direct effects Standardized ß

Hypothesis 1 Perceived available information→Employer attractiveness 0.10ns

Hypothesis 2 Perceived available information→Corporate image 0.39***

Hypothesis 3a Employer self-congruity→Employer attractiveness 0.17†

Hypothesis 3b Employee self-congruity→Employer attractiveness 0.08ns

Hypothesis 4a Employer self-congruity→Corporate image 0.27***

Hypothesis 4b Employee self-congruity→Corporate image 0.13ns

Hypothesis 5 Corporate image→Employer attractiveness 0.58***

Hypothesis 6 Employer attractiveness→Application intentions 0.75***

R2

Corporate image 0.32

Employer attractiveness 0.57

Application intentions 0.56

ns: not significant; ***P< 0.001, **P< 0.01, *P< 0.05; †P< 0.1.
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company in terms of its corporate image; it
is not a quick process determined by specific
job-related information gathered in social
media. Therefore, it appears that jobseekers
combine information with their existing
impressions and knowledge of the corporate
brand, which in turn influences their cor-
porate image. They do not build specific
impressions of the company as an employer
that influence its attractiveness directly.
An employer brand is likely a part of the
global company image, not a distinct brand
with its own image.

Second, our findings show that con-
gruency effects related to an employer
brand help to explain corporate image per-
ceptions; for company-controlled sites, they
indirectly influence attractiveness and
application intentions, and in company-
independent social networks, self-congruity
related to the employer brand has a direct
impact on attractiveness perceptions. This
proves that self-congruity is important to
employer branding in social media, though
only with regard to the employer brand, not
to a presented employee image. Further-
more, on the company-controlled plat-
forms, both perceived available information
and self-congruity with the employer brand
had significant impacts on the company’s
corporate image but did not affect employer
attractiveness directly. Social identity theory
(Tajfel and Turner, 1979) might offer a
useful explanation: On Facebook, mem-
bership with a public site appears on the
user’s personal information page and is visi-
ble to all of his or her personal contacts.
Therefore, a user might become a member
of a career page to demonstrate a social
affiliation with a company and express per-
sonality insights, without really being inter-
ested in a job. In this case, information
provided by the employer and self-con-
gruity with the employer brand affect the
user’s image of the company for his or her
self-identity building purposes but not per-
ceived employer attractiveness.

A different explanation for the gap
between self-congruency and attractiveness
might stem from the theory of cognitive
dissonance. Companies tend to offer
detailed, actual information about themselves
in company-controlled social media sites,
which might help a potential candidate
realize his or her poor fit with the company,
in terms of personality or specific job
requirements. In this case, cognitive dis-
sonance may arise from the conflict between
a desire to work for the employer and an
awareness of poor hiring probability. In
reaction to the resulting sense of discomfort,
people engage in ‘adaptive preference for-
mation’ (Elster, 1983, p. 123) and alter
existing cognitions. Thus, jobseekers could
have a positive perception of the company
but also experience lowered perceptions of
its attractiveness as an employer, to increase
their cognitive consistency.

With regard to the effects of employee-
related self-congruency, we detected no
significant impact on attractiveness or
corporate image, in either study context.
However, employee-related congruency
effects are not without interest. Associations
with employees instead may be part of the
broader employer brand. That is, when a
jobseeker is in contact with employees, his
or her impressions of those employees’ per-
sonalities become part of the employer’s
overall image, and the personality traits get
associated with the employer brand rather
than the employees. Similarly, prior work
suggests ‘personality traits come to be asso-
ciated with a brand in a direct way by the
people associated with the brand – such as
… the company’s employees’ (Aaker, 1997,
p. 348). Because employer self-congruency
effects already explain much of the variance
in corporate image and attractiveness, self-
congruity related to employees’ effects was
not significant. Finally, without knowing
whether jobseekers consider the employee a
typical exemplar of the brand’s workforce
or as a relatively unique individual,
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we cannot predict how brand personality
impressions depend on the employee’s
behavior (Wentzel, 2009).

Third, in support of previous employer
branding and recruiting research, our results
show that perceived attractiveness is a major
antecedent of application intentions; we
specifically extend the finding to a social
media context.

Fourth, we show that jobseekers perceive
information to be more credible on com-
pany-controlled social media sites than on
independent sites. This surprising result
conflicts with prior online community
research (Flanagin et al, 2014). In a social
network such as Facebook, the information
provided by companies on their career sites
is subject to close social control, exerted by
the many users. Wrong or incomplete
statements tend to be quickly unmasked and
criticized, resulting in serious (image) pro-
blems for that employer. If users recognize
the power of such social control, they
should perceive this information as credible
and rely on it. Accordingly, employers
should be eager to provide authentic and
true content on their sites.

Fifth, the predicted moderating effect of
the social media context on the relationship
of perceived available information with
corporate image perceptions, attractiveness
and application intentions could not be
confirmed, because the effects do not differ
significantly between the two study con-
texts. Similar to our unexpected results
regarding the credibility of information, we
posit that because the information on com-
pany-independent social media sites is not
more credible, it cannot affect outcomes
such as image perceptions or attractiveness
more strongly than it does on company-
controlled social media sites.

Managerial implications
The issues addressed in this research offer
several managerial implications.

First, for companies with employer brand-
ing and recruiting intentions, our findings
suggest that social media is a useful tool for
sharpening and improving corporate images
and thus benefitting from increased attrac-
tiveness and application intentions. Both the
content and its means of communication are
crucial for the social media career site’s
success. By using symbolic brand meaning in
social media, organizations can differentiate
themselves better than it would be possible
with instrumental attributes and build a
strong brand personality (Aaker, 1997).
Today, the use of instrumental information in
communication to jobseekers is used about
4.5 times more often than symbolic attributes
(Nolan et al, 2013). It is particularly important
to define a distinct personality and behave
consistently in social networks, which offer
an excellent way to delineate what the
employer stands for and reach a broad audi-
ence at a low cost. However, this does not
mean the company should simply reveal as
much information as possible about itself to
foster its company image and attractiveness.
Providing a sheer mass of information might
rather confuse and disorientate jobseekers, as
effects of information overload appear, than
help them. For non-company-controlled
sites, user-generated content should be
researched in more detail to better under-
stand how it can be influenced or managed.

Second, our findings highlight the
dominant role of corporate image in
attracting potential candidates. That is, a
positive corporate image is necessary to
improve employer attractiveness. Social
media activities represent a tool to manage
the whole corporate brand, not just the
employer brand. Even if people have dis-
tinct images of the employer and corporate
brands, the latter dominates, influencing
various associations that form preferences
for a specific employer. We suggest that
the employer brand should be strongly
consistent with the firm’s corporate brand
to maintain a nearly identical image across
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relevant stakeholder groups. Because
job seeking on career sites influences the
corporate image, rather than a specific
employer image (that is, employer attrac-
tiveness), it is possible that a dedicated
career site would be just as effective as a
general social media site that also includes
product- and company-related informa-
tion. More studies are necessary to confirm
this prediction.

Third, though not significant in this
study, the role of self-congruity with typi-
cal employees cannot be ignored. Perhaps
jobseekers do not perceive employees as
typical, because those presented in social
media appear carefully chosen by the
company to represent the employer as
positively as possible. In this sense, they are
not very credible.

Limitations and further research
directions
Some features of this research constrain
its generalizability. From a brand manage-
ment perspective, researchers should
identify more determinants of employer
attractiveness. The explained variance of
the employer attractiveness construct in
both studies (R2= 0.564 and 0.571) indi-
cates that other parameters should be
investigated. Possible parameters include
self-assessments of employability, fit with
general job requirements (for example,
geographical location, salary), word-of-
mouth recommendations, or prior knowl-
edge about the employer. Additional
external effects like impact of other media,
applicant’s history with the employer and
its products or brands could also be taken
into account. As mentioned in the discus-
sion section, aspects of information over-
load could be taken into account, in order
to derive insights on the right amount of
information for the social media channels.

Valuable results may also be derived
from comparisons between companies of

different business sectors and with different
target groups (regarding the future employ-
ees), which was not possible because of the
limited amount of cases. In order to obtain a
maximum of cases, respondents in Study 2
were free to refer to the employer of their
choice when answering, thus, the compa-
nies referred to in Studies 1 and 2 are not
fully identical. Valuable insights could
probably also be generated in a research
setup where this model studied in social
media is compared with an off-line study, in
order to reveal differences resulting from
the online/off-line context.

Moreover, our findings are limited to
German-language sites, so extensions to
other countries would be helpful. Despite
the support of several companies and
incentives for respondents, our sample size is
limited and a larger sample would have
allowed for further segmentation analyses.
Further studies also could offer direct mea-
sures of self-congruity. We used an indirect
approach to limit bias, but because ‘people’s
preferences for particular organizations are
based upon an implicit estimate of the con-
gruence of their own personal character-
istics’ (Schneider et al, 1995, p. 749), a
direct, global congruency measurement
might produce higher effects.

Finally, further research should focus on
the positive effects of the community
aspect of career sites in social networks, as
discussed in the brand community research
(McAlexander et al, 2002; Stokburger-Sauer,
2010); we anticipate that outcomes identi-
fied in consumer contexts (for example,
positive word of mouth, social pressure) also
might apply to communities that form
around an employer brand. Other details of
the social media channel used could also be
considered as parameters, such as inter-
activity modules, the use of video or audio
and so on. Additional research could help
employers understand these processes and
adapt their employer branding strategy
accordingly.
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Conclusion
Our findings are relevant and noteworthy
for marketing and social media researchers.
Organizational research already has adopted
the notion of brand marketing to describe
how people perceive tangible and intangi-
ble benefits of a brand when making a
decision (Lievens and Highhouse, 2003).
We extend this approach by integrating the
notion of employer brand strength, which
reflects Keller’s (1993) theorization. In so
doing, we answer the call for more research
at the intersection of human resources and
branding theory (Keller and Lehmann,
2006; Edwards, 2010).

Our findings show that social media is an
highly important channel to communicate
brand meaning and attract talented candi-
dates. The importance of social networks
will continue to increase in both private and
professional life. Companies should grab
this opportunity to build and deepen an
employer-candidate relationship and com-
municate their employer brand values in
order to establish a powerful ‘great place to
work’ image among potential candidates.
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APPENDIX A

Table A1: Scales

Perceived available information in social media
1. I can find a lot of information about the employer on this Website, especially about …
… Salary

… Training opportunities

… Employees’ responsibilities

… Security of employment

… Working atmosphere

… Work tasks

… Career opportunities

… Market success of employer

… Work-Life-Balance

… Career opportunities abroad

… Leadership

2. The information on the Website is believable.

3. The information on the Website is complete.

4. This Website provides me diverse information.

5. Participants contribute on many different topics and provide many answers.

6. On this Website, many different knowledge sources are available.

7. The information on the Website reflects reality.

8. The information on the Website is correct.

9. I can rely on the information on this Website.

10. The information on the Website is up-to-date.

11. The information on the Website is recent.

12. Visiting the Website provides me with relevant information.

13. The information provided applies to me.

14. The information provided is helpful to me.

Congruence of personality traits
1. exciting … boring

2. playful … serious

3. generous … thrifty

4. flexible … inflexible

5. reliable … unreliable

6. innovative … traditional

7. professional … unprofessional

8. modern … classic

9. chaotic … organized

10. liberal … strict

Corporate image
1. I have a good feeling about this company.

2. I trust this company.

3. I admire this company.

4. I respect this company.

5. Offers high quality products and services.

6. Develops innovative products and services.

7. Has an excellent reputation due to its products and services.

8. Stands behind its products and services.

9. Offers products and services that are good value for money.

10. Has excellent leadership.

11. Has a clear vision for its future.
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APPENDIX B

Table A1: continued

12. Recognizes and takes advantage of market opportunities.

13. Is financially stable.

14. Has a strong record of profitability.

15. Tends to outperform its competitors

16. Is an environmentally responsible company.

17. Maintains high standards in the way it treats people and nature.

18. Supports environmentally friendly projects.

Employer attractiveness
1. This employer offers attractive jobs.

2. This employer differentiates itself positively from others.

3. This is an employer I can identify with very well.

4. I like this employer.

5. I feel attached to this employer.

6. This employer meets my expectations.

7. I feel confidence in this employer.

8. I believe this employer would make any effort to satisfy me as an employee.

9. I believe this employer cares much about fulfilling the needs of its employees.

Application intentions
1. I intend to apply for a position within this organization.

2. I consider this company as a potential future employer.

3. I would be very likely to accept a job offer of this company.

4. I would like to work for this company.

Table B1: Companies with German career sites on

Facebook and independent social media platforms in our

sample

Accenture Ernst & Young

Allianz E-Plus

Audi Fraport

Bain & Company Henkel

BASF IBM

Bayer Karstadt

BMW L‘Oréal

Commerzbank Lufthansa

Daimler MAN

Datev Media-Saturn Group

Deutsche Bahn Otto Group

Deutsche Flugsicherung Rewe Group

Deutsche Telekom Siemens

Deutsche Post Stihl

xing.com wiwi-treff.de

uni-protokolle.de unicum.de

studis-online.de
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