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INTRODUCTION

Background

In today's corporate environment, technological progress, and changes in demographic
structure (i.e. urbanization), as well as the emerging tendency of D.E.I. (Diversity, Equality, and
Inclusion), have caused various disruptions including a greater emphasis on knowledge,
innovation, and technology, as well as intense competition for recruiting and keeping a high-
quality staff. Competition isn't only about attracting customers; it's also about attracting high-
capability personnel, which is one way to boost a company's profitability. Employer branding is
one method of attracting exceptional individuals to the business and ensuring that potential
workers and organizations have a shared vision in order to provide outcomes that satisfy
expectations (Lindholm, 2018).

Organizations all over the world must be prepared with appropriate assets, particularly
effective human resources, to adapt to these changes. Because people are seen as the most precious
asset, attracting the essential employees to a business is regarded as a top priority. As a result,
recruiting is unquestionably the most crucial company activity (Van Hoye & Lievens, 2009).

Organizations strive to run as profitable a company as conceivable. Financial performance,
market share, and return on investment are all examples of success. Despite of concept, the base
remains the same for all businesses, particularly human resources. The method used to achieve
goals that lead to a successful outcome is crucial. As a result, businesses place a strong emphasis
on the new and existing staff who fought to attain organizational target. As a result, human
resources may be viewed as a significant advantage for one firm over another, raising the question
of how a corporation can recruit and retain qualified personnel to attain competitive advantages.
Employer branding is now a critical factor for businesses, as it allows for the recruitment of
competent employees as well as the potential for competitive advantages (Stahl et al., 2012).

Barney (1991), in his widely referenced essay "Firm Resources and Sustained Competitive
Advantage," stated that human resources, primarily people, produce competitive advantages. Thus,
resource-based perspective, often known as RBV, is a concept of management character was
founded. Companies can gain competitive advantages by utilizing strategic and organizational
resources, according to the framework. This means that HR enable businesses to build capabilities
and competences that may be leveraged to produce superior benefits that are exclusive to the
resource's owner. Personnel are not only valued, unique and priceless; they also have intangible
assets and abilities that are difficult to duplicate. As a result, businesses who are able to hire such
workers are more likely to gain a competitive edge. As previously said, attracting and retaining
personnel to gain sustainable competitive advantage has become a significant issue for businesses

(Stahl et al., 2012).



Therefore, the resource-based perspective and the idea of competitive advantage
underscore the need of ongoing employer branding strategy for firms. It should be highlighted,
however, that while the resource-based perspective is not directly related to the notion of branding,
nevertheless it is relevant. One may argue that the notions overlap because the resource-based
approach emphasizes the significance of human resources in creating competitive advantages, and
companies have to understand how else to promote business for attraction of these resources to
obtain competitive advantages.

Nowadays, many people have changed their mindset as a result of the traditional layoffs
culture: instead of a secured and fixed position in company and commitment to a single employer,
people are now more interested in their own career path, with a strong focus on individual growth,
advancement of professional skills and further marketability in the future (Collins & Kanar (2014).
To put it another way, workforce nowadays is not afraid to actively seek for better work
alternatives outside of their existing company. Furthermore, in order to obtain a competitive edge,
an increasing number of businesses are trying to attract, and hire employees from other companies.
Therefore, all businesses seeking to recruit and retain highly desired personnel must eventually
engage in a so-called "talent war" (Van Hoye & Lievens, 2009).

As the demand for talent grew in both quantity and quality, while the supply of high-quality
labor could not keep up, a severe and urgent labor shortage developed and is still developing
(Lievens et. al., 2016). Finding talented employees gets more difficult every year - according to
studies, the global talent deficit has increased by 80% in the previous ten years. (ManpowerGroup
2019).

Employer branding is one of the most common strategies firms use to manage recruiting
difficulties (Martindale 2010, Ambler and Barrow 1996) Employer branding includes the activities
aimed at influencing customer impressions of a brand as well as the reputation of a firm as an
prospect employer. This concept may be defined as the process of blending traditional branding
ideas with human resource management. This term has evolved into its own conception in
particular fields of marketing and brand management. Nowadays it is a critical component for
businesses that want to stay competitive (Backhaus & Tikoo, 2004). Researchers who worked in
this field of research focused on the growth of brands actions and centralization in the marketing
secto. Employer branding aims to establish an atmosphere in which a company's image is one of
an excellent workplace. When the guarantee and attainment of employer branding enable the
inspiration, retention, and attraction of the most relevant talents for the organization, the aim is to
build an emotional relationship with the greatest talents and to provide potential workers

significant benefits (Parmar, A. (2014).



As previously said, companies must distinguish themselves from rivals in terms of
branding and corporate identity. The relevance of organizational difference, on the other hand, is
emphasized in a variety of ways. Another crucial source of uniqueness for businesses is their
ability to recruit and retain exceptional employees. The unemployment level in today's society is
short, and as a consequence, the market for attracting and retaining the best-qualified individuals
has become extremely competitive (Worldbank, 2021).

Nowadays, companies must deal with generational cohort of workers on the job market. A
generation is defined as "a group of individuals or cohorts that share a birth year and experiences
as they move through time together, affecting and being impacted by a range of crucial
circumstances," (Kupperschmidt (2000, p. 66).. When it comes to enticing new employees,
companies should consider tailoring their employer branding approach to the generation they want
to hire. This may be accomplished in a variety of ways and particularly by employer branding.
These variables influence each generation's way of thinking, values, attitudes, and behaviors.

The study mainly focuses on Generation Z which like previous generations, has peer
personalities. To boost attractiveness and gain an edge in the search for new potential workers who
will support organizational growth, it is critical for enterprises to learn about the values and beliefs
of this cohort (Singh & Dangmei, 2016). Generation Z represents the newest generation on the
market and due to the disparities between generations, the previous recruitment strategies are no
longer works. As a result, it's critical to understand the significance of employer branding in
recruiting and retaining a steady stream of talent through a competitive job offer that meets the
demands and preferences of Generation Z. However, the question is whether these methods of
employer has an influence on employer attractiveness and application intentions among
Generation Z.

Despite the heated discussion in latest years over generation Z, the recruits to the labor
market, there seem to be a number of constraints to the level of information available to these
individuals. First and importantly, while there is a significant amount of funded practical
investigations and reports, there is a noticeable absence of academic literature on the subject.
Furthermore, the enormous number of publications released is directly proportionate to the variety
of diverse methodologies and somewhat contradictory conclusions to the established discoveries
concerning Gen Z, through their birth year limits to their attributes. This scenario might be due to
the short period since Gen Z first entered the job market, the ethnic and political disparities
between the studies, or the absence of a widely accepted data collection and analysis method. This
necessitates the development of additional Gen Z studies that focus on a broader range of issues
and span a wider geographical and cultural scope. Hence, that clearly indicates research gap due

to the lack of researches and necessary information on this topic. This thesis intends to fill the gap



in current research on Gen Z employees, particularly in terms of cognitive attractiveness to the
Employer Brand, by providing employers with a broader perspective on which to better plan their

strategies to recruit top talent.

Research goal, questions, objectives of the study
The goal of this thesis is to study job-seeking and employment expectations of Generation
Z in context of employer branding. Based on that, provide organizations with valuable insights
and recommendations regarding Generation Z workforce. Thus, the main questions can be
summarized as below:
* How important is Employer Brand for Generation Z?
*  Which employer and company factors are the most important for Generation Z?
*  Which Employer Brand channels should companies concentrate on in order to effectively
promote their Employer Brands to Generation Z
In order to answer these research questions, following research objectives were set:
- To analyze the significance of Employer branding in the job-seeking process of Generation
Z
- To identify main factors of Employer Branding which are most important to Generation Z
- Determine Employer Branding communication channels which are essential for
Generation Z attraction
The thesis has the following structure. The analysis of relevant studies is offered first,
followed by a connection to hypotheses and research topics. Following that, the study
methodology is discussed, followed by the study analysis and by discussion of the findings

and probable management outcomes, and the conclusion.
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CHAPTER 1. THEORETICAL FRAMEWORK
1.1 Employer Branding Concept

1.1.1 Employer Attractiveness

Employer attractiveness refers to the benefits that potentials employees believe they would
receive if they work for a specific organization (Berthon, Ewing & Hah, 2005; ) As a result,
employer attractiveness has an impact on recruiting and selection procedures as well as
professional retention (Helm, 2013) When future employees actively seek out opportunities to
engage in a company's selection procedures, the employer's attractiveness is disclosed. However,
the attraction stage of the recruiting process is not familiar with an employer's attractiveness
(Breaugh & Starke, 2000). The first step in the hiring process is to attract candidates for certain
open positions at a specified period. The attractiveness of the organization must be continually
improved in order to become well-known and reliable on the market, which will simplify further
recruiting process of new employees in the future. Attractiveness can be evaluated through
particular qualities (reliability, relationship) which are the factors that potential employee
examines while selecting a company. Candidates will prioritize these characteristics in order of
importance based on their own requirements and expectations. To put it another way, recruitment
and selection are two processes that cannot exist without the other. They are distinctive from one
another but simultaneously vital for the organization. It supports in the evaluation of applicants'
potential and competencies for upcoming or current organizational vacancies. It is the crucial link
between people who are looking for job and job itself.

The Employer Attraction Scale (Berthon et al. (2005) was created by combining
components of functional, psychological, and economic elements of attractiveness which were
given by Ambler and Barrow (1996). The scale consists of five particular components that
determine the extent to which the company provides the following values:

1) Interest Value (IV): refers to the competitive and engaging job with new working
practices, goods, and services in a creative and inventive workplace where the employer
receives benefits from their employees in order to be competitive and also provide high-
quality products and services

2) Social Value (SV): refers to the social and interpersonal atmosphere that is uplifting
and engaging; accessible corporate culture with focus on agreeable and productive
intercommunication between employees

3) Economic Value (EV): refers to salary, benefits package, work stability, and
opportunities for growth;

4) Development Value (DV): refers to recognition, confidence, self-respect as well as

skills and professional development with future career opportunities for employees
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5) Application Value (AV): concentrated on the degree to which which knowledge can be
utilized and shared and describes chances to utilize experience and impart knowledge
in the future

By recruiting and keeping competent job candidates, a desirable employer provides a solid
return on investment. As a result, the employer's image has a considerable impact on the
organization's attractiveness (Chhabra & Sharma, 2014). The significance of information
accessibility was highlighted by. Greater volumes of information about the firm had a beneficial
influence on application intentions. When potential workers are given knowledge about the
company, they will get more familiar with it, and their considered attractiveness to the employer
will be affected as a result. More knowledge, and hence more familiarity, can positively affect
potential workers' organizational perspectives and, as a result, improve application intentions.
(Lemmink et al., 2003; Foroudi, 2019) For potential workers' application intentions, a positive
picture of the business and consequently a better perceived attractiveness are crucial. Thus,
employer attractiveness is a significant determinant of application intentions.

Employer Brand, in addition to process of Employer Branding, are relatively new concepts
that integrate human resource management (HRM) with marketing strategies. Over the last decade,
both academics and practitioners have become more interested in the topic, particularly as a strong
instrument for demonstrating a competitive edge over high-quality potential workers in the so-
called "war for talents" (Behrends, Baur & Zierke, 2020).

There have been a range of theoretical and empirical methods and orientations toward
Employer Branding, as it is a highly regarded tool in recruiting. As a result, it's critical to convey,
clarify, and concentrate on a fundamental thread of the most frequently accepted facts on this idea.
It is necessary to grasp the concepts of Employer Brand and its branding process before being able
to comprehend the content, dimensions, and impacts of Employer Branding. When applying for a
job, most job seekers have a long list of firms on their list. Employer brand, which is developed
via many activities and channels, such as corporate ratings, is one of the information sources on
employer advantages over job seekers that might be used (Cable and Turban 2003) Employer
Brand and Employer Branding are two related but distinct definitions where Employer Brand is
"qualifier" of the employer, while Employer Branding is "the means to develop or modify" the
Employer Brand (Theurer et al. 2018, p.2). To avoid any potential misunderstandings, it is critical

to distinguish these two specific terms.

1.1.2 Employer Brand & Employer of Choice
Because a company's brand is regarded as one of its most valuable assets, brand

management is a primary emphasis area for many organizations. Although brand is more
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frequently associated with products and corporate identities, it is also a crucial element in human
resource management (Backhaus & Tikoo, 2004) Employer Brand is defined as a "bundle of
functional, economic, and psychological perks offered by employment and linked with the
employer." As an outcome, the value it provides to workers is equal to the value a regular brand
offers to consumers in terms of marketing. Employer Brand "has an identity, and may be presented
similarly to a product brand," therefore standard marketing strategies should also be relevant.
(Ambler & Barrow, 1996, p.3;) It emphasizes the differences between the organization's
employment options or culture and those of its opponents. Even though all employers have a brand,
not many of them use it effectively to represent themselves as a desirable employer (Backhaus,
2016).

Thus, Employer Brand can be defined as "an organization's package of attractive and
sufficiently distinctive employment features targeted at future and present personnel that
distinguishes an employer from its workforce market rivals." (Theurer et al., 2018, p.5) It can be
classified into two components: as a set of benefits for its target audience (i.e. employees) and as
an unique brand as a desirable employer. Overall, most researchers agreed that the term of
Employer Brand is a combination of marketing and HRM sectors, and their interpretations define
Employer Brand as one or both of the following: 1) the company's distinctive identification as an
employer, and 2) an exclusive portfolio of labor opportunities.

As previously said, an Employer Brand is a descriptor or distinctive characteristic that
allows a company to stand out in the labor market from its competitors. As a result, each firm may
create their own Employer Brand by establishing many characteristics. However, not every firm
can achieve the status of Employer of Choice (EOC) inside the eyes of brilliant employees.
Employer of Choice is described as an organization of any scale, functioning in almost any sector
(public, private, or non-profit), that is able to recruit and retain top talent for lengthy periods of
time owing to employees' want to stay with the company (Herman & Gioia, 2000).

For instance, EOC are those who have established themselves in the labor market by
recruiting and keeping the best employees. Those employers have a number of appealing
characteristics that job seekers value. As a result, being regarded an employer of choice is critical
for firms that want to attract a higher-quality pool of candidates.

Furthermore, while various Business Brands have their own distinct characteristics and
levels of attraction to job searchers, the label "Employer of Choice" reflects an employer with a
particular level of attractiveness. In reality, a considerable fraction of job searchers, particularly
the more competent ones, must claim the EOC title (Ghadeer, Badr and AboulEla, 2016).

According to previous research, the inner layer of an EOC is made up of two components:

(1) a mental agreement between employers and prospective employees, and (2) organizational
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identification; these two components imply the quality expectations of the employment relation in
the minds of the target workforce (Bellou et al., 2015). The psychological empowerment represents
a promise regarding the employment connection between the employer and its employees, similar
to the relation between a product's brand and its customer, where the brand is considered as a
promise tied to the product's qualities and overall quality (Bellou et al., 2015)As a result, a firm
must be (1) identifiable and (2) provide a benefit package that are relevant and significant to job

seekers in order to be recognized as an employer of choice.

1.1.3 Employer Branding

Organizations require a mechanism for shaping and communicating their Employer Brand
to their target workers when it is an identifier. Simultaneously, employees and primarily job
seekers, look for "descriptions of characteristics that match their own," but they frequently lack
adequate knowledge about the employer's real working environment and settings to determine
their own degree of fit. (Backhaus, 2004) This is where the Employer Branding process comes in
to bridge the gap between two sides' demands. Because Employer Branding is based on the same
principle as product and corporate branding, it shares many of the same concepts and features. As
a result, it may borrow most of the tactics used during products and corporate branding with a few
adjustments.

The definition of Employer Branding can be described as "sum of a company's efforts to
communicate to current and anticipated employees that it is an attractive place to work. It entails
applying branding principles to the recruitment and hiring process, with a focus on the "package
of functional, financial, and behavioral benefits provided by the employment and associated with
the employing company" in order to set themself apart from other employers, both in terms of
attracting potential employees and motivating, engaging, and retaining current employees
(Backaus & Tikoo, 2004). Additionally, Employer Branding can be defined as "the process of
strategically promoting the Employer Brand externally and internally through brand marketing
activities with the goal of developing the ideal employer image in the organization's target groups."
(Theurer et al. ,2018, p.5) Effective employer branding has a favorable influence on organizations'
distinction in the job market, providing a competitive advantage and improving the efficacy of
employee attraction - a critical component of recruiting.

Employer Branding analyzes the impact of attractive traits on consumers using brand
equity ideas. People's perceptions and beliefs about goods & services brands impact their
preference hierarchies, which increases the possibility of differentiation from rivals (Collins &
Stevens, 2002). As a result, the ideas of brand equity may be generalized to the attractiveness and

recruiting situation, where candidates will choose among appealing businesses based on their
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preferred features. Behrends et al. (2020, according to Petkovic, 2007) noted that the Employer
Branding process is constituted among all decision on the Employer Brand's configuration and
marketing activities that follow that brand. They summarized three main areas of practical
managerial actions related to Employer Branding that are widely cited in research articles:
managing employer value proposition, ensuring consistent Employer Branding potential, and
eventually segregating and constructing a suitable communication strategy for the pertinent target
audience (Behrends et al., 2020).

As reported by Theurer et al. (2018), academic research on Employer Branding has focused
on three application areas and target audiences:

1) Job Market perspective: Employer branding techniques are thought to be especially
useful in highly competitive and high-value-added, knowledge-intensive job sectors,
such as consultancy services or financial services, where quality talent is in short
supply, as opposed to large-scale manufacturing sectors with very few specialized
requirements.

2) Functional Organization perspective: researchers proposed Employer Branding as a
framework for career management programs and a long-term tool for communicating
a company's values, such as in a CSR plan

3) Hyman Resources cycle perspective: the target groups of Employer Branding are
divided into two categories: potential workers for recruiting and existing employees for
retention. The former was termed "employer image management" by Lievens and
Slaughter (2016), while the latter was labeled "employer identity management."
Employer image management is driven by the desire to influence an outsider's
perception of a company as an employer, whereas identity management is motivated
by the want to influence insiders' perceptions of their workspace (Lievens & Slaughter
2016).

The benefits of a great brand, including as uniqueness and loyalty, are the foundation of
Employer Branding strength and value. The brand has to be strong enough to stand out, build
loyalty, satisfy customers, and form an emotional bond with future recruits (Davies, 2008). As a
result, the value of a brand is linked to its level of awareness/recognition and the image it projects
to the public. Aside from distinctiveness and loyalty, Employer Branding may assist the business
in other ways, such as providing a justification for simplifying management and establishing and
focusing on goals, enhancing efficiency, and improving recruiting by guaranteeing a steady supply
of qualified individuals (Holliday, 1997).

Employer Branding is divided into three stages (Lievens (2007):
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1) The establishment of a captivating and unique employer value proposition (the

characteristics or benefits to be offered to future and existing employees

2) The statement of unique value proposition

3) The implementation which entails putting the value proposition's promises into action

in terms of the attractiveness qualities

Employer Branding analyzes the impact of attractive traits on consumers using brand
equity ideas. People's perceptions and beliefs about goods & services brands impact their
preference hierarchies, which increases the possibility of differentiation from rivals (Collins &
Stevens, 2002). As a result, the ideas of brand equity may be generalized to the attractiveness and
recruiting situation, where candidates will choose among appealing businesses based on their
preferred features. Behrends et al. (2020, according to Petkovic, 2007) noted that the Employer
Branding process is constituted among all decision on the Employer Brand's configuration and
marketing activities that follow that brand. They summarized three main areas of practical
managerial actions related to Employer Branding that are widely cited in research articles:
managing employer value proposition, ensuring consistent Employer Branding potential, and
eventually segregating and constructing a suitable communication strategy for the pertinent target
audience (Behrends et al., 2020).

As reported by Theurer et al. (2018), academic research on Employer Branding has focused
on three application areas and target audiences:

The benefits of a great brand, including as uniqueness and loyalty, are the foundation of
Employer Branding strength and value. The brand has to be strong enough to stand out, build
loyalty, satisfy customers, and form an emotional bond with future recruits (Davies, 2008). As a
result, the value of a brand is linked to its level of awareness/recognition and the image it projects
to the public. Aside from distinctiveness and loyalty, Employer Branding may assist the business
in other ways, such as providing a justification for simplifying management and establishing and
focusing on goals, enhancing efficiency, and improving recruiting by guaranteeing a steady supply
of qualified individuals (Holliday, 1997).

The creation and development of a value proposition is an important aspect of the employer
branding process. The brand should reflect the value proposition. That is, corporate culture, actual
employment reputation, style of management, perceptions of product or service quality, and
current employee skills package the specific values the firm delivers to employees. The value
proposition comprises crucial details regarding what the firm may provide to its employees. The
brand broadcasts this information.

To put a marketing aspect on organizational attractiveness, Lievens and Highhouse (2003)

established an employer branding framework informed and based on branding theory. The authors
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use the instrumental-symbolic paradigm from marketing theory to shape their features. The authors
underline that their research might help managers design the employer brand in order to increase
recruiting effectiveness and acquire a competitive edge. Furthermore, the authors claim that only
by include both instrumental and symbolic traits in their employer branding approach would they
be able to gain a competitive edge.

Employer branding is a relatively recent concept in the commercial environment. Employer
branding techniques that are successful result in reduced recruitment turnover rates, a higher
number of qualified candidates, fewer recruiting expenses, and a higher competitive advantage
(Alshathry, Clarke & Goodman, 2017). These actions, in turn, complement one other in two key
areas: internal and external. Both viewpoints are necessary for establishing a successful employer
brand, that is, establishing an environment of honesty, as well as achieving the company's objective
and vision (Vatsa, 2016)

1) External employer branding is a measure of how appealing a company is to potential
employees (Vatsa, 2016). These activities are related with the employer brand's external
marketing, and they are carried out with the goal of recruiting potential workers (Backhaus
& Tikoo, 2004). Furthermore, external employer branding operations are concerned with
more than just enticing potential workers. This action is also important for strengthening
the company's brand. As a result, it's critical that external employer branding operations
align with other branding efforts, such as product branding. The employer brand's external
marketing is critical in creating impressions of the organization as a desirable employer.
External employer branding initiatives demonstrate how the firm distinguishes itself from
other employers and, as a result, attracts the best employees.

2) Internal employer branding procedures refer to ensuring that the external employer
branding actions deliver on their objectives. The activities are designed to develop a staff
that is committed to the company's values and aims. This involves fostering a workplace
culture that encourages managers' desired behaviors while also improving employees'
quality of life. Internal employer branding success indicates that the company is able to
retain staff (Backhaus & Tikoo, 2004). In contrast to external employer branding
operations, which are focused with promoting the business brand value among potential
workers, internal employer branding is the process by which the employer maintains the
employer brand value among existing employees. Internal employer branding efforts are
part of a strategy approach aimed at coordinating and motivating staff to do their best work.
Internal communications, sustainability aspects, recruiting procedures, leadership
practices, training assistance, and reward and recognition programs are examples of such

activity areas.
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As previously stated, Lievens and Highhouse (2003) classify employer brand elements into

instrumental and symbolic categories:

1)

2)

Instrumental factors are linked to organizational characteristics and refer to these as
the "traditional" attributes of the brand. Compensation packages, flexible working
hours, perks, job stability, promotion possibilities, and task demands are examples of
instrumental qualities.

Symbolic factors are the other type of employer brand attribute which may be related
personality and self-perception. Sincerity (warmth, acceptance, and integrity),
innovativeness, competence, and robustness (masculine, strong, robust) are examples

of symbolic traits.

Kucherov and Zavyalova (2012) developed a consistent classification of employer brand

qualities as economical, psychological, functional, and organizational attributes at a more current

point in time:

1)

2)

3)

4)

Economical attributes: compensation packages and employment guaranties, fair
system of benefits and promotions, flexible schedule

Psychological attributes: strong corporate culture, pleasant interpersonal ties in the
workplace, teamwork, and objective evaluation of work

Functional attributes: the nature of job, educational perspectives, possibilities for
professional progress, and prospects to fully actualize employees' knowledge and
abilities

Organizational attributes: market segment leadership, worldwide scope of
operations, organization history, consumer brand reputation, top manager prestige, and

management style.

In summary, Employer Branding, from a practical standpoint, is a process in which a

business first determines its own qualities, important values, and principles, which then shapes the

type of experience and incentives it can provide to its employees. Examine how its employment

offering varies (better) from that of rivals, and how it may improve to distinguish itself. The final

phase is to communicate to the target present and future workers its desired authenticity and

uniqueness as an employer (Edwards, 2010). Based on the research of the scholars four key

employer branding characteristics were identified: functional, economic, psychological, and

organizational classifications. These categories were chosen because they have been frequently

mentioned and are also the most contemporary in the research on workplace branding. The material

reviewed in this part served as the foundation for developing the survey questions.

18



[ Internal Activities ] —| Organizational Attributes

Y

Functional Atributes
Employer
e
Branding
Psychological Atributes
A
[ External Activities ] ~——| Economic Atributes

Figure 2: Employer Branding Conception

1.2 The concept of Generation

Generation can be classified as "A group of individuals of a similar age living in a specific
time and historical location" (Sitko-Dominik, 2019, p.123). Cohesive values are thought to arise
amongst these people as a result of their shared life experiences, historical and social contexts
(Howe & Strauss, 2000;) The most common method for separating generations is by using birth-
year ranges, according to which generations are comprised of people who share "birth years, ages,
and crucial life events at critical periods of development" (Kupperschmidt, 2000) The theory
behind this is based on the premise that persons with comparable living situations and experiences
have similar personalities, traits, and life perspectives. This shared awareness between cohorts,
according to Rudolph et al. (2017) and Statnick (2019, p.275), results in recognizable qualities that
are specific towards each new generation, allowing for the observation of distinct generations'
behavior in professional environments.

Researchers focus on the three elements that determine the construction of generations: (1)
period (i.e. historical time frame in which key events occurred), (2) life-cycle (i.e. people's life
stage and adulthood), and (3) cohort (i.e. group of individuals with similar beliefs) (Pew Research)

1) Major or significant events (e.g., military conflicts, catastrophic events, or revolutions

or cultural aspects (e.g., music, pop culture (Strauss & Howe, 2000) that occur during
a particular era are declared to be a fundamental prerequisite that challenges the social
hierarchies and provides the foundation for the birth of a new generation.

2) Historical Events or cultural aspects have varied influence on individuals at different

phases of their lives. For example, elderly people's views and attitudes have been set
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for a long time, allowing them less receptive to change than younger individuals whose

consciousness begins when those events occur.

3) Those individuals who are engaged to the same historical context, particularly while

they are in the process of forming an opinion, share cohort features and mindsets that

become relatively permanent as they age. This event may lead to discrepancies that sets

them apart from those who did not have the same experience. Young individuals

throughout the war, for example, had comparable experiences to their classmates, yet

those born after the conflict have radically different experiences.

These characteristics determine generational cohort segmentation, but evaluating the

effects they have on individuals is sure to be difficult. As a result, there are a variety of approaches

regarding generational borders, designations, and proposed qualities. The method taken by the

Pew Research Center, as indicated in Table 1, is one of the most widely used definitions among

current researchers and practitioners. Pew Research used a variety of statistics, beliefs, past events,

pop culture, and academics' consensus to determine the borders of generations, which are regarded

guides for research rather than definite scientific differences.

The generations defined

1920 1940

Born 1946-64

Born 1928-45

1960

Born 1981-96

Born 1965-80

1980

Born 1997-2012

2000

GENERATION AGE

IN 2019

Generation Z
ages 7-22%*

Millennials
ages 23-38

Generation X
ages 39-54

Boomers
ages 55-73

Silent
ages 74-91

2020

*No chronological endpoint has been set for this group. For this analysis, Generation Z is defined as those ages 7 to 22 in 2019.

PEW RESEARCH CENTER

Figure 2: The Generations (Pew Research Center, 2019)

1) Silent Generation (ages 74-91; born 1928-1945) - this cohort is characterized by its
childhood experiences during the Great Depression (1930 in the USA) and The World

War II. The term derives from their allegedly conformist and democratic nature.

2) Boomers (ages 55-73; 1946 - 1964) — with their label symbolizing the postwar period

of rapid population growth with the emergence and popularity of televisions
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3) Generation X (ages 39-54; 1965 - 1980) - experienced social turmoils and the computer
revolution

4) Millennials (ages 23-38; 1981-1996) — this cohort was among the first to witness the
internet's phenomenal growth and further explosion. . As the most studied generation,
millennials are also the target of the most prejudices and judgments from previous
generations.

5) Generation Z (ages 7-22; 1997-2012) - Accessing smart phones and the Internet is
instinctive for this cohort and has become the norm. Members of Generation Z are
proportionally the most varied and well-educated, with features and attitudes that are
vastly different from those of previous generations. This generation has recently
received a lot of attention since they will be the ones to create society in the future
decades.

Although the concept of generations has opened up several opportunities for analyzing
social psychology and designing practical plans for segmented groups of people, it has also been
attacked by researchers because of its absence of in-depth scientific framework and more or less
overly simplistic approach. Some of researchers Elder (1998), Costanza, D. and Finkelstein, L.
(2015) stated that ages and defined periods are insufficient to allow cohort segmentation and
comparison, but that other elements such as individual traits, significant background, technologies,
and genetic influences have more theoretical and empirical evidence to explain individual
variations.

Additionally, most definitions which were developed inf the beginning of emerging of
generational cohorts', according to Cadiz, Truxillo, and Fraccaroli (2015), are based on U.S.
narrowly focused events, which completely disregard the ethnic, geographical, political
differences of people in other regions of the United States and outside of the United States who
did not experience or are not affected by the same events as those in the studied region (e.g., the
tragedy of the 11/9 attack has less impact on people from Europe or Asia)

Notwithstanding these weaknesses, the notion of generation gaps continues to give useful
guidelines for future social psychological research and organizational strategy, especially when
properly oriented to solve its weak points. The common method of segmenting the population by
birth-year period has a somewhat justifiable explanation: there are turning points and major
advancements (e.g., military conflicts, human migration, advancements in technology, epidemics)
throughout the world's chronological history that have transitioned humanity on a global scale (e.g.
Strauss & Howe, 2000; Turner, 2015). These crucial moments may shape the methods of doing
things, desires, and views of people who live during that time period, making them significantly

different from others. As a result, this notion provides a useful perspective for better understanding
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why a certain group of individuals thinks and acts the way they do, while ignoring individual
variables, which helps better forecast people's thinking and future behaviors. Managers and
executives have been using the direction provided by generation research to develop strategies and
policies for dealing with consumers and workers that have the same traits as their cohorts: What
sort of message is best received? What advantages will be most beneficial to them? What is the
best way to design a product or a place of work? Practitioners still admire the notion of generations
and use it as a strong instrument to develop their image, behavior and action.

Taking the concept's constructive critiques into account, one may strengthen its theoretical
foundations and provide a solid theoretical foundation for the age difference concept. Instead of
viewing generational differences through all the perspective of prejudiced and monotonous
stereotypes, Costanza and Finkelstein (2015) recommended managers to focus on individual traits
and adjusting formative and population trends that represent the current and future workplace and
have a precise influence on corporate performance and outcomes.

Furthermore, rather than presuming a one-size-fits-all technique, it is important to consider
the geographical and cultural variations that influence the types of experience people from
different places have. It's essential to mention that the ultimate goal of learning and applying
generational concept is to incorporate and facilitate effectively the diversity and strength of
people's differences, not to broaden the gap and fragment generation of people with unfair
treatments based on prejudices like "these people belong to this generation, so they're all the same

and act the same way."

1.2.1 Generational gap in context of Employer Branding

Numerous researches have been conducted to determine the impact of the age factor on
brand formation and how preferences vary over time. There have been several studies that indicate
how preferences are prioritized by Baby Boomers, Generation X, and generation Y (Millennials).
According to Sao Paulo, a study of 937 respondents, 5% of whom were baby boomers, 66 % were
generation X, and 30 % were generation Y respondents from various industrial sectors, found that
for Baby Boomers, Interest Value is more important than the other qualities, which might
cooperate with survey results displaying that people these days are more dedicated to their jobs,
as studied by Gursoyiet al. and Dries et al Generation X members are reported to be extremely
autonomous and not overly dedicated to the company, but generation Y members, often known as
millennials, are more concerned with the incentive package or income, as well as growth
possibilities and a favorable work environment.

It would be logical to note the fact that all past generations have been studied (in the context

of Employer Brandong) in more detail manner than Generation z, since representatives are just
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starting to work and appear on the labor market. In order to understand the specifics of this study,
it is necessary to refer to the works that analyze the previous generation — Generation Y
(Millennials)

According to research of Rupali Khanolkar, Millennials are most driven by notoriety,
employment possibilities, and economic worth. Because Generation Y want frequent transition
and stable promotion, employers should give a sample of vertical and horizontal work progression
opportunities for them. For millennials to demand precise and honest criticism, coaching, and a
great lot of aid, employers must create a successful and effective communication environment, as
well as supervisor/employee connections and a sense of closeness. The capacity of a company to
efficiently resolve disagreements was highly valued in this century. Employers that see the need
for change should invest more time and money in developing and implementing an inclusive and
responsive management style.

Feldman and Saratovsky also considered themselves to be technologically connected,
innovative, solution-oriented, self-organized, and transparent. This transparency is critical because
they think (and expect) that businesses must be open to criticism and comments and endeavor to
improve as a result of them. Personal interactions, technology skills, and social media are used to
inspire people. Millennials have also brought some of their ideals to work (Espinoza, Ukleja &
Rusch, 2011). Family security, according to these writers, is a basic requirement. Job-life balance
and self-expression are viewed as healthy; responsibility is defined as goal-oriented; ambition is
defined as the desire to receive rewards; and identity is defined as the desire to find value in one's
work. However, we must keep in mind that when these principles are brought into the workplace,

they will be influenced by the culture of the company.

1.2.2 Generation Z (characteristics)

Generation Z is the most recent generation of workers to find employment, with the oldest
individuals reaching the age of 25 by 2022. Gen Z individuals are surrounded by a more
independent culture that promotes inner traits such as "personal effort," "courage,"
"independence," and "control". Generation Z grew up in a century marked by the greatest number
of rapid changes in a short amount of time. Gen Z members are referred to be "digital natives"
since the commercial internet was developed and popularized about 1995, and even the oldest
members of this generational cohort have never known life without it. When compared to their
predecessors, this Generation's early access to network connections and various types of
convenient devices gave them an exceptional ability to comfortably process a large amount of
information in a short amount of time and cross-reference from multiple sources of knowledge

(Francis & Hoefel, 2018). With practically all youngsters having access to computers, cellphones,
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or tablets, Gen Z prefers to transfer everything to the digital sphere, including information seeking,
studying, purchasing, and interacting. They know how to use social media and find it "more easy
to speak with peers online than in real life,» (Palley, 2012; Turner, 2015, p.108)

Gen Z's technological sensitivity and high information processing capacity help them to
effectively absorb knowledge, make better judgments, and innovate new approaches. Nonetheless,
the massive volume of information they are exposed to makes it difficult to refine the information
source, as well as resulting in an exceptionally short attention span of "eight seconds" according
to statistics (Deloitte & NEW, 2019; Vivendi, 2020). These shortcomings make it more difficult
for Gen Z to stay focused and patient, while also making it more difficult for marketers to engage
and attract them.

Thus, due to the he growth of the internet, open networks, smartphones and laptops,
advanced computers, digital technologies and social networks may characterize this time period
(Singh & Dangmei, 2016). Their lives are more intertwined with electronics and the digital world
than previous generations', and being digitally centric is therefore an element of their identity
(Karacsony et al., 2020).

Due to the majority of representers of Generation Z spend most of the time online, it is
natural for them to be able to communicate with anyone at any time. This generation is able to
perform efficiently in both the actual and virtual worlds as a result of growing up in the digital era.
As a consequence, they are competent at conducting origin and information verification, as well
as gathering information on people with whom they are or will be engaging (Dolot, 2018). Such
upbringing helps to the development of Generation Z's attitude, which emphasizes innovation and
freedom. Furthermore, because their lives were heavily influenced by expanding income gaps,
rising living costs and tuition fees, along with strong consequences from multiple economic crises,
including the global financial recession from 2008 to 2010 and, most recently, the Covid pandemic,
Generation Z teenagers and children growing up in financially troubled families developed an
early awareness of the significance of financial stability. According to research, representers of
Generation Z value work stability above a high income (Francis & Hoefel, 2018) and "prioritizes
economic security over personal fulfillment» (Deloitte & NEW, 2019). Generation Z is the most
culturally diverse and technologically advanced of all the generations. People are always on their
way to becoming the most educated generation in history. Families of this generation, Gen X, are
more educated than those of Millennials and earlier generations, which undoubtedly adds to the
greater prosperity of Generation Z families and the abundance of information sources accessible
(Pew Research Center, 2018).

In a Facebook-commissioned poll of Generation Z in 2019, 61 percent of respondents

stated that they identify themselves as global citizens. Therefore, Gen Z has been labeled "the first
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global Generation," as a result of their capacity to adapt to a limitless global existence and universal
comprehension owing to technological advancements (Robert Half, 2015;). Gen Z is the world's
most diverse young generation, with female empowerment, dignity, and minority rights which is
becoming increasingly prevalent (Behrer & Bergh, 2016). These social issues have become
imprinted in their consciousness and have formed a cornerstone of their base norms of beaviour.
Generation Z takes environmental issues into account when making lifestyle, purchasing, and
employment decisions because they, more than anyone else, understand the implications of
deteriorating the planet and climate change for their own future For their diversity, pragmatism,
and willingness to speak up, Gen Z has earned the title "True Gen": being true to themselves,
respecting distinct realities unique to others, being willing to open up, and trying to see things as

they actually are (Francis & Hoefel, 2018)

1.2.3 Generation Z (Workplace / Employment Expectations)

Because of Gen Z's financial instability and living standards, stability and a solid salary are
likely to be the most essential values they want in a potential employment, which is compatible
with Gen Z's desire for working full-time for large-scale, worldwide businesses ( Francis & Hoefel,
2018) Iorgulescu (2016) further said that Gen Z is likely to be drawn to companies who can provide
them opportunity to progress in their careers, try new things, and take on leadership roles. This is
in line with Gen Z's passion for creativity, self-expression, and entrepreneurial thinking. Numerous
Generation Z individuals are driven by a great desire to become independent, achieve many goals,
and obtain top positions, with a substantial number of those young people continuously pushing
themselves to plan for the future (EY, 2020).

The generation Z aspires to be leaders and has a strong urge for management to listen to
their thoughts (Workplace Intelligence, 2014). They are seeking for employment and learning
chances while working in order to succeed in the business sector; by creating these possibilities,
mutual engagement will be accumulated (Adecco, 2016). They are interested in gaining hard and
soft skills that will enhance their performance because they are unskilled employees (Gabrielova
& Buchko, 2021) Members of the generation, on the other hand, are searching for a pleasant
workplace, a position where they can represent themselves and sense like they are making
significant contributions (Gabrielova & Buchko, 2021). A flexible work schedule, accessibility,
and autonomy are also important to Generation Z. (Singh & Dangmei, 2016). Their
competitiveness is linked to their independence; the capacity to handle their own initiatives allows
them to demonstrate their talents and abilities; they also do not want their employment to be reliant
upon others. Tulgan (2013) stressed the need of security for Generation Z. He stated that because

members grew up during a recession and saw the effects on their parents, they became more aware
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of finances and concerned about saving and job stability. According to Randstad (2016) study, or
more 50% of Generation Z is concerned about their future because of college debt and a shaky
labor market.

Numerous studies show that "Generation Z" is a "we-generation" that is more socially
conscious, concerned about social issues (Macalik and Sulich 2019), concerned about corporate
social responsibility, and concerned about global environmental problems such as global warming
and environmental issues, renewable technologies, pollution, recycling trends, and so on (Patel,
2017 and Masdar, 2019). A 2016 "Masdar Gen Z Global Sustainability Survey" of a sample of
Generation Z respondents from 20 countries found that the great majority of respondents,
particularly in developing nations, had high expectations of the private sector and desire to pursue
jobs in sustainability (Masdar, 2019).

While digital is such an important element of Gen Z's identity, its affects can be seen in
every facet of their personal and professional life. For Gen Z, digital procedures and digital
channels are likely to be more appealing and intuitive than for previous generations. To begin with,
generation Z youngsters build all of their contacts and information processing operations via online
platforms and social networks. Tabaka (2019) noted that people utilize social media in diverse
ways; for all age groups except Generation Z, Facebook is the favored social media site. YouTube,
Twitter, and Instagram are the platforms of choice for this age. They have a goal to make a
difference, and the ability to do so through their employment is extremely important to Generation
Z when it comes to picking an employer. Implying that enterprises should use online social
platforms to reach out to them. This is not a simple undertaking, however, because the internet
makes things easier than ever for businesses from all over the world to contact job searchers,
escalating the rivalry for talent. (Sidorcuka & Chesnovicka, 2017)). The constant flood of
information and interruptions that Gen Z is constantly faced with devalues their attention and
makes it difficult for them to be patient. This is a difficult dilemma for recruiters, who must be
linked to Gen Z on a regular basis and have effective messaging content to capture their attention

Generation Z recognizes the unreliability and instability of the public internet source better
than anyone else, and they place a higher importance on security and accountability than anybody
else. Employers must demonstrate transparency whenever they want to build a relationship with
today's youngsters (EY, 2020). "Generation Z," according to Kislingbury (2019), desires a better
work-life balance. Employees are intended to stay within a firm for 5 years or longer if they can
meet this desire. Working online or mixed timetable (online and offline days during a week) is one
strategy to promote employee work-life balance; they desire the flexibility to work from wherever.

Employees from Generation Z cohort desire more feedback, and they want on frequent

basis in order to adjust working behavior. This business procedure can help retain employees, since
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more than two-thirds of Generation Z feel that improved manager evaluation motivates them to
stay on the job. Furthermore, enhanced corporate social responsibility policies are a top priority
for them, especially in the area of inclusion and fairness, where 77 percent of Generation Z picks
their job based on this criteria Kislingbury (2019)

Furthermore, as technology has made endless flexibility possible, Gen Z — as beta testers
of all trends — prefers flexibility and uses it as the foundation for everything they are doing.
According to a survey of young European employees, the most appealing employment
characteristic for Gen Z is a flexible schedule (Sidorcuka & Chesnovicka, 2017) The explanation
for this tends to do so because the flexible work schedule helps many young people to manage
their lives by combining job with personalized learning activities.

Thus, the most essential elements for Gen Z while looking for a job, according to various
studies, are progression opportunities, compensation, work stability, and personal impact.
Despite the fact that Generation Z members do not have a particular set of features and interests,
they do share a desire to pursue a career path that is connected with their own identities and
given the opportunity to express themselves. Generation Z prefers to work in areas with which
they are familiar and share common interests over sectors with which they do not usually engage.
Furthermore, the performance of the components or the jobs itself is therefore no longer the main
criterion Gen Z uses to assess an employer; ethics, practices, and societal repercussions are also
taken into account. (2019, Deloitte & NEW) Generation Z supports organizations that consider
and recognize differences, such as gender, race, religion, personality, and any other, since they
themselves are individuals of great diversity. Because one's employment is typically connected
with one's identity, it's critical for Generation Z to choose the ideal employer who can accurately
represent their unique beliefs. Transparency is extremely important to Generation Z, as earlier
mentioned. People choose to work for a manager who is trustworthy, transparent, and fair
(Schawbel, 2014). They prefer working for a company that contributes in the development and
community responsibility in addition to this honesty and transparency (Singh & Dangmei, 2016).
This ties together with their activism and sense of responsibility for the world's future. When this

generation enters the workforce, they will have their own set of needs.
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CHAPTER 2: RESEARCH METHODOLOGY

2.1 Research Approach

The previous researches have explored the complexity of the «talent wary» in earlier
sections and the consequences that investing in Employer Brand initiatives is a requirement for
businesses. A solid job offer is insufficient in and of itself, and it cannot ensure the level and
quality of the prospective candidates if somehow the hiring process is ineffective. As new career
options develop everywhere and job searchers have a multitude of options, the Employer Brand
should arguably be treated with the same attention as its consumer brand. Based on theoretical and
literature review, three hypotheses were created:

H1: Employer branding is important for Generation Z potential employees

Employer branding activities are becoming increasingly important in improving visibility
and emphasizing employment among the information emerging to young people every day, due to
the ease of obtaining online data and the number of contradictory information available online.
Furthermore, the internet's capacity allows employees to search and compare different professions
emphasizes the need of employers taking Employer Brand advertising seriously. In light of this, it
should be stated that the Employer Brand is a crucial factor affecting Gen Z's job search and
employment decisions.

H2: Among the instrumental aspects of Employer Brand image, Generation Z job
seekers place a higher value on (1) Career Development, (2) Innovative and Adaptive Job,
(3) HR Development

As previously stated in this thesis, despite individual characteristics, Gen Z members are
likely to have a common list of requirements and expectations from future employers. Companies
may utilize the knowledge about Gen Z's expectations and values to improve their organizational
desirability to target potential candidates. Gen Z is well-known for being a flexible, inventive, and
tech-savvy age, so it's only logical that they want businesses to have at least a decent degree of
agility and innovation. Literatures also show that we are in the midst of a technological revolution.
Moreover, studies illustrate that Gen Z young individuals have an intense tendency for growth
potential, decent salary, and a highly secure job in an era of great technological advancements but
full of uncertainties (Adecco, 2015; Robert Half, 2015;), that have undoubtedly been highlighted
by the cultural and economic circumstances. Current economic and political situation in the world
complement Gen Z's requirements for financial stability and long-term employment security.
Further to that, Maslow's Hierarchy of Needs (Maslow, 1943) can indeed be interpreted in terms
of an emerging concept of job seekers' appeal progressively moving to basic and safety needs
rather than top-level values, which could affect the relevance of basic factors in Gen Z's perception

of job attractiveness in some way.
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freedom from threat
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Food, water,
sleep, warmth

Pay, cafeteria,
benefits

Physiological

Figure 2 Figure 4 Maslow Hierarchy of Needs (Thomson, n.d)

For a deeper comprehension, the Hierarchy of Needs at Work proposes that people's needs
be organized into five levels, with the bottom hierarchy having to be satisfied before the next level
that may encourage the person. The five stages, from lowest to highest need, are as follows:

1) Psychological/Fundamental (i.e., expect to be paid, economic advantages, work

conditions)

2) Safety/Welfare (i.e., job stability, prevention from risks)

3) Social/Collective (i.e., relationship with coworkers, communication and collaboration)

4) Esteem/Recognition (i.e., appreciation and recognition)

5) Self-actualization/Self-consciousness (i.e. individual's possible future value creation)

In conclusion, the reasons outlined above might provide some guidelines on the
combination of employer image's fundamental features that are desirable to Gen Z, which include
creative and adaptable job characteristics, opportunities for career advancement.

H3: Among the symbolic aspects of Employer Brand image, Generation Z  job
seekers place a higher value on (1) Competence, (2) Innovativeness, (3) Sincerity

Furthermore, as previously indicated, Gen Z's pragmatism in functional values is not
always a simple trade over individual validity. Gen Z motivation has been formed by their
unrivaled variety and appreciation of cultural diversity, and thus a desire for honesty and openness
in their future corporate identity. Since Gen Z's drive to defend and promote individual identity
and style, as well as the necessity to pursue Truth, are aligned with values of integrity and sincerity,

representing that Sincerity (Lievens & Highhouse, 2003) turns to be a desirable symbolic quality
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to them. Similarly, Lievens and Highhouse (2003)'s representational aspect Innovativeness may
be a relevant employer's attribute desired after by Gen Z, since this trait reflects the adventurous,
daring, energetic parts of themselves that these young, proactive persons wish to portray. Finally,
due to the desires for work stability and a profitable career path, Sincerity, the symbolic
characteristic empirically proved to be relevant in Lievens and Highhouse's 2003 study, should
have some relevance for Gen Z members. As a result of these assumptions, hypothesis 3

concerning the individual dimension of employer image and brand is proposed.

2.2 Research design & method

The primary goal of this study is to find out what traits are most important to Generation Z
people, using a quantitative research technique. For research reasons, qualitative and
quantitative methodologies are separated. When exploring emerging research questions and topics,
qualitative approaches are recommended. Quantitative approaches use standardized examinations,
evaluation procedures, and survey studies to collect information. Taking into account the nature
and the methodology of the thesis, the quantitative method was chosen. Quantitative refers to data
collection methods or analysis techniques that create or employ numerical data.

The following are some of the reasons why monomethod quantitative research was chosen:

- Scaling and estimating may be done using the data obtained by the quantitative
technique. Limitations of the survey makes the data control simple, and the components
of uncertainties and unusuality are largely excluded.

- The necessity to re-define issues and introduction of original approaches using
exploratory qualitative research has been reduced by the availability of pre-existing
theories on the subject. However, the absence of empirical data on the problem requires
further descriptive study and testing, which are quantitative method’s strong points.

- It's too premature to properly collect and publish detailed reports on Gen Z's features
and habits, much alone try to explain them, because they've just recently entered the
labor market. Researchers should continue to focus on descriptive research and their
quantitative reports at this time. However, this means that the hypothesis will need to
be retested in the future, as well as long-term investigations.

Moreover, deductive technique was used to answer the research questions. The study is
guided by theory in a logical method. An inductive technique, on the other hand, is said to
develop theory. The purpose of descriptive research is to provide accurate and consistent
representations of the profile of a person, event, or situation. The following are some of the
important aspects of the deductive research approach, according to Saunders and Thornhill

(2007):
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- Variable controls are used to ensure that hypotheses are tested accurately.

- Methodology that is structured to allow future research to be replicated

- Operationalized principles that make quantitative fact assessment smoother.

- To guarantee that the issues are properly understood, strict definitions of concepts are

reduced to the smallest feasible elements using the reductive approach.

- Abundant amount of sample size which allow applicability of the principles which

were tested

According to these criteria, the purpose of this thesis is to define the preferences and
characteristics of Generation Z job searchers. Due to analyzing hypothesis which were set, the
author of this thesis tends to gather points of view from targeted test subjects and as a result, bring
important insights that provide organizations with relevant information about these recent
employment market newcomers.

The features and aspects of Employer Branding were examined for this study. This survey
is built on the foundation of these characteristics. Foundation for survey question was chosen due
to the fact that it is well-known and acknowledged in the current employer branding literature.
Using Kucherov and Zavyalova's (2012) and Lievens and Highhouse (2003) categorization of
employer branding features, which include functional, economic, psychological, and
organizational aspects, common themes have been found and classified. The prevalent themes
serve as the foundation for our survey questions, as the information gathered was utilized to

determine which traits are most appreciated.

2.3 Data Collection

The data for this study was gathered from a primary source by conducting a quantitative
survey to learn about Generation Z's views on Employer Brand and their job-searching habits. The
survey is conducted using a closed-ended questionnaire that is delivered online. The respondents
are self-selected to reply to the questionnaire of their own choice, and the sampling is done on a
convenience basis.

The most appropriate data gathering strategy was examined after choosing on a study
subject, examining literature, and settling on our research questions. The survey - questionnaire
technique was chosen for this thesis since it is usually connected with a deductive approach. A
survey is also a good method to pair with descriptive research since it allows the authors to collect
a significant quantity of data from a limited sample of people. To carry out this technique, the poll
questionnaire was made basic and uniform so that they may be easily recorded, interpreted, and
compared. Despite its limitations in recording opinions outside of a predetermined structure (e.g.,

records from the interview in a free-form), the questionnaire survey allows to obtain enough
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quantitative data and analyze it effectively using quantitative techniques to derive reliable

predictions and estimations of the population under study.

In designing of appropriate survey questions, Likert scale with range from 1-5 was used:

1 = Absolutely unimportant

2=
3=
4=
5=

Fairly unimportant/untrue
Undecided
Fairly important/true

Very important/true

The questionnaire cconsists of three parts: background, perceptions on Employer Brand,

and job seeking behaviors.

1)

2)

3)

The first section consists of questions on respondents' birth year and gender. Questions
regarding their educational background, work experience, personal history, desired
employment field, and so on were used to broaden overall picture and respondents for
further company’s recommendations. The questions in this section include selection
and multiple choice, allowing the person being surveyed to pick the best response for
their circumstance or enter in a short alternative answer if they possess anything other
than the stated options.

The second section consists of questions about respondents’ perception on Employer
Brand, the instrumental and symbolic Employer Brand image components. The
importance of the questions in this section is graded on a five-point scale ranging from
extremely absolutely unimportant (1) to very important (5). Because of the presumed
equal increments from one point to the next and the lack of a genuine zero point, the
data gathered in this section is classified as numerical interval data.

The third sections contain questions regarding people's seeking behavior of potential

employer and various channels, that are used for these purposes.

2.4 Reliability and Validity

The consistency of the study findings derived from data gathering methodologies and data

processing procedures is referred to as reliability (Saunders & Thornhill, 2007). Answering these

questions my help you determine the credibility of research:

Will the measures provide the same effects in the future?
Will other observations come to similar conclusions?

Is the process of making sense of the raw data transparent?

To prevent topic and participation imbalance, the survey was performed in an anonymous

mode, which does not collect or expose respondents' identities, allowing them to speak freely and
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without fear of being judged. To eliminate subject and participation error, the survey's questions
were designed in such a way that external factors such as response time, response circumstances,
and respondents' mood have the least impact on response choices. Before it was sent, the survey
was tested with several representatives of probable respondent groups to verify that no potentially
ambiguous or misleading words, phrases, or concepts were included. The questionnaire has been
designed to only include closed-ended and selection questions, which eliminates observer error
and bias.

Certain data indicate that this research is trustworthy. The questions and the scale from
which the responders might pick are both clearly explained. Individual responses and means were
supplied for each variable tested on the scale, making it easy to identify which characteristics were
the most apparent. Furthermore, because the survey was simple to complete, respondents knew
how to complete it, indicating that consistent responses were collected. Preliminary survey
corroborated this, since test respondents detected no ambiguity-related impacts.

Validity refers to the accuracy of the research measurement or the strength of the research
results in addressing the research questionsio History, testing, instrumentation, mortality,
maturation, and selection are all threats to validity (Saunders & Thornhill, 2007;)

If the authors experienced no new time-period-specific concerns throughout the time this
research was conducted, the validity danger connected to historical era might still be deemed to be
under control. There is limited potential for testing, instrumentation, and mortality concerns since
the survey distribution is rather short, there is only one, unified survey procedure, and there is no
change in the surveying pool.

The author cannot control the research's maturation or selection validity, hence there are
certain limitations to its validity. First, because Gen Z are young individuals in their early careers,
their maturity in terms of age and seniority may be a key element influencing their attitudes and
actions toward Employer Brand and job hunting. To establish the validity of the research, another
investigation on the same topic would be required at a later date. Second, because the questionnaire
is provided online, anonymously, and on a free-will basis, the study may be vulnerable to a
selection bias because the respondents are self-selected to finish the response. The self-selection

may reveal a distinction between those who answered and those who did not.
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CHAPTER 3: RESEARCH RESULTS

The poll seeks to gather responses from Gen Z members who are new to the market or are
about to enter it. These people were born between 1997 and 2003, making them 19 to 25 years old
in 2022. Two surveys were conducted (in Russian and English). Additionally, in the course of the
work, it was decided to conduct an additional survey (which was devoted to previous Generation
X) which was aimed at of the H2 and H3. All in all, 254 replies were received (153 from
Generation Z and 101 from Generation X) All data was analyzed, the results of the analysis are

provided below.

3.1 Key Findings (Background)
The birth years of the samples range from 1997 to 2003, in which 1997 and 2000 are the

most frequently recorded year that accounts for 27.5% and 30.7% of the total number of responses.

5,20%3:9%
8,5%

Age
\‘ 27,5%
10,5% \
13,7% '

/[ 4

30,7%

#1997 = 1998 = 1999 =2000 =2001 =2002 w2003

Chart 1: Age Sample (n=154)

The gender distribution of the respondents is relatively uneven, with more women

(61.4%) participating in the survey than men (38.6%).

Gender

38,6%

61,4%

= Male = Female

Chart 2: Gender Sample (n=154)
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Among respondents, 33.3 % the total number of responses are from Student (Bachelor
Studies) which makes them the biggest group, which took part in the research. Hence, Student
(Master Studies) with 28.8% supplement overall picture of participants of the survey as student.
32.7% is amount of Employed people and 2.6% of Self-Employed people who took part in the
survey.

Occupation
2.6% 2,6%

32,7% |
, 170

28,8%
= Student (Bachelor Studies) = Student (Master Studies)
Employee Self-Emploed
= Unemployed

Chart 3: Occupation (n=154)

In terms of educational background (which was connected to occupation) 46.4% and 31.4%
respectively have Bachelor and Master’s Degree. In sum, 78% of respondents are actual students,
confirming the theory of generations according to the age and lifestyle of a certain generation. This
information agrees with the suggestions at earlier part of the thesis that Gen Z are the highest
educated generation to date.

Educational Background

21.6% 077

31,4%

46,4%

= Unfinished higher education
Completed Secondary
Higher professional education (Bachelor' s degree)
Higher professional education (Master's

Chart 4: Educational Background (n=154)

Questions related to amount of working experience demonstrated that 31.4% of
respondents have less than 1 year of work experience identically with people who have 1- less than

3 years working experience. 22.9% of respondents have 3 — less than 5 years working experience.
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Hence, more than 80% of all respondents have work experience that determines their habits and

preferences in relation to the employer.

Working Experience
0.7% 13,7%

22,9% ’

31,4%

31,4%

= No work experience = Less than 1 year
1 - less than 3 years = 3 - less than 5 years

= 5 years or more

Chart 5: Working Experience (n=154)

Among all respondents 47.7% are actively looking for a job, 37.3% are passively looking
for a job. Respondents who aren’t looking for a job (15.0%) are not rejected in this research due

to the fact that further questions are connected with preferences on workplace.

Are you looking for a job?

15,0%

47,7%
37,3%
= Yes, actively = Yes, passively No

Chart 6: Job search (n=154)

In the context of the type and schedule of work, 39.2% of respondents voted for Full-Time

and 37.7% for Part-Time options. Relatively, 9.7% - Internship, 8.2% - Freelance and 5.2% -

Seasonal/Temporary job.
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What kind of job are you interested in?

8.2% 2%

9,7% 39,2%
37,7%
= Full-time = Part-time
Internship Freelance

= Seasonal/Temporary

Chart 7: Type of Job (n=154)

In terms of interested job spheres, respondents of the survey are highly interested in
Management, Information Technology, Entertainment and Media, Cconsulting, Business and
Management and Consumer goods. All this indicates the interest of the Generation Z in the

corporate sector and new technologies.

The job-are you are interested in

Supply chain E—— 4,6%
Shipping mmm 1,3%
Production m————— 529,
Management IS [ 4,4%,
Law mmm 1,3%
Information Technology and Telecommunications T ——————————— 9 2%,
Hospitality m—— 529%,
Healthcare mmm 1,3%
Finance mmmeeeeesssss——— 6,5%
Fashion and design m——— 529%,
Entertainment and media mnas———— 3 5%,
Engineering and technology mmmmm 2 0%
Consumer goods m———— 7,2%,
Consulting m——— 7,8%
Business and management mEss———————— 7,8%
Banking and finance m————— 52%
Accounting IEEEEE———————— 7 2%

0,0% 2,0% 4,0% 6,0% 8,0% 10,0% 12,0% 14,0% 16,0%

Chart 8: Sphere of Job (n=154)
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3.2 Research results
Cronbach's alpha was calculated for all variables to ensure their reliability. All the blocks
turned out to be quite reliable (a>0.65), so we did not make decisions about excluding variables.

Items have high internal consistency and the result is acceptable to proceed with further analysis.

Cronbach's
Alpha | N of Items
,665 18

Table 1: Cronbach’s Alpha
In the first section of the study, respondents were asked to answer question « How
important is the employer's brand to you when looking for a job? (An employer's brand is the
name, value, image (weak, neutral or strong) of an organization as a "great place to work") and
asked to rank their attitude by using Likert scale (which was explained before) with range from 1-
5 where: 1 = Absolutely unimportant and 5 = Very important. This scale can be classified as an

interval numeric scale if the ranks are equally spaced.

H1: Employer branding is essential for Generation Z potential employees

One-tailed t-hypothesis test on the sample size of 153 (df=152) was conducted on the
question to test whether the Employer Branding is important for Generation Z. As test value, 4.5
was taken due to the fact that it was calculated as an average between 4 (Important) and 5 (Very
important) from Likert scale which was used in the survey. The purpose of the analysis is to
understand whether the mean value is significantly different from test value (4.5). After conducting
One-Sample Test significance level is higher than 0.01. This supports H1 and it can be safely
stated that Employer Brand is considered an important to very important part influencing the job

seeking decisions of Generation Z.

One-Sample Test | I
Test Value = 4.5
t df Sig. (2-tailed) |Mean Difference|nfidence Interval of the Difference
Lower Upper
How important is the
employer's brand to you
when looking for ajob?| -0,724 152 0,47 -0,04248 -0,1583 0,0734

Table 2: Importance of Employer Branding for Generation Z

In the course of the work, it turned out that the data obtained only from Generation Z
participants will not be able to reliably confirm the second and third hypotheses. It was decided to
launch an additional survey aimed at the previous Generation Y (Millennials). They were offered
the same questions regarding job search as Generation Z, then a comparative analysis of their

answers was carried out with 101 additional responses. As a result, through comparison by using
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Mann—Whitney U test, it became possible to statistically accurately determine which instrumental

and symbolic factors are essential for Generation Z.

H2: Among the instrumental aspects of Employer Brand image, Generation Z job
seekers place a higher value on (1) Career Development, (2) Innovative and Adaptive Job,
(3) HR Development

Due to non-normal distribution after Test of Normality, Mann Whitney U-Test was
conducted in order to compare mean values of Generation Z and Generation Y. These data can be
analyzed by comparing the average values of each cohort for each stated question and hypothesis.
Thus, to further understand how Gen Z perceives the relevance of each symbolic aspect,
respondents are asked to rank each factor Likert scale (which was explained before) with range
from 1-5 where: 1 = Absolutely unimportant and 5 = Very important. Table 3 summarizes all 254

responses which were received by 2 cohorts of Generation Z (153) and Generation Y (101)

respectively
Standart Mann - Asymp. Standart Mann - Asymp.
Standart | Deviation |Whitney U-| Sig. (2 Standart | Deviation |Whitney U-|  Sig. (2
Question Mean Deviation | Squared test tailed) Question Mean Deviation | Squared test tailed)
Career Gen Z Job Gen Z
opportunities 45621 59416 04804 Stability 4,7908 42385 03427
2347,500 000 7485,500 309
Gen Y 3,5243 66928 06595 GenY 4,8058 52503 05173
Challenging Job Gen Z 4,0850 1,13525 09178 Manageme Gen Z 43203 87098 07041
=8 - . - 4202,500 000 sg1 : : - 4057,000 000
Gen Y 3,3398 74824 07373 nt Style Gen Y 3,5534 73735 07265
Compan Gen Z Office and Gen Z
” pany 3,1046 1,10717 08951 2371500 000 ) f,l 3,1176 ,89547 07239 2475,000 000
cation Gen'Y 4,6019 71866 07081 nfrastruct | Gen 'Y 43883 86583 08531
Company’s good | Gen Z 3,7451 1,12114 09064 Relationsh [ GenZ 43856 | 1,00737 08144
‘; v : : A 5628,500 | 000 E : . ! 7238500 | 201
and services Gen'Y 43107 92915 09155 ips wit Gen Y 43010 | 102742 | 10123
Human Resource Gen Z Salary and Gen Z
: ) — 42549 | 106084 | 08576 501 000 = Cd ary an 49216 38949 03149 7677500 407
evelopment Gen Y 2,4660 81428 08023 ompensat | Gen Y 4,8835 44942 ,04428
Innovative and Gen Z 4,6732 66718 05394 Simple & Gen Z 2,5948 96952 07838
Adaptive Job 673 . 053 2388,000 000 S S 9695 0783 2652,000 000
aptive Jol Gen'Y 36117 84288 08305 repetitive | Gen Y 3,9320 87741 08645

Table 3: Instrumental Factors

By comparing mean values from analyzed data it can be noted that Career Opportunities,
Challenging Job, Human Resource Department, Innovative and Adaptive job and Management
style are the most valuable instrumental factors for Generation Z. This supports H2 and
complements the information about Generation Z with two additional instrumental factors
(Challenging Job and Management Style) that are essential for this cohort and may be used as a

base for further researches.

H3: Among the symbolic aspects of Employer Brand image, Generation Z job seekers
place a higher value on (1) Competence, (2) Innovativeness, (3) Sincerity
According to a similar scenario as in H2, Table 4 summarizes all 254 responses which were

received by 2 cohorts of Generation Z (153) and Generation Y (101) respectively. Due to non-
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normal distribution after Test of Normality, Mann Whitney U-Test was conducted in order to
compare mean values of Generation Z and Generation Y. These data can be analyzed by comparing

the average values of each cohort for each stated question and hypothesis.

Standart Deviation Mann - Whitney U-test Asymp. Sig. (2 tailed)

Question Mean Standart Deviation Squared

Competence Gen Z 46340 61507 04973
4660,500 000

Gen Y 4,1942 56113 105529

Innovativeness GenZ 44444 73349 105930
1615,000 000

Gen'Y 30777 57205 05637

Prestige GenZ 4,4967 77054 106229
3569,000 ,000

Gen Y 3,7255 69163 06848

Robustness. GenZ 3,6536 92708 07495
2979,000 000

GenY 4,7282 74352 07326

Sincerity Gen Z 4,6053 69204 05613
6016,500 000

Gen Y 42816 85655 08440

Table 4: Symbolic Factors

By comparing mean values, it can be noted that Competence, Innovativeness, Prestige
and Sincerity are the most valuable symbolic factors for Generation Z. This supports H3 and

additionally adds Prestige as an additional factor that may be uses by further researchers.

3.3 Key Findings (Job-Seeking Behavior)

Another goal of the thesis is to learn about the job-seeking habits of Generation Z, in order
to provide companies with information and advice on how to best express their desired employer
brand to potential candidates through various touchpoints and platforms. To better understand job
searchers' behavior, survey participants were given a series of questions on whether they conduct
research on the employer's information and reviews prior to applying, as well as the channels they
utilize to do so.

The first question of the second section «Do you research information about a potential
employer represents that 58.2% always search information about employer before applying, 30.7%
rarely do research and only 11.1% of participants never search information about employer. The
data confirms that Generation Z is actively interested in the available information about the

potential employer.
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Do you research information about a
potential employer?

11,1%

30,7%
° 58.2%

= Always = Rarely = Never

Chart 9: Research of Potential Employer (n=154)

In terms of sources (communication channels) 35.2% respondents prefer Social Networks,
29.7% - Internet Search and forums (Google) and 27.8% prefer company website. Only7.3% prefer
recommendations of family, friends, acquaintances. This diagram highlights the fact that
Generation Z representers is closely related to Social Medias and Internet. It proves assumptions
which were stated in the empirical part - Gen Z was born into a world of peak technological
innovation, where information was immediately accessible and social media became increasingly
prevalent.

What sources (communication channels)

do you use to search for information about
an employer?

7,3%
. 27,8%

35,2%

29,7%

= Company website
= Social networks (VK, LinkedIn, HH, Instagram, Twitter
etc.)

Internet search, reading forums (Google)

Recommendations of family, friends, acquaintances

Chart 10: Communication Channels (n=154)

Question «<How valuable is the information about the employer obtained from the following
sources for you» confirms previous assumptions about social medias and use of Internet itself by

Generation Z. The tendency of Gen Z to work and live alone is a fundamental distinction between
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them and their Millennial peers. Millennials value teamwork, but Gen Z's competitive mentality
drives them to want to be in charge of their own destiny and not rely on others for their success. It
confirms with the smallest number of responses in context of recommendation of family, friend

and acquaintances.

4,50

4,00 3,65 3,86 393

3,50

3,00

2,50 2,20

2,00

1,50

1,00

0,50

0,00

Company website  Social networks Internet search, Recommendations

(VK, LinkedIn, HH,  reading forums  of family, friends,
Instagram, Twitter (Google) acquaintances

etc.)

Chart 11: Preferable Communication Channels (n=154)

In terms of paying attention for company reviews, 45.75% and 43.14% of respondents
rarely and always look for reviews from different channels respectively. This confirms the
information that generation Z is very careful about finding and analyzing employers in the labor

market, studying and exploring all possible options

Do you pay attention to reviews about the
company when you are in the process of
job search?

11,11%

43,14%

45,75%

= Always = Rarely = Never
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Chart 11: Communication Channels (n=154)

In terms of trustful resources which provide reviews, 49% participants of the survey chose
forums and reviews of former employees (via Google), 39.5% preferred Employer ratings (via
HH). It also shows the attitude of generation z towards other people's opinions. This cohort prefers
to rely on people who have already had work experience, and reviews are published in a verified

place.

Which sources do you entrust when
looking for reviews about the company
and the employer?

11,5%

39,5%

49,0%

= Employer ratings (HH)
Forums and reviews of former employees (via Google)

Reviews of friends and relatives

3.4 Discussion of finding and results

Employer Brand is regarded an essential element for Generation Z during the job search
process, according to the empirical findings, especially for job seekers who have a significant
amount of work experience. Indeed, as Gen Z job candidates obtain more work experience, the
importance of Employer Brand grows even more.

From the results of the analysis of H1 it can be evidently stated that, Employer branding is
essential for Generation Z potential employees which is also confirmed by the theoretical study
and previous researchers. Results of the analysis of H2 fully confirm formulated hypothesis about
most valuable and important instrumental factors for Generation Z (Career Development,
Innovative and Adaptive Job, HR Development). Moreover, two new symbolic factors were added
to all the confirmed factors Challenging Job and Management Style. Consequently, regarding H3,
all three symbolic factors (Competence, Innovativeness, Sincerity) were confirmed to be the most
important and valuable for Generation Z. Additionally, new symbolic factor was added (Prestige).
All this information may be used for further researches for more precise outlook and results.

Furthermore, the empirical findings revealed that the majority of Gen Z job searchers

actively seek out information about the target organization. The information sought can come from
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both internal and external sources, including company websites and job advertisements on job
boards, as well as online debate on social media sites (such as Facebook) and discussion sections
(comment sections) on job boards (HH) Additionally, the study demonstrates that source selection
is based on the utility of each source. The utility of a source is defined by its reliability as well as
the amount of expertise the source provides, as previously stated in this thesis. Furthermore, it is
deduced from the theoretical review that, while external sources such as social networks are the
most preferred channel for employer investigation because they are more reliable, internal sources
such as the company's website are ranked most useful because they are considered to provide a
higher level of expertise. An internal source, on the other hand, may earn both competence and
reliability by combining the favorable and unfavorable messages presented in the communication,
as described in the literature study. As a result, businesses may better leverage internal sources
such as existing employee endorsements, especially given the increased trust level of word-of-

mouth sources (recommendations of friends, relatives etc.)

3.5 Limitations and Future Research

The research limits for this thesis are mostly due to a lack of time, which has consequences
for the scope. As a result, it was obliged to frame this study strategy and approach, and
purposefully constrain the research to a certain extent. For example, due to scheduling constraints,
the representative sample is not as large as it might be. Although current sample size is enough for
testing our hypothesis and research objectives, a larger sample size may allow for improved
representability. Because it is difficult to conclude for the Generation Z population at this time, a
larger sample size would improve the accuracy of our findings.

As previously stated, the thesis' constraints are due to the restricted amount of time
available. This factor has influenced the survey's distribution. With some support from colleagues,
friends, it was able to distribute the poll using various social media channels on which it was
published. As a result, it was unable to determine the precise number of people who had access to
the survey and projecting a certain response rate has proven difficult. Furthermore, it was difficult
to determine if respondents are being completely truthful in their responses. However, there is
certainty that responders are being truthful based on the content of the questions.

This research yielded a number of remarkable findings that may serve as a platform for
future research. As instance, future study may include another degree of statistical analysis in the
data processing. For example, if a comparable study were to be conducted in the future, the data
from the survey questions may be subjected to a principal component analysis. The principal
component analysis is interpreted by looking at how variables are connected to one another.

Researchers might also look at how closely the survey questions are connected to one another. To
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put it another way, researchers may look at if there are any links between how people reply to
survey questions. Furthermore, a bigger sample size might be used in a comparable study to
generate more representative results.

In addition, future research should look at job choices among students in different
disciplines of study. As previously stated, the subject of study may have an influence on employer
choices since the atmosphere and perceptions may be shaped by different elements than in the
business field. As a result, employer choices among non-business students may differ from those
of business students. Furthermore, the students in this study all attend top-ranked graduate
programs, which might influence their workplace preferences. To obtain a less homogeneous

sample, future research might include students from a wider range of universities.
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CONCLUSION

Therefore, the empirical study met the thesis goals by supporting a number of key
theoretical hypotheses concerning Generation Z job searchers' views of Employer Brand and their
job-search behaviors in light of these perceptions. All 3 hypothesis were accepted. This proves
that Employer Branding is essential for Generation Z and among instrumental and symbolic factors
Career Development, Innovative and Adaptive Job, HR Development; Competence,
Innovativeness, Sincerity are the most valuable respectively.

However, due to geographical and time constraints, the authors were unable to include
several intriguing topics surrounding Employer Brand in the scope of the survey, such as the
impact of people's actual backgrounds and beliefs on their perception of the Employer Brand and
their job search behaviors. Some potential study branches were excluded from this research, such
as circumstances of change of mind/opinions about the employer during the recruitment stage, the
effects of previous rejection on subsequent application decisions, and some other in-depth aspects
of the topics that may have captivated interest. Future longitudinal investigations of Gen Z
perceptions of Employer Brand are also recommended, according to the authors, in order to more
consistently confirm the findings given in this study. As a result, future researchers may want to
go deeper into these subjects in order to uncover more useful components of the Employer Brand
concept.

Based on the research findings, few recommendations to companies may be concluded in
order to assist in developing an appropriate Employer Brand and communicating that Generation
Z job-seekers. First and foremost, companies should reevaluate their present employer value
proposition, including how internal stakeholders and the general public perceive them, and
compare it to the image they want to project to the targeted prospects. This phase is essential
because it sets the direction in which future Employer Branding initiatives will be directed.
Companies would be able to effectively construct an effective Employer Branding strategy to
develop, alter, or fix it to meet targeted applicants' values and demands if they had a comprehensive
grasp of their present position and the discrepancy between the established brand image and the
perfect image.

Secondly, it is critical that companies focus their branding efforts on establishing a genuine
and consistent image. Employers can use the instrumental and symbolic elements identified by the
authors in this study to create more appealing pictures for their desired brand. Generation Z,
arguably more than any other generation, values honesty and honesty the most, making it vital for
them to uncover those qualities in a potential employer. Employers who fail to establish an
aspirational description that consistently and authentically reflects their real organizational culture

and services risk losing out on highly desirable talent.
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Finally, the authors advise companies to select the best method for effectively
communicating their Employer Brand. Employers may want to focus their branding efforts on
these channels to demonstrate their appearance among young talents, as suggested by the survey
results. Generation Z job seekers most frequently come to job websites, social networks, and the
company's own website to search for employer information, indicating that companies also might
want to concentrate on their marketing initiatives on such channels to showcase their image among
young talents. Companies must also make continuous attempts to maintain their image on
communication media by paying enough attention to what stakeholders and the general public
have to say about them. As digital natives, Gen Z has acquired the habit of double-checking
information before making major decisions, requiring businesses to carefully establish and
maintain a favorable Employer Brand across all media, including official material, reviews, and
word-of-mouth. This can only be accomplished if organizations remain loyal to their Employer
Brand in both words and deeds, and uphold their commitments to existing workers and
stakeholders.

In practice, Employers might use these implications to be more transparent about what they
would offer a potential or present employee in terms of employer branding features in practice.
Employers may also want to consider branding themselves according to the culture they want to
attract. Similarly, companies should think about how to promote themselves in a way that appeals
to both men and women equally. In conclusion, companies may want to consider profiling their
employer brand based on these three factors. Overall, the goal of this thesis is to provide a broad
picture of the Employer Branding idea from the standpoint of recruiting for the youngest
Generation Z. All presented data and conclusions should ideally provide important information
that will assist employers in making sensible branding and recruitment investments in order to hire

top talent.
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Appendix 1 Survey Questionnaire (English)

Research of the influence of Employer Branding on the job-seeking/employment expectations of
Generation Z

Good afternoon!

This survey is part of a research project on Employer Branding influence on the job-
seeking/employment expectations of Generation Z conducted by a student of the Graduate School
of Management.

You will be asked to answer questions about education, type of employment and workplace
preferences.Your answers will remain strictly confidential and anonymous.

The time to fill out the questionnaire will take about 5-7 minutes.
Thank you for your participation!

1. Gender:

] Male

'] Female
2. Birth Year:

1997
1998
1999
2000
2001
2002
2003

O o o o o o

3. Occupation:
[]  Student (Bachelor Studies)
(] Student (Master Studies)
'l Employee
'l Self-Emploed
'] Unemployed

4. Working Experience:

'] No work experience

'] Less than 1 year

[J 1 -less than 3 years

[J 3 -less than 5 years

U

years or more
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5. Educational Background:

U
U
U
U

Unfinished higher education
Completed Secondary
Higher professional education (Bachelor's degree)

Higher professional education (Master's degree)

6. Are you looking for a job?

U
U
U

Yes, actively
Yes, passively

No

7. What kind of work do you prefer?

U
U
U
U

0

Full-time
Part-time
Internship
Freelance

Seasonal/Temporary

8. The job-are you are interested in:

0

U
U
U
U
U
U
U
U
U
U
U
U
U
U
U
U

Accounting

Banking and finance
Business and management
Consulting

Consumer goods
Engineering and technology
Entertainment and media
Fashion and design

Finance

Healthcare

Hospitality

Information Technology and Telecommunications
Law

Management

Production

Shipping

Supply chain
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Section Nel

In this section, you will be asked to answer questions related to the employer's brand and important
factors that guide you when choosing a job.

1. How important is the employer's brand to you when looking for a job? (An employer's
brand is the name, value, image (weak, neutral or strong) of an organization as a '"'great
place to work")

1 2 3 4 5

Absolutely unimportant O O O O O Very important

2. How interesting is the possibility of further employment for you if you learn about it from
a complete stranger?

1 2 3 4 5

Absolutely unimportant O O O O O Very important

3. How public opinion about the employer is important for you when looking for a job?

1 2 3 4 5

Absolutely unimportant O O O O O Very important

4. Rate the most important factors when you looking for a job:

1 - Absolutely 3 4 5-Very
unimportant important
Career
opportunities O O O O O
Challenging
5oh O O O O O
Company
Location O O O O O
Company's
good and O O O O O
services
Human
Resource O O O O O

development

Innovative and
Adaptive Job O O O O O
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5. Rate the most important factors when you looking for a job:

1 - Absolutely 3 4 5-Very
unimportant important
Job Stability O O O O O
Management
Style O O O O O
Office and
Infrastructure O O O O O
Relationships
with colleagues O O O O O
Salary and
Compensation O O O O O
Package

Simple &
repetitive job O O O O O

6. Rate the most important factors when you looking for a job:

i 3 T e
Competence O O O O O
Innovativeness O O @) @) O
Prestige @) O O O @)
Robustness. O O O O O
Sincerity O O O O @)
Section Ne 2:

In this section, you will be asked to answer questions related to the preferences of the search and

evaluation of the employer

1. Do you research information about a potential employer?
[ Always
[l Rarely
[l Never

2. What sources (communication channels) do you use to search for information about an

employer?
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Company website
Social networks (VK, LinkedIn, HH, Instagram, Twitter etc.)

Internet search, reading forums (Google)

O o o o

Recommendations of family, friends, acquaintances

3. How valuable is the information about the employer obtained from the following sources

for you:

1 - Absolutely 5-Very
. 4 "
unimportant important

Company website O O O O O
Social networks

(VK, LinkedIn, HH,

Instagram, Twitter O O O O O

etc.)

N
w

Internet search,

reading forums O O O O O
(Google)

Recommendations

of family, friends, O O O O O

acquaintances

4. Do you pay attention to reviews about the company when you are in the process of job
search?

[ Always

[l Rarely

[J Never

5. Which sources do you entrust when looking for reviews about the company and the

employer?

"1 Employer ratings (HH)
'] Forums and reviews of former employees (via Google)

[1 Reviews of friends and relatives

57



Appendix 2 Survey Questionnaire (Russian)

HccnenoBanue BiMsHUS OpeHIuHTa paboTomarens Ha OXUIAHUA OT TIOMCKa pPabOTHl H

JAIBHENIIETO TPYAOYCTPOUCTBA IIOKOJICHUS Z
J1oOpeiit neHb!

JIaHHBIN ONPOC ABJISIETCS YaCTBIO MCCIIEI0BATEIBCKOIO IPOEKTa M0 U3YYEHUIO IPEICTaBICHUN
NoKoJieHuss Z o OpeHauHre paboronaTencii, mpoBoaumoro crtyiaeHToM Beicmedr IIkosnsr

MenexmenTa.

Bam OyayT mpeasios)keHO OTBETUTh HAa BONPOCH MO MOBOAY OOpa3oBaHUs, BHIA 3aHATOCTH H
npeanoyTeHuil Ha paboueM Mecte.Bamm OTBETHI OCTaHYTCS CTPOrO KOH(PHUICHIMAIBHBIM H

AHOHUMHBIM.
Bpems 3anosnHeHus: aHKETHI 3aiiMeT 0koi1o 10 MUHYT.
Cmacu6o 3a Baie yyactue!

1. IToa:
[l Myxckou
[l XKenckuit

2.T'ox poxnenus:
L1997

[l 1998

L1999

L2000

L2001

L2002
L2003

3. Pox 3ansToCTH:
[l Crynent (bakanaBpuar)
'] CryneHT (Maructparypa)
'] Paborato
[l Camo3aHATBIN
'] Bbe3paboTHbIii

4. Ctax padoThI:
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O O O

0

Memnee 1 roga
1 - menee 3 ner
3 - meHee 5 €T

5 seT u 6osee

5. Bame o0Opa3zoBanue:

U
U
U
U

HesakonueHHoe BbIcIICe
3aKOHYEHHOE CpeiHEe
Bricmiee npodeccronansHoe (OakanaBpuar)

Bricmiee npogeccronansHoe (MarucTparypa)

6. Bol HaxoauTech B moncke padoTni?

U
U
U

Ja, akTuBHO
Ja, maccuBHO

Her

7. Kakyo padotry Bbl paccmaTpuBaerte?

U
U
U
U
U

[Tonublit pabounii neHb
Hemnonnslii pabouuii 1eHb
CraxupoBka

®punanc

Ce3onHas / BpeMeHHas

8. PaGouas o0s1acTh, B KOTOPBIN BBl 3anHTEpecoBaHbI:

0

O o o 4o o o0 o000 o-o-o-oo-godg

bankoBckoe neno u GuHaHCHI
busnec u ynpasienue
I'ocrenpuuMcTBO

3aKkoH

3/1paBoOXpaHEeHUE

NHxxeHepus U TEXHOIOTUH

WHupopMalimoHHbIE TEXHOJIOTUU U TEIEKOMMYHUKALIUN

KoHncynbsTupoBanue

Mopa u nu3aitn

MenenKMEHT

[TepeBo3ka

[Torpeburenbckue TOBaphI

IIpousBoacTeo

PasBrieuenust u cpeicTBa MaccoBor HHPOPMAITUU

Typusm
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[l Vuer
[] dunaHCcH

[1 Ilemoyka MoCTaBOK

Paznea Nel
B nanHoMm paznene Bam Oyzner mpensioXeHO OTBETHTHh Ha BOIIPOCHI, CBSI3aHHBIE C OpeHIOM

paboTonaTens U BaXHBIMU (paKTOpaMu, KOTOPBIM Bl pyKOBOJCTBYeTECh IPU BEIOOPE pabOTHI.

1. Hackoabko BaxeH AJs1 Bac OpeHa padoronartensi npu mnoucke padorsi? (bpena
padoToaares - 3TO Ha3BaHHUe, HEHHOCTb, MMHUIK (C1a0blil, HEHTPAJIbHBIN UM CUJILHbIN)

OPraHM3anuu Kak "oTJMYHOro MecTa AJs padornl'")

1 2 3 & 5

A6CONOTHO HE BaXXHO O O O O O OyeHb BaXKHO

2. HackoJuibko MHTepecHa 1J1s1 Bac BO3MOKHOCTH Aa/ibHelIero TpyAoyCTpoicTBa, eciu Bol

y3HaeTe 00 3TOM OT COBEPIIEHHO HE3HAKOMOTO YeJIoBeKa?

1 2 3 - 5

AB6CONTHO He BaXXHO O O O O O OyeHb BaKHO

3. HackouIbKO Ba:KHO /JJisi BaC MHEHHE OOIIECTBEHHOCTH O padoTojareie NMpPH IMOHCKe

padoTsI?

1 2 3 4 5

ABCONTHO He BaXHO O O O O O OyeHb BaXKHO

4. OT™MeTbTe aKTOPBI, KOTOPBIC HaN0o0JIee BaKHbI 1JIs1 Bac npu noncke padorsi:

60



. 5- OyeHb

A6CONIOTHO 2 3 4
BaXHO
He BaXXHO
BoamoxHocTb
NpoABWKEHMS O © © O O
no cnyxé6e

lapaHTUa

3aHATOCTU O O O O O
[anbHeiwee

obyyeHue u O O O O O
pasBuTue

3apaboTHas

nnara,

NOOLLPEeHUs, O O O O O
NbroTbl

WMHHOBaUMoHHas

1 ruékas pa6ota O O O

OTHoLeHus ¢
Konneramu

5. OrmeTbTe (haKkTOPBI, KOTOpPBIEe HanOo0JIee Ba:KHbI 1J1s1 Bac npu nmoncke padorsi:
1-

A6conoTHo 2 3 4
He BaXXHO

MpoaykTbl/
yCNyrv KOMNaHuu O O O O O

5-OueHb
BaXXHO

MpocTtas n

npeackasyemas O O O O O

pa6oTbl

Pa6ouee
MecTononoXxeHune O O O O O

CraBsswas

BOCTOMHbIN O O O O O

Bbl30B pa6oTa

Ctunb
pykoBoAacTBa O O O O O

YcTpoiictea

oduca n O © @) O O

MHPACTPYKTYpbI

6. OT™MeTbTe (haKkTOPBI, KOTOpPBIEe HanOo0JIee Ba:KHbI 1J1s1 Bac npu nmoncke padorsi:

1-

A6CONIOTHO 2 3 4 et
He BaXXHO —

MNHHOBALMOHHOCT O O O @) O
KomneTeHTHOCTb O O O O O
WUckpeHHOCTb/

Mpamota O O O O O
Mpectux O O O O O
HapexHocTb O O O O @)



Pazgen No2

B namHom pazngene Bam Oyner mnpeasio)keHO OTBETUTh Ha BOMPOCHI, CBSI3aHHBIE C

NpCANOUYTCHUAMU IMOHNCKA U OLICHKHU pa60ToaaTeJ1;1.

1. Bbl uccaenyere HH(pOPMAIMIO 110 MOBOAY NOTEHIHAJBHOTO padoronarens?
[l Bcernma
[l HNuorma
[l Hukornma
2. Kakue ucrounukn (KaHajabl KOMMYHHKauu) Bbl ncmonb3yere aisi moucka WHGOpMAaLUU O
pabotonarene?
[l CailT KOMIIaHUH1
'] Commansusie cet (VK, LinkedIn, HH, Instagram, Twitter etc.)
'] Tlouck B unTepHere, uteHue hopymon (Google)
[l PexoMeHmamuu cembH, Ipy3€il, 3HAKOMBIX
3. Hackoubko nenHa niasi Bac uagopmanus o padoronarese, moJrydeHHasi U3 CJIeAYIOLIHX

HCTOYHUKOB:
1-

A6contoTHO 2 3 4
He rnonesHo

CaiiT KoMnaHum O O O O O

5 - OyeHb
nonesHo

CoumanbHble

ceTu (VK,

Linkedin, HH, O O O O O
Instagram, etc.)

Mowuck B
UHTEpHeTE,

yTeHune O O O O O
dhopymos
(Google)

PekoMeHaaLum

ceMmbMu, Apy3en, O O O O O

3HaKOMbIX

4. Bbl o0paiaeTe BHUMaHUE HA 0T3bIBBI 0 KOMIIAHMH, KOT/Ia HAXOAMTECH B Mpolecce MONUCKa
padoTsI?

[l Bcerma

[l Huorma

[l Huxornma

5. 'ne Bol uiere oT3bIBBI 0 padoToaaresie?
'] Peitrunru padoronareneit (HH)

'] ®opyMbl 1 KOMMeHTapuH B corMaibHbIX ceTax (VK, Instagram, Twitter)
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'] Tlouck B unTepHeTe, ureHue popymon (Google)

[l PexoMmenmanuu cembu, Apy3€H, 3HAKOMBIX
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