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Background of Research

Finnish business environment (Euro stats 2012)

• Highly developed, services & R&D are key 

• Significant number of SMEs employing over 60% of the 

workforce

• About 28% of SMEs operate in technology related 

activities or businesses

• Technology accounts for over 60% of Finnish exports, 

80% private-sector R&D (Rönkkö 2011)

• Software industry is estimated as approx. 3 to 6 billion 

euros (Rönkkö and Peltonen 2012)
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Background of Research

Employment market

• Highly competitive

• Challenge to attract the 

right talent for the 

available vacancy
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Research Problem and 

Research Questions
Employer Branding is a widely used concept to attract 

candidates by large companies or MNCs. 

How effective is this concept for SMEs, especially for 

ICT companies and its appeal to graduating students?

• RQ1: What is the impact of Employer Branding on 

students’ decision to work for a SME?

• RQ2: What attract the graduating students when they look 

for a job?

• RQ3: From which source do the students build their 

employer brand perception?

• RQ4: What is the career orientation of the student after 

graduating?

30.10.2015 5



Literature Review

• Brand is a marketing concept (Aurand et al. 2005) 

and Keller (2008)

• ’...A name, logo, symbol, design or a combination of 

them...’

• Structured by brand attributes to differentiate one 

from another

• Capable to generate values and awareness, 

reputation and prominence in the market place

• Giving reasons to customer to choose one over 

another competitive offering
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Literature Review

Employer branding

• Denote perception of current and prospective employees 

toward an organization as a great work place (McLeod and 

Waldman 2013)

• Send image as a ’great place to work’ to target groups

• HRM plays a significant role of attraction, recruitment, 

selection, training, development and other HR related 

activities

• The message sent must be consistent with the corporate 

branding to appeal the prospective employees

• Combining the marketing concepts of branding, image, 

reputation, awarness and HR concepts of organizational 

identity and employee satisfaction (Barrow and Mosley 2005)
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Literature Review

• Livens and Highhouse (2003) presented that the 

instrumental-symbolic framework has major 

significance to attract applicants to the companies

• Instrumental Attributes

• Utilitarian or functional attributes

• Consider how job or organizational factors and 

charateristics of the company affect the perception of 

potential employees  towards company’s attractiveness 

as an employer

• Symbolic Attributes

• Self-expressive attributes

• Brand personality developed by Aaker (1997) to explore 

how symbolic values of jobs and the organizations affect 

how the candidates for perceptions towards the employer 

brands
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Literature Review
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Instrumental attributes Symbolic attributes
Synonyms  Utilitarian or functional attributes  Self-expressive attributes

Content 
(Keller 
2008)

 Product-related attributes

 Describe a product in terms of 

objective, physical, and tangible 

attributes that a product either has or 

does not have

 Non-product-related attributes, especially 

user imagery

 Describe a product in terms of subjective 

and intangible attributes that accrue from 

how people perceive a product and make 

inferences about it rather than what a 

product does/has

Motive 
(Katz, 
1960; 
Shavitt, 
1990)

 People’s need to maximize rewards 

and minimize punishments. In other 

words, they enable consumers to 

maximize benefits and minimize costs

 Utility serves as the primary reason 

for consumers’ attraction to 

instrumental attributes

 People’s need to maintain their self-

identity, to enhance their self-image, or to 

express themselves (beliefs, traits, 

personality, etc.)

 Self-expression serves as the primary 

reason for consumers’ attraction to 

symbolic attributes

Example  A consumer wants to buy a car 

because it drives fast and has 

comfortable seats 

 A consumer wants to buy a car because it 

seems cool and trendy
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Brand personality scale (Aaker 1997) (Chase 2012)



Employer Branding in 

Recruitment
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Employer Branding in recruitment process (Knox, Freeman 2006) (Dukerich, Carter 2000)



Hypothesis

H1: Employer Brand positively affects student’s 

decisions to apply for a job in SMEs

H2: Instrumental attributes are positively related to 

perceptions of students on Employer Branding.

H3: Symbolic attributes are positively related to 

perceptions of students on Employer Branding.

H4: In Employer Branding, symbolic values have 

stronger influence than instrumental values.

H5: Students prefer to work for companies with more 

than 50 employees
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Methodology

• Quantitative through paper survey

• Convenient sampling 

• Engineering and business students from KAMK

• Fair representation – graduating students with high 

possibility to join the ICT industry

• Maker checker process 

• Input to excel worksheet

• Import  to SPSS for analysis

• 181 responses

• 93 first year; 79 second year, 8 third year and 1 final 

year (limited due to practical training semester)
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Findings
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Research objective: Study the role of  Employer Branding in IT SMEs in Finland

Literature Research Questions Hypotheses Findings

Employer 

Brand

RQ1: What is the impact of

Employer Branding on students’

decision to work for a company?

H1: Employer Brand positively affects

student’s decisions to apply for a job in

SMEs

Accepted

Instrumental 

and symbolic 

attributes of  

Employer 

Branding

RQ2: What attract the graduating

students when they look for a

job?

H2: Instrumental attributes are positively

related to perceptions of students on

Employer Branding

H3: Symbolic attributes are positively

related to perceptions of students on

Employer Branding

H4: In Employer Branding, symbolic values

have stronger influence than instrumental

values.

Rejected

Rejected

Abandon

Brand 

awareness

RQ3: From which source do the

students build employer brand

perception?

Nil

Business 

environment 

in Finland

RQ4: What is the career

orientation of the students after

graduating?

H5: Students prefer to work for companies

with more than 50 employees

Rejected



Discussion

RQ 1: What is the impact of Employer Branding on 

students’ decision to work for a SME?

• Most respondents believe SMEs with employer 

brand would affect their decisions to select it as a 

prospective employer

• Thus, it suggests that SMEs with stronger employer 

brand would be more attractive for candidate than 

those without
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Discussion

RQ 2: What attract the graduating students when 

they look for a job?

• Instrumental values 
• Career opportunity and competitive financial benefits are the most 

attractive attributes 

• Symbolic values
• Sincerity, competence and excitement are ranked the top

• Friendly, sincere and open work environment are presented

• Innovative and creative thinking are encouraged

• Competencies are valued and rewarded

• However, the research results indicate that neither instrumental

nor symbolic attributes have direct influence on how students

shape perceptions towards employer brand
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Discussions

RQ 3: From which source do the students build 

their employer brand perception?

• Use product or service of the company

• Limited opportunity for IT SMEs in Finland

• Direct interaction with the employer

• This can be strengthen through participation in career 

fair, offer training positions, commision for thesis 

topics, collaborate with courses, organize field visit to 

the company etc.
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Discussion

RQ 4: What is the career orientation of the student 

after graduating? (preferred + most preferred)

• Working for a company is preferred to starting up 

own company

• 66% would choose to work for a company in IT 

industry

• 63% are interested to work for a SME

• This is a good start but IT SMEs must device a good 

recruitment program to attract suitable new 

graduating candidates to fill its vacant position
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QUESTIONS?
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