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Abstract 

 

In the digital age, employers increasingly use social media content to connect with stakeholders. This 

paper explores the role of social media in employer branding and its impact on job seekers' perceptions. 

The research question addresses how employers' social media content influences job seekers' perceptions 

of employer brands. A qualitative approach involved semi-structured interviews with 20 master's 

students and triangulated insights with one corporate manager. The main finding indicates that employer 

brand attributes, such as person-job fit, job security, salary and benefits, brand image and reputation., 

directly influence job seekers with limited conveyance through social media. The study introduces the 

concept of 'Employer Brand Posts,' with categorization of 9 types of posts, products and service, 

innovative projects, knowledge sharing and industry insights, employee posts, corporate social 

responsibility (CSR), corporate culture, work environment, learning and growth, and job posting, This 

research providing a framework for companies to strategically apply social media to their employer 

branding strategies, thereby enhancing their attractiveness to potential talent. 
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1. Introduction 

1.1 Motivation 

The rise of social media has provided employers with a new communication channel for delivering job-

related information, strengthening their employer image, and engaging potential candidates in the early 

stages of the employment process(Kissel & Buttgen, 2015). Social media platforms are the choice of 92% 

of employers when seeking potential candidates(Reiners B, 2022). The ongoing 'Talent War'(Hadi & 

Ahmed, 2018; Behrends et al., 2020) has compelled businesses to develop robust employer brands to 

project a positive image that attracts highly qualified job applicants (Bahri-Ammari et al., 2022; 

Newburry et al., 2014). Attracting high-performing applicants is critical for talent selection and 

organizational success(Chapman et al., 2005). Employers increasingly use social media content to 

connect with stakeholders, projecting their employer brand strategy to shape perceptions and attract job 

seekers(Mukul & Itam, 2023). 

 

The development of social media is also changing job seekers' perceptions of employers. Social media 

has become a fundamental tool for job seekers, with 79% relying on it in their job search(Jendriks, 2023). 

A leading digital marketing agency reports that 70% of individuals have read a corporate blog, 67% have 

watched brand videos on YouTube, 65% have engaged in a branded online game, and more than 30% of 

the global population (exceeding 2.2 billion people) has an active social media account (VanMeter et al., 

2018). These data indicate not only the frequency of social media usage but also the diverse platform 

selection, which could also be a factor in job seekers' behavior. Understanding job seekers' perceptions 

and behavior is the key to improving employer branding strategy.  

 

Realizing the significance of this trend, companies acknowledge that social media is—and will continue 

to be—a key channel, necessitating their proactive engagement (Weinberg & Pehlivan, 2011)and making 

it an increasingly important component of an organization's media matrix (Peters et al., 2013). Academic 

scholars suggest that future research should analyze certain recruitment and employer branding strategies 

that have the potential to influence employer knowledge, applicant attraction, and applicant behavior in 

social media's rising background(Baum & Kabst, 2014). Therefore, this study was motivated by the need 

to explore the specific impact of social media content on an employer branding approach to attract 

potential job applicants. 

 

1.2 Introduction to the Problem Statement 

Over the past three decades, scholarly interest in employer branding has strongly increased(Theurer et 

al., 2018). Employer Brand (EB) is a concept introduced by Ambler & Barrow (1996) that merges HR 

management and brand marketing. It is defined as “the package of functional, economic and 

psychological benefits provided by employment, and identified with the employing company”(P.187). 

Backhaus & Tikoo (2004) presents a conceptual framework for understanding employer branding, 
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creates two principal assets – brand associations and brand loyalty. Berthon et al. (2005) identify the 

components of employer attractiveness from the perspective of potential employees. Employer branding 

has become an essential tool for organizations to attract and retain skilled employees in the highly 

competitive business landscape of the present era(Azhar et al., 2024). So far, EB attributes have been 

well-established through decades of research.  

 

The development of social media presents new challenges and opportunities. Social media, as defined 

by Kaplan & Haenlein (2010), is “a group of Internet-based applications that build on the ideological 

and technological foundations of Web 2.0, and that allow the creation and exchange of User Generated 

Content(P.61). Priyadarshini et al. (2017)examines employers' extensive use of social media as a source 

of recruitment and selection and its influence on overall employer attractiveness (ease of information; 

navigational usability and user-friendliness; person-job fit and person-organization fit; reliability and 

timeliness; positive and cost-effective marketing; value creation for employers; and privacy concern). 

Employers' use of social media is a positive factor in attracting job seekers(Sivertzen et al., 2013). 

 

Social media is no longer a unique value proposition since 92% of employers have already used social 

media platforms(Nagle & Pope, 2013). In social media marketing, categorizing content into themes such 

as product showcases, customer stories, educational posts, and interactive polls provides a structured 

approach to creating a consistent stream of engaging content necessary for daily customer interaction on 

social media (Tafesse & Wien, 2017). Specific types of social media content, such as employee 

testimonials, behind-the-scenes videos, and company culture highlights, have significantly enhanced 

employer brand perception (Joglekar & Tan, 2022). Research has shown that job-related posts, including 

job openings and career opportunities, receive significantly more comments and engagement than 

organization-related posts, such as those highlighting company achievements or general corporate 

news(Lee et al., 2020). However, a lack of studies has focused on how different types of posts as an 

instrument to convey EB attributes on social media impact potential applicants. Job seekers' perceptions 

of the types of EB posts remain incomplete. A comprehensive understanding of how different categories 

of employers' social media content influence job seekers' perceptions and application decisions is lacking.  

 

1.3 Research Objective 

This study seeks to address the existing gap by focusing on the perspectives of job seekers, investigating 

the types of employer-generated content that most significantly motivate their application intentions. By 

exploring the variety of content on social media, this research aims to uncover what types of content on 

social media influence job applicants most and how they prioritize such content, as well as their 

perception of the employer's social media content. It provides practical insights for organizations striving 

to optimize their social media strategies and employer branding strategies, enhancing their attractiveness 

as employers in a competitive talent market. Given the significant role of social media in shaping job 
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seekers' perceptions and the identified gaps in understanding the specific impact of employers' social 

media content, the study aims to address the following research question: 

 

➢ How does employers' social media content influence job seekers' perceptions of employer brand? 

 

This question explores classifications of content employers share on social media platforms and its effect 

on job seekers' perceptions, motivations, and intention to pursue employment opportunities. Additionally, 

how these social media contents are connected to EB's attributes will also be examined in this research. 

By focusing on this aspect, our research intends to fill the existing literature gap, providing insights that 

could guide organizations in leveraging the wide use of social media to attract high-quality talent. 

Furthermore, it guides organizations to enhance their employer brand to be competitive in the labor 

market. 

 

2. Literature Review  

After a literature review, we applied a conceptual framework to further analyze our research question. 

To introduce this model, we involved concepts from Employer Branding and Brand post categorization. 

We then delve into each attribute and post type to thoroughly understand how these elements influence 

job seekers' perceptions and intentions. 

 

2.1 Conceptual Model Introduction  

Figure 1 shows a first conceptual model of relevant social media content, that we derived from the extant 

literature. We seek to understand job seekers’ perceptions of employers from two perspectives: how they 

generally perceive the EB attributes and how they perceive EB in different types of social media posts. 

Employers’ social media content refers to what employers post on social media platforms; research so 

far does not uncover which posts matter to develop a positive employer brand from a job seeker’s 

perspective. This model seeks to combine both sides to discuss further what attributes enhance EB and 

how it affects job seekers' intentions, as well as what type of posts attract them. 

 

EB attributes are the level of attractiveness attributed to employment in an organization, which appears 

to be crucial to attracting potential employees(Špoljarić & Ozretić Došen, 2023). The current literature 

suggests nine factors that are helpful in building a positive employer brand. The general theoretical 

framework is based on(Chhabra & Sharma, 2014) and Berthon et al (2005). Other scholars also discuss 

and examine these factors, which are brand image, organizational culture, corporate reputation, corporate 

social responsibility (CSR), interest value, social value, economic value, development value, and 

application value. 
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From the literature on (Tafesse & Wien, 2017) , we can identify numerous types of brand posts that are 

helpful in developing a strong employer brand. If brand posts can effectively influence consumers by 

shaping their perceptions and driving their engagement(Hamzah et al., 2021), it is reasonable to assume 

that similar types of posts focused on employer branding (EB) would influence job seekers in analogous 

ways. These brand posts differ from the aforementioned employer branding attributes because they 

directly involve employees in shaping the employer's image, utilizing social media platforms to 

showcase the company culture and values in a more authentic and engaging manner(Wolf et al., 2015). 

The five types of posts we can derive from the literature are: emotional brand posts, functional brand 

posts, educational brand posts, employee posts, and workplace community posts. 

 

 

Figure 1. Conceptual Model 

 

2.2 Employer Brand Attributes 

Brand image is a construct with a longstanding definition in the marketing literature(Lievens & 

Highhouse, 2003), refers to the thoughts and ideas that a brand name evokes in the minds of 

consumers(Myrden & Kelloway, 2015). A positive brand image will make a company an attractive 

employer(Chhabra & Sharma, 2014). Successful employer brands are characterized as being “known” 

and “noticeable”, which could benefit from the well-building of brand image(Valentina Della Corte et 

al., 2011). Employer brand is also like brand image associated with products and services, containing 

both instrumental and symbolic information(Nolan et al., 2013). Clear brand images in the job seekers’ 

minds and subsequently reduce the perceived risk of joining a company, which ultimately increases 

employer attractiveness(Wilden et al., 2010). 

 

Organizational culture refers to “a set of key values, beliefs and understanding that is shared by the 

members of an organization” (Kumar H, 1999, p.54). A well-established employer brand can be achieved 

once it ensures a favorable organizational culture(Huseynova & Matošková, 2022). (Backhaus & Tikoo, 
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2004) also points out organizational culture is one of the three vital assets to create the employer brand. 

Therefore, a strong culture can create an emotional connection with the brand, leading to increased 

commitment and performance(Weyland, 2011). Kontoghiorghes (2016) found talent attraction to be 

highly associated with the organization is perceived to have a change-driven, quality-driven, and 

technology-driven culture, and characterized by support for creativity, open communications, effective 

knowledge management, and the core values of respect and integrity. In the long run, buiding positive 

organizational culture enhance employer brand and gives it a competitive edge to attract potential 

employees(Szymańska A. et al., 2014). 

 

Corporate reputation is a set of attributes credited to a firm, inferred from the firm's past actions(Weigelt 

& Camerer, 1988), an intangible asset that builds up over time and represents value and trust(de 

Marcellis-Warin N. & Teodoresco S., 2012). As an EB attribute, evidence suggests that corporate 

reputation plays a role in enhancing employer attractiveness(Archer, 2006). Corporate reputation can 

provide it with a competitive advantage by attracting more applicants as well as higher quality(Turban 

& Cable, 2003). Job seekers use reputation as a signal about employer brand attributes, and reputation 

affects the pride that job seekers expect from the company they intend to work for(M. K. Biswas & Suar, 

2016; Cable & Turban, 2003; Edwards, 2009). 

 

Corporate Social Responsibility (CSR) is “the process by which managers within an organization think 

about and discuss relationships with stakeholders as well as their roles in relation to the common good, 

along with their behavioral disposition with respect to the fulfilment and achievement of these roles and 

Relationships”(Basu & Palazzo, 2008, p.124). Companies increasingly draw on corporate social 

responsibility (CSR) in their employer branding to improve attractiveness, engage current and potential 

employees, and ensure consistency in their brand image(Carlini et al., 2019). Job seekers can assess the 

communication on CSR according to their own positive or negative beliefs and attitudes toward 

CSR(Klimkiewicz & Oltra, 2017). Therefore, signaling corporate social responsibility (e.g. advertising 

and public relations conveying information about CSR activity) to create a positive employer brand will 

attract talent with values that align with the corporate values(Carlini et al., 2019). 

 

The following five-value structure identified by Berthon et al. (2005) is essentially a refinement and 

extension of the three dimensions proposed by Ambler and Barrow (1996). These are attributes of the 

more general concept of employer brand (Berthon et al., 2005) and related to the creation of employer 

branding(Kumari et al., 2020). Besides the four attributes we introduced, these five values capture more 

“psychological benefits”, “functional benefits” and “economic benefits” respectively to the job 

seekers(Berthon et al., 2005). 

 

Interest value, “provides an exciting work environment, novel work practices and that makes use of its 
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employee's creativity to produce high-quality, innovative products and services”(Berthon et al., 2005, 

p.159). According to the result of the present study, organisations are better off focusing on the 

innovation, as well as a good environment for learning and application of skills rather than investing in 

their employer branding activities (Sivertzen et al., 2013). Chi et al. (2018)found that job seekers hold 

values that one should work for interest rather than working just for work’s sake. 

 

Social value, “provides a working environment that is fun, happy, provides good collegial relationships 

and a team atmosphere” (Berthon et al., 2005, p.159). Potential employees may also get an insight into 

the degree of social value at the company itself during the recruiting process(Backhaus & Tikoo, 2004). 

Santiago (2019) validates that there is a positive relationship between social value and intention to submit 

a job application to the organisation. 

 

Economic value, “provides above-average salary, compensation package, job security and promotional 

opportunities” (Berthon et al., 2005, p.159). Economic value is the is the most influential factors of job 

engagement, influencing the perception of employees towards employer brand(Bhasin et al., 2019). 

However, M. Biswas & Suar (2013) argues that economic value is not so important for job seekers to 

choose a job, as an important saying, “Money is not everything in life”. In addition, Chi et al. (2018) 

claims that salary has a positive relationship with the employer brand, and a high salary can strengthen 

the relationship between the employer brand and willingness to apply. 

 

Development value, “provides recognition, self-worth and confidence, coupled with a career-enhancing 

experience and a spring-board to future employment” (Berthon et al., 2005, p.162). Companies also use 

development value (training programs, career development opportunities, personal development, etc.) to 

enhance employer brand and address employees' negative emotions (Minh Ha et al., 2021). Gupta & 

Saini (2020) suggests that career growth influences job seekers’ intention to apply. On the contrary, when 

the talent cannot get what they have been promised during the interview, they will look for other 

‘solutions’ (Ibrahim et al., 2018).  

 

Application value, “provides an opportunity for the employee to apply what they have learned and to 

teach others, in an environment that is both customer orientated and humanitarian” (Berthon et al., 2005, 

p.162). The more the company satisfies the application value of potential and present employees, the 

higher its employer brand (M. Biswas & Suar, 2013).  

 

 

2.3 Brand Posts 

Brand posts are “concise and recurrent updates created by brands and sent out to their followers on social 

media”(Tafesse & Wien, 2017) . Companies can place brand posts (containing videos, messages, quizzes, 
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information, and other material) on their social media brand pages, customers as well as potential 

applicants can become fans of these brand pages, and subsequently indicate that they like the brand post 

or comment on it (De Vries et al., 2012). We aim to research and categorize the concept of employer 

brand posts on top of general brand posts with a specific focus on employer brand direction. The 

following six types of posts we derive from Tafesse & Wien (2017) are highly related to EB.  

 

Emotional brand posts are “brand posts that are intended to evoke consumers’ emotions. Emotional brand 

posts employ emotion-laden language, inspiring stories or humor and trivia to derive affective responses 

from consumers” (Tafesse & Wien, 2017, p.10). Emotional brand posts has a greater effect on positive 

behaviors such as positive word of mouth (Ahmadi et al., 2023) to enhance EB and higher online 

engagement to draw attention form job seekers. 

 

Functional brand posts are “brand posts that highlight the functional attributes of products and services. 

Functional brand posts typically promote the benefits of company products and services according to 

performance, quality, affordability, efficiency and style criteria” (Tafesse & Wien, 2017, p.11). Banerjee 

et al. (2020) suggests that a strong product brand positively affects the employer brand dimensions and 

subsequently influences the job seeker’s intention to apply. 

 

Educational brand posts are brand posts that seek to educate and inform consumers on a variety of topics. 

The main purpose of educational brand posts is to help consumers acquire new skills about product and 

service applications, or learn about substantive issues involving broader industry developments (Tafesse 

& Wien, 2017, p.12). 

 

Employee posts, as the name implies, cover various topics, such as employees’ technical expertise, their 

managerial philosophies, or their personal interests, hobbies, and worldviews (Tafesse & Wien, 2017). 

(Crișan & Boțtun, (2017) conducted research and the results showed that job seekers had more positive 

words to describe the company after viewing the stories from employees than commercial 

communication.  

 

Workplace community posts, refined from the definition “brand community posts (Tafesse & Wien, 

2017)” aimed at promoting and strengthening the working style or company club activities to show their 

internal community style. A company’s efforts in various directions such as the workplace diversity, and 

employee relations, would make employees feel proud to work for that company and to belong to an 

employer that makes a significant contribution to society(Alshathry et al., 2017). 

 

In summary, this literature review highlights the key attributes of EB and selects the relevant brand posts 

related to EB. We can clearly observe a research gap regarding which EB attributes are key content 
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carried by social media brand posts to consider as employer brand posts and which are difficult to spread 

as independent attributes from social media. 

 

3. Methodology: 

3.1 Research Design 

To answer our research question, we employed qualitative research, which is great for addressing “how” 

questions (Pratt, 2009). This approach allows for an in-depth exploration of the opinions and experience 

of job seekers regarding employer brand on social media. We aim to understand what information they 

obtain from social media posts, and what else attarct them as an employer. Grounded theory is used to 

develop a theoretical account inductively by systematically analyzing qualitative data(Jørgensen U., 

2001). This method is well-suited for capturing the complexity and diversity of job seekers' perception 

of employer brands, allowing themes to emerge naturally from the data. 

 

3.2 Sample Selection and Data Collection 

In order to gain better insight into employer brand posts on social media, semi-structured interviews 

were conducted with master students and managers. The criteria for inclusion were: 

 Students who currently searching for a job or expect to do so within six months from now. 

 Working as an employer brand manager or HR recruitment manager.  

 

We conducted 21 interviews with master's students and an employer brand manager from 11 different 

countries. Of these, 25% were local students. The participants were evenly distributed in terms of gender, 

with an equal split between female and male. Most interviews, 19 in total, were conducted in person, 

while 2 took place through Teams Meetings. Each interview lasted, on average, 30 minutes. Considering 

the difficulty of inviting managers to participate in this research, only one manager accepted our 

invitation out of nearly 40 contacted via cold messaging on LinkedIn. We incorporated this employer 

manager's responses into our coding scheme due to the similarity in the interview guidelines. 

 

Interview guidelines can be used to develop aguide that adds structure to the interview process, while at 

the same time allows flexibility within the interview process(Roberts, 2020). Before the interview, all 

interviewees are asked to search two companies in contrast ways to discuss what they like or dislike in 

their social media accounts. Comparison is an explicit research tool exploring how the reasons for, or 

explanations of, phenomena, or their different impacts and consequences (Palmberger M. & Gingrich A., 

2014). Details of interview guidelines could be found in Appendix 7.1. The guideline includes four 

sections: 

 

 Section 1 is about the cases they prepare and the general behaviour of interviewees when searching 
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for information about their potential employers.  

 Section 2 is about how interviewees compare these two companies' social media information and 

their preferences. The part most discussed is employer brand attributes, what attracts or does not 

attract them as an employer.  

 Section 3 demonstrates how they browse the employer's social media page, such as what tabs they 

would find and a specific focus on the posts of these employers’ accounts.  

 Section 4, I show them the literature findings in my original conceptual model to further discuss 

their perceptions. This section is set as a reminder to encourage interviews discussing more, because 

a phenomenon was found in the pilot interviews, that most interviewees would narrow down to the 

point they have prepared.  

 

Considering the interviewees' privacy, an Interview Statement (Appendix 7.2) was sent by email to 

inform them and obtain consent to recording, along with interview guidelines for her to prepare. The 

interview was recorded using a voice recorder and Teams. The transcripts were transcribed through 

atter.ai or directly from Teams. The texts relevant to the research have been manually checked. All data, 

including audio files, transcripts, and a list of interviewees with details, is saved in Google Drive 

(Appendix 7.3). 

 

3.3 Analytical Techniques 

Following data collection, the research used a grounded theory approach for data analysis. Grounded 

theory is an inductive theory that allows us to develop a theoretical account of the general features of a 

topic while simultaneously grounding the account in empirical observations or data(Martin & Turner, 

1986).  

 

We employed substantive coding, working directly with the data, fracturing and analyzing it, initially 

through open coding to identify a core elements or related concepts (Holton J.A., 2010). Open codes 

were noted in an Excel tab sheet, together with source citations and interviewee names. We read through 

each transcript and highlighted key words and phrases that captured key elements or ideas. 

 

Next, axial coding was done to combine first-order codes into more general categories, and collected 

data were refined and categorized to create distinct thematic categories(Williams & Moser, 2019) to 

identify factors influencing job seekers' perceptions of employer branding on social media. Codes were 

clustered together according to similarity and regularity (Skjott Linneberg & Korsgaard, 2019). For 

example, “sustainability” and “CSR initiative” were clustered into “CSR”. New categories were later 

compared with relevant theories to validate further ideas for the analysis, a process known as theoretical 

triangulation(Skjott Linneberg & Korsgaard, 2019). 

. 
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After axial coding, we proceeded to selective coding to integrate and refine the categories at a higher 

level of abstraction (Williams & Moser, 2019). This step is crucial for developing a coherent and 

systematic understanding of the research findings. We created a tab sheet and added four columns to 

label each category in axial coding with yes or no based on the following questions: 

 Does this category represent a key aspect of employer branding? 

 Is this category directly related to the content on social media platforms? 

 Does this category influence job seekers' perceptions of the employer? 

 Can this category be integrated into a broader theme 

These questions were used to filter and validate the categories related to our research questions. Selective 

coding involved labeling different types and deriving new themes. Detailed coding schemes can be found 

in Appendix 7.4. The use of Microsoft Excel for qualitative data coding and analysis is an effective and 

easily accessible method that ensures rigor and validity in qualitative research(Bree & Gallagher, 2016).  

 

4. Findings 

In our analysis, distinct patterns and themes emerged, offering new insights into how various employer 

brand attributes influence job seekers' perceptions and attractiveness. We will describe three key themes: 

“employer brand attributes (limited social media influence),” “employer brand posts,” and “content 

distribution strategy.” 

 

In each section, we will first present exemplar quotations to illustrate the findings, followed by a detailed 

description of the categories identified during the interviews. To provide a comprehensive understanding, 

we will validate our findings with relevant literature, arguing their significance. 

 

4.1 Employer Brand Attributes (Limited Social Media Influence) 

In examining the aspects of employer brand attributes that do not rely heavily on social media yet still 

influence job seekers, our interviews revealed several key factors: person-job fit, job security, salary and 

benefits, brand image and reputation. In Table 1, we provided a quotation to validate our categorization. 

Following that, we will elaborate on each attribute in detail. Additionally, we will explain why certain 

employer brand attributes have a limited impact on job seekers.  

 

Exemplar quotations: Employer Brand Attributes (Limited Social Media Influence) 

Second order codes Exemplar quotations:  

Job-Person Fit  So the first thing you are considering is like the industry (0513a)  

 If it suits you what are the skills required? And what kind of 

people they want? I think it's it's a better way to know, if it is a job 

that suits you (0515c) 
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 I have specific interests in mind of within a job and they need to fit 

that interest.(0524) 

Job Security  A guarantee from the company itself from the employer itself, for 

example,if they request you to work overtime,better write it down 

in a contract.(0513b) 
 

 if I work for this company, my contract like long enough to 

support my career (0611) 

Salary and Benefits  Corporate offers good salary,they have a lot of benefits like 

flexibility, remote working, and things that align with what I need. 

(0515a)  
 I appreciate companies provide more transparency with the actual 

numbers, rather than saying we have a competitive salary. (0527a)  
 People find it more important to work, for example, hybrid (0611) 

Brand image and 

Reputation 
 I don't specifically focus on information that they pose on social 

media the information that affects my decision is their overall 

reputation.(0515c) 

   I think brand image will relate to how the company represents 

itself, So, Brian image, it's important to kind of know, when you 

look at your employer to be like (0515a) 

 

Table 4.1 Exemplar quotations: Employer Brand Attributes (Limited Social Media Influence) 

 

4.1.1 Person-job Fit 

A type of employer brand attribute that impacts job seekers' perceptions and influences their application 

intentions is labeled as ‘Person-job Fit’. This refers to the extent to which a job seeker perceives the 

applied position as matching their skills, interests, and values, including the job responsibilities and the 

industry they are interested in. 

 

Person-job Fit outlined two basic fits, the demands-abilities fit and supplies–values fit (Kristof-Brown et 

al., 2005). A good fit between employees has been known to have a subsequent positive impact on 

employees’ attitudes and behaviors for years(Li & Hung, 2010). For job seekers, achieving fit is critical 

for increasing job satisfaction, reducing stress, improving work effectiveness, and enhancing personal 

growth throughout their career (Jeffrey R. Edwards, 2006). As an interviewee mentioned, "Feeling like 

you belong at work makes a huge difference in job satisfaction." Fit is critical for organizations to attract 

and retain talented employees, utilize employee skills appropriately and efficiently, and, in general, 

achieve the best use of human resources (Jeffrey R. Edwards, 2006). 

 

Nevertheless, the Job-Person Fit category is difficult to fully capture through social media posts. Person-

job fit is an internal, personalized experience that is difficult to convey accurately through external 

presentations. As 0524 mentioned, “Does the job fit with your own qualities or personalities? They don't 

really have that with a general description in job posts.”. It would not be effective if job seekers do not 

identify this job with their own characters (Huang et al., 2019). Research by (Cable & DeRue, 2002) 
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also shows that the subjective fit perception significantly impacts employees’ career satisfaction and 

performance. This fit needs to be achieved through multifaceted contact and experience. Therefore, while 

person-job fit is important, its authenticity and depth are difficult to convey fully through social media 

presentation alone. 

 

4.1.2 Job Security 

The second employer attribute is labeled ‘Job Security’. It is described as the probability that an 

individual will keep their job stable from being dismissed and that their legitimate rights are protected 

by an employment contract. The interview records show that job seekers attach great importance to the 

company's working conditions and security.  

 

Job security has already been examined as one factor that is attractive to potential employees in (Berthon 

et al., 2005) research. It is also regarded as a traditional form of assurance for workers and a concept that 

has dominated employment relations until recently (Zekic, 2016). According to (Zacher & Frese, 

2007)The security and stability of the position significantly impact employees' mental health and job 

satisfaction. Job security is more significant than promotional opportunities to applicant attraction 

(Hauswald et al., 2016). 

 

Despite that, few companies show job security on social media. This is because the employment contract 

terms usually involve the company's confidence and employees’ privacy , which are considered sensitive 

and unsuitable for public release. Additionaly, “security” is a subjective characteristic, and a change in 

employees’ subjective assessment of their job security (Neumark D., 2000). Job insecurity has a 

significant impact on employees' work attitudes, work adaptation, and organizational withdrawal 

behavior, and this complexity and depth are difficult to fully display on social media (Jeanne M. Brett & 

Fritz Drasgow, 2002).  

 

4.1.3 Salary and Benefits 

Another employer brand attributes labeled as ‘Salary and Benefits’ refer to information about the 

company's salary level, compensation benefits, and hybrid working style. This type aligns with the 

economic value defined by (Berthon et al., 2005) and adds a new trend of hybrid working. Hybrid 

working is the “combination of working both from an office and from home wherever the roles will 

allow and wherever they work best” (Ateeq, 2022). 

 

From an employer's perspective, companies often hesitate to display this information on social media 

publicly. Firstly, salary information is highly sensitive and competitive (Cullen & Perez-Truglia, 2023). 

Publicizing it can lead to internal dissatisfaction and comparisons, affecting employee satisfaction(Card 

D. et al., 2012). Secondly, revealing salary and benefits can complicate recruitment and market 
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competition. Competitors might use this information to poach top talent, increasing the risk of talent loss. 

Additionally, significant variations in salaries across different positions and regions can lead to 

misunderstandings if uniformly displayed. Finally, salary details are typically discussed during 

recruitment interviews and internal communications, not through brief social media posts.  

 

From job seekers’ perspective, they have higher expectations for salary transparency, as 0515 complained, 

"It's kind of weird to me that they don't show the salary on the vacancy." 0523 also called for salary 

transparency in job ads, “you just have to be transparent”. Job seekers tend to avoid situations with high 

ambiguity because it negatively impacts their trust in the organization and leads to unrealistic 

expectations about salary offers (Kuhn, 2024). Integrating salary transparency into job posts may help 

employers attract job seekers who prioritize economic value.  

 

4.1.4 Brand Image and Reputation 

The EB attributes labeled ‘Brand Image and Reputation’ are merged from the initial model ‘Brand Image’ 

and ‘Corporate Reputation’. Although brand image and reputation are two different concepts, we merged 

these attributes because they are both recognized as valuable intangible assets that manifest themselves 

in a corporation’s operations (Ettenson R. & Knowles J., 2008). This type of content usually includes 

information about the company's brand image, market reputation, and public perception of the company.  

 

We have explained the importance of how brand image and reputation attract job seekers in Chapter 2.1. 

Here, we argue that companies must be cautious when displaying this information on social media. 

According to Davies and Chun (2002), brand image and reputation are the result of a company's long-

term efforts and require continuous maintenance and positive publicity. The perception of the brand 

image and reputation is influenced by the organization’s strategy in a market-oriented approach(Urde & 

Greyser, 2016). Companies can showcase their brand image and reputation by issuing press releases, 

organizing events, and publishing positive customer testimonials, rather than just relying on short social 

media posts. 

 

4.2 Employer Brand Posts  

Looking at the types of posts that employers should do on their social media, in order to develop a strong 

employer brand and be attractive to job seekers, our interviews revealed 9 types of posts: products and 

service, innovative projects, knowledge sharing and industry insights, employee posts, corporate social 

responsibility (CSR), corporate culture, work environment, learning and growth, and job posting. We 

will elaborate on each post type hereafter, including figures demonstrating each type of post observed 

and discussed in the interviews. Additionally, we will also address the negative content within some 

employer brand post types, as observed by the interviewees. 
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Exemplar quotations: Employer Brand Posts 

Second order codes Exemplar quotations:  

Products and Service  I got a an ad for sunglass brand. And they created a filter on 

Instagram where you can see their designs on your face. So 

you can see how they look before you buy them. And that is 

very smartly done.(0515b)  
 That attract my attention, such as, because I use this product 

before so I was more interested in and I'm gonna see what is so 

there's the it achievement about this even more. (0515c) 

Innovative Projects  I was really interested in because they they're very innovative 

projects (0513a)  
 I really value if they can really create value in creative sectors 

or in like, if they can bring something new, something 

innovative (0522a) 

Knowledge Sharing and 

Industry Insights 

 I really liked here was this kind of things, which gives me new 

information that I cannot really access easily. So it's maybe 

some of the knowledge that they're sharing something that 

they've researched.(0515a)  
 I really want to reach out information about the sector analysis 

or something, those companies are creating really good reports. 

So that's nice.(0522a) 

Employee Posts  They show their team members, and the employee,Oh, maybe 

this is our analyst, this is our CEO or whatever. And he's great, 

because he's doing these these these design tasks.Like seeing 

that they really value the team that work for the company. 

(0514b)  
 So definitely employee posts like they're more impactful if it's 

personalized and not just the generic (0527a) 

Corporate Social 

Responsibility (CSR) 

 If they would have attended a charity event or like a 

sustainability event, that would be good (0515b)  
 The corporate social responsibility is is way more important 

than a few years ago (0611) 

Company Culture  The company culture that he's leading in his department might 

be very pleasant to work in.(0522c)  
 I would say there's value where you try to share your company 

values like company values post, that's something (0528) 

Work Environment  I would like to know more about how does the day to day life 

look like or look like or kind of the work environment that they 

have (0515a)  
 I would really take a look at that and see if there's a nice work 

environment or it's really stressful or toxic (0522b) 

Learning and Growth  I feel like I'm learning also, or I feel like I'm that aligns very 

much with my interests (0524)  
 learning and growth and career opportunities that are the most 

important things. So yeah, we see that on social media also 

when we look at the competitors (0611)  
 It is important to me that there's an opportunity for 

growth.(0515b) 

Job Post  Usually I go to the job section. And. And when and I look at 

the job offering (0514b) 

   Mostly I will go to Instagram, well see all the posts about job 

offerings, job alert (0517)  

 

Table 4.2 Exemplar quotations: Employer Brand Posts 
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4.2.1 Products and Service 

The first type of post labeled as ‘Products and Services’  is a type of social media update that showcases 

the products or services offered by a company, often highlighting new releases, partnerships, or 

significant achievements related to these offerings. For example, in Figure 4.2.1, Tony's Chocolonely is 

announcing its launch at Walmart, the largest retailer worldwide.  

 

This type of post aligns with the initial model factor, ‘Functional Brand Posts’, which aims to inform 

and excite followers about the availability of their product in a major retail outlet, thus potentially 

increasing brand visibility and encouraging purchases. According to Backhaus & Tikoo (2004), 

employer brand building requires "external marketing" to attract target groups and support and enhance 

product or company brands. Products and services posts comprehensively contain a company's latest 

techniques, leading market position, and adherence to marketing trends. All of this information builds 

up a strong employer brand through the product brand(Banerjee et al., 2020b). However, when the posts 

contain a higher proposition of commercial information, as 0517 highlighted, “The one is like, 

chocolates. chocolates are more commercial, It's crazy about chocolate” it will negatively impact job 

seekers, causing them to stop browsing the company's social media.. 

 

 

Figure 4.1.1 Products and Service Demo 
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4.2.2 Innovative Projects 

A second type of post that helps to build a strong employer brand and track job seekers’ attention is 

labeled as ‘innovative projects’. This refers to the extent to which companies signal their innovativeness, 

and embeddedness in a creative and catchy industry environment. For example, the figure 4.1.2 

demonstrates bunq, showcasing their activity to create the future of AI. It aims to highlight the company's 

commitment to innovative projects and a dynamic, collaborative environment. 

 

The innovativeness also aligns with initial model the factor contained in ‘interest value’. According to 

Berthon et al. (2005), interest value includes exciting work, creative drive and innovative products, 

directly reflecting the company's innovation advantages. Lievens and Highhouse (2003) also emphasized 

that symbolic brand attributes, such as innovation are important factors for companies to attract and 

retain talent. Backhaus and Tikoo (2004) pointed out that employer brand building needs to attract and 

retain top talents by demonstrating the company's unique value and innovation capabilities. 

 

 

Figure 4.1.2 Innovative Projects Demo 

 

4.2.3 Knowledge Sharing and Industry Insights 

The third type of post labeled as ‘Knowledge Sharing and Industry Insights’ refers to educational posts 

that provide educational content (e.g., tutorials, guides, case studies) and market trends (e.g., industry 
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news, market analysis, new technology introductions), designed to enhance the company's professional 

image and the audience's knowledge level by providing valuable information and insights. For example, 

Figure 4.2.3 demonstrates a KPMG post that provides information on building resilient digital 

ecosystems through the power of digital trust. Its purpose is to share industry insights on cyber resilience, 

enhancing the company's professional image and providing valuable knowledge to the audience. 

 

This post type also partly aligns with the initial model factor, ‘Educational Brand Posts’. According to 

Tafesse and Wien (2017), educational brand posts are intended to educate consumers by providing 

information about skills or broader industry developments in product and service applications. These 

posts help job seekers acquire new skills and expose them to broader industry trends and developments, 

increasing their perception and interest in the company.  

 

  

Figure 4.1.4 Knowledge Sharing and Industry Insights Demo 

 

4.2.4 Employee Posts 

The fourth type of post, labeled ‘Employee Posts, ’ usually includes displaying employee achievements, 

profiles, testimonials, and activity updates such as rewards or promotions. For example, the figure shows 
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three generations of aircraft engineers in a family, highlighting their passion and dedication to the 

profession. This post aims to celebrate employee contributions and personal stories, fostering a sense of 

community and loyalty within the company.  

 

We labeled this post type exactly the same as the initial model. According to Tafesse and Wien (2017), 

employee posts can enhance the company’s transparency and authenticity by showing employees’ 

achievements, profiles, and dynamics and increase job seekers’ trust and identification with the company. 

Potential applicants were more attracted when the posts provided information about individual 

employees than about the organization(Van Hoye & Lievens, 2007)0611 also validated this point: " 

Because it’s authentic, it’s a real person's story, telling about his journey attracts new candidates.”  

 

 

Figure 4.1.5 Employee Posts Demo 

 

4.2.5 Corporate Social Responsibility (CSR) 

The fifth type of post, labeled ‘Corporate Social Responsibility (CSR),’ provides information about 

sustainability and CSR initiatives to demonstrate the company's commitment to social responsibility. For 

example, Figure 4.2.5 shows Tesla's integrated ecosystem to accelerate the world's transition to 

sustainable energy. This post highlights Tesla's dedication to creating a sustainable future through 

innovative solutions in various areas, including solar energy, energy storage, electric vehicles, and more. 

 

CSR is a key EB attribute now commonly posted on social media. Therefore, we consider it as a type of 

employer brand post. Almost every interviewee covered this topic during the interview, From employer 
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perspective, an employer brand manager also testimonies that “the corporate social responsibility is is 

way more important than a few years ago.” CSR activities can not only enhance the company’s brand 

image by showing the company’s contributions to society and the environment but also attract more job 

seekers who pay attention to social responsibility(Andruszkiewicz et al., 2024). By showing its social 

responsibility and values, companies can enhance trust and identification with job seekers and further 

enhance the attractiveness of their employer brand. In the research by Berthon et al. (2005), CSR 

activities significantly contribute to the economic value dimension, including job security and career 

development opportunities, which are key factors that job seekers pay attention to.  

 

Nevertheless, companies should avoid greenwashing, defined as “the intersection of two firm behaviors: 

poor environmental performance and positive communication about environmental performance” 

(Delmas & Burbano, 2011). There is evidence that greenwashing evokes impressions of hypocrisy and 

insincerity(Carlini et al., 2019). In our interview, 0527 also remarked, “There are many companies right 

now using things like greenwashing just to promote products in the market. What is happening to me 

with this? I'm saturated. Like, I don't believe it anymore.” 

 

 

Figure 4.1.6 Corporate Social Responsibility (CSR) Demo 
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4.2.6 Corporate Culture 

The sixth post type, ‘Corporate Culture,’ discusses the shared values, beliefs, and behaviors that shape 

how employees interact and work together within an organization. For example, Figure 4.2.6 showcases 

Nike's "Coach the Dream" event, highlighting their commitment to inspiring and supporting youth 

coaches. This post reflects Nike's corporate values of passion, teamwork, and belief in potential. 

 

This post type conveys the same employer brand attribute ‘culture’ introduced in the initial model, which 

we have refined to ‘corporate culture’ based on interviewees' terminology. According to Schein (1990), 

corporate culture is a set of shared assumptions that are formed by employees when solving internal and 

external problems in the company. Company culture is an important factor affecting employee behavior 

and company performance. In addition, Chatman & O’Reilly (2016) discussed the importance of cultural 

fit in employee selection, indicating that job seekers are more inclined to choose companies that match 

their values. Despite that, communication about culture should be careful to avoid off-putting effects. 

0527 remarked that “It's a red flag to campaign culture like ‘we are family’, the company and family 

comparison. It’s like they want you to do everything, such as overtime hours.” 

 

 

Figure 4.1.7 Company Culture Demo 

 

4.2.7 Work Environment 

The seventh post type we labeled ‘Work Environment’ refers to the physical and psychological 
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conditions in which employees perform their job duties, including the office facilities, work tools, and 

overall atmosphere. For example, Figure 4.2.7 showcases Google's post about Accessibility Awareness 

Month, highlighting its efforts to support its employees and emphasizing Google's commitment to 

creating an inclusive work environment. This illustrates the company's focus on the well-being of its 

workforce. 

 

This post type partly aligns with the ‘company life post’ from the initial model. The physical work 

environment have a direct impact on employees' job satisfaction and productivity (Kamarulzaman et al., 

2011). By showcasing its superior office environment and facilities, a company can enhance job seekers' 

trust and identification with the company, further increasing the attractiveness of its employer brand 

(Vischer, 2008). 0515b noted, “The physical infrastructure of the company or the office, how the office 

looks from the inside, I want equipment, the beauty. I want it to look like professional but also 

approachable.” 

 

 

Figure 4.1.8 Work Environment Demo 

 

4.2.8 Learning and Growth 

The eighth post type, labeled ‘Learning and Growth,’ refers to the posts about career growth 

opportunities, professional experiences, and future prospects within the company. Figure 4.2.8 

showcases Unilever's post about its upcoming masterclass and highlights opportunities for career 

development and professional growth within the company.  
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This type conveys the employer brand attribute ‘development value’ in the initial model. Career 

development opportunities have an important impact on employees' job satisfaction and long-term career 

success(Noe et al., 2014). By showing their learning and growth opportunities, companies can enhance 

job seekers' attraction and identification with the company and further enhance the competitiveness of 

their employer brand. The ‘learning and growth’ posts are more career-oriented rather than the 

‘knowledge sharing and industry insights’ posts, which focus on the company’s expertise and marketing 

trends.  

 

 

Figure 4.1.9 Learning and Growth Demo 

 

4.2.9 Job Posting 

The last type of post we found, labeled ‘Job Posting,’ refers to job openings and ads that inform job 

seekers about available positions. Figure 4.2.9 showcases Pon Power's post advertising for a Technical 

Trainer. The image communicates job opportunities and the company's commitment to professional 

development.  

 

According to research byDineen & Allen (2016) , effective job postings and recruitment advertisements 

can significantly increase job seekers' interest in the company and willingness to apply. Job seekers 

respond more to cultural information in job postings when alternative sources of information about firm 

culture are less available (Pacelli et al., 2022). Therefore, well-crafted job postings that highlight both 
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job specifics and cultural aspects can greatly enhance the employer's attractiveness to potential applicants. 

 

 

Figure 4.1.10 Job Post Demo 

 

4.3 Content Distribution Strategy 

Throughout the interview process, in addition to the aforementioned findings, we observed that the 

interviewees also mentioned platform selection, post format, and the language used in the posts. We 

noticed that these factors also impact job seekers' perceptions of an employer brand. In the selective 

coding phase, we named this “content distribution strategy,” which illustrates how an employer 

strategically plans to distribute their social media posts. Hereafter, we will explain each component and 

how it influences job seekers' intentions with a table of exemplar quotations. 

 

In terms of ‘platform selection’, most respondents mentioned that LinkedIn would be the first priority 

for job information screening, as it is easier to interact directly with employers and the information 

content is more complete. In addition, many people mentioned that they would go to the company's 

official website to find information before LinkedIn. Since the official website is not a social platform, 

it is not within the scope of this research. Some respondents also mentioned that young users may give 
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priority to Instagram because it is used more frequently in daily life. Many brands have better brand 

personality display on Instagram. Although this brand image is more general and not specific for 

employer brands, it is still proved to make a positive impact to job seekers. 

 

Job seekers prioritize ‘content format’ in the following order: video, pictures, text. Short videos and reels 

are the most attractive and garner the highest views. For graphic information, an eye-catching theme and 

the inclusion of a person's image increase engagement. Text information, such as articles, is the least 

preferred, but an attractive or relevant theme can still draw interest. 

 

People from different countries have different views on posting ‘language’. Local students do not have 

an intuitive feeling about this because they are able to speak Dutch and English. However, when 

international students see information in Dutch, they will feel distant from such employers. On the one 

hand, they may feel that the employer has language requirements for the corresponding position, and on 

the other hand, they may think that such a company is not international enough. 

 

Exemplar quotations: Content distributaion strategy 

Second order codes Exemplar quotations:  

Platforms Selection  I feel like LinkedIn is more details, more professional, maybe also 

different audience.(0513a)  

 I would definitely look up on Instagram, because they have a super big 

profile that they post, like, daily. I think that people from my age and 

younger would first look on Instagram.(0515b) 
 

 I think Instagram is one of the most popular ones out there (0522c) 
 

 if it's a company that is really active on LinkedIn, to me, it's really 

positive.(0514b) 

Post Format  I like video contents more or for just these general posts (0524)  
 I like the videos better than pictures, in my opinion (0515b)  

 I would like to see this title on a picture and then it would probably 

grab my attention more rather than reading something like this, too 

many texts (0521) 
 

 I would look at that often see that they are sharing mostly articles trying 

to promote themselves, which is not something I would look at.(0523) 

Language 
 if I'm gonna speak Dutch at the job I would like it to be in Dutch if I'm 

more international  I would like it to be in English okay, depends on 

the fact. But both are fine for me I guess not really an issue (0522b) 
 

 The problem about this company is they're only sharing posts in Dutch. 

That's kind of sad(0522a) 

   If I see Dutch. Switch.(0521) 

 

Table 4.3 Exemplar quotations: Content Distributaion Strategy 
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5. Discussion 

5.1 Conclusion 

In this research, we sought to explain how employers' social media content influences job seekers' 

perceptions of employer brand. The extant literature suggested that employer branding attributes and 

social media engagement influence the strength of an employer’s brand and help it be attractive to job 

seekers. Based on 21 interviews, we conclude that the most important elements of employer branding 

attributes directly impact job seekers are the following: job-person fit, job security, salary and benefits, 

and brand image and reputation. At the same time, social media serves as a medium, conveying EB 

attributes through employer brand posts to job seekers. Regarding employer brand posts, the important 

posts are products and services, innovative projects, knowledge sharing and industry insights, employee 

posts, corporate social responsibility (CSR), corporate culture, work environment, learning and growth, 

and job posting. On top of this, we inductively derived from our interviews that it is also important to 

consider platform selection, post format, and language usage in content distribution strategy to influence 

job seeker intention more effectively. In Figure 5.1, we provide an updated conceptual model that 

summarizes our insights about social media posts' direct and indirect impacts on job seekers. 

 

Moreover, we introduce a new concept, "employer brand posts," which combines the principles of 

employer brand and brand posts. Therefore, employer brand posts are defined as concise and recurrent 

social media updates created by employers to convey their key employment features, aiming to attract, 

engage, and retain potential job seekers by highlighting key aspects of their employment offerings and 

organizational culture. This new concept helps to understand and categorize the specific types of social 

media content that effectively enhance an employer's attractiveness to job seekers. 
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Figure 5.1 Conceptual Model From Findings 

 

5.2 Implications 

By exploring EB attributes, this research contributes to the literature by providing different viewpoints 

from job seekers. It marks a significant advancement in employer branding (EB) research in the direction 

of digital marketing. At first, we had limited knowledge about how brand posts on social media 

contribute to employer branding from a content perspective. After research, it is clear that EB attributes 

are at the core of influencing job seekers. We study how to apply marketing strategies to social media to 

present EB attributes efficiently to potential talent. Prior research has not defined this before, and we 

propose the new concept of Employer Brand Posts to define this content intuitively. Our research 

provides a practical definition and a research-based framework, enriching this academic field and 

guiding future research. 

 

Practically, this thesis provides employers with a theoretical basis for developing employer brand 

strategies from job seekers' perceptions and insights for making their content marketing strategies. 

Additionally, employer brand positions in corporate involve brand marketing, content marketing, HR 

management, recruitment, and collaboration across various roles. This segmentation framework helps 

companies formulate a clear division of labor and set quantitative indicators. Furthermore, for EB 

attributes difficult to communicate via social media, companies can find creative ways to communicate, 

pilot test merging different types of posts, and attract more potential talents with a balanced combination. 

 

Additionally, it offers a comprehensive guide for job seekers on how to search and evaluate employer 

content on social media. This article helps job seekers learn about an employer's full image during their 

job search. It provides detailed guidance on how to browse different employer content on social media, 

distinguish between promotional information and genuine posts, and assess inclusiveness and openness 

through company culture posts. After reading, job seekers will have a deeper understanding of each post 

type and its significance. 

 

5.3 Limitations and Suggestions 

Regarding limitations, firstly, our sample was diverse in nationality and gender but limited to master 

students aged 22-28, which may cause biases. For example, job seekers with different academic 

qualifications may be concerned with a different EB post type. Secondly, differences in social media 

usage habits, such as a preference for LinkedIn over Instagram while searching for job information, 

might make our findings more relevant to LinkedIn than other platforms. Additionally, the limited 

insights from corporate professionals due to interview challenges may have affected our depth of 

understanding from the employer's perspective. 
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For future research, a quantitative approach could prioritize the effectiveness of various EB post types, 

including the impact of comprehensive posts that merge multiple types. Additionally, it would be 

valuable to investigate which types of EB posts and keywords deter job seekers and to explore which 

formats (video, text, image, article) are most effective. Examining which EB post types positively 

influence current employees' loyalty and retention can offer new insights. Developing clear content 

differentiation strategies across various platforms will maximize employer branding effectiveness. 

Finally, ongoing research and adaptation will be essential for employers to stay competitive in attracting 

and retaining top talent in a dynamic digital landscape. 
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7. Appendices 

7.1 Interview Guide 

A) Interview Questions (Job Seekers) - 60 mins 

Preparation (20 mins):  

Before the interview, please research online (especially their social media posts). Identify two 

contrasting companies. The first company is a potential employer. The second company is one you 

initially considered, but it seems less attractive after exploration. Later, you will be asked why you 

intend to apply to these companies, what attracts you, what you have observed on their social media 

accounts, and what you like and dislike. 

Section 1: Discussion about online findings (10 mins) 

 Which two companies were you searching for? 

 Why do you find this employer (un)attractive? 

 What would you do if you wanted to search for more information about this employer? 

 Will you search their social media for further information? 

 Which information are you looking for, what platform will you use, what else, and why? 

Section 2: Discussion about EB attributes (10 mins) 

 How do you compare the employer brands of the two companies based on their social media 

presence? 

 Explain why you like their social media and remain interested in their job opportunity and what 

information you consider most matters to you. 

 Explain why you do not like their social media, and what information you think is irrelevant and 

does not engage you.  

 What else information are you looking for that is not mentioned on their social media? 

Section 3: Browsing together and discussing the types of social media posts (10 mins) 

 Would you show me how you browse the social media of the companies you prepare? 

 Which app or platform will you go to first and why? 

 Which part would you look at first, and how does it matter to you? 

 What types of posts attracts you most? And why? 

 Shall we go to the other case? Which types of posts do not interest you, and why? 

 Compared to the case you are interested in, which posts do you think are missing in the case you 

do not prefer? 

 Is there any other type of post you think they should post, but they don’t? 

Section 4: Discussion about the literature findings (10 mins) 

 This model is what I found in the literature; the left side is about what attracts you as an employer, 

and the right side is about the different types of posts. (With definition explanation) 

 On the left side, which factors matter to you most? If all issues, do you have priority, from most 

to least? 
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 Which factors do you think are least relevant, meaning “I don’t care” when considering an 

employer or a job? 

 Beyond this list, is there any other factor you mentioned that also matters to you? 

 On the right side, there are all these types of posts. Which of them have you already observed 

during your case preparation? 

 Which types of posts attract you most and why? 

 Which types of posts do you think are irrelevant, or you don’t care? 

 Is there any other post type you have seen that we didn’t mention? 

Demonstration: Figure 1. Conceptual Model with definition description. 

 

B) Interview Questions (Employer Branding Manager/HR Manager) – 30 mins 

Section 1: Recruitment (3 mins) 

 How do you recruit new employees? 

 Through which channels do you usually post job vacancies or collect applicants' CV? 

Section 2: Social Media Posts (10 mins) 

 How do you use social media? 

 What factors do you think are essential for job seekers to consider your company as an excellent 

employer? 

 What information (employer brand attributes) is included (or avoided) in the posts? Why? 

 Which types of posts do you use to engage job seekers, and how do you assess their impact? 

 How does your social media content strategy align with your employer branding objectives? 

Section 3: Job-related posts vs Generic posts (10 mins) 

 How do you balance job-related posts and generic posts on your social media platforms? What 

factors influence this balance? 

 Can you provide examples of job-related posts that draw significant attention or engagement 

compared to generic posts? What do you think contributed to this difference in response? 

Section 4: Conceptual model discussion (7mins) 

 Here are some insights gathered from job seeker interviews. Which elements have you already 

applied? 

 Which elements do you think you haven't paid attention to before but now find interesting and 

worth trying? 

 

7.2 Interview Statement: 

This interview is conducted solely for research purposes. The interview process may be recorded, 

and the content will only be used for research. All answers and personal information provided will 

not be used for any commercial purposes or disclosed to external parties. 
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7.3 Data Storage 

All data is stored in Google Drive with Original Audio, Transcribed scripts and Interview record.  

Thesis Data - Google Drive 

 

7.4 Coding Scheme 

 

https://drive.google.com/drive/folders/1E_q3eYyJ_5PaFVQYL8NzovK3s2LtEJgV

