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Abstract
Corporate Social Responsibility (CSR) is increasingly linked to enhance employer attractiveness
(EA) when communicated correctly and to positively influence job pursuit intentions. However, a
research gap has been identified concerning if the communicated CSR of companies matches the
CSR expectations of the labour market. Therefore, research was conducted to investigate how
companies communicate their CSR on the one hand, and on the other what the labour market
expects from companies in terms of CSR in order to be perceived as an attractive employer. Hereby,
the focus was on the millennial generation in Germany as they are a major part of Germany’s current
labour force, and to identify unanimities or discrepancies between them and German companies.
Based on a review of existing literature, CSR was categorised into five different dimensions:
workplace economic-, legal-, ethical-, philanthropic-, and environmental responsibilities. These
dimensions were applied to a quantitative online survey questioning German millennials, as well as
a quantitative content analysis that investigated 20 German companies’ home- and career
webpages. A confrontation and comparison of results showed that overall all five CSR dimensions
significantly influence perceived EA, but that there is only a match for workplace economic
responsibility among the communicated and expected CSR, whereas the other four CSR
dimensions reveal discrepancies. Based on the outcomes of this study, it is recommended that
companies expand and align their CSR communication on their websites to increase their EA and
competitive advantage. Further qualitative research is needed to identify possible industry biased
CSR categories and the frequency of CSR communication on corporate websites. Lastly, research
should look deeper into millennials’ understanding of communicated CSR concepts.
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1. Introduction
1.1 Overview
Over the past years the topic of Corporate Social Responsibility (CSR) has become
increasingly relevant in different corporate communication areas to “establish and
maintain transparent and open dialogue with diverse stakeholders to foster ethical and
socially responsible course of action” (Lim & Greenwood, 2017). Especially in Western
societies, the demand for socially, ecologically and economically responsible behaviour of
companies is becoming more important (Bustamante & Brenninger, 2013). CSR allows
companies to attract and retain qualified employees and to stay competitive in the labour
market (Barrena-Martínez et al., 2015). Accompanied by the aim to increase employer
attractiveness (EA) due to the competitive environment in employee recruiting, companies
try to increase their attractiveness and reputation by communicating CSR activities (Frick,
2018; Klimkiewicz & Oltra, 2017). However, how those messages are interpreted depends
on the job seekers’ perception of CSR and their interpretation of the corporate message
(Jones, Willness & Madey, 2014).
1.2 Problem
Since Germany has a very competitive labour market and millennials are
increasingly entering this labour market (Branine & Avramenko, 2015) the possible impact
of communicating companies’ CSR the right way could be crucial for successfully attracting
skilled workforce. On top of that, CSR communication is developing from one-way
communication to two-way communication (Lim & Greenwood, 2017). This requires
listening to key stakeholders’ voices and interests, which enables companies to achieve a
more relevant communication.
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Streamlining CSR communication towards the needs and wants of the labour market
provides both competitive advantage and ability to employ people that suit the corporate
culture and objectives (Lim & Greenwood, 2017).
Especially ‘millennials’ (born between 1981 - 1996) show a greater desire to not
only do ‘well’ in terms of financial success but also to do ‘good’ by contributing to positive
social and environmental outcomes (Dimock, 2019; Park, 2018). Nevertheless, a study
showed that millennials believe decreasingly in companies’ motivations and ethics and do
not feel that “business leaders are committed to helping improve society” (Deloitte, 2018).
Nonetheless, several studies found positive relationships between a company’s
attractiveness and its CSR (Lis, 2012, Story et al., 2016). This means that applicants are more
attracted and willing to apply at a company that they perceive as socially responsible
(Duarte, Gomes & das Neves, 2014). However, there has not been a study that further
investigates if CSR criteria that job applicants perceive as important in fact correspond to
the CSR that companies communicate to attract employees.
Therefore, the purpose of this study is to address this gap in research and analyse
if the CSR communicated by German companies to increase their EA matches the employer
selection criteria of millennials. The process is then two-folded: to look at how German
companies communicate their CSR and see if millennials perceive CSR as crucial
characteristic for employer attractiveness. Therefore, the study researches if there is a
concordance between how German companies represent themselves to the labour market
in terms of their CSR activities and the CSR criteria that millennials look for in German
companies.
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1.3 Research Questions
In order to examine the extent to which German companies communicate their
CSR activities, as well as to what extend CSR influences employer attractiveness for
millennials, the following research questions (RQ) were set up. The objective is to
investigate the concordance of communicated and expected CSR among companies and
millennials.
RQ 1: Does the communication of CSR of German companies match millennials CSR
expectations?
RQ 1.1: How do German companies communicate their CSR on organisational
websites?
RQ 1.2: Which CSR criteria do German millennials consider important in order to
perceive a company as an attractive employer?
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2. Literature Review
As the purpose of this study is to investigate if the CSR communication of German
companies matches the CSR criteria millennials find crucial to perceive a company as an
attractive employer, this literature review mainly focuses on defining this study’s key
concepts, CSR and EA, the scope that they imply and how they stand in relation to each
other. These concepts are central to the RQs and will help define the type of information
that is needed to inquiry about in order to answer the RQs.
2.1 Corporate Social Responsibility
The development of CSR in business practices was coined by Davis (1960) who
presented a first understanding of what social responsibility meant for businesses and how
it affected them. He perceived social, political, and economic changes in society and
recognized that businesses had the responsibility to react upon them, as well as to reexamine certain business functions and decisions in order to take societal needs and wants
into account. Social responsibility within a management context was therefore defined as
“businessmen’s decisions and actions taken for reasons partially beyond the firm’s direct
economic or technical interests” (Davis, 1960). With those implications Davis (1960)
predicted that the following 50 years would bring crucial social change, which could provide
businesses with big opportunities or bring about bankruptcy if social responsibilities were
not met.
Later, the focus shifted from companies’ external responsibility towards their
internal environment and stakeholder. A company’s human capital was considered its most
valuable asset.
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Studies showed that companies were not only more profitable and competitive the more
CSR actions they implemented in their core business, but also that stakeholder-balanced
companies had eight times the employment rate, as well as four times the growth rate
(Eweje & Bentley, 2006). This profitability was attributed to CSR initiatives, which showed
an increase in employee motivation and loyalty, as well as in productivity, customer service,
sales, staff retention, and recruitment. This was additionally supported by a study
conducted by the Hudson Institute (2000) that found employees to be six times more likely
to be loyal when they believe they work in a socially responsible environment. Eweje and
Bentley (2006) concluded that CSR performance not only became an important factor in
overall business performance, but that good CSR reputation is able to attract and retain
better employees.
Building upon these findings, a study by Ali et al. (2010) found significantly positive
relationships between CSR actions, employee organizational commitment, and
organisational performance. Exploratory research provided important information for
decision-makers in order to enhance employees’ commitment and, hence improving
performance. The results showed that this can be achieved by organisations engaging in
social activities such as “identifying needs of the community and fulfilling them, working to
improve the environment, addressing employee welfare, producing quality products for
customers and complying with government rules and regulation to work within legal
ambiance” (Ali et al., 2010).
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A study by the Fortune Magazine (2011) provided an annual ranking of ‘100 Best
Companies to Work for’ and supported these findings. Results found that people worked
at many top ranked companies for more than just money and that the majority of these
companies provided several advantages to their employees. Those advantages include
health benefits- or low-cost childcare, but also opportunities to act socially responsible
themselves (Singhapakdi et al., 2015).
Dawkins (2005) investigated challenges for both external and internal CSR. She
addressed the reputational risks as well as the opportunities that CSR brings and how
crucial it is for companies to align their corporate behaviour with stakeholders’
expectations. It is shown that communication of CSR is often missing and hence companies
are not receiving full credit for their CSR behaviour. Studies showed that employees are
interested in receiving information about employers’ CSR. However, it is crucial that the
information provided internally as well as externally is consistent (Dawkins, 2005).
The development of CSR over the last decades and its growing importance show
that the results are worth the effort companies must put in to set up an appropriate CSR
strategy and that there is still room for improvement. As CSR is multifaceted and can be
applied in various fields of work, companies need to consider, which CSR activities suit their
business and align it among their stakeholders and practices.
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2.2 Corporate Social Responsibility Dimensions
Nowadays, there are different definitions of CSR but a frequently used one defines
CSR as a “multidimensional construct that refers to companies’ integration of social and
environmental considerations into their business operations and relationships with
multiple stakeholders” (Duarte, Gomes & das Neves, 2015). Looking at the findings of
Duarte et al. (2015), CSR needs to be seen in a broader context beyond social and
environmental considerations so that one can more clearly see in which CSR dimensions
companies are engaged in and therefore, how they should communicate their CSR
engagement.
CSR was first defined through categories by Carroll (1979), who divided it into four
responsibilities, namely economic, legal, ethical, and discretionary (Carroll, 2004; Nalband
& Kelabi, 2014). Due to the lack of the environmental aspect, Moorthy et al. (2017) added
a fifth dimension and investigated the influences of the different CSR dimensions on job
pursuit intentions. Those CSR dimensions were workplace economic, legal, ethical,
philanthropic, and environmental responsibility (Moorthy et al., 2017).
Workplace economic responsibility (WER) refers to a company’s responsibility to
provide benefits such as quality work environment, safety and education to its employees.
Positive influences have been proven on job seekers’ application intention when such WER
were perceived (Moorthy et al., 2017). The company’s responsibilities to operate according
to established legal requirements are categorised in the legal responsibility (LR) dimension,
which several studies already correlated influential to prospective employee’s job pursuit
intentions (Moorthy et al., 2017).
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Kang and Alcantara (2011) have found positive relations between ethical business
practices and organisational attractiveness. These practices belong to the dimension of
ethical responsibility (ETR) that refers to a code of ethics that companies have in order to
influence management decisions in dealing with social concerns (Moorthy et al., 2017).
Philanthropic responsibility (PR) relates to different charity and beneficence activities of
companies, such as donations or volunteering. Past studies have identified positive
relationships between job pursuit intentions and philanthropic responsibility (Moorthy et
al., 2017). Lastly, the environmental responsibility (ENR) dimension indicates the effort a
company invests to decrease potential negative environmental impact (Moorthy et al.,
2017).
A study conducted in Germany looked closer into the role of CSR for current and
future employees and the resulting significance for employer branding. Bustamante and
Brenninger (2013) saw CSR as a powerful way to position employers in the labour market.
They divided CSR into workplace related and general CSR and obtained results that showed
that general CSR has minor importance for employer choice in Germany. Nonetheless, 90%
of the respondents considered certain workplace related CSR as important and 30%
selected general CSR characteristics as part of their top three employer selection
preferences (Bustamante & Brenninger, 2013).
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2.3 Employer Attractiveness and CSR
Employer attractiveness (EA) or organisational attractiveness is understood as “the
extent to which prospective applicants perceive an organization as a good place to apply
and work for” (Aiman-Smithetal, 2001; Porter, Conlon & Barber, 2004). Studies have
investigated possible predictors such as job characteristics and organizational attributes
(Chapman et al., 2005; Gomes & Neves, 2011), as well as the information of companies’
websites or the “amount and type of information published in job offers” (Williamson,
Lepak & King, 2003; Reeve, Highhouse &Brooks, 2006; Roberson, Collins & Oreg, 2005).
Klimkiewicsz and Oltra (2017) studied if CSR enhanced EA as CSR became
increasingly crucial in labour market communication. They investigated millennial job
seekers’ attitudes towards CSR and how this influenced their perception of EA. Their results
showed that individual attitudes towards CSR influence how job seekers perceive CSR
signals and therefore eventually impact CSR-based EA (Klimkiewicsz & Oltra, 2017).
CSR’s positive effect on EA was also investigated in a study from Duarte et al. (2014)
that however went further by also investigating its impact on intention to apply for a job
vacancy. Here, CSR was categorised into three dimensions (employees, community and
environment, and economic level). The researchers based their work on the implications
that “not all CSR dimensions have the same effect on applicants’ responses and that
companies therefore need to consider the CSR dimensions that they are engaged in and
communicate those to the public” (Duarte et al., 2014).
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The findings showed that both EA and intention to apply for a job vacancy were positively
influenced by companies’ engagement in CSR. While the level of engagement for
employees or on an economic level had strong effects, the engagement that benefited the
community or environment scored lower (Duarte et al., 2014).
This is supported by a study of Story, Castanheiry and Hartig (2016) that tested
whether job advertisements that include information about CSR practices would improve
EA. Their results showed that especially adding information about internal CSR practices in
job advertisements have direct influence on the perceived EA (Story et al., 2016). On top
of that, research has found that CSR is a good predictor of EA because it supports a “positive
and meaningful association” with the employer (Duarte et al., 2015). Based on similar
findings, Frick (2018) advised organisations to include their CSR philosophy in job listings to
attract more applicants.
Both job seekers and companies use company websites as a main source of
recruitment information (Jones, Willness & MacNeil, 2009). Therefore, information on
companies’ websites is crucial for the job seekers’ decision on EA. Recruitment processes
are coined by an information asymmetry because companies entail more information than
the job seekers (Connelly et al., 2011). In order to solve this, Spence (2002) studied the
Signalling Theory (ST) to reduce information asymmetry in the labour market. This theory
is known to be helpful to describe two parties’ behaviour when accessing particular
information (Moorthy et al., 2017).
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2.4 Practical Implications
As this review has laid out, companies’ CSR engagement and communication have
positive influence on job applicants and EA, while some dimensions of CSR have higher
influence than others. Additionally, studies have shown that companies need to take their
stakeholder’s expectations into account while staying honest in communicating only CSR
that they are engaged in. Trying to build a bridge between the companies’ CSR
communication and what is expected from them in the labour market (millennials), this
study aims to understand the importance of all five CSR dimensions set up by Moorthy et
al. (2017) for German millennials and also to analyse German companies’ CSR
communication regarding those dimensions by applying the Signalling Theory (Connelly et
al., 2011).
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3. Methodology
The following section explores the methodology that this project will use to answer
the RQs and is hence divided into three sections that elaborate the research methods
applied for each RQ.
3.1 CSR Communication and German Millennial Job Seekers’ Expectation
In order to answer RQ1 if the communication of CSR of German companies matches
millennials’ CSR expectations, a combination of two primary quantitative research methods
was chosen to gain holistic insights that allow for comparison. Those are a quantitative
content analysis and an online survey, which are further elaborated below together with
each of the secondary research questions. Once every separate insight has been gained,
the information of each will be compiled to see if there is a match.
3.2 CSR Communication of German Companies
For RQ 1.1 how German companies communicate their CSR on organizational
websites, a quantitative content analysis was conducted to gain insights into CSR
communication on German companies’ websites and to investigate if certain concepts of
CSR are present in the published content (Muijs 2004). A content analysis can be defined
as “technique for making inferences by objectively and systematically identifying specified
characteristics of messages” and has often been used in research about corporate social
and environment responsibility (Jose & Lee, 2007).
At first, a qualitative content analysis was considered but after conducting
preliminary research a quantitative approach was chosen as it allows comparability of
results between the two research methods (content analysis and survey).
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Furthermore, quantitative content analysis allows to analyse bigger volumes of data and
according to determined coding rules the results are suitable for comparison (Stemler,
2001). The unit of analysis was limited to the company websites’ main/homepage as well
as the webpages listed under ‘Career’. Preliminary research into the units of analysis
resulted in excluding companies’ job offers due to immense differences in amount of
published positions among companies, the different positions offered, as well as time
limitations. Nevertheless, as websites were identified as the main source of recruitment
information they were chosen as unit of analysis (Jones, Willness & MacNeil, 2009).
For this study a conceptual analysis was conducted that focused on occurrences of
selected terms (coding units) in text and allowed to quantify these (Rose, Spinks & Canhoto,
2014). The universe of conceptual analysis was “CSR communication on websites from
selected companies in May 2019”. The units for coding were syntactical, hence units of
written texts (words and whole sentences) (Treadwell, 2013).
The five CSR dimensions served as categorisation for establishing the coding units
that were each divided into five sub-categories (Moorthy et al., 2017). The same
dimensions and sub-categorisations were also applied for the second research about
millennials’ perceived EA regarding CSR (see 3.3), which was enabled by conducting
quantitative instead of qualitative content analysis. The number of coded concepts was set
to 25, which were coded for existence (occurrence) rather than frequency. Conceptual
coding for existence was chosen based on the study’s aim to evaluate if companies
communicate about different CSR dimensions and not how (often) they communicate
them.
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However, as coding for existence limits the perspective on the content,
distinguishing of concepts was generalized in order to code concepts that appear in
different forms (similar/synonym expressions, technical words, jargon etc.). This allowed
for coding of explicit as well as implicit concepts that were assigned to the appropriate
coding categories (Jose & Lee, 2007).
3.2.2 Data Collection
The units of analysis were set to be the websites’ home- and career pages of 20
selected companies, of which ten companies are known for good CSR communication and
the other ten not.
The selection of companies was based on a Corporate Social Responsibility
benchmark by NetFed, a company that publishes annual studies about the status quo of
sustainability communication. The ranking was based on CSR-websites of 75 big German
companies (group structures) that were analysed looking at 146 criteria that were
categorised into ‘content and design’, ‘dialogue and interaction’ and ‘technical and
services’. The selection of companies was done among the biggest and best-known
companies in Germany (NetFed, 2018a).
Different criteria were assigned different amounts of points depending on their
importance (3 – very important, 2 – important, 1- less important). The maximum points
each company could reach was 1.000. The criteria included content such as sponsored
projects, statements about economic, ecologic, or social aspects, communicational aspects
and user-services. These criteria were evaluated with a 30 second rule to ‘imitate’ actual
user behaviour on websites and made the evaluation results as realistic as possible.
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If the relevant information could not be found within 30 seconds it was marked as nonexisting (NetFed, 2018b).
The chosen companies for this study (Table 1) are all part of NetFed’s ranking. The
ten companies that scored the most points were chosen first. Positions 3, 9, and 10 were
skipped to avoid having multiple companies from the same industry. The ten companies
with less points and hence less complete CSR-websites were chosen from the lower part of
the ranking. However, they were not chosen solely from the lowest ranks, but based on
their industry. This allowed comparing the higher ranked companies to lower ranked
companies in similar industries. As NetFed’s ranking is based on companies’ CSR webpages
they were excluded from the units of analysis for this study.
List of selected companies

Table 1: Chosen companies for content analysis (based on NetFed, 2018c)
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To ensure consistency and coherence in the analysis of different websites, coding
rules were developed after a first investigation of all 20 company websites, which ensured
that implicit concepts were translated to the same categories in all coding processes
(mutual exclusiveness). Before performing the actual content analysis, both the developed
coding sheet and coding rules were given to an external person with the task to code one
company’s websites in order to see if the predetermined categories were mutually
exclusive and research replicable with a different coder (reliability).
After the testing, feedback was received and implemented. Specification of
explanations was needed for the first and third sub-categories of workplace economic
responsibility (WER1 and WER3), as well as clarifying the difference between the fourth
sub-category of legal- (LR4) and the third of ethical responsibility (ER3) in the coding rules.
Moreover, instructions were added regarding excluding video content from the analysis
(see Appendix 1 for Coding Book). All information (text) on websites that was not assigned
to one of the 25 categories was disregarded and coding was done manually (see Appendix
2 for Coding Sheet).
The coding was done in German since the focus was on the communication to the
German labour market (for German coding book and coding sheet see Appendix 3 and 4).
3.3 CSR preferences of German Millennial Job Seekers
For RQ1.2 which CSR criteria German millennials consider important in order to
perceive a company as an attractive employer, a quantitative survey was chosen to test the
influence of CSR on EA. The survey was conducted online to enable data generation of a
larger sample size (Saunders, Thornhill & Lewis, 2016).
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Besides being effective in achieving larger amounts of response rates, the survey
methodology was economically and timely convenient (Moorthy et al., 2017).
The quantitative survey was used to examine the influence of the five CSR
dimensions on EA for participants and how important each of them is in choosing an
employer to work for. CSR dimensions were split into the same sub-categories as the ones
used in the content analysis. All 25 categories were measured with a Five-point Likert scale
to equally assess the dimensions’ significance. Participants also had to assess the
importance of the main five CSR dimensions in relation to perceived EA by means of a Fivepoint Likert scale (Moorthy et al., 2017). Afterwards ‘Yes or No’ questions were asked to
identify if the absence of any of the CSR dimensions in the companies’ practices were a
crucial factor to decide against an employer, to see if there is contrast in how important
participants first rated each dimension. Lastly, demographic- and experiential questions
regarding job search and CSR were asked. For people that were unaware of the term CSR
and its implications, and for participants further interested in the topic, the definitions of
CSR and EA used for this study were provided at the end of the survey.
As for the content of the questions, the survey by Moorthy et al. (2017) was
adapted, which was used to examine the influence of CSR on job pursuit. Furthermore, this
study’s survey was guided by a survey by Park (2018) who evaluated potential employers’
standpoint on CSR and undergraduates’ decisions regarding full-time employment. Lastly,
Wencel’s (2012) survey about brand social responsibility was used as an orientation (Park,
2018; Wencel, 2012).
At the beginning of the survey both researcher and study purpose were briefly
introduced in order to build a sense of trust with participants.
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Moreover, the amount of survey sections and the approximate duration were provided. All
participants were asked to answer questions truthfully to gain greater reliability of results.
In order to ensure that participants would feel comfortable to do so, it was
enhanced that responses were kept anonymous and confidential. Additionally, the
researcher’s contact details were provided to offer a channel for comments or questions
intentions (see Survey in Appendix 5).
3.3.1 Data Collection
The overall population of the survey consisted of German millennials (aged 23-38
in 2019) currently looking for a new job/employer or previously involved in a job search
process. Stratified sampling was used based on two main characteristics: age (Millennial)
and general job search experience. When both were fulfilled, participants’ answers were
valid for consideration in the survey analysis (Saunders et al., 2016).
Data showed that in 2019 the estimated number of millennials living in Germany is
16,2 million (20% of the whole population) (DE STATIS, 2015). Having a population size of
16.200.000 with increased probability that not all accurately reflect the attitudes of the
population, the confidence level was set to 90% and calculated with a margin error of 5%.
Therefore, the estimated sample size was 269 (survey responses) (SurveyMonkey, 2019;
Appendix 7 + 8).
Like the content analysis, the online survey was conducted in German (see Appendix
6 for German version). In order to reach suitable respondents, the online survey was
published on platforms of different German Universities, as well as in different groups on
Facebook, LinkedIn and XING (German social media recruitment platform).
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The collection of data was done between the 30th of April and the 24th of May 2019,
after which the acceptance of responses was closed and a total amount of 272 responses
was collected. Overall, the amount of responses matched the intended sample size.
However, after cleansing the data, the sample size was 219. This was due to 10,7% of
respondents being younger than 22 and 8,8% older than 38 years and therefore not
constituting of the intended target group (millennials, aged 23-38). The data was also
cleansed regarding the factor of existing job search experience that 11,8% of the
respondents said they did not have. Nevertheless, those coincided with the respondents
that already dissent from the intended target age.
3.4 Data Analysis Plan
Descriptive analysis was chosen as data analysis technique in order to answer RQ 1
and compare the results from both the content analysis and the survey. This technique
allows to summarise and describe raw data in a comprehensive way by using methods such
as mean, percentage and frequency, which are known to be a suitable method to measure
descriptive data (Moorthy et al., 2017).
By calculating the mean, it is possible to measure a central tendency and
mathematical average of the chosen values, which are added up and then divided by the
total number of values. The quantitative research approaches and numerical results
constitute a good basis to do so (Saunders et al., 2016).
For the collected survey data IBM’s statistical software SPSS was used to generate
frequency tables (crosstabs) describing the relationship between two categorical variables,
while the data from the content analysis was calculated manually in order to answer RQ
1.1 (Kentstate University, 2019; Moorthy et al., 2017).
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SPSS was also used to measure the survey results’ reliability with Cronbach’s alpha
to analyse the internal consistency of variables regarding CSR dimensions and their subcategories. In order to be considered reliable, the Cronbach’s alpha values need to be
higher than 0,7 (Saunders et al., 2016).
Furthermore, to examine RQ 1.2 and measure if there is a statistical significance of
the CSR dimensions on Millennial’s perceived EA, a hypotheses test was performed. To do
so, a null hypotheses (Ho) and alternative hypotheses (Ha) were established, which allow to
test the validity of a claim (Ho) that was made about the population. The level of significance
is indicated with the probability value (p-value), which is a number between 0 and 1. If it is
small (< 0,05) it indicates significance (the smaller the more significant) and represents
evidence against the null hypotheses. If this occurs, the null hypothesis is rejected and the
alternative hypothesis is taken to be valid (Rumsey, 2016).
Both the Ho and Ha were set up for each of the five dimensions to be tested:
Ho1-5: WER/LR/ER/ENR does not significantly influence Millennial’s perception of
employer attractiveness.
Ha1-5: WER/LR/ER/ENR significantly influences Millennial’s perception of employer
attractiveness.

Figure 1: CSR dimensions’ hypotheses testing
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Afterwards, an Analysis of Variance (one-way ANOVA) was performed to test if
there are significant differences regarding the perceived EA based on CSR dimensions
depending on the gender of the survey participants.
Similar to testing the significance with the hypotheses test, a Ho and Ha were set up
and assessed with the p-value (Statistics Solutions, 2016). If the p-value is close to 0.05 it is
considered to be marginal and indicates it could be either significant or not (Rumsey, 2016).
Ho: There is no statistically significant difference on perceived EA based on the
gender of the participants.
Ha: There is a statistically significant difference on perceived EA based on the gender
of the participants.
Lastly, the Pearson product-moment correlation coefficient (Pearson’s correlation)
was measured to understand if the knowledge about CSR has a relationship to the decision
for or against an employer (crucial factor of each CSR dimension). Pearson’s correlation
measures the strengths and direction of association between two variables and is indicated
with an r that can range between -1 to +1. If the value is greater than 0 the two variables
have a positive association (one value increases if the other does). They have a negative
association if the value is less than 0 (one value decreases if the other increases). The
following guidelines were used to interpret how strong the associations are depending on
the calculated value (Laerd Statistics, 2018).
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Table 2 Guidelines for interpreting Pearson’s correlation coefficient (Laerd Statistics, 2018)

After the descriptive analysis of both the results of the survey and the coding of the
selected companies’ websites, the Signaling Theory was applied to understand which CSR
dimensions the companies communicate, as well as to what extent (how many
subcategories and which) and how millennials perceive them.
As seen in figure 2 the Signaling Theory entails four different entities. The “signaler”
(the company) who sends out the signal (CSR communication) to the “receiver” (job seeker)
that is then supposed to provide feedback based on how the receiver understood the
message. It is crucial to evaluate how the signaler chooses to communicate the
signal/information (content analysis), and how the receiver perceives the signal (survey)
(Connelly et al., 2011).
For this research, the five CSR dimensions represent a signal each that are analysed
according to: if the signaler communicates each signal and if so, how important this signal
is to the receiver.

Figure 2: Signaling Theory Timeline (Conelly et al., 2011)
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4. Results
In this section, the results of both research methods are presented
according to the respective research questions and are finally confronted and compared.
The structure is based on the data analysis plan and builds upon each question in a logical
sequence.
4.1 CSR Communication of German Companies
The primary goal of the content analysis was to find out which of the CSR
dimensions and their sub-categories are communicated by companies on their homepage
as well as on their career webpages. Table 3 provides an overview of how many of the subcategories each company communicates. Additionally, a total of communicated as well as
not communicated sub-categories of all 25 possible is indicated for each company.
On the high end of the spectrum there were only three sub-categories all
companies communicated. On the lower end, six sub-categories were only communicated
by less than 4 companies, and one category was not included in any communication (LR2).
For the remaining sub-categories, 11 were communicated by 10 - 19 companies and the
other four were only communicated by nine or eight companies.
Comparing the results of the top ranked companies in NetFed’s benchmark,
with the results of the bottom ranked companies, five of the top ten companies
communicated more CSR sub-categories than their lower ranked industry competitor.
Three of the latter communicated more sub-categories than their better ranked industry
competitor and four of them communicated equally as many, although not exactly the
same categories. In total the mean of communicated sub-categories was 14,8 for the top
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ranked companies and 13,3 for the bottom ranked ones. Hence, no significant differences
were found between top and low ranked companies’ CSR communication.

Table 3: Content analysis results (see coding for each sub-category in Appendix 9)

Furthermore, both groups of companies equal each other regarding the amount
of communicated sub-categories per CSR dimension (max. 5). However, there are clear
visible differences in the amount of communication among the different CSR dimensions.
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Workplace economic responsibility is the most communicated dimension
(4,65/5), followed by ethical responsibility (2,9/5) with distinctly less communicated subcategories, as well as legal- (2,5/5) and environmental responsibility (2,35/5). Philanthropic
responsibility was communicated the least by all companies (1,65/5).
The last number included in the results is the amount of analysed career pages
per company. For all companies the homepage was part of the analysis while the number
of available career pages differed. For the top ranked companies, the lowest amount of
career pages was five and the highest 12. In total 83 career pages were analysed for the
top ranked companies. The bottom ranked companies’ lowest amount of career pages was
two, while the highest was also 12. Their total amount of analysed career pages was 69.
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4.2 CSR preferences of German Millennial Job Seekers
The survey’s primary goal was to investigate which CSR criteria are important for
German millennials to perceive an employer as attractive. The presented data results give
information about the analysed population and the significance and relationship of the
different CSR dimensions and perceived EA.
Reliability test
Table 4 presents the reliability test results. All variables (CSR dimensions) are
reliable as their values of Cronbach’s alpha are all above 0,7.
Variables
WER
LR
ER
PR
ENR

Items
5
5
5
5
5

Cronbach Alpha
0,804
0,79
0,76
0,82
0,77

Table 4: Reliability test of CSR dimensions

Descriptive Analysis
Table 5 shows the analysis of the respondents’ demographics. The cleansed sample
size of 219 respondents is made up by 31% male and 69% female respondents. As for age,
the highest percentage of respondents is aged between 27 to 30 years (55,2%), followed
by 31 to 33 years (35,2%). Only 2,3% of the respondents are aged 23 to 26 and the
remaining 7,3% between 34 to 37 years. The majority of respondents had prior CSR
knowledge (91%), whereas only 9% did not know about CSR before completing the survey.
In this research the major group of respondents (84%) is living in Germany, while 16% are
currently living abroad.
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Profile
Gender
Female
Male
Age
23-26
27-30
31-33
34-38
CSR knowledge
Yes
No
Current Country of
residence
Germany
Other

Frequency

(%)

151
68

69%
31%

5
121
77
16

2,3%
55,3%
35,2%
7,3%

199
20

91%
9%

184
35

84%
16%

Table 5: Demographic analysis of survey respondents

Table 6 shows how many respondents perceived which CSR dimensions’ absence in
a company’s activities is a crucial factor not to work for the company (yes) or as non-crucial
and willing to work for the company (no).
The results show that the most important dimension that respondents consider
crucial is ethical responsibility with 82%, closely followed by legal responsibility with 81%
and workplace economic responsibility with 79%. The other two dimensions are perceived
as less crucial with 58% for environmental responsibility and 30% for philanthropic
responsibility.
Crucial Factor
Yes
No

WER

LR

ER

PR

ENR

79%
21%

81%
19%

82%
18%

30%
70%

58%
42%

Table 6: Crosstab Crucial factor of CSR dimensions
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Hypotheses test
Table 7 presents the results of the hypotheses test where the significance of each
CSR dimension on perceived EA was tested. This was done by comparing the results from
the CSR dimensions’ and sub-categories’ importance to each participant and their final
decision for or against an employer (crucial factor) depending on the absence of each of
the CSR dimension.

WER crucial factor
Between groups
Within groups
Total
LR crucial factor
Between groups
Within groups
Total
ER crucial factor
Between groups
Within groups
Total
PR crucial factor
Between groups
Within groups
Total
ENR crucial factor
Between groups
Within groups
Total

Sum of
Squares

df

2,482
34,431
36,913

4
215
219

8,279
25,045
33,324

Mean
Square

F

Sig.

0,827
0,160

5,167

0,002

4
215
219

2,070
0,117

17,684

0,000

8,887
23,807
32,694

4
215
219

2,222
0,111

19,972

0,000

8,875
36,833
45,708

4
215
219

2,219
0,172

12,890

0,000

19,358
34,149
53,507

4
215
219

4,839
0,160

30,326

0,000

Table 7: Hypotheses test for significance
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For all the CSR dimensions the p-value indicates significance as it is below 0,05 and
therefore all five null hypotheses are rejected (Ho1-5: WER/LR/ER/ENR do not significantly
influence Millennial’s perception of employer attractiveness.) and the alternative
hypotheses is taken as valid:
Ha1-5: WER/LR/ER/ENR significantly influence Millennial’s perception of employer
attractiveness.

One-way ANOVA
Table 8 shows if there are any significant differences between the perceived EA and
men and woman regarding the five CSR dimensions. Apart from the results for ethical
responsibility [ER F(1,218) = 8,450, p = 0,004], gender does not significantly influence
perceived EA. Workplace economic and environmental responsibility both have a p-value
over 0.05 [WER F(1,217) = 0,248, p = 0,619; ENR F(1,218) = 0,305, P = 0,581] and hence
show no significance.
However, legal and philanthropic responsibility have a p-value that is close to 0,05
and can be understood as marginal [LR F(1,218) = 3,926, p = 0,049; PR F(1,218) = 0,035, p =
0,488]. Overall the mean p-value for all five dimensions is p = 0,348 and indicates that the
null hypotheses can be taken as valid:
Ho: There is no statistically significant difference on perceived EA based on the
gender of the participants.
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WER crucial factor
Between groups
Within groups
Total
LR crucial factor
Between groups
Within groups
Total
ER crucial factor
Between groups
Within groups
Total
PR crucial factor
Between groups
Within groups
Total
ENR crucial factor
Between groups
Within groups
Total

Sum of
Squares

df

0,042
36,871
36,913

1
218
219

0,592
32,732
33,324

Mean
Square

F

Sig.

0,042
0,170

0,248

0,619

1
218
219

0,592
0,151

3,926

0,049

1,225
31,469
32,694

1
218
219

1,225
0,145

8,450

0,004

0,102
45,606
45,708

1
218
219

0,102
0,210

0,483

0,488

0,075
53,432
53,507

1
218
219

0,075
0,246

0,305

0,581

Table 8: One-way ANOVA test for significant differences between gender

ER crucial factor

Gender

Female
Male

Yes
131
46

%
86,75
70,6

No
20
20

%
13,25
29,4

Table 9: Significant difference on perceived EA based on gender regarding ER dimension

Correlation
Table 10 presents Pearson’s correlation to understand if the participants’ prior
knowledge about CSR has any relationship with the decision for or against an employer
based on their CSR.
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The coefficient r shows no strong relationship between CSR knowledge and all five CSR
dimensions. Even though the strength of the association is very small, Pearson’s r shows
positive association for all five.

CSR

Pears
on's r

WER
crucial
factor
0,105

LR
crucial
factor
0,051

ER
crucial
factor
0,055

PR
crucial
factor
0,102

ENR
crucial
factor
0,048

CSR
knowledge
1

219

219

219

219

219

219

Knowledge
N

Table 10: Pearson’s correlation coefficient

4.3 CSR Communication and German Millennial Job Seekers’ Expectation
Table 11 compares the overall results from both the survey and the content
analysis. The mean presented from the survey results was calculated with the respondents’
indicated importance per dimension. The mean of the content analysis was calculated by
the amount of communicated sub-categories per dimensions.
The results show that for German millennials legal responsibility is the most
important CSR dimension with 4,63 and that they agreed most with the importance of this
dimension’s sub-categories. The results of workplace economic- (4,23), ethical- (4,15) and
environmental responsibility (4,04) follow shortly after. Philanthropic responsibility scored
lower in importance with 3,21.
The order of the communicated CSR dimensions on companies’ websites starts with
workplace economic responsibility of which 4,65 out of five sub-categories are
communicated. The other dimensions follow at a greater distance with ethical- (2,9), legal(2,5), environmental- (2,35) and philanthropic responsibility (1,65).
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CSR Dimension

WER

LR

ER

PR

ENR

Mean survey responses

4,23

4,63

4,15

3,21

4,04

Mean all company scores

4,65

2,5

2,9

1,65

2,35

Mean top ranked companies score

4,6

2,6

3,1

2

2,5

Mean bottom ranked companies score

4,7

2,4

2,7

1,3

2,2

Table 11: CSR dimension’s mean comparison: survey and content analysis

Figure 3 visualises the applied Signaling Theory that shows which of the CSR
dimensions are communicated in a way that they are understood by the receiver as
intended by the signaler and which not. Besides the workplace economic responsibility, the
companies’ communication of the other CSR dimensions does not match the perceived
importance of millennials regarding the remaining four CSR dimensions.

Figure 3: Applied Signaling Theory to survey and content analysis results
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5. Discussion
In this chapter, the final discussion of the main findings is presented and
summarised in a general conclusions section with regard to the research questions.
Furthermore, a recommendation and limitation section considers strengths and
weaknesses of this thesis. Further research suggestions are presented as well as
implications of the study’s results.
This research was carried out with the purpose to investigate the communication
of CSR of selected German companies and compare it to CSR criteria that German
millennials look for in companies in order to detect unanimities or discrepancies. A primary
objective of this study was therefore to find out if CSR criteria influence the perceived
employer attractiveness. Data showed that there are differences among the different CSR
dimensions.
5.1 Conclusions
First of all, the results demonstrate a match between the millennials CSR
expectations for the first dimension of workplace related responsibility and the companies’
CSR communication. This correlated with the findings of Bustamante and Brenninger
(2013), who stated that workplace related CSR is important for the employer choice, as it
is also proven to positively influence job seeker’s application intentions (Moorthy et al.,
2017).
The four other dimensions, German millennials perceive as very important while
companies communicate less about those elements of their CSR. For example, even though
workplace economic responsibility was also indicated as a crucial factor for millennials,
ethical and legal responsibility were indicated as even more important to perceive EA and
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decide against a company if those were absent in their CSR strategy. Thus, this indicates
clear discrepancies regarding communicated and expected CSR between companies and
millennials that might have a big impact on how attractive the companies are perceived in
the market.
This is further reinforced by the results of the significance test between the
indicated importance of each CSR dimension and perceived EA that showed each CSR
dimensions’ significantly influence on perceived EA. This means the more a company
communicates their CSR activities, the more attractive they are perceived as employer.
These findings support Bustamante and Brenninger’s (2013) conclusion that
communicating CSR can be a powerful way for employers to position themselves in the
labour market.
Another influence on EA can be seen from the positive association of prior CSR
knowledge of participants and the perceived EA for all five CSR dimensions. This association
indicates that the more knowledge people have about CSR, the more does this knowledge
influence their perception of EA regarding CSR communication.
Data showed that there are no significant differences among men and women
regarding their perceived EA except for ethical responsibility. Hereby, ethical responsible
was more important for women to perceive a company as an attractive employer than for
men, and thus could be interesting to consider if an employer wishes for one specific
gender to fill a position or when communicating in feminized areas of work such as
healthcare or education.
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Looking at the content analysis, results show that workplace economic
responsibility is by far the most communicated CSR dimension by both the top and bottom
ranked companies that were investigated. As Willnees and McNeil (2009) stated,
companies’ websites are the main source of recruitment information published by
companies and therefore the ideal channel to communicate workplace related information
to attract employees. This could explain the dominance of workplace economic in CSR
communication.
Besides that, ethical, legal and environmental responsibilities are communicated
less but are part of companies’ CSR communication, whereas philanthropic responsibility
is the least communicated CSR dimension among all companies. Nonetheless, millennials
indicated philanthropic responsibility also as the least important of all five dimensions.
Even though the overall higher amount of communicated CSR dimensions was
found on the top ranked companies’ websites, the bottom ranked companies scored quite
similar and for some dimensions even higher than their top ranked competitors. As they
were originally ranked by NetFed for the communication on their CSR websites, it can be
identified that the top ranked companies did not manage to outperform their lower ranked
ones when it comes to their home- and career webpages. However, it could be seen that
the top ranked companies have generally more career pages and therefore more content
published.
As indicated, the survey results revealed that overall, ethical, legal and workplace
economic responsibility were the most important factors that respondents claimed to be
crucial in order to perceive an employer as attractive. Environmental and especially
philanthropic responsibility were not as influential on EA.
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These findings conform the results by Duarte et al. (2014) that disclosed positive influence
on EA and intention to apply for a job when companies showed engagement for employees
or on an economic level, but not as much when it benefited the community or environment
(Duarte et al., 2014).
5.2 Recommendations & Limitations
The research has shown that the current CSR communication of German companies
on their home- and career webpages only partially matches the expectations millennials
have regarding CSR in order to perceive an employer as attractive. The question hereby is
if the missing dimensions are even part of the investigated companies’ overall CSR strategy
or if they were just not communicated. As Moorthy et al. (2017) stated, it is important for
employers to consider their stakeholders’ expectations while staying honest by
communicating the CSR they are actually engaged in.
Hereby, it must be acknowledged that the industry companies operate in can
already be highly influential on the amount of suitable CSR topics and even imply certain
CSR actions e.g. based on current rules and regulations that are mandatory for certain
sectors. Therefore, future research should focus on a qualitative content analysis that looks
more specifically into how each CSR dimension (and sub-category) would suit the
companies’ overall CSR strategy and practices, and how the expectations of (millennial) job
seekers differ depending on the companies’ industry.
Consequently, the frequency of each CSR dimension’s communication should be
analysed on top of their occurrence. This allows to investigate if the amount of content has
an influence on companies’ CSR communication and which importance the companies
place on the different CSR dimensions.
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Additionally, as the coding for occurrence did lack of difference between the results of high
and low ranked companies, coding for frequency could clarify if the differences are actually
minor or greater as outlined in this study.
Performing this in combination with the qualitative content analysis that
investigates different wording and style of communication, companies’ CSR
communication could be analysed and ranked on a more holistic level that goes beyond
general occurrences. Additionally, the number of analysed companies could also be
increased in order to make broader implications.
Besides this, a main limitation of this study’s research was that even though the
content analysis was tested by an external coder, the coding still bears a risk for subjectivity
and multiplicity of synonyms that were not included in the coding rules. Additionally, the
set-up of the online survey with the division of Five-point Likert scales for overall CSR
dimensions as well as their sub-categories implied a redundancy of the overall CSR
dimension that equal the sum of the CSR dimension’s sub-categories.
Lastly, even though the overall amount of survey respondents exceeded the
calculated sample size, the sample size of the intended target group turned out lower. Thus,
the survey results are not unrestrictedly reliable to 100% reflect the opinions and attitudes
of the intended population.
For future research both the scope for the companies’ communication channel, as
well as the size of the target population should be raised in order to increase the validity
and reliability of the research results. Nonetheless, this studies results provide helpful
insights that can be used as starting point for both future researchers, as well as companies
and the improvement of their CSR communication.
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Additionally, this research could be used to also further research the current knowledge
level of CSR among millennials or the labour market in general.
As findings indicated that CSR knowledge has a positive association with perceived EA, such
research could help to understand which parts of CSR are known and understood, as well
as which CSR aspects might not even be recognized as such and require further educational
actions to positively influence the intended EA. This might also further explain why
philanthropic responsibility scored so low both on companies’ communication and
millennials’ perceived importance.
Lastly, research could also investigate in how far future employees notice CSR
communication by making up company websites in an experiment that imply specific CSR
categories and measure to what extend job seekers detect these as such.
5.3 Implications
The results have shown that German companies are currently not communicating
about all the different dimensions that CSR implies, but that workplace economic
responsibility is the most communicated dimension. In that case, as especially ethical and
legal responsibilities play such an important role in perceived EA, companies should pay
attention to add concise information about their CSR activities for those two dimensions.
This could imply publishing their ethical code of conduct, referring to anonymous
procedures for employees to report misconduct at work or even simply display awards for
compliance or testimonials about related topics.
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Since the top ranked companies did not score significantly better than the bottom
ranked ones, it can be seen that even though they were ranked for good CSR
communication on their CSR websites (NetFed, 2018), this does not subsequently count for
their home- and career webpages.
Hence, companies that generally have an adequate CSR website should align their
communication among all their websites to provide consistency of information and ensure
job seeker can find all the necessary information on the career webpages.
As the survey results indicated that increased CSR knowledge has positive influence
on perceived EA, companies should regularly analyse the market in order to keep up with
changes and possible implications this could have on the effectiveness of their CSR
communication (e.g. environmental responsibility increases with raising knowledge about
global warming). Regular training or educational measures for existing employees could
contribute to steadily increase CSR knowledge and additionally improve the EA for the
present staff.
Summarising, it can be said that the discrepancies between German companies’ CSR
communication and the expectations of German millennials regarding CSR are higher than
their unanimities. Nevertheless, if researchers and companies keep on analysing changes
and adapting their strategy and operations, discrepancies could be reduced. The results of
this thesis create a foundation for both to do so and to map the current situation in the
market that shows German companies where they are currently positioned in their CSR
communication and in which areas they can improve to increase their attractiveness for
millennial job seeker and gain competitive advantage.
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Appendix
1. Coding handbook – English
Coding handbook for coding CSR communication on German companies’ websites
This codebook contains instructions for the attached coding sheet, which is intended to
help researchers analyse the CSR communication of German companies on their homepage
(landing page), as well as their career webpages. The coding sheet will be used for each
company (20) individually. The following companies are the sample that is to be coded. The
companies’ homepages are indicated and will be used as starting point for the coding.
Top ranked CSR Communication
Ran Companie Industry
Points
k
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1
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AG
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Bottom ranked CSR Communication
Rank Companies Industry
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(NetFed*, 2018c) * NetFederation GmbH (NetFed) is a consulting company for digital
communication and has examined 75 German companies in a benchmark regarding their
CSR communication (NetFed, 2019).
Section 1: Company basics
1.
2.
3.
4.
5.

Indicate the company’s name
Indicate the industry based on NetFed’s ranking
Indicate the ranking number based on NetFed’s ranking
Indicate the points that the company received in NetFed’s ranking
Specify the web links that will be used for the analysis (the link of each web page
must be listed here, which is part of the analysis: the home page, the first page that
appears when clicking on the "Career" section will always be analysed, and all
sections listed under "Career", additional links that refer to other sections on the
respective pages do not count, as well as all pages that are not available in German.
6. Indicate the total number of coded career pages
7. Day of website access (indicate the date on which the webpages were accessed and
used for coding – if accessed on different dates, indicate multiple dates)
Company name
Industry
Ranking number
NetFed
Received points Netfed
Used web links
Number of used career
webpages
Day(s) of access
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Section 2: CSR Communication
The text that appears on the indicated webpages is to be coded. In sections with the option
“Click hear to read more…”, only the text that appears on the preview will be used for
analysis – not the redirected webpage. If slider (bars) are part of the webpage, all sections
of the slider will be analysed. Visuals in general are not part of the coding, however if visuals
have written text on them, the text will be analysed. Videos are excluded from analysis.
Carefully read all textual content on the specified web pages and then code the content for
occurrences of the five CSR dimensions and their 25 subcategories and note in the table
below:
-

Occurrence (O) of each subcategory (no occurrence 0; occurrence 1)
Keywords that led to the coding of the respective subcategory

Coding Unit / Category:
Keywords
Home page
Career pages
CSR Dimension
Occurrence
O
O
1
2
3
4
5
Following the classification of category is explained to ensure exhaustivity and mutually
exclusiveness of the different categories. Both single words or phrases/sentences can be
coded as terminology varies and the overall message that is communicated matters. If the
coded content matches the explanations of the respective subcategory or one or more of
the keywords mentioned appear, the category can be coded as existing (occurrence).
1. Workplace Economic Responsibility
Sub-category
WR1:
The company
provides job training.

Explanation
When educational opportunities
offered by the company are
mentioned.

Keywords
Dual studies, internships,
apprenticeships, trainees,
working student positions

WR2:
The company
provides a pleasant
work environment.

When the environment of the
office is mentioned positively, as
well as the atmosphere in the
company and among colleagues.
Features are mentioned that are
part of the work environment and
corporate culture, or additional
benefits that make employees'

Team, personal, home
office, together, hand in
hand, global family,
incentives (childcare,
sports opportunities,
discounts etc.)
comfortable, collegial,
flexible, work-life balance
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daily work easier and more
enjoyable.
WR3:
When additional educational
The company
opportunities are mentioned that
supports acquiring
are offered and made possible by
additional education. the company itself or externally.
WR4:
When contracts are indefinite or
The company
at least are likely to be called
provides a safe
takeovers. When career prospects
working
are available and social benefits
environment.
are secured.
WR5:
The company
continually
encourages me to
develop further
skills.

When it is mentioned that
employees should develop their
skills and careers further and the
company supports this.

Coaching, training,
seminars, continuing
education programs
Full-time employment,
opportunities, prospects,
old-age provision,
insurance, occupational
disability insurance
Promotion of
development, search for
aspiring
passionate/talented
people, individual
development, additional
support, personal
development

2. Legal Responsibility
Sub-category
LR1:
The company acts in
accordance with the
law within the scope
of its activities.

LR2:
The company abides
by workers' rights.

LR3:
The company acts
responsibly for all its
employees.

Explanation
When they have certain
awards/certificates or speak about
their legal compliance, as well as
references to their data
protection, their terms of use,
their imprint and their cookie
guidelines.
When it is mentioned how
important employees' rights are
for the company or what
regulations they have
(awards/certifications also
possible).
When it is mentioned that
working hours are regulated and
adequate wages are paid.
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Keywords
Privacy Policy, Legal,
Cookie Consent Pop-up

Tracking of working hours,

Overtime pay, competitive
salaries

LR4:
The company avoids
any discrimination to
anyone in their work
force.

When it means that respect,
tolerance, equality or diversity are
valued, and people with
disabilities and other minorities
are invited to work in the
company.
LR5:
When the company talks about
The company takes
mistakes, apologizes for past
credit when failing to behaviour and/or takes
comply with any law compensatory action for
or regulation.
misconduct.

skin colour, sex, religion,
age, sexual orientation
irrelevant, promotes
diversity, welcomes every
human being, both female
and male version of nouns
Are we aware of making it
better in the future,
compensate with

3. Ethical Responsibility
Sub-category
ER1:
The company has a
comprehensive
ethical code of
conduct.
ER2:
The company has a
confidential
procedure for its
employees to report
any misconduct at
work.
ER3:
The company
ensures fairness
toward co-workers
and business
partners.
ER4:
The company’s top
management
monitors the
potential negative

Explanation
When an established ethical code
of conduct is named or linked.

Keywords
Code of conduct

When there is talk of confidential
reporting possibilities and
misconduct can be reported and
treated anonymously.

Wrong conduct not
accepted, internal
reporting standards

When it is emphasized that all
employees/stakeholders are equal,
treated fairly and given equal
conditions.

Transparent application
process,
equal opportunity

When it is mentioned that
activities/productions for the
future are developed according to
their impact and aim to avoid
negative impacts on society.

Positive effects on the
future, goals for the
future to improve society

53

impacts of business
activities on the
community.
ER5:
The company is
recognized as a firm
with good business
ethics.

When it is mentioned that other
companies, customers or external
trusted third parties regard the
company as ethical
(awards/certificates/recognitions).

Good moral, honourable,
values,

4. Philanthropic Responsibility
Sub-category
PR1:
The company
encourages its
employees to
participate in
voluntary activities.

PR2:
The company
supports
charities/purposes
(financially).
PR3:
The company
contributes to public
services (such as
schools, hospitals
etc.) according to the
needs of the society.
PR4:
The company
contributes to
projects that
promote the
wellbeing of the
society.

Explanation
When it is mentioned that
employees have the opportunity
to participate in voluntary
activities (during their working
hours) or when the company
offers programmes through which
employees can become
voluntarily active.
When it is mentioned that the
company donates money or has
its own foundation for a good
cause.

Keywords
Fundraising events,
volunteer work, pro bono,
refugee work

When it is mentioned that the
company has cooperated with
public services, supplying schools,
hospitals and public institutions
with free products.

Public funding, support for
public institutions

When it is mentioned that the
company is involved in projects
that contribute to the
improvement of society.

Smart Cities, Better
Networks, Tomorrow's
Society, Social
Responsibility
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Charity work, free
cooperation, fundraising
for a good cause,
foundation

PR5:
The company
supports local
activities such as
sports, culture, etc.

When the company shows local
commitment / activities.

give back to the local
community

5. Environmental Responsibility
Sub-category
ENR1:
The company is
committed to reduce
the use of raw
materials and waste.
ENR2:
The company
supports activities
that contribute to
the protection of the
environment.
ENR3:
The company
implements
programs to
minimize its negative
impact on the
environment.
ENR4:
The company
considers the
potential negative
environmental
impacts when
developing new
products and
services.
ENR5:
The company
provides clear and
detailed
environmental

Explanation
When it is mentioned that the
company has waste reduction
programmes, energy saving
methods or alternative
sustainable packaging.
When it is mentioned that the
company supports external
activities that contribute to
environmental protection.

Keywords
Sustainable options, less
use of XY, CO2 reduction

When it is mentioned that the
company has a future plan to
achieve a certain goal at a certain
point in time, e.g. to become
energy neutral/plastic free, etc., it
is not necessary to make a
decision about the future.
When future goals are mentioned
(mission and vision) which include
reducing negative impacts of new
activities.

Name of the future plan,
palm oil reduction/ban

When it is mentioned that
stakeholders may read or request
information in a particular
document (CSR report) about the

Transparency, CSR
overview
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to save Earth, our planet

innovative, alternative,
working on Electro-XY
products, developing
alternative

information about its company's environmental
products, services
information.
and/or activities to
stakeholders (such as
customers, suppliers
and the local
community).

2. Coding Sheet - English
Section 1: Company basics
Company name
Industry
Ranking number
NetFed
Received points Netfed
Used web links
Number of used career
webpages
Day(s) of access

Section 2: CSR Communication
Coding Unit / Category:
Keywords
Workplace economic
responsibility
Occurrence
WER1
The company supports
acquiring additional education.
WER2
The company provides a
pleasant work environment.
WER3
The company provides job
training.
WER4
The company provides a safe
working environment.
WER5
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Home page

Career
Pages

O

O

The company continually
encourages me to develop
further skills.

Coding Unit/Category: Legal
responsibility
Occurrence
LR1
The company acts in
accordance with the law
within the scope of its
activities.
LR2
The company abides by
workers' rights.
LR3
The company acts responsibly
for all its employees.
LR4
The company avoids any
discrimination to anyone in
their work force.
LR5
The company takes credit
when failing to comply with
any law or regulation.

Keywords

Coding Unit/Category: Ethical
responsibility
Occurrence
ER1
The company has a
comprehensive ethical code of
conduct.
ER2
The company has a
confidential procedure for its
employees to report any
misconduct at work.

Keywords

Home page
O

Home page
O
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Career
Pages
O

Career
Pages
O

ER3
The company ensures fairness
toward co-workers and
business partners.
ER4
The company’s top
management monitors the
potential negative impacts of
business activities on the
community.
ER5
The company is recognized as
a firm with good business
ethics.

Coding Unit/Category:
Philanthropic responsibility
Occurrence
PR1
The company encourages its
employees to participate in
voluntary activities.
PR2
The company supports
charities/purposes
(financially).
PR3
The company contributes to
public services (such as
schools, hospitals etc.)
according to the needs of the
society.
PR4
The company contributes to
projects that promote the
wellbeing of the society.
PR5
The company supports local
activities such as sports,
culture, etc.

Keywords

Home page
O
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Career
Pages
O

Coding Unit/Category:
Keywords
Environmental responsibility
Occurrence
ENR1
The company is committed to
reduce the use of raw
materials and waste.
ENR2
The company supports
activities that contribute to the
protection of the environment.
ENR3
The company implements
programs to minimize its
negative impact on the
environment.
ENR4
The company considers the
potential negative
environmental impacts when
developing new products and
services.
ENR5
The company provides clear
and detailed environmental
information about its
products, services and/or
activities to stakeholders (such
as customers, suppliers and
the local community).

Home page
O

Career
Pages
O

3. Coding handbook - German
Handbuch zur Kodierung
der CSR-Kommunikation auf Webseiten deutscher Unternehmen
Dieses Handbuch enthält Anleitungen für das beigefügte Kodierblatt, das den Forschern
helfen soll, die CSR-Kommunikation deutscher Unternehmen auf ihrer
Startseite/Homepage sowie auf ihren Karriere-Seiten zu analysieren. Das Kodierungsblatt
wird für jedes Unternehmen (20) einzeln verwendet.
59

Die folgenden Unternehmen sind in der getroffene Auswahl, die kodiert werden soll. Die
Startseiten der Unternehmenswebseiten sind angegeben und dienen als Ausgangspunkt
für die Kodierung.
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(NetFed*, 2018c)
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* NetFederation GmbH (NetFed) ist ein Unternehmen für digital Kommunikationsberatung
und hat 75 Deutsche Unternehmen in einer Benchmark auf deren CSR Kommunikation
untersucht (NetFed, 2019)
Abschnitt 1: Allgemeine Unternehmensinformation
1.
2.
3.
4.
5.

Geben Sie den Firmennamen an.
Geben Sie die Industrie basierend auf dem Ranking von NetFed an.
Geben Sie die Ranglistennummer basierend auf dem Ranking von NetFed an.
Geben Sie die Punkte an, die das Unternehmen im NetFed Ranking erhalten hat.
Geben Sie die Weblinks an, die für die Analyse verwendet werden (der Link jeder
Webseite muss hier aufgeführt werden, der Teil der Analyse ist: die
Startseite/Homepage, die erste Seite, die beim Klicken auf den Abschnitt "Karriere"
erscheint, wird immer analysiert, und alle Abschnitte die unter „Karriere“
aufgeführt sind, zusätzliche Links die auf den jeweiligen Seiten auf andere
Abschnitte verweisen zählen nicht dazu, sowie alle Seiten die nicht auf Deutsch
verfügbar sind.
6. Geben Sie die Gesamtzahl der kodierten Karriereseiten an
7. Tag des Zugriffs auf die Website (Geben Sie das Datum an, an dem die Webseiten
aufgerufen und für die Codierung verwendet wurden - bei Zugriff an verschiedenen
Tagen auch mehrere).
Firmenname
Industrie
Rankingnummer
NetFed
Erhaltene Punkte
Netfed
Verwendete Weblinks
Anzahl Karriere
Weblinks
Zugriffsdatum

Abschnitt 2: CSR-Kommunikation
Sie kodieren den Text, der auf den angegebenen Webseiten erscheint. In Abschnitten mit
der Option "Click hear to read more..." wird nur der Text, der in der Vorschau erscheint, zur
Analyse verwendet - nicht die verlinkte Webseite. Wenn Schieberegler (Balken) Teil der
Webseite sind, werden alle Abschnitte des Schiebereglers analysiert. Bilder/Grafiken im
Allgemeinen sind nicht Teil der Kodierung, aber wenn diese Text beinhalten, wird der Text
analysiert. Videos sind von der Analyse ausgeschlossen.
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Lesen Sie alle Textinhalte auf den angegebenen Webseiten sorgfältig durch und kodieren
Sie dann den Inhalt für Vorkommen der fünf CSR-Dimensionen und ihrer 25
Unterkategorien und notieren Sie in in der folgenden Tabelle:
-

Vorkommen (V) jeder Unterkategorie (kein Vorkommen 0; Vorkommen 1)
Schlagwörter die zur kodierung der jeweiligen Unterkategorie geführt haben

Kodiereinheit: CSR
Dimension/Kategorie
Vorkommen
1
2
3
4
5

Schlagwörter

Startseite

Karriereseiten

V

V

Im Anschluss wird die Klassifizierung der Kategorie erläutert, um die Vollständigkeit und
gegenseitige Ausschließlichkeit der verschiedenen Kategorien zu gewährleisten. Sowohl
einzelne Wörter als auch Phrasen/Sätze können kodiert werden, da die Terminologie
variiert und die gesamte Botschaft, die vermittelt wird, wichtig ist. Wenn der kodierte
Inhalt zu den Erklärungen der jeweiligen Unterkategorie passt oder eines oder mehrere der
genannten Schlüsselwörter erscheinen, kann die Kategorie als vorhanden kodiert werden
(Vorkommen).
6. Arbeitsplatzbezogen Verantwortung
Unterkategorien
AV1:
Das Unternehmen
unterstützt den
Erwerb einer
Zusatzausbildung.
AR2:
Das Unternehmen
bietet ein
angenehmes
Arbeitsumfeld.

Erklärung
Wenn Bildungsmöglichkeiten
erwähnt werden, die vom
Unternehmen angeboten
werden.

Schlüsselwörter
(Duales) Studium, Pratkika,
Ausbildung, Trainees,
Werkstudentenstellen

Wenn das Umfeld des Büros
positiv erwähnt wird, sowie
die Atmosphäre im
Unternehmen und unter den
Kollegen. Es werden
Merkmale genannt, die Teil
des Arbeitsumfeldes und der
Unternehmenskultur sind
oder zusätzliche Vorteile, die
den Arbeitsalltag der

Team, persönlich, Home-office,
gemeinsam, Hand in Hand,
globale Familie, Anreize
(Kinderbetreuung,
Sportmöglichkeiten,
Vergünstigungen etc.) bequem,
kollegial, flexible, work-life
balance
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Mitarbeiter vereinfachen und
angenehmer machen.
AV3:
Wenn zusätzliche
Das Unternehmen
Bildungsmöglichkeiten
bietet Fortbildungen erwähnt werden, die
an.
angeboten und ermöglicht
werden durch das
Unternehmen selbst oder
extern.
AV4:
Wenn Verträge unbefristet
Das Unternehmen
sind oder zumindest
bietet eine sichere
Übernahmen wahrscheinlich
Arbeitsumgebung.
genannt werden. Wenn
Karriereperspektiven
vorhanden und soziale
Leistungen gesichert sind.
AV5:
Wenn erwähnt wird, dass
Das Unternehmen
Mitarbeiter ihre die
ermutigt
Fähigkeiten und Karrieren
kontinuierlich,
weiterentwickeln sollen und
weitere Fähigkeiten das Unternehmen dies
zu entwickeln.
unterstützt.

Coaching, Training, Seminare,
Weiterbildungsprogramme

Vollzeitbeschäftigung,
Chancen, Perspektiven,
Altersvorsorge, Versicherung,
Berufsunfähigkeitsversicherung

Förderung der Entwicklung,
Suche nach strebenden
leidenschaftlichen/begabten
Menschen, individuelle
Entwicklung, zusätzliche
Förderung, persönliche
Weiterentwicklung

7. Rechtliche Verantwortung
Unterkategorien
RV1:
Das Unternehmen
handelt im Rahmen
seiner Tätigkeit nach
dem Gesetz.

RV2:
Das Unternehmen hält
sich an die
Arbeitnehmerrechte.

Erklärung
Wenn sie über bestimmte
Auszeichnungen/Zertifikate
verfügen oder über ihre
Rechtskonformität sprechen,
sowie über Hinweise auf ihren
Datenschutz, ihre
Nutzungsbedingungen, ihr
Impressum und ihre CookieRichtlinien.
Wenn erwähnt wird, wie wichtig
die Rechte der Arbeitnehmer für
das Unternehmen sind oder
welche Vorschriften sie haben
(auch
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Schlüsselwörter
Datenschutz,
rechtmäßig, Cookie
Einwilligungs-pop-up

Verfolgung der
Arbeitszeiten,
gesetzmäßige
Vergütung

Auszeichnungen/Zertifizierungen
möglich).
RV3:
Wenn erwähnt wird, dass
Das Unternehmen
Arbeitszeiten geregelt sind und
handelt
ausreichende Löhne gezahlt
verantwortungsbewusst werden.
für alle seine
Mitarbeiter.
RV4:
Wenn es heißt, dass Respekt,
Das Unternehmen
Toleranz, Gleichheit oder Vielfalt
vermeidet jede
geschätzt werden, sowie
Diskriminierung von
Menschen mit Behinderungen
Personen in ihrer
und andere Minderheiten
Belegschaft.
eingeladen sind, im Unternehmen
zu arbeiten.

RV5:
Das Unternehmen
bekennt sich schuldig,
wenn es sich nicht an
Gesetze oder
Vorschriften hält.

Wenn das Unternehmen über
Fehler spricht, sich für
vergangenes Verhalten
entschuldigt und/oder
Kompensationshandlungen für
Fehlverhalten zeigt.

Vergütung von
Überstunden,
wettbewerbsfähige
Gehälter

Hautfarbe, Geschlecht,
Religion, Alter, sexuelle
Orientierung irrelevant,
fördert die Vielfalt,
begrüßt jeden
Menschen, sowohl
weibliche als auch
männliche Version von
Substantiven
Sind uns dessen
bewusst, zukünftig
besser machen,
kompensieren mit

8. Ethische Verantwortung
Unterkategorien
EV1:
Das Unternehmen
verfügt über einen
umfassenden
ethischen
Verhaltenskodex.
EV2:
Das Unternehmen
verfügt über ein
vertrauliches
Verfahren, in dem
seine Mitarbeiter
jedes
Fehlverhalten am

Erklärung
Wenn ein etablierter, ethischer
Verhaltenskodex genannt oder verlinkt
wird.

Schlüsselwörter
Code of conduct
Verhaltenskodex

Wenn von vertraulichen
Berichtsmöglichkeiten die Rede ist und
Fehlverhalten anonym gemeldet werden
kann und behandelt wird.

Falsches Verhalten
nicht akzeptiert,
interne
Berichtsstandards
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Arbeitsplatz
melden können.
EV3:
Das Unternehmen
sorgt für Fairness
gegenüber
Mitarbeitern und
Geschäftspartnern.
EV4:
Das TopManagement des
Unternehmens
überwacht die
potenziellen
negativen
Auswirkungen der
Geschäftsaktivitäte
n auf die
Gesellschaft.
EV5:
Das Unternehmen
ist als ein
Unternehmen mit
guter
Geschäftsethik
anerkannt.

Wenn betont wird das alle
Mitarbeiter/Stakeholder sind
gleichberechtigt sind, fair behandelt werden
und gleiche Bedingungen erhalten.

Transparenter
Bewerbungsproze
ss
Chancengleichheit

Wenn erwähnt wird, dass
Tätigkeiten/Produktionen für die Zukunft
nach ihren Auswirkungen entwickelt
werden und darauf abzielen, negative
Auswirkungen auf die Gesellschaft zu
vermeiden.

Positive
Auswirkungen auf
die Zukunft, Ziele
für die Zukunft zur
Verbesserung für
die Gesellschaft

Wenn erwähnt wird, dass andere
Unternehmen, Kunden oder externe
Vertrauenspersonen das Unternehmen als
ethisch betrachten
(Auszeichnungen/Zertifikate/Anerkennunge
n).

Gute Moral,
Ethisch anerkannt,
ehrbar

9. Philanthropische Verantwortung
Unterkategorien
PV1:
Das Unternehmen
ermutigt seine
Mitarbeiter, sich an
freiwilligen
Aktivitäten zu
beteiligen.

PV2:

Erklärung
Wenn erwähnt wird, dass die
Mitarbeiter die Möglichkeit
haben, an freiwilligen Aktivitäten
(während ihrer Arbeitszeit)
teilzunehmen, oder wenn das
Unternehmen Programme
anbietet, durch die die
Mitarbeiter freiwillig aktiv werden
können.
Wenn erwähnt wird, dass das
Unternehmen Geld spendet oder
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Schlüsselwörter
FundraisingVeranstaltungen,
Freiwilligenarbeit, ProBono, Flüchtlingsarbeit

Wohltätigkeitsarbeit, freie
Zusammenarbeit,

Das Unternehmen
unterstützt
wohltätige Zwecke
(finanziell).
PV3:
Das Unternehmen
trägt zu öffentlichen
Dienstleistungen
(wie Schulen,
Krankenhäuser usw.)
bei, die den
Bedürfnissen der
Gesellschaft
entsprechen.
PV4:
Das Unternehmen
beteiligt sich an
Projekten, die das
Wohlergehen der
Gesellschaft fördern.
PV5:
Das Unternehmen
unterstützt lokale
Aktivitäten wie
Sport, Kultur, etc.

eine eigene Stiftung für einen
guten Zweck hat.

Fundraising für einen
guten Zweck, Stiftung

Wenn erwähnt wird, dass das
Unternehmen mit öffentlichen
Diensten zusammengearbeitet
hat, Schulen, Krankenhäuser und
öffentliche Einrichtungen mit
kostenlosen Produkten beliefert.

Öffentliche Mittel,
Unterstützung von
öffentlichen Einrichtungen

Wenn es erwähnt wird, dass das
Unternehmen an Projekten
beteiligt ist, die zur Verbesserung
der Gesellschaft beitragen.

Smart Cities, bessere
Netze, Gesellschaft von
morgen, Gesellschaftliche
Verantwortung

Wenn das Unternehmen lokales
Engagement / Aktivitäten zeigt.

an die lokale Gemeinschaft
zurückgeben

10. Umweltverantwortung
Unterkategorien
UV1:
Das Unternehmen
verpflichtet sich, den
Einsatz von
Rohstoffen und
Abfällen zu
reduzieren.
UV2:
Das Unternehmen
unterstützt
Aktivitäten, die zum

Erklärung
Wenn erwähnt wird, dass das
Unternehmen über Programme
zur Abfallreduzierung verfügt,
sowie über angewandte
Energiesparmethoden oder
alternative nachhaltige
Verpackungen.
Wenn erwähnt wird, dass das
Unternehmen externe Aktivitäten
unterstützt, die zum
Umweltschutz beitragen.
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Schlüsselwörter
Nachhaltige Optionen,
weniger Einsatz von XY,
CO2 reduzieren

um die Erde, unseren
Planeten zu retten

Schutz der Umwelt
beitragen.
UV3:
Das Unternehmen
führt Programme
durch, um seine
negativen
Auswirkungen auf die
Umwelt zu
minimieren.
UV4:
Das Unternehmen
berücksichtigt bei der
Entwicklung neuer
Produkte und
Dienstleistungen die
potenziellen
negativen
Umweltauswirkungen.
UV5:
Das Unternehmen
stellt
Interessengruppen
(wie Kunden,
Lieferanten und der
lokalen Gemeinschaft)
klare und detaillierte
Umweltinformationen
über seine Produkte,
Dienstleistungen
und/oder Aktivitäten
zur Verfügung.

Wenn erwähnt wird, dass das
Unternehmen einen Zukunftsplan
hat, um ein bestimmtes Ziel zu
einem bestimmten Zeitpunkt zu
erreichen, z.B.
energieneutral/kunststofffrei
werden etc.

Name des Zukunftsplans,
Palmölreduzierung/verbot,

Wenn zukünftige Ziele erwähnt
werden (Mission und Vision)
welche beinhalten negative
Auswirkungen neuer Tätigkeiten
zu reduzieren.

innovativ, alternativ,
arbeiten an Elektro-XY
Produkten, entwickeln
alternativen

Wenn erwähnt wird, dass
Transparenz, CSRStakeholder in einem bestimmten Übersicht
Dokument (CSR-Bericht) über die
Umweltinformationen des
Unternehmens lesen oder die
Informationen anfordern können.
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4. Coding sheet - German
Kodierblatt
Abschnitt 1: Allgemeine Unternehmensinformation
Firmenname
Industrie
Rankingnummer
NetFed
Erhaltene Punkte
Netfed
Verwendete Weblinks
Anzahl Karriere
Weblinks
Zugriffsdatum

Abschnitt 2: CSR-Kommunikation
Kodiereinheit / Kategorie:
Arbeitsplatz-bezogen
Vorkommen
AV 1
Das Unternehmen unterstützt
den Erwerb einer
Zusatzausbildung.
AV 2
Das Unternehmen bietet ein
angenehmes Arbeitsumfeld.
AV 3
Das Unternehmen bietet
Fortbildunegn an.
AV 4
Das Unternehmen bietet eine
sichere Arbeitsumgebung.
AV 5
Das Unternehmen ermutigt
kontinuierlich, weitere
Fähigkeiten zu entwickeln.

Schlagwörter

Startseite
V
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Karriereseite
n
V

Kodiereinheit / Kategorie:
Rechtlich
Vorkommen
RV 1
Das Unternehmen handelt im
Rahmen seiner Tätigkeit nach
dem Gesetz.
RV 2
Das Unternehmen hält sich an
die Arbeitnehmerrechte.
RV 3
Das Unternehmen handelt
verantwortungsbewusst für
alle seine Mitarbeiter.
RV 4
Das Unternehmen vermeidet
jede Diskriminierung von
Personen in ihrer Belegschaft.
RV 5
Das Unternehmen bekennt
sich schuldig, wenn es sich
nicht an Gesetze oder
Vorschriften hält.

Schlagwörter

Kodiereinheit / Kategorie:
Ethisch
Vorkommen
ER 1
Das Unternehmen verfügt
über einen umfassenden
ethischen Verhaltenskodex.
ER 2
Das Unternehmen verfügt
über ein vertrauliches
Verfahren, in dem seine
Mitarbeiter jedes
Fehlverhalten am Arbeitsplatz
melden können.
ER 3

Schlagwörter

Startseite
V

Startseite
V
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Karriereseite
n
V

Karriereseite
n
V

Das Unternehmen sorgt für
Fairness gegenüber
Mitarbeitern und
Geschäftspartnern.
ER 4
Das Top-Management des
Unternehmens überwacht die
potenziellen negativen
Auswirkungen der
Geschäftsaktivitäten auf die
Gesellschaft.
ER 5
Das Unternehmen ist als ein
Unternehmen mit guter
Geschäftsethik anerkannt.

Kodiereinheit / Kategorie:
Philanthropisch
Vorkommen
PV 1
Das Unternehmen ermutigt
seine Mitarbeiter, sich an
freiwilligen Aktivitäten zu
beteiligen.
PV 2
Das Unternehmen unterstützt
wohltätige Zwecke (finanziell).
PV 3
Das Unternehmen trägt zu
öffentlichen Dienstleistungen
(wie Schulen, Krankenhäuser
usw.) bei, die den
Bedürfnissen der Gesellschaft
entsprechen.
PV 4
Das Unternehmen beteiligt
sich an Projekten, die das
Wohlergehen der Gesellschaft
fördern.
PV 5

Schlagwörter

Startseite
V
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Karriereseite
n
V

Das Unternehmen unterstützt
lokale Aktivitäten wie Sport,
Kultur, etc.

Kodiereinheit / Kategorie:
Schlagwörter
Umwelt
Vorkommen
UV 1
Das Unternehmen verpflichtet
sich, den Einsatz von
Rohstoffen und Abfällen zu
reduzieren.
UV 2
Das Unternehmen unterstützt
Aktivitäten, die zum Schutz der
Umwelt beitragen.
UV 3
Das Unternehmen führt
Programme durch, um seine
negativen Auswirkungen auf
die Umwelt zu minimieren.
UV 4
Das Unternehmen
berücksichtigt bei der
Entwicklung neuer Produkte
und Dienstleistungen die
potenziellen negativen
Umweltauswirkungen.
UV 5
Das Unternehmen stellt
Interessengruppen (wie
Kunden, Lieferanten und der
lokalen Gemeinschaft) klare
und detaillierte
Umweltinformationen über
seine Produkte,
Dienstleistungen und/oder
Aktivitäten zur Verfügung.
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Startseite
V

Karriereseite
n
V

5. Survey – English
Decisive factors in job selection – What is important to you when looking for a job?
Dear participant,
My name is Elsa and I am currently doing my Master of Arts in Communication
Management at the UPF Barcelona School of Management. As part of my Master Thesis
I am conducting this survey and would highly appreciate your participation.
The purpose of this survey is to find the essential traits that companies must have to be
attractive for young employees. Please answer keeping in mind any job selection process
you have participated in.
The survey is made up of 4 sections and will take approximately 5 minutes to complete.
All responses will be kept strictly confidential and anonymously.
Please answer all questions truthfully.
If you have any questions or comments regarding the Survey, feel free to contact me:
elsacamille.maurice@alum.upf.edu
Thank you very much for your participation!
Section A:
Please specify the extent to which you agree or disagree with each statement [(1) =
strongly disagree (SD); (2) = disagree (D); (3) = neutral (N); (4) = agree(A) and (5) =
strongly agree (SA)]
Workplace
Questions A1
SD D N A SA
Related
WR 1

It is important that the company supports me
in acquiring additional education.
It is important that the company provides a
pleasant work environment for me.
It is important that the company provides job
training for me.
It is important that the company provides a
safe working environment for me.
It is important that the company continually
encourages me to develop my skills further.

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Legally
related

Questions A2

SD D

N

A

SA

LR 1

It is important to me that the company acts in
accordance with the law within the scope of its
activities.

1

3

4

5

WR 2
WR 3
WR 4
WR 5
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2

LR 2

It is important to me that the company abides
by workers' rights.
It is important for me that the company acts
responsibly for all its employees.
It is important for me that the company avoids
any discrimination to anyone in their work
force.
It is important for me that the company takes
credit when failing to comply with any law or
regulation.

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Ethically
related

Questions A3

SD D

N

A

SA

ER 1

It is important for me that the company has a
comprehensive code of conduct in ethics.
It is important for me that the company has a
confidential procedure for its employees to
report any misconduct at work.
It is important for me that the company
ensures fairness toward co-workers and
business partners.
It is important for me that the company’s top
management monitors the potential negative
impacts of business activities on the
community.
It is important for me that the company is
recognized as a firm with good business ethics.

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Philanthropically Questions A4
related

SD D

N

A

SA

PR 1

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

LR 3
LR 4

LR 5

ER 2

ER 3

ER 4

ER 5

PR 2
PR 3

It is important for me that the company
encourages its employees to participate in
voluntary activities.
It is important to me that the company
supports charities/purposes (financially).
It is important for me that the company
contributes to public services (such as
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PR 4

schools, hospitals etc.) according to the
needs of the society.
It is important for me that the company
contributes to projects that promote the
wellbeing of the society.
It is important for me that the company
supports local activities such as sports,
culture, etc.

1

2

3

4

5

1

2

3

4

5

Environmentally Questions A5
related

SD D

N

A

SA

ENR 1

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

PR 5

ENR 2

ENR 3

ENR 4

ENR 5

It is important to me that the company is
committed to reduce the use of raw
materials and waste.
It is important to me that the company
supports activities that contribute to the
protection of the environment.
It is important for me that the company
implements programs to minimize its
negative impact on the environment.
It is important for me that the company
considers the potential negative
environmental impacts when developing
new products and services.
It is important to me that the company
provides clear and detailed environmental
information about its products, services
and/or activities to stakeholders (such as
customers, suppliers and the local
community).

Section B:
Please rate the following aspects according to their importance in your search/selection
of an employer [1 – not important – 5 very important]
B1 Workplace: The willingness/commitment of a company to invest in the
improvement of working conditions for its employees is an important factor for me
when looking for an employer.
1
2
3
4
5
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B2 Legal: The company's legal compliance with laws is an important factor for me when
looking for an employer.
1
2
3
4
5
B3 Ethical: The ethical conduct of a company is an important factor for me when
looking for an employer.
1
2
3
4
5
B4 Philanthropic: Social commitment of a company is an important factor for me when
I am looking for an employer.
1
2
3
4
5
B5 Environmental: The company's commitment to improving the environment is an
important factor for me when looking for an employer.
1
2
3
4
5
Section C:
Please indicate for each of the following statements whether it is a crucial factor for
you to decide against an employer [ Yes (crucial factor against) / No (not crucial to
decide against the employer)].
C1 Workplace: Lack of investment/commitment to improving working conditions is a
crucial factor for me not to work for an employer.
Yes /
No
C2 Legal: A company's lack of/insufficient legal conduct is a crucial factor for me not to
work for an employer.
Yes /
No
C3 Ethical: A lack/insufficient ethical behaviour of a company is a crucial factor for me
not to work for an employer.
.
Yes /
No
C4 Philanthropic: A lack/insufficient social commitment of a company is a crucial factor
for me not to work for an employer.
Yes / No
C5 Environmental: A lack/insufficient commitment of a company to improve the
environment is a crucial factor for me not to work for an employer.
Yes /
No
Section D:
You almost made it. Before we finish, please answer some demographic questions for
the records. Please tick in the appropriate boxes.
D1: What is your Gender?
□ Female
□ Male
□ Transgender
□ No comment
□ Other
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D2: What is your age? □ 22 or younger
years old
□ 31 – 34 years old

□ 23 – 26 years old
□ 35 – 38 years old

□ 27 – 30

□ 39 or older

D3: Have you been / are you in a search for a job?
□ Yes
□ No
D4: In which country are you currently living?
□ Germany
□ Other (specify)
D5: Workplace, law, ethics, philanthropy and environment are five subdivisions of the
social responsibility that companies have today. This is also known as Corporate Social
Responsibility (CSR). Did you know the term Corporate Social Responsibility (CSR)
before you participated in this survey?
□ Yes
□ No
In case you would like to know more about it, the following is the CSR definition used
for this study:
‘A multidimensional construct that refers to companies’ integration of social and
environmental considerations into their business operations and relationships with
multiple stakeholders’ (Duarte et al., 2010). The objective such CSR policy is to encourage
a positive impact through the organization’s activities on the environment, consumers,
employees, communities, stakeholders and all other members of the public sphere.
Since CSR is considered here in relation to employer attractiveness, this term is defined
as follows: ‘employer attractiveness is understood as the extent to which prospective
applicants perceive an organization as a ‘good place to apply and work for’ (Duarte et al.,
2014).
Thank you very much for your participation and good luck with your job searches!

6. Survey – German
Entscheidende Faktoren bei der Arbeitgeberwahl - Was ist Dir bei der Jobsuche
wichtig?
Liebe/r Teilnehmer/in,
Mein Name ist Elsa und ich mache derzeit meinen Master in
Kommunikationsmanagement an der UPF Barcelona School of Management. Im
Rahmen meiner Masterarbeit führe ich diese Umfrage durch und bin für Deine
Unterstützung sehr dankbar.
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Ziel dieser Umfrage ist es, die wesentlichen Merkmale herauszufinden, die
Unternehmen haben müssen, um für junge Arbeitnehmer/innen attraktiv zu sein. Bitte
beantworte die Fragen unter Berücksichtigung Deiner Erfahrung mit Jobsuchen.
Die Umfrage besteht aus 4 Abschnitten und dauert ca. 5 Minuten. Alle Antworten
werden streng vertraulich und anonym behandelt.
Bitte beantworte alle Fragen wahrheitsgemäß.
Falls Du Fragen oder Anmerkungen zu dieser Umfrage hast, melde Dich gerne bei mir:
elsacamille.maurice@alum.upf.edu
Vielen Dank für Deine Teilnahme!

* Required

Abschnitt A:
Bitte gib an, inwieweit Du mit den folgenden Aussagen einverstanden bist. [(1) = Stimme
überhaupt nicht zu (SÜZ); (2) = Stimmer nicht zu (SNZ); (3) = Neutral (N); (4) = Stimme zu
(SZ) und (5) = Stimme völlig zu (SVZ)].
Arbeitsplatz- Fragen A1
SÜZ SNZ N SZ SVZ
bezogen *
AB1

AB2
AB3
AB4
AB5

Es ist mir wichtig, dass mich das
Unternehmen beim Erwerb einer
Zusatzausbildung unterstützt.
Es ist mir wichtig, dass das Unternehmen
ein angenehmes Arbeitsumfeld bietet.
Es ist mir wichtig, dass das Unternehmen
Fortbildungen anbietet.
Es ist mir wichtig, dass das Unternehmen
ein sicheres Arbeitsumfeld bietet.
Es ist mir wichtig, dass mich das
Unternehmen fortlaufend dazu ermutigt,
meine Fähigkeiten weiterzuentwickeln.

Rechtlich *

Fragen A2

R1

Es ist mir wichtig, dass das Unternehmen im
Rahmen seiner Tätigkeiten gesetzeskonform
handelt.
Es ist mir wichtig, dass das Unternehmen
die Arbeitnehmerrechte einhält.

R2

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

SÜZ SNZ N SZ SVZ
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1

2

3

4

5

1

2

3

4

5

R3

R4

R5

Es ist mir wichtig, dass das Unternehmen
verantwortungsbewusst für alle seine
Mitarbeiter/innen handelt.
Es ist mir wichtig, dass das Unternehmen
jegliche Diskriminierung von Personen
vermeidet.
Es ist mir wichtig, dass das Unternehmen
dafür einsteht, wenn gegen Gesetze oder
Vorschriften verstoßen wird.

Ethisch *

Fragen A3

E1

Es ist mir wichtig, dass das Unternehmen
über einen umfassenden Verhaltenskodex in
Sachen Ethik verfügt.
Es ist mir wichtig, dass das Unternehmen ein
vertrauliches Verfahren bietet, in dem
Mitarbeiter/innen jedes Fehlverhalten am
Arbeitsplatz melden können.
Es ist mir wichtig, dass das Unternehmen
Fairness gegenüber Mitarbeitern und
Geschäftspartnern gewährleistet.
Es ist mir wichtig, dass die Geschäftsführung
des Unternehmens potenzielle negative
Auswirkungen von Geschäftsaktivitäten auf
die Gesellschaft überwacht.
Es ist mir wichtig, dass das Unternehmen als
Unternehmen mit guter Geschäftsethik
anerkannt ist.

E2

E3

E4

E5

2

3

4

5

1

2

3

4

5

1

2

3

4

5

SÜZ SNZ N SZ SVZ

Philanthropisch *

Fragen A4

P1

Es ist mir wichtig, dass das Unternehmen
Mitarbeiter/innen zur Teilnahme an
ehrenamtlichen Aktivitäten ermutigt.
Es ist mir wichtig, dass das Unternehmen
Wohltätigkeitsorganisationen/Zwecke
(finanziell) unterstützt.

P2

1

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

SÜZ SNZ N SZ SVZ
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1

2

3

4

5

1

2

3

4

5

P3

P4

P5

Es ist mir wichtig, dass das Unternehmen
einen Beitrag zu öffentlichen
Dienstleistungen (wie Schulen,
Krankenhäuser, etc.) leistet, die den
Bedürfnissen der Gesellschaft entsprechen.
Es ist mir wichtig, dass das Unternehmen
Projekte unterstützt, die das allgemeine
Wohlergehen der Gesellschaft fördern.
Es ist mir wichtig, dass das Unternehmen
lokale Aktivitäten wie Sport, Kultur, etc.
unterstützt.

Umwelt *

Fragen A5

UV1

Es ist mir wichtig, dass das Unternehmen
sich engagiert, den Vebrauch von Rohstoffen
und Abfallmengen zu reduzieren.
Es ist mir wichtig, dass das Unternehmen
Aktivitäten unterstützt, die zu dem Schutz
der Umwelt beitragen.
Es ist mir wichtig, dass das Unternehmen
Programme durchführt, um negative
Auswirkungen auf die Natur zu minimieren.
Es ist mir wichtig, dass das Unternehmen bei
der Entwicklung neuer Produkte und
Dienstleistungen potenzielle negative
Umweltauswirkungen berücksichtigt.
Es ist mir wichtig, dass das Unternehmen
Interessengruppen (wie Kunden, Lieferanten
und der lokalen Gemeinschaft) klare und
detaillierte Umweltinformationen über seine
Produkte, Dienstleistungen und/oder
Aktivitäten zu Verfügung stellt.

UV2

UV 3

UV 4

UV 5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

SÜZ SNZ N SZ SVZ
1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Abschnitt B:
Bitte bewerte die folgenden Aspekte, nach ihrer Wichtigkeit bei Deiner Suche/Auswahl
eines Arbeitgebers (1 - nicht wichtig - 5 sehr wichtig).
B1 Arbeitsplatz: Die Bereitschaft/das Engagement eines Unternehmens in die
Verbesserung der Arbeitsbedingungen für seine Mitarbeiter/innen zu investieren, ist für
mich ein wichtiger Faktor bei der Suche nach einem Arbeitgeber. *
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B2 Rechtlich: Die rechtliche Einhaltung von Gesetzen seitens des Unternehmens ist für
mich ein wichtiger Faktor bei der Suche nach einem Arbeitgeber. *
1
2
3
4
5
B3 Ethisch: Das ethische Verhalten eines Unternehmens ist für mich ein wichtiger Faktor
bei der Suche nach einem Arbeitgeber. *
1
2
3
4
5
B4 Philanthropisch: Gesellschaftliches Engagement eines Unternehmens ist für mich ein
wichtiger Faktor, wenn ich einen Arbeitgeber suche. *
1
2
3
4
5
B5 Umwelt: Das Engagement des Unternehmens zur Verbesserung der Umwelt ist für
mich ein wichtiger Faktor bei der Suche nach einem Arbeitgeber. *
1
2
3
4
5
Abschnitt C:
Bitte gib bei jeder der folgenden Aussagen an, ob es für Dich ein entscheidender Faktor
ist, Dich gegen einen Arbeitgeber zu entscheiden [ Ja (entscheidender Faktor dagegen) /
Nein (nicht ausschlaggebend, sich gegen den Arbeitgeber zu entscheiden)].
C1 Arbeitsplatz: Fehlende Investition/fehlendes Engagement zur Verbesserung der
Arbeitsbedingungen, ist für mich ein entscheidender Faktor, nicht für einen Arbeitgeber
zu arbeiten.*
Ja / Nein
C2 Rechtlich: Fehlendes/unzureichendes Rechtsverhalten eines Unternehmens ist für
mich ein entscheidender Faktor, nicht für einen Arbeitgeber zu arbeiten. *
Ja / Nein
C3 Ethisch: Fehlendes/unzureichendes ethisches Verhalten eines Unternehmens ist für
mich ein entscheidender Faktor, nicht für einen Arbeitgeber zu arbeiten. *
Ja / Nein
C4 Philanthropisch: Fehlendes/unzureichendes gesellschaftliches Engagement eines
Unternehmens ist für mich ein entscheidender Faktor, nicht für einen Arbeitgeber zu
arbeiten. *
Ja /
Nein
C5 Umwelt: Fehlendes/unzureichendes Engagement eines Unternehmens zur
Verbesserung der Umwelt ist für mich ein entscheidender Faktor, nicht für einen
Arbeitgeber zu arbeiten. *
Ja
/
Nein
Abschnitt D:
Du hast es fast geschafft! Bevor Du fertig bist, beantworte bitte ein paar demographische
Fragen. Bitte kreuze die entsprechenden Kästchen an.
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D1: Was ist Dein Geschlecht? *
Keine Angabe

□ Weiblich
□ Männlich □ Transgender □
□ Sonstiges: ____________

D2: Wie alt bist Du? * □ 22 oder jünger
□ 31 – 34 Jahre alt

□ 23 – 26 Jahre alt
□ 35 – 38 Jahre alt

□ 27 – 30 Jahre alt
□ 39 oder älter

D3: Warst Du schon einmal/bist Du gerade auf der Suche nach einem Job? *
□ Ja
□ Nein
D4: In welchem Land Lebst du zurzeit? *
□ Deutschland □ Sonstiges: ____________
D5: Arbeitsplatz, Recht, Ethik, Philanthropie und Umwelt sind die fünf Unterteilungen
der sozialen Verantwortung, die Unternehmen heutzutage tragen. Diese ist auch unter
dem englischen Begriff Corporate Social Responsibility (CSR) bekannt. Kanntest Du den
Begriff Soziale Unternehmensverantwortung/CSR bevor Du an dieser Umfrage
teilgenommen hast? *
□ Ja
□ Nein
Falls Du mehr darüber erfahren möchtest, ist untenstehend die CSR Definition
aufgeführt, die für diese Studie verwendet wird:
„Ein multidimensionales Konstrukt, das sich auf die Integration von sozialen und
ökologischen Aspekten in den Geschäftsbetrieb von Unternehmen und die Beziehungen
zu mehreren Interessengruppen bezieht" (Duarte et al., 2010). Ziel dieser CSR-Richtlinie
ist es, durch die Aktivitäten des Unternehmens positive Auswirkungen auf die Umwelt,
die Verbraucher, die Mitarbeiter, die Gemeinschaften, die Interessengruppen und alle
anderen Mitglieder der Öffentlichkeit zu erzielen.“
Da CSR im Rahmen meiner Masterarbeit in Bezug auf Arbeitgeberattraktivität betrachtet
wird, wird dieser Begriff wie folgt definiert: „Unter Arbeitgeberattraktivität versteht man
das Ausmaß, in dem potenzielle Bewerber ein Unternehmen als einen "guten Ort sich zu
bewerben und zu arbeiten" wahrnehmen (Duarte et al., 2014).

Vielen Dank für Deine Teilnahme und viel Erfolg bei der Jobsuche!
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7. Sample size calculation

8. Estimated number of millennials living in Germany
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9. Coding for each company per sub-category
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