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Abstract

Research Problem -The internationalization and globalization led camies expend their
business all over the world and within they havel¢al with people from all nationalities.
Companies have to be aware of the different cudtarel implement them into their strategies.
Moreover need companies in times of “war of talemtrategy to attract the right applicants
for their company. For that employer branding i® gossible one. The implementation of

such a strategy should not miss to include theiallaspect to be more strong and successful.

Purpose of the Study —Even there are recently studies about employerdomgnand its
implementation the cultural aspect is missing irtHer researches. Therefore the following
study was conducted to determine the relationsatpvdeen this two factors - at the example

of Portugal and Germany.

Design/Methodology/Approach -A gualitative content analysis was based on siruiews
and a gquantitative study (n = 200) to analyze tearch questions was conducted and
hypotheses were derived from a literature reviele ihterpretation is based on statistical and

gualitative analysis.

Findings/Implications — In fact there is a relationship between employeandmg and
cultural aspects. Moreover it can be assumed Hbédtede’s findings are still updated. While
nationalty is playing a role for employer brandih@s gender, if even, a minor influence to

employer branding.

Research Limitations —Due to the fact, that this is a master thesis tuitte restrictions, the
studies have a limited amount of participants. Timesstudies are not representative; they are
only giving a hint in a direction. Furthermore etamount of analyzed country to small. To

determine Hofstede s dimension, it should be moramount close to his 72 countries.
Keywords: Culture, Hofstede, Employer Branding, Nationality

JEL Classification: F23 Multinational firm, - M31 — Marketing



Abstracto

Problema de Pesquisa A internacionalizacdo e globalizacdo deixamrapresas lidar com
seus negocios, mas com isso, também tém de lidar pgssoas de todo o mundo. As
empresas tém de estar conscientes das diferentesasue implementa-las nas suas
estratégias . Além disso,precisam de empresasmuenepos de "guerra de talentos” atraiam
os candidatos certos para a sua empresa. Paraaissarca empregador, € uma estratégia
possivel. A implementacado de tal estratégia, n&e gerder de incluir o aspecto cultural para
ser forte e bem sucedida.

Objetivo do estudo- Mesmo havendo recentemente estudos sobre a serapragador e sua
implementagcdo no aspecto cultural, estd a faltaoetras pesquisas . Portanto, o presente
estudo, foi realizado para determinar a relacameesdte dois, no exemplo de Portugal e da

Alemanha.

Projeto / Metodologia / Approach - A analise de conteudo qualitativa, baseada em se
entrevistas e um estudo quantitativo ( n = 200a @aralisar as questdes de investigacdo e
hipoteses derivadas de uma revisdo da literaturanté&rpretacdo é baseada na analise

estatistica e qualitativa.

Constatacdes / Implicacdes De fato, ha uma relacdo entre a marca empregadspectos
culturais. Além disso, pode -se supor que as cedekl de Hofstede ainda sdo atuais.
Enquanto a nacionalidade esta a desempenhar unh g@pearca empregador, 0 sexo da

pessoa, se ainda tém alguma influéncia,para a reaxpeegador é menor.

Limitacbes de Investigacdo- Devido ao fato de que esta, € uma tese de rdestram
restricbes de tempo, os estudos tém uma quantidadaeda de participantes. Assim, 0s
estudos ndo sado representativos, estdo apenasimdatica em uma direcdo . Além disso, a
guantidade de pais analisado € muito pequena detmaninar a dimensdo de Hofstede, deve

ser mais um valor proximo aos 72 paises.
Palavras-chave Cultura , Hofstede , marca empregador, Nacioadkd

Classificacdo JEL F23 empresa Multinacional - M31 - Marketing
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Executive Summary

The globalization and internationalization of therld and within the economy lead to the
problem of cross-culture interaction. A diversityorkforce becomes a relevant aspect in
international operating companié€3perating in different countries leads also todhestion,

if standardizations and policies can be transimfone country to another or if they need to
be adapted. Regarding human resources manageneequéstion is essential, considering
that this department is only dealing with peopie&ies. Interesting is especially, if potential
applicants, who start now their career, are hawdiffterent or the same expectation to a
potential employer. Due to the fact that they dre first generation which grew up in a
globalized world and having perhaps more in comntiban generations before. Thus
companies have to adopt different recruitment etjias to be attractive all over the world.
Employer branding strategies is one possible waatttact and retain employees.

This master thesis tries to analyze cultural aspant dimension as well as companies and
applicants view’s to employer branding and cultlitee aim is the overall research-question
if culture is related to employer branding and whimplication that has for an employer
branding strategy. Furthermore are hypothesis™ tditations derived from the literature

review, to investigate the influence of gender aationality to employer branding.

In the analysis are a qualitative and a quantegastudy introduced. The qualitative study
determines through a content analysis six expe&tvuiews from companies in Germany and
Portugal. The gquantitative study investigates avesyr which derived from two different
surveys: VSM 08 and EmpAt (N= 200), which are inigaded through a statistical analysis.

In conclusion the study shows that culture is eglab employer branding. Regarding culture
it can be assumed that Hofstede's cultural dimess@re still updated. Contrary to the
influence of culture to employer branding, gendas lonly, if even, a minor influence. In
addition shows the study that the expectations ppiieants differ in the two considered
countries. Gender has also no influence to the @apens of applicants. Accordingly

companies should imply culture into their employebranding strategy.

VI



Employer Brand Image in an International ConteRinne Charlotte Luchtenveld

1. Introduction

This thesis is conducted to research about cukmck its relevance to recruitment and in

particular employer branding strategies.

1.1Background

In our globalised world are international cooperasi like joint ventures or mergers and
acquisitions daily routine. It is not knew that ragars have to be prepared to deal with
different kind of culture and thus with differentiginess behaviors and traditions. It seems
obvious that when you have business cooperatiochina you have to learn first how to

behave in the right way.

Considering the growing together of Europe throtilghfounding of the European Union and
implementation of the Euro € it is not anymore bwious, if we have to prepare ourselves for
doing business between different European counffies question arises, if there are still big

cultural differences in Europe or not.

Taking these reflections into account, we could @siselves, which implementation it would
have for an international company, if all officesurope can be considered to have the same
culture. Would that mean, that the human resoudegmrtment can have the same policies

and procedures in whole Europe?

This thesis will try to answers these questions,particular regarding the recruitment
practices and within the employer branding strate§ya company. What relevance has
national and corporate culture for an employer tirag strategy and which ones generally

exist?
The following researches are conducted to find answ

1.2 Method
The thesis will be divided into two different papevith two different studies. The first paper
will be based on a literature review about corpom@ilture in Portugal and Germany and a

summary of Hofstede’s findings in those two cowstiin particular. Furthermore there will
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be in the second paper a literature review on ftfferent views and findings of Employer

branding, considering especially the role of cogp@iculture for the Employer brand image.

From this reviews the qualitative study will derivEhe sample will consist of 3 expert
interviews per country with HR professionals frongmeering or insurance companies. The
purpose of the study will be to find out which dhe right employer branding strategies
considering the cultural aspect showing on the @tasnPortugal and Germany. To come to
conclusions the expert interviews have to be amaly®y a content analysis separated for each
country to take first conclusions for each courand compare them. These results will be
compared with the literature review and conclusitghe all over research question can be
taken.

The second paper will be based on a literatureeveabout recruitment, the best strategies for
the creation of an employer brand image and itiogiship to culture. The second study will
be a quantitative one. The sample will be condist® students (potential, high qualified
employees) from both countries. The questionnaiiéisbe based on the questionnaire for
cultural differences (Hofstede, Hofstede, Minkowénken, 2008) on the one hand and on a
known employer brand image questionnaire (Bertltowing, Lian Hah, 2005) on the other
hand. The analysis of the questionnaire, with takp lof statistical tools, will address the
following research question: What are potential lxygees with an international background
expecting from a good employer? This will be foleEvby a comparison of the results with
the literature review and conclusions will be takenboth countries.

Outbound from both studies conclusions for the Iséisttegies for a good Employer Brand
Image in each country can be taken and the firsdareh questions can be answered: Is the
Employer Brand Image of a company related to thrparate culture? And if which are the
best strategies to attract the right employeesideriag the corporate culture in different

countries?

1.3 The research questions
This master thesis addresses the following makares question:

Which are the best employer branding strategiesttact and retain the right employees

considering the corporate culture in different ctigs?

Taking all given parts of the question into consatien the research question can be split into

two main components: culture and employer brandirefegies. The first component is going
2
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to be answered through a qualitative content aizalgad a quantitative analysis which

answers the questions:
Which cultural theories are existing?
Are they still updated?

The second component is also going to be answéredgh a qualitative and quantitative

analysis regarding the questions:
What are possible employer branding strategies?

What are potential employees with an internatiobakk round expecting from a good

employer?

The empirical findings will be contributed to thevg&lopment of possible employer branding
strategies considering the concepts of culturenswar the main research question. Moreover
there should be also implications for companies imays- Firstly to improve their already
existing employer branding strategies, especiadlying the corporate culture more into
consideration and secondly for companies withoyt employer brand image to develop it

with the right strategy for their company.
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1.4Procedure

| nt rod uct | on *Background, Problem Statement, Research questions,Limitations

Th eo retica | F ramewo rk e Culture Theories, Hofstedes Framework

* Design of a Questionaire

P ra Ctlca I M et h Od S e Interviews with HR Professionals

Em pe rical Findi Ngs «Qualitative Content Analysis

e Employer Brand Image Concept
e Employer Branding Strategies

* Design of a questionaire
¢ Data collection in Germany and Portugal

* Quantitative Analysis with SPSS

¢ Development of Employer Branding strategies for both countries through

COﬂCl u SiO n the analysis of both papers

# Conclusion, Future Research

Table 1- 1 Overview Thesis

1.5Limitation

Due to the factthat this is a master thesis with time restrict, the studies have a limite
amount of participants. Thus the studies are rnuesentativ, they are onl giving a hintin a
direction. Furthermore is the amount of analyzedntxy to small. To determine Hofsted:

dimension|jt should be more an amount close tc amount of7/2 countries
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2. Paper I: The actuality of Hofstede “s dimensianof culture for Germany
and Portugal

“Culture is an abstraction, yet the forces that ameated in social and organisational
situations that derive from culture are powerfdinie don’t understand the operation of these
forces we become victims of them.” Edgar Schein

2.1 Introduction

Culture is a very important factor in our globalndoand is also quickly gaining attention in
the corporate world. Due to the globalization ahd growth of international markets, the
knowledge of cultural differences is becoming caliciBut what exactly is culture and
corporate culture inside companies? Culture defimeda common way means ‘the
collective programming of the human mind that dgishes the members of one human
group from those of another. Culture in this seissa system of collectively held valués..
(Hofstede, 2003:9). Corporate culture on the ottaerd is defined as “...pattern of shared
tacit assumptions that was learned by a group aslited its problems of external adaptation
and internal integration, that has worked well egbuo be considered valid and, therefore,
to be taught to new members as the correct wayetoepre, think, and feel in relation to
those problems’”.(Schein, 2009:27). Tacit behavior is hereby bébtrawhich is based on the
learned and shared values and beliefs on whichlpdigsed their reality. This definition of
organizational culture is based on three leveldtural artifacts, values and the already
mentioned basic assumptions. Moreover various asitttied to develop cluster approaches
for cultural phenomena. One of the best known igrGelofstede, but his work is also
intensively criticized. Even though Hofstede’s wdgek for national cultures, he drew
conclusions from his studies on the corporate lenel even today authors are building their
theoretical organizational cultures on his resesschihe great success of his work can be also
found in his ability to reduce the complexity ofltawe into comparable culture dimensions
and like this it can be easily applied to differ&mtd of cultural backgrounds. Therefore the
guestion arises, if Hofstede’s approach is now aiblicable or his detractors are right and

his approach is not usable.

A reason why his researches could be outdateceiattt of political changes. The founding
of the European Union and the worlds growing togets part of the globalization, could be
further reasons. Other indicators for this theaw that programs like “MobiPro-EU/The Job

of my Life” are trying to improve the cross-bordapobility inside Europe. Furthermore the

5
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new generation of Europeans is having more and nmiegnational experiences through
exchange programs or international internships.sérerguments underline that Hofstede’'s
findings are outdated. Contradictory, culture isdzhon values and one has to ask if values
are really able to change that quickly. Furtherngireuldn’t we see Hofstede’s findings in a
relative context rather than in an absolute? Radbtimeans that the absolute numbers in a
new survey would perhaps change, but the relatetwden the fractions would not. This
study tries to find answers to the previous questiad’he second part will address a more
specific task. If culture studies are importantjah influence do they have on the creation of
a good employer brand image or are these two topidspendent from each other? If
Hofstede’s findings are not relevant anymore angl@yses in Europe have the same
expectations, culture would be irrelevant for theation of an employer brand image, at least
for the European area. Is employer brand image amythe right tool or are there others,
better ones, to get the right employees for a cowya his paper is trying to find answers
through a qualitative analysis of experts to theid® national and corporate culture,

recruitment and employer brand image.
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2.2 Theoretical Review
In the following three different kinds of approashe explain culture are introduced and

discussed.

2.2.1 Trompenaars” Findings (1993)
AlfonsTrompenaars was one of Hofstede's studergsid® this, he developed another model

to explain culture.

Trompenaars™ model (1993) is based on the assumibtad culture differentiates itself from
another through the chosen solutions to certaiblpras. These problems reveal themselves
as dilemmas. There are three categories of probldmshose which arise from our
relationships with other people 2. those which cdrom the passage of time 3. those which
are related to the environment. To these univgreatblems, different cultures have chosen
different solutions. Derived from the solutionsyese different dimensions of culture can be
identified. The first five are based on problemsiokharise from relationships with other
people namely: 1. Universalism vs. particularismCammunitarianism vs. individualism
3.Neutral vs. emotional 4. Diffuse vs. specificAchievement vs. ascription. The sixth is
categorized under attitudes of time namely: Origonato past, present and future and the
seventh is categorized under attitudes to the enwient, namely internal vs. external-

oriented cultures.

Firstly in the universalism approach there is elyaohe right way which is good and can
always be applied. Where as in the particularispr@gch there is a greater attention to the
obligations of relationships and unique circumsggngules vs. relationships). In the category
of individualism vs. communitarianism arises thesjion if people see themselves primarily
as individuals or as part of the group. With otlwerds, what is more important the individual
or the group? In the third category neutral me&ias the nature of interactions is objective
and detached while in the emotional approachatceptable to express emotions. In addition
the differences between specific relationships diffdsed ones are, that specific ones only
prescribed by a contract while diffused relatiopshinvolve the whole person that means real
and personal contact. Moreover the category ofeaeiment vs. ascription is explained.
Achievement means that you are judged on what ywe laccomplished and on your record.
Ascription means that you are judged based on ¥Yatin, gender or age, connections or
educational record. Furthermore there is the cayegfattitudes to time. The difference here

is found in the degree, how much it matters, whahedbody achieved in the past or how

7
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important somebody’s plan for the future is. Ladthe category of attitude to the
environment has to be explained. The scale heh@ws much a culture feared or emulated

nature and sees the world much more powerful thdividuals (Trompenaars, 1993).

Trompenaars” findings are in my opinion to narréle. differentiates culture only in the way
how people solve problems, so called dilemmas.H&uis not considering any other aspect
like power distance or they way traditions are hegh@vhich, in my opinion, is very important
because it is showing the interaction between @eaptl the appreciation for each other and
tradition. Outgoing from that findings we could lkuiother assumption about cultural

behavior.

2.2.2 Hall’s Findings (2001)

Edward T. Hall was anthropologist and explained &elyural factors together with his wife
Mildred R. Hall. As an opposite of Trompenaar arafdtede they developed their dimensions
successive and not in one. Hall & Hall (2001) dedirthree dimensions: context, time and

space.

Context: This dimension is divided into two catagser high context and low context. In a
high context society there are many conceptual ehsnwhich help people to understand the
rules. Consequently much is taken for granted.ow kontext societies there is more
explanation needed, but fewer possibilities to migrstand each other, because all

information is inside the spoken words.

Time: Time is divided into monochronic and polyahio time. In monchronic societies
people are doing one task at a time. It requirasrphg and time management. In polychronic
societies human interaction is more important tivae and materialism. Multitasking is done

frequently and deadlines are not important.

Space: This dimension can be divided into highitterality and low territoriality. High
territoriality means a greater concern about owmprsThis implies the marking of the
ownership through boundaries, for example. Lowittatality means, that people do not care
so much about boundaries and space. They are gvilirshare space. Ownership does not
mean so much to them. In this dimension they atsdyaed the private space people need
between each other (Hall & Hall, 2001).

In my opinion Hall & Hall's (2001) differentiationf culture is also to narrow. Instead of

considering dilemmas he is only considering tinpgce and context. The division in these
8
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three parts makes sense, but it is not enoughaiexculture. There are missing categories
for the way of handling traditions and the way geadpteract with each other, considering
different family or academic background, differgrwer relations or different gender. For
the explanation of culture, it is also importanttmsider, interaction between individuals and
the reasons for them. This part is missing here.

2.2.3 Hofstede’s Findings

Geert Hofstedes researches about culture and etepoulture started in 1967. Hofstede used
information gathered from two large surveys whiatrevconducted duringl967-69 and1971-
73 with members of IBM subsidiaries in 72 countigh 20 languages). From these surveys
a total of 116,000 individual answers were obtaiocedering more than 30 topics. In the first

phase, results were obtained on the basis of irdtom gathered in 40 countries, later this
number was increased to 50 countries and thre@nggiThe outlined results were also

validated by all of his following studies (Hofsted#14). Since then Hofstede belonged to

the group of the most cited authors according ¢0838CI (Social Sciences Citation Index).

Hofstedes studies are based on the assumptionpdogile who are working in the same
company worldwide, are the perfect sample, becaheg are only differing in their

nationality.

Hofstede defined culture a3tie collective programming of the mind which diptiishes the
members of one group or category of people fromthend (Hofstede, 2003:9). This
definition shows that culture is learned not intesti It derives from the social environment.
Culture is formed by values and practiced throughals, heroes and symbols..Values is
defined as’broad tendencies to prefer certain staibaffairs over others...(Hofstede, 1980:

19). Further values are feelings with a good abddside e.g. evil vs. good.

The design of the questionnaires was based orotlosving areas, which are based on values

of the employees:

1. Social inequality, including the relationship wahthority

2. The relationship between the individual and theugro

3. Concepts of masculinity and femininity: the soamplications of having been born as
a boy or a girl

4. Way of dealing with uncertainty, relating to thentrel of aggression and the

expression of emotions
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From the individual responses to each questionragee values were obtained for each
country and the typical values were subjected téaaorial analysis resulting in four
dimensions of culture — power distance, collectivizs. individualism, femininity vs.

masculinity and uncertainty avoidance (Hofsteddstéale & Minkov, 2010).

In a later study in 1980 Hofstede and Bond (Hokst&Bond, 1984) did a new cross-national
study — The Chinese Value Survey. Here they idedti& fifth dimension long-term / short

term orientation (Hofstede, 2003).

These five dimensions together form a five-dimemaionodel of differences among national
cultures. Each nation is characterized by a scdnehwreflects each of the five dimensions

(Hofstede, Hofstede & Minkov, 2010). The five dirsemns are defined as follows:

1. Power distance (PDI):
Extent to which less powerful members of instita§oor organizations within a country
expect and accept that power is distributed unéguilhe fundamental issue here is how a
society handles inequalities among people. Peapkocieties exhibiting a large degree of
power distance accept a hierarchical order in wieiebrybody has a place and which needs
no further justification. In societies with low pewdistance, people strive to equalise the
distribution of power and demand justification fieequalities of power (Hofstede, 2014).

2. Individualism vs Collectivism (IDV):

The high characteristic of this dimension, calledividualism, can be defined as a preference
for a loosely-knit social framework in which indiials are expected to take care of
themselves and their immediate families only. l{gpasite, Collectivism, represents a
preference for a tightly-knit framework in socieity which individuals can expect their
relatives or members of a particular in-group tklafter them in exchange for unquestioning
loyalty. A society's position on this dimensionréslected in whether people’s self-image is
defined in terms of “I” or “we” (Hofstede, 2014).

3. Masculinity vs. Femininity (MAS):
The masculinity side of this dimension represenfgeference in society for achievement,
heroism, assertiveness and material reward foresgcSociety at large is more competitive.
Its opposite, femininity, stands for a preferenmedooperation, modesty, caring for the weak

and quality of life. Society at large is more carmsasgs-oriented (Hofstede, 2014).

10
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4. Uncertainty Avoidance (UAI):
The uncertainty avoidance dimension expressesdbeed to which the members of a society
feel uncomfortable with uncertainty and ambiguityhe fundamental issue here is, how a
society deals with the fact, that the future camendoe known: should we try to control the
future or just let it happen? Countries exhibitgtigong UAI maintain rigid codes of belief and
behavior and are intolerant of unorthodox behaaiat ideas. Weak UAI societies maintain a

more relaxed attitude in which practice counts ntbea principles (Hofstede, 2014).

5. Long-term vs. short-term orientation (LTO):

The long-term orientation dimension can be intdgateas dealing with society’s search for
virtue. Societies with a short-term orientation getly have a strong concern with
establishing the absolute Truth. They are normaiiveheir thinking. They exhibit great

respect for traditions, a relatively small propgndo save for the future, and a focus on
achieving quick results. In societies with a loegat orientation, people believe that truth
depends very much on situation, context and tinheyTshow the ability to adapt traditions to
changed conditions, a strong propensity to saveimwvest, thriftiness, and perseverance in

achieving results (Hofstede, 2014).

Note: The sixth dimension which was added recamti)12 is not taken into account in this paper.

2.2.3.1 Criticism

Hofstede’s work was intensively criticized in selgyoints. There are five standard critics to
which he even responded. First it was said thatreey is not an appropriate instrument for
measuring cultural disparity (Schwartz, 1999). Hede thinks that there should not only be
one way for measuring cultural disparity and a syreould be one of it (Hofstede, 2003).
Second the division by nation itself was criticiz€tlltures are not necessarily bounded by
borders. He uses national and corporate cultur@ statistic, essential concept (Baskerville
2003; Baskerville-Morley 2005; Mc Sweeney 2000; lag2004). Hofstede agreed in that
point, but he also pointed out, that they are thi &inds of units, which are available
(Hofstede, 2003). Third there was critic about gsanly one company which cannot provide
information about an entire cultural system (Oli895). In Hofstede ’s opinion any set of
functionally equivalent samples from national p@piins can provide this information to

measure differences between cultures. ActuallylBd survey consists of unusually, well
11
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matched samples for that number of countries (lddést2003). Fourth it was criticized that
the IBM data is old and obsolete. Hofstede arghed the derived dimensions have roots in
old centuries. Furthermore recent replications stibat there is no loss of validity (Hofstede,
2003). Lastly there is critic about the number ohehsions. Four or Five are not enough.
Here, Hofstede is open for more, if the new dimemsiare independent from the old ones and
validated by significant correlations with relatezkternal measure (Hofstede, 2003).
Moreover there was also critic against the homogeneside one nation, which he was
assuming (Baskerville 2003; Mc Sweeney 2002; My&rgan 2002; Nasif et al. 1991). In
addition it was criticized that the dimensions wetesen from a western point of view
(Baskerville 2003; Osland& Bird 2000). Moreovewias argued that political influences (e.g.
the cold war) were the reason for some resulteerppwer distance dimension (Sondergaard,
1994) and in the uncertainty avoidance dimensioew(idan, 1996). Furthermore there was
critic regarding the validity of his items, in pattlar the missing theoretical reasons for
choosing them (House et al., 1997).

Hofstede’s findings are convincing in my opiniore id considering the people s behavior to
inside groups and individuals (power distance aadhiinity/masculinity). He is also
considering their way of dealing with unknown sttaas and their orientation in time. Thus

he has Trompenaars dimensions as well as Hall &d4dilmensions considered.

2.2.4 Decision for the Hofstede model

Comparing the three models to analyze culture miffees there are differences as well as
consensuses to find. Hofstede’s dimension of iddaiism vs. collectivism is similar to
Trompenaars™ individualism vs. communitarianismorfipenaars” dimension specific vs.
diffuse is not the same as Hall's low context vighhcontext dimension, but there is
coherence between them. Specific societies hawe matsstly a low context, while diffuse
societies have mostly a high context. Trompenaasicept of time consists of two
approaches. First the importance of past, futurd @resent for a culture and second the
difference between sequential and synchronic astufhe second approach is an equivalent
to Hall's polychronic and monochronic time dimemnsio Regarding these facts Halls
dimensions are integrated in Trompenaars” dimessixcluding the time. Thus Trompenaar
is more comprising than Hall which excludes Halllhat reduces the choice between
Trompenaar and Hofstede. Due to the fact that lddést work was validated by other
different and independent studies, much more oftean Trompenaar (Dahl, 2000),

Hofstede’s approach is chosen for the followindyams

12
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2.3 The two country analysis

As shown above Hofstede’s approach is loudly aéat. Still, his findings are from utmost
important. Regarding to the example of Portugal @edmany his findings have the following
results (Hofstede, 2014):

Dimension Germany Portugal
PDI 26 56
IDV 72 25
MAS 68 29
UAI 55 92
LTO 57 27

Table 2-1 Hofstede’s indices for Germany and Portuga

This table shows that Germany is a lower poweradist, individualistic, masculine,

uncertainty avoidance and short-term orientatiariesp. Portugal on the other hand is a high
power distance, collectivistic, femininity, uncenty avoidance and short-term orientation
one. With this results it is expected, that the wuttures, and derived from that, the two

corporate cultures differ a lot in the two courdriBut in which way is it shown?

Due to the fact of a supporting strong middle clasd a high decentralization the power
distance in Germany is low. In the daily busindgs means that direct communication and
participative communication are appreciated. Lestipris based on expertise and control is
disliked. Furthermore a score from 72 shows a irehiV/idualistic society. That is expressed
through small families with a strong parents-chiédationship. Self-actualization is what
people believe in. Duty, responsibility and loyaliye based on personal preferences for
people. The communication is one of the most dioeets in the world to give the chance to
improve one’s mistakes. The high score of 68 MA@\whGermany as a masculine society.
Society is performance orientated; beginning alyeaith the school system and performance
is highly valued. Self-esteem is gained throughieathg tasks and status is often shown.
Thus expectations in managers are to be deciswessertive. With a score of 55 UAI there
is a slight preference for uncertainty avoidancedixtive approaches are preferred that
means in all topics the systematic overview hdsetalearly given upfront. That is also shown
in the law system. Uncertainty is tried to cover dxpertise. The LTO of 57 shows that
Germany is a pragmatic nation. Truth depends omtsin, time and context. Furthermore the
easy adaption to changing conditions, the interesaving and investing and the need to

achieve results are criteria of a long-term oridntation (Hofstede, 2014).

13
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In Portugal the power distance reflects that peopith power have privileges and the
hierarchical distances are accepted. The manageroetibls everything which means that it
decides the importance of information and taskgtheéamore negative feedback is very
distressed, so negative information is difficultpi@vide for subordinates. Shown by the low
IDV of 25 Portugal is a collectivist. This is massted in long-term relationships. Loyalty is
the most important principle and over-rides evecdietal rules and regulations. Everybody
has to take responsibility for the group and thividuals inside. Offence means loss of face
and leads to shame. Employer — employee relatipasdrie ruled by moral terms. Portugal is
with a score of 29 a feminine society. Excessivapetition is not appreciated and equality,
solidarity and quality in working lives are highhalued. Compromise and negotiation is used
to solve conflicts. Decisions and achievement aeehed through involvement and free time
and flexibility are favored. Status is not showrd avell being has the highest priority. The
high score of 92 defines Portugal clearly as aretdamty avoidance country. There is a
strong code of beliefs and behaviors and a highlerdnce for thinking out-of-the-box. There
is an emotional need for rules and security in ggEné important for motivation. Precision
and punctuality are the norm and there is a needetdbusy and work hard. Furthermore
Portugal is a short-term oriented country. Thera fiecus on achieving goals quickly and less
thinking in the future. Moreover there is a strdmgjief in traditions and an absolute truth

which shows a normative thinking (Hofstede, 2014).

The following study will try to find out to whichx¢éend Hofstede’s findings are still relevant

concerning to Germany and Portugal.
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2.4. Method

2.4.1 Research Sample
This study is based on a total amount of six pasditts all with a background in Human
Resources. In particular there are three parti¢gpdom Portugal and three from Germany.

Furthermore all participants are leading HR spetslwith at least 15 years of experiences

from energy, insurance and IT or technical seatonganies.

country sector age gender position qualification years of
experience
Graduated
Germany Energy 53 male HR Director (HR 34
management)
Germany Energy 64 male HR Manager post graduated 39
(humane science|
Germany Insurance 46 male HR Manager Post graduated 20
(psychology)
Portugal Insurance 38 male | HR Director | OStgraduated 15
(law / labour law)
Portugal IT 40 female HR Manager graduated 19
(psychology)
Portugal Technical 63 male HR Director not graduated 40

Table 2-1 Interviewed experts” characterization

The deciding criterion to choose the companiesthas size. To have the broadest view the
German companies are the biggest health insuraoegany, one of the biggest energy
companies, and to have a view on the smaller coirepam medium-size company in the
energy sector. The Portuguese companies are orieeobiggest insurance company in
Portugal, a medium-size company from the IT seatat a small professional car cleaning
company. Furthermore, all companies, even if theyfeom different sectors, have the same
category of potential employees. They are all $eagceducated employees with at least one
degree in the area of business, management oreamngig. The car cleaning company is

choosing this kind of employees only for the higpesitions.

2.4.2 Data collection
The interviews were hold in person and lasted apprately 30 minutes in the German
companies and 60 minutes in the Portuguese congalik interviews were recorded,

translated and transcribed afterwards.

The designed interview consists of open questioralbw the interviewed person to give a
deeply explanation about the following three topicsCorporate & national culture 2.
Recruitment 3. Employer Brand Image. For collectthig qualitative data an exploratory
interview protocol is needed, shown in Annex 1 (@oad 1997). By following the nine steps
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of Crawford (1. Decide the information requiredD&fine the target respondents 3. Choose
the method(s) of reaching your target respondenBedide on question content 5. Develop
the question wording 6. Put questions into a megdnirorder and format 7. Check the length
of the questionnaire 8. Pre-test the questionn@ir®evelop the final survey form) the
guestionnaire was conducted. Regarding the decfsiothe question contents, it was they
were chosen based on the required information. iffic@mation which was developed by
taking all needed information to approve Hofstedstiglies into consideration and develop
the right employer branding strategies. The prevt@s done by introducing the questionnaire
to different people to make the right understandihtihe content sure.

2.4.3 Data analysis

The data was analyzed through a systematic comtealysis for making conclusions to
specific topics (Mayring 2002). To simplify the teke compromising content analysis was
used first. Sentences and expressions were pasgghrgeneralized and afterwards reduced
(Mayring 2002). Based on this material, the dedwectipproach for the category system was
used.

The deductive approach is based on already excitiagry, in this case on the reviewed

studies of Hofstede as shown above. From thisevewategories are determined. After that
anchor examples and a code-guidance are defineskdBan that structure the material is

analyzed. To ensure the reliability of the analys&tegories and the defined code-guidance
are regularly reproved and if necessary adaptegrih®2010).
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2.5 Analysis

The summarized content analysis for the nationdl @rporate culture part for Germany is

shown in Annex 2. The generalized propositionssavn in the table below:

Is needed for changes

Good corporate cultur
= trust in management]

h

v' Openness
v' Direct

communication

Corporate culture in Germany Businessworld in Germany | Important factors for a goo{ National & corporate
corporate culture in DE: culture
performance driven v Be aware of
' ] uniqueness
engineer driven
. v" No pressure
is not celebrated N v Corporate culture
. v’ Stability should be equa|
social  aspects arg from national
subsidiary v’ Credibility culture if products
lowlv chanai v' flat hierarchies . in the same
slowly changing v' Mistakes allowed country
. v’ expertise L
Becoming more| v Liveit v' Corporate culture
important v good quality can be different
. v Trust from  national
Underestimated - .
v' traditional family . culture
Costl owned companies v Coherent with
y strategy v' Corporate culturg
Is needed in bad timeg v Diversity 22r?n0t natlor;)ag
separated

Table 2-2 Proposition for culture in Germany

To analyze these results regarding their fit todtkde’s findings, the deductive approach was

used and a category system was derived. The cgtegstem is based on the 5 dimensions of

Hofstede: power distance, individualism/collectiwis masculinity/femininity, uncertainty

avoidance and long-term/short-term orientation. &n8 shows the developed categories with

the corresponding definition, anchor examples akguidance.

Analyzing the generalized propositions, which wdegived from the interviews, regarding

this category system, provides the following resutir corporate and national culture in

Germany:
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. . . - High Uncertainty . ;
Low Power Distance Individualism Masculinity Avoidance Long-term orientation
v' Expertise
v’ Family .
v .
owned Direct v' Expertise
companies communlcat v "
on Pe d(r)i:/rgr?nce v' Structured v’ Cost
v Direct ) awareness
L v’ Mistakes are
communicati v Slowly
allowed :
on changing
v Flat
hierarchy
. . . - Low Uncertainty . .
High Power Distance Collectivism Feminity e o short term orientation
v "
Y o Y o Y no Y o Trac_imonal
businesses

Table 2-3 Categories for culture in Germany

The result indicates that Germany is a country wittow power distance, individualistic,

more masculine than feminine and with high uncetyaiavoidance. There is no clearly

preference to a long- or short-term orientatione Tasult from Hofstede’s study was that
Germany is a lower power distance, individualistitasculine, uncertainty avoidance and
short-term orientation society with scores of 28, 68, 55 and 57. Comparing these results it
is shown that the low indicator of power distareednfirmed by the results of the interviews.
The same is shown for the high indicator of indiiatism. There are clearly differences in the
results for masculinity. The high score in Hofstadgtudy is only slightly found in the results

of the interviews. In the case of uncertainty aaoick, it is the other way round. The result of
the interviews indicates much higher uncertaintgidance than Hofstede. The long-term or

short-term orientation is not indicated at allle interviews.

Concluding, it is shown that the first four dimemss are indicated by the interviews in the
same way than in Hofstede’s findings. The fifthther is indicated nor disproved. That leads

to the conclusion that Hofstede’s findings regagdBermany are still applicable even today.

By using the same approach for Portugal the sunzeducontent analysis is shown in annex

4. Derived from that the generalized propositioresas follows:
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Corporate culture in
Portugal

Business world in Portuga

Important factors for a good
corporate culture in PT:

National & corporate culture

v" Finding
solutions
through
compromise
and
negotiation

v' Working in
and for
groups

v’ Getting more
professional

v’ Written down
not common

v" not having
general keys

v' showing
respect for
higher
positions —
strong
Hierarchy

v loyalty
v' decisions are
made by the

boss

v’ getting more
professional

v' coming more
aware

v' is more
leadership

v" common set
of values

v' huge investment in
higher qualification
in the last 20 yearq

v' unemployment is
bringing
knowledge not to
companies
v' family businesses

v’ patriarchic

v/ importance of
traditions and rules|

v

v

v

v

v' development strategieg

v

v' significance of the
group

v' respected leadership

substainibility
flexibility
leadership

interaction

loyalty

v" should be
similar for
adaption in real
life situations

v" could be reduce
to legal and
local issues

v" should be
similar because
Portuguese
national culture
is strong
(patriotism)

Table 2-4 Proposition for culture in Portugal

Using the same deductive approach and categoea®sult for Portugal is as follows:

Low Power Distance Individualism Masculinity ngzvléir:j%enrzilnty Long-term orientation
v' importance of
traditions and
. rules
v v
Famiy e ‘ no " ‘ no
p v' common set of]
values
High Power Distance Collectivism Femininity Lovxvl.éril(;::;t;nty short term orientation
v" Decisions are v loyalty v" Finding
made by the solutions v' importance of
boss v" Working in and through v no traditions and
for groups compromis rules
v' showing e and
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respect for v' Interaction negotiation
higher

positions — v significance of
strong the group

Hierarchy

v/ patriarchic

v' respected
leadership

Table 2-5 Categories for culture in Portugal

The results indicate that Portugal is a countryhvetstrong high power distance, strongly
collectivistic, more feminine than masculine, witlgh uncertainty avoidance and which is
slightly short-term oriented. The result out of Blefle’s study was that Portugal is a high
power distance, collectivistic, femininity, uncenty avoidance and short-term orientation
country reflected in the scores of 56, 25, 29, 8@ a7. Comparing these results it is shown,
that the indicator of power distance is confirmecere stronger by the results of the
interviews. The low indicator for individualism, weh indicates a strongly collectivistic

society, is confirmed by the results, too. The l@sult for masculinity is also confirmed

through the interviews. The high uncertainty avomis also indicated by the results. The

indicated short-term orientation is only slighthdicated through the interviews.

Concluding it is shown that all dimensions are ¢ated by the interviews in the same way
than in Hofstede’s findings. That leads to the dasion that Hofstede’s findings regarding

Portugal are still appropriate even today.
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2.6 Conclusion
The summarized content analysis with the deducipproach analyzed the national and
corporate culture components in Germany and Pdrtuigse results confirm Hofstede’s

findings. The German culture was identified as a

* low power distance
e individualistic
« more masculine than feminine and

» with high uncertainty avoidance

culture. Only the fifth dimension in which Hofsted#gentified Germany as a short-term
orientation society was not approved by this stddhe Portuguese culture was identified as

» strongly high power distance

» strongly collectivistic

* more feminine than masculine

» with a high uncertainty avoidance and

» slightly short-term oriented.

These findings match in all points with Hofstedsfisdy, only the manifestations are slightly
different. For answer to the first question of tmgroduction the results suggest that
Hofstede’s findings are, even though they are 8@eyears old, still applicable. Regarding
the second question, the slight differences innfamifestations lead also to the conclusion
that Hofstede’s finding have to be seen as relalities concludes that the absolute numbers
of the dimensions in the different countries chadgeng the time, but the tendency for one
manifestation in a dimension still holds true. Theatds to the conclusion that culture changes
develop very slowly, so that even after 30 yeantiucal dimensions are still equal. The other
two questions about the importance of culture, ndigg employer branding and the
importance of the creation of an employer brandgenwill be answered in the following
second paper. The second paper will contain a ¢lieal review about employer brand image
and its strategies. Moreover a second study wilcbeducted to analyze the view of the
potential employees. To compare the different viend to develop the best strategy, the

result shown above, will be used.

Due to the fact that the sample size is quite &dhithe findings can only be taken as a hint in

one direction. To validate the results a bigger @anwould be needed, but in the time
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restriction of this thesis it is not feasible. lbwd be also interesting to validate the results no

only for the two countries but in general for &l Gountries that Hofstede used.
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3. Paper Il: The right employer branding strategies cmsidering the
aspect of culture

“I am, as an employer, not any longer in the strengosition | am dependent from what | get
from the market.” Anonym (comrecon.com)

3.1 Introduction

Nowadays knowledge is increasingly becoming thenraampetitive advantage of companies
- more precisely knowledge known as human capitaills companies should invest to hold
this knowledge inside the company and also invetst gaining more knowledge. For that

new high potentials are needed.

Taking this into consideration, the image of a campas an employer, is getting more and
more relevant - especially in times of “War for &ials”. Companies are no longer advertising
themselves as life-long job companies, but as compawhere employees can grow and
develop themselves. Work-life balance, work enwment, home office and social

responsibility are the key words in today’s emploeand image. This is also proven by

several rankings and certificates, for example &Race to work” (greatplacetowork.de).

Employer branding is generally speaking a strategyattraction and retention of qualified
employees. It is an interface between marketinghamdan resource management. Due to the
demographic change and the increasing job mobititg, recruitment of high potential
employees is getting more and more challenging. ilnportant for a company to match the
employees with the position: An employee who ismagipy or in the wrong position will not
be profitable. Consequently the right fit outweigimsemployee’s qualification.

Moreover employer branding is defined'.ashe strategic alignment and brand positioning
in the labor market, to find suitable employeestf@ company...(Kriegler, 2012: 24). The
aim is formation of an employer brand image by plde & comprehensible clear
demonstration

in what way the employer differs from others (Kiferg2012).

To increase the personal fit of the employee to dbepany, is one aim of an employer
branding. Fitting to the company means, to takeotiganizational culture into consideration.

This results in the following questions:

1. Does the employer brand image depend on the cdgpouéture?
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2. What effect would an update of Hofstede's findihgse in that case and how could
they be used to create an employer brand image?
3. Do international companies need different imaggsedding on the country they are

operating in?

To answer the questionge have to consider the first paper, in partictier vetted culture

dimension approach of Hofstede. Hofstede dividetupei in 5 different categories: power
distance, masculinity/femininity, individualistiolbectivistic, uncertainty avoidance and
long-term/short-term orientation. The German ceéltwas identified as a low power distance,
individualistic, more masculine than feminine andhwhigh uncertainty avoidance culture.
Only the fifth dimension, in which Hofstede idered Germany as a short-term orientation
society, was not approved by this study. The Podag culture was identified as a strong
power distance, strong collectivistic, more femaithan masculine, with high uncertainty
avoidance and slightly short-term oriented. Thuesrésult was a confirmation of Hofstede’s

findings.

In this paper we will have a first look at the egja¢ions of the new generation of employees
towards an employer. Due to the boundaries of &ighthe paper will focus on two
exemplarily countries: Germany or Portugal. Takimgo consideration that nowadays
applicants are more used to act in an internatiatmbsphere than generations before them, it
would be interesting to know if they differ fromakaother or not. This paper tries to answer

these questions.
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3.2 Theoretical Review

3.2.1 Recruitment strategies

Recruitment strategies could be internally or end#ly (Breaugh, 2013). Focusing on the
external recruitment, recruitment is defined.asan employer’s action that are intended to
(1) bring a job opening to the attention of potahjob candidates who do not currently work
for the organization (2) influence, whether thasdividuals apply for the opening, (3) affects
whether they main interest in the position unfibla offer is extended, and (4)influence
whether a job is accepted..(Breaugh, 2008: 103-104). A dimension which corabiboth
strategies is the employer branding and it is rifg@aining more and more importance
(Saks, 2005). Firstly it was more mentioned fa éxternal recruitment to attract new talent
considering the claimed talent wars. But recertiteyinternal recruitment through employee
engagement and living the company’s brand becoswerabre and more important (Martin,
Gollan, Grigg, 2011). Moreover proved differentrfar researches the significance of
employer branding, for example was shown that tiraber of applicants is increasing
through a good reputation of the company (TurbaBable, 2003). Thus what exactly is

employer branding?
3.2.2. Employer branding

Employer Branding is'...a targeted, long-term strategy to manage the amass and
perceptions of employees, potential employees,ralated stakeholders with regards to a
particular firm...” (Sullivan, 2004:502). Another possible definitios “...the employer
brand establishes the identity of the firm as arpleger. It encompasses the firms’ value
system, policies and behaviors towards the objestof attracting, motivating and retaining
the firm’s current and potential employees(Conference Board, 2001:10). As the name is
already suggesting, there is an interface to midcetnstead of representing a product to
customers, employer branding represents an orgamzi® (potential) employees (Edwards,
2009).

Creating an employer brand image has several irmgacthe company. It is a recruitment
tool, attracts potential employees and supportsetigagement in culture and strategy of a
company (Backhaus, Tikoo, 2004). Furthermore itl$et a competitive advantage, helps to
reduce retention and internalizes the values ofompany (Conference Board, 2001).
Employer brand images lead to an image of the com@s an employer of choice and

therefore attract the best possible applicantscKBaus, Tikoo, 2004). Internally it creates a
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workforce which is hardly to imitate and which desaa unique workplace culture. Lastly
there is a long-term tenacity through a strong eygyl branding, which could also help the
organization to survive even through long-termegigHepburn, 2005). Opposing creating a
wrong image can lead to retention or a signifidamnan loss (Brandon, 2005). Moreover a
once set up employer branding is deeply implemeinsdle the company’s values and
policies. If there is a big mistake inside the igmpkntation or the employer brand image itself
it is not easy to correct (Gmdr / Karczinski, 2002pnsequently a strategy has to be followed

to implement the right employer brand image insid®mmpany.

For this thesis three different kinds of approactweslevelop a strategy of employer brand
image, are going to be introduced

3.2.2.1 Employer Branding process (Petkovic, 2008)
Petkovic developed in 2008 a scheme with all steasare needed to develop and implement

an employer branding strategy inside a companyhénfollowing the model is shown and
explained afterwards.

1. Situation Analysis
¥
2. Goal Formulation

¥

/ 3. Market Segmentation \.

Target Group Choice Market Stucture Decision

4 Market Positioning

soveri

6. Brand Impl=mentation

- 7. Brand Contrelling

Table 3-1 Employer branding process
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The first step is a situation analysis. The aimoiglefine the ideal profile, the perception

profile and the identity profile of an employer. & tdeal profile consists of the ideal criteria

of an attractive employer. The perception profidlacts how potential applicants see the
company in reality. The identity profile is givemrdough a self analysis of a company and the
desired employer brand image, which the companydnidce to have.

Based on this analysis the goals are formulatetiensecond step. There are three different
kinds of goals: conative, cognitive and affectivealg. For employer branding the conative
goals are: becoming employer of choice throughiegiabn processes, contracts, loyalty and
recommendation. The cognitive goals are: increalieglevel of awareness, increase of the
perceived unigueness and increase of the percqivady of HR policies. The affective goals
are: increasing trust in, identification of and pathy for the employer.

The third step is the labor market structure anslged target choice. Possible criteria are
geographic, temporal, sociodemographic, qualiftcegior psychographic. As a result from

this, the target group is defined.

The positioning, the fourth step, of the employeanil image should show the employer as
attractive as possible and isolate itself from ottempetitors. This ideal positioning is called
employer value proposition. It is important to ndteat it is composed for the long-term and

also includes the values of the company.

The fifth step the brand design consists of seraied communication policy. The service
policy includes all factors which have an influerme the work and its environment e.g.
work-life balance, leadership, responsibility, @rpossibilities or salary. The communication
policy can be seen as the “voice of the brand” onhsists of two parts: impersonal

communication and personal communication. Impeidsa@@mmunication is based on

activities such as personal advertisement or pafsoriented public relations. Personal
communication consists of activities such as usitgrcontacts, in-house-events, internships

or support of master and bachelor theses.

The brand implementation, as sixth step, is the@ia realization of the strategic planning.
This means the building of a strong image whichas confusable with others e.g. through
slogans or symbols. It is crucial to develop angeahich answers applicants the question,
why they should chose this company over others. Kehyeidea has to be send through all

different kinds of communication channels.
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The last step is the controlling. The developmenam employer brand image has to be
controlled in three areas: the positioning (plangedls and tools), the operationalisation of

the positioning and the results.

In my opinion Petkovic (2008) has a very structureddel which includes all important
aspects that could affect the employer brandingotisidered the external factors as well as
the internal factors of the company. Thus it isdolbaen a deeply analysis of the environment

and the company.

3.2.2.2 Conceptual framework of employee-based braquity (Wilden, Gudergan &

Lings, 2013)

The second possible strategy is based on two ctsdie signaling theory (Spence, 1974)
and the information asymmetry (Spence, 1974). Tigeating theory provides insights into

branding and brand signals which can be used tacatthe right employees. Information

asymmetry means that one some people or partsrhave information than the other one.
Here it is given through the fact that potentiaplagants don’t know enough about the

employer. Taking these two theories into considenahe following model was developed:

Experience  Cymsidassiona
Praduct
Brand i l
Information gpsts
\ Employer Brand | | g Emmployer
Company & Employer Attractivaness
Jobprofile.  —» Brand —»  Perceivedquality —

Stategy

b

Brand mvestments

Consistency

Table 3-2 Conceptual framework of employee-based bra equity

The main idea of the model derives from the constmend equity theory. To win
attractiveness as an employer there has to be guhogen brand strategy, based on the
company’s values and job profiles. The employendratrategy is also influenced by the

reputation of the product brands which show thedneean alignment of product brand,
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company brand and employer brand. Moreover thesettide reasonable investments for
getting a good employer brand signal. Employer thrsignal means the allover message for
the applicants, which is influenced by (possiblaylier experiences and a consideration
set(sector, location, size etc.). It needs to learchnd credible. Clear means, unambiguous
information has to be communicated in a clear aadmar way. Credible means, information
has to be communicated in a way which has a gaahpal of effectively reaching the target
group e.g the insides of already hired employeaghErmore the employer brand signal has
to be consistently in two ways. First all employeand signals must reflect and fit in the
whole employer brand strategy and second it hasetaligned to the company’s strategy,
products and brands. A clear brand signal redutesmation costs for applicants. This has
three impacts: the perceived risk of an applicanbin the company is reduced, the quality of

employment will be higher and the information cdstsan applicant are reduced.

The employee-based brand equity framework is matesariptive model. It describes what it
is need for employer branding, what it is and wdratthe outcomes, but not a specific way of

implementing it.

3.2.2.3 Employer Brand experience model (Mosley020

The employer brand experience model is based orappeoach that the employer brand

management is a reinforced counterpart to the mestdorand management. This guarantees
overall integrity of the corporate brand. The itrasion below shows the interaction between

the corporate brand with the customer brand praposon the one hand and the employer

brand proposition on the other hand.
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Customer Brand Propoxition

(Marketing)

I,  Aftracting, 1. Aftractingand
angagingand satisfvine tha
retaining the right kind of
right kind of customars
talant

1. Supporting

2. Supportine o - positive
brand customar zxtarmal brand
bahaviors and racogmition and
brand advocacy smplovesprids

Emplover Brand Proposition
{Human Fasourcas)

Table 3-3 Employer brand experience model 1

The role of the employer brand proposition is tarify what potential employees can expect
from their employer, and also what the employegxpecting from them. This results in the
employer brand experience. The employer brand expe is the base of the employer brand
proposition. It consists of every day’s behaviod @mocess touch points. Touch points in the
HR field are standardized processes and HR produatsan be described as employee touch
points such as: recruitment, orientation, commuitoa shared services, performance and
development and measurement. Every significantiadip@al or interpersonal touch point is
needed to manage in accordance to the employed fmraposition. To align the company’s
culture and the employer brand experience, it isesgary, that Behaviors as leadership
competencies, management competencies and compalyiss are lived through manager
and employees in the daily business life. The cphoé the employer brand experience is
illustrated below:
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. Process
Touch points ara: _— i
1. Racritmant
2. Orisntation
3. Communication
4, Shared sarvicas Everyday
5. Parformance & Behaviors
Davalopment
6. Measurament EvervdayBehaviors memns:
7. Reward&
Racoemition L Laadafshipl
compatancizs
1. MManagsment
Employer Bznd . Eompetenctas
experience 3. Valnss

Table 3-4 Employer brand experience model 2

The employer brand experience model is also maseriiive. It explains what employer and
employees expected from each other and the aligntoethe corporate brand. The second
one describes all areas which are influenced biynfarences the employer branding, but as
well as in the former model there is no detailesicdiption about the way of implementation.

3.2.2.4 Decision for Pekovic model

All three models differ from each other, but thegvé also common points. They are all
aligned to the company’s strategy. Furthermorefalhem are based on marketing tools and
the product brand. There are always links to theamate culture and values. All of the
models want consistency and clear statements. Bile vwhe employer brand experience
model and the conceptual framework of employeedbasand equity have a more explaining
character, the employer brand process model givssuatured guideline how to build an
employer brand image. That is why this model isseimoas foundation for the following
development of employer brand strategies. For oguad the right strategy the following
research questions have to be answered. What &eatipb employees considering from a
potential employer — and does it differ betweentiRprese and Germans? How is it different
taken the gender of the applicants into account lastly is there a relationship between

culture and employer branding?
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3.2.3 Employer Branding and Culture

Employer branding needs clear messages regardéngy¢fanizational culture, identity and
values to form realistic expectations about the gamy and the work experience (Foster,
Khanyapuss & Ranis, 2010). Moreover is Mosley’s ehda007), which is shown above,
showing a clear significance of leadership andyslegy behavior, which are key points of a
corporate culture as well as the relationship betwte corporate brand, which includes the
corporate culture and employer branding. Corparalieire consists, among other things, of
mission and vision which are two strong tools fdernal and external branding. In addition
the corporate culture is the basic personality odrmpany, which shows the importance of
the personal fit of an potential employee to thikuce and within the importance of an
employer branding strategy, which is considering@addam, 2008). Thus corporate culture
could be seen as an important part for the emplosgrding strategy. But has the national
culture also an important impact to the employankding?
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3.3 Method
To analyze employer branding and its relationsbigulture two different approaches are
used. Firstly expert interviews analyzed by a datlie content analysis and secondly a

guantitative questionnaire analyzed with the diaisprogram SPSS.

3.3.1 Participants

The interviews for the first study were hold in g@n and lasted approximately 30 minutes in
the German companies and 60 minutes in the Porsegaempanies. All interviews were

recorded, translated and transcribed afterwards. stiddy is based on a total amount of six
participants all with a background in Human Resesrcin particular there are three
participants from Portugal and three from Germdnythermore all participants are leading
HR specialists, with at least 15 years of expeesnfrom energy, insurance and IT or

technical sector companies (see also 2.4.2).

The second study is based on a total amount ofp2@ticipants. These 200 participants are
divided into 100 German and 100 Portuguese paaint§ All recruited participants were
between 21 and 28 years old and were recruited tmiversities in Germany and Portugal,
which means they have a higher education. All anthare going to start applying to
companies in less than one year. From the 100 leete ones 53 were male and 47 were
female, from the German participants 52 were malé 48 were female. In total there

participated 105 men and 95 women in the studyAseex 5).

3.3.2 Data Collection

The designed interview for the first study consiatmin of open questions to allow the
interviewed person to give a deeply explanatiorualiwe following two topics 1.Recruitment
2.Employer Brand Image. The collection of the dates through an exploratory interview

protocol which was already explained in 2.4.2.

For the second study the participants were choaedomly through social media channels
like Facebook, Xing and LinkedIn. The selectiontezia were age, in a range between 21-28
years, and the time until the first applicationswdd be less than one year. After reaching 100
participants per country the survey was stoppeensure a total comparability between the

two countries.

The questionnaire was derived from two differeneégjionnaires: The VSM 08 developed by
Hofstede, G., Hofstede, G. J., Minkov, M., & Vinkdaf. (2008) to match the treatment in
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cultures and organizations; and the EmpAT questmandeveloped in “Captivating
company: dimensions of attractiveness in employanding” (Berthon, Erwing, Lian Hah,
2005) shown in annex 6. It is conceived for meagutihe importance of corporate culture for
a successful employer branding strategy as an lbger@. The results of the first part of the
questionnaire should be an indicator if Hofstediedings are still up to date. The second part
will indicate what factors could be of importancer fpotential employees to choose an

employer.

3.3.3 Data analysis

The data was analyzed through a systematic comtealysis for making conclusions to
specific topics (Mayring 2003). To simplify the tethe compromising content analysis was
used first. Sentences and expressions were pasgohrgeneralized and afterwards reduced
(Mayring 2003). Based on this material, the indeetapproach was based on the material
itself. First the determinations of the categortfinition were done. Furthermore the
abstraction niveau had to be defined. Based orettiescategory creation could start. Based
on the results after the first 15% of the matetti@ categories had to be eventually adapted
(Mayring, 2010).

In the second study the first 14 questions werdyaad regarding their similarities to
Hofstede’s findings. The characteristics of thdesegere analyzed through a descriptive and
psychometric analysis to validate the survey. Meeeavere the hypotheses analyzed through
an ANOVA test. The second part also started wite tharacteristics of scale through
descriptive and psychometric analysis. In additioe hypotheses were discussed with the
help of an ANOVA test. Lastly the correlation beamethe two questionnaires was tried to

find out.
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3.4 Analysis

The analysis part consists of two parts: a qualgattudy and a quantitative study.

3.4.1 Qualitative study

The first study has two parts: recruitment and eygl brand image. The parts of the survey
for the German experts are firstly also analyzeaduph the summarizing content analysis
seen in Annex 7 and 8. The category system hafevisloped through the inductive approach

with the corresponding abstraction niveau. Theltedar recruitment are shown in the table

below:

Results

Category

Abstractionniveau

No print

Internet / Social Media
Word-of-mouth
Interviews

internships

Recruitment & Selection toolg

Concrete descriptiopassible tools

Engagement
Openness

PRI~ ONE

and what not
Communication
Goal oriented
Curiosity

Multi tasking ability

Formal requirements (degree etc.

Knows what he / she wants and can

Requirements of applicants

Concrete description of possible

requirements

Abroad experience
Languages
Flexibility

Higher educated

PONPRPIONO O

Changes of requirements

Concrete description of changes durin

the years in requirements

Table 3-5 Recruitment in Germany

The results for the Portuguese experts were alstyzed firstly through the summarized

content analysis, shown in annex 9 and 10, and tft¢ categorized through the inductive

approach as shown for recruitment below:

Results

Category

Abstractionniveau

Interviews

Personality tests
Linked to the culture of
the company and the
sector

Consistent message
Social media
Unemployment center
Companies website

wnh e

No oA

Recruitment & Selection Tools

Concrete descriptiopagsible tools

Professional experience
Dedication
Charisma
Ambition

Team capability
Positive attitude
Personal skills

[77)

ONou,rLODOE

Experiences in specific

Requirements of applicants

Concrete description of possible

requirements
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companies not so
important

9. Flexibility

10. Analytical thinking

11. Degrees not so
important

12. Expertise is not so
important

Factors will not change o )
Past based on expertise . Concrete description of changes during
F il Change of requirements . .

uture open profiles the years in requirements

wnhpE

Table 3-6 Recruitment in Portugal

In the recruitment area both countries are usirg ititernet with social media or the
company’s website. Moreover is Portugal using themployment center and inside their
advertisements consistent messages and a linketocdimpany’s culture, while German
companies also use word-of-mouth. As selectiorstboth are using interviews, but Germany
is also using internships while Portugal is usimgspnality tests. The requirements are in
Germany firstly focused on formal requirements. &er German companies are expecting
engagement, openness, communication skills, geahtation, curiosity and a multitasking
ability, while Portuguese companies are more logkifor professional experiences,
dedication, charisma, ambition, team capabilitysitpee attitude, flexibility and analytical
thinking less than for degrees. The requiremeanghs in the last years in Germany because
of the increasing amount of applicants with experés abroad and within more languages
requirements are ask and more flexibility. Moreoaehnigher education of the applicants is
required. In Portugal they didn't change so muchthe past the requirements were more

based on expertise, in the future they will be ni@sed on open profiles.

Through the same method the summarized contengsamalas analyzed for the employer

branding part for Germany and Portugal as showherfollowing two tables:

Results Category Abstraction niveau
1. A 1:1 correlation with the
products
2. Hasimpact to Employer Brand Reputation Concrete description of reputatjon

Image strategy
3. whole business depend on itthe
higher the better employees

1. s bringing the decision for a

company a head Concrete description of the
2. applicants get clear impression  |mportance of Employer Brand Image reasons why Emplyer Brand
3. results in employee o
loyaltyresults in winning Image is important
employees
1. Involving employees Concrete description of specifig
g- Ele Qlé?hem'c Characteristics of Employer Brand Imagecharacteristics of Employer Brand
. exible
4.  App friendly Image
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Consistent

Open

Innovative

Modern

Team work
Networking culture

. Communicate values
. Focus on people

Reliable
Customer oriented

PwONE

Wrong people cost money
New recruitment costs
bad work in the future
losing time

Importance of “right” employees

Specific description of the
importance of finding the right

employees

depends on each otherreflects
each other

Employer Brand Image

Relationship of corporate culture and

Specific description of the
relationship between corporate
culture and Employer Brand

Image

mass presence
presence in universities

Other strategies

Specific description of other
strategies

Table 3-7 Employer brand image in Germany

Results

Category

Abstraction niveau

Important for all: clients,
employees, suppliers

Important, employees want to
work for good company

Reputation

Concrete description of importance gf

reputation

arw

No

Employees adjust to the
image and know what they
can aspect

To achieve a level in which
employees promote the
company by themselves
Satisfaction of employees
Consistent on all channels
Help internally for
recruitment

Helps for retention

Find right employees

Importance of Employer Brand Imag

Concrete description of the reasons

3%

—

why Emplyer Brand Image is importan

Consistent

Show values

Show corporate culture
Open

Transparent

authentic

Characteristics of Employer Brand

Image

Concrete description of specific
characteristics of Employer Brand
Image

MR~ WDNE

To save time and money
Reduce gap of expectation
and reality

Reduce time of integration
Similar values

Importance of “right” employees

D

Specific description of the importance
of finding the right employees

whEow

S

Labor commitment
Integration

Freedom to act inside the
company’s strategy

Have to be coherent
Reduce gap between

Relationship of corporate culture and

Employer Brand Image

Specific description of the relationship
between corporate culture and

Employer Brand Image
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expectation and reality

6. Coherent message through
different channels

7. Corporate culture is part of
employer brand image

1. Recommendations from

;emplloyees to friends and Other strategies Specific description of othertegizs
amily

2. Mass presence

Table 3-8 Employer brand image in Portugal

For the employer branding analysis the concepepfitation was analyzed. In Germany the
reputation is seen as a 1:1 correlation with tloglpets. It is also seen as an influencing factor
for the employer brand image. Moreover it is onetled most important factors, because
everything is depending on it: the higher the ettePortugal reputation is seen similar. It is
important for all: clients, employees and suppli&specially employees want to work for a
good company. German companies see the importahcemployer brand image for
applicants getting a clear impression of the compamcreasing employee loyalty and in
winning more employees. For them it is bringing thecision of a company a head. In
Portugal the importance of employer brand imagaase seen in the employees” adjustments
to the image and their knowledge about what theyesgect from the company. Moreover it
should be achieved a level, where employees widbmenend their own company as a
working place. Employer Branding strategy is alsaréase the satisfaction of the employees
and helps for internal recruitment. In additionnicreases the retention of employees. The
characteristics of an employer brand image sho@dnbboth countries authentic, open,
consistent and communicate the values. Moreoverm@er experts mentioned the
involvement of employees, flexibility, innovatiomodern, showing team work, showing a
networking culture, reliability and a customer ategion, while Portuguese experts
mentioned the corporate culture and transparerfeeifportance of the right employees is in
both countries justified by saving cost and timeor&bver German experts mentioned the
prevention of bad work in the future. Portuguespeets also mentioned the reduction of the
gap of expectation and reality, the reduction @& thtegration time and the similarity of
values. All experts are agreed that the employandbimage and the corporate culture depend
on each other. Moreover the Portuguese expertsionedt that if the corporate culture
matches with the employer brand image, the labannctment is stronger. In addition the
integration of employees is quicker, the freedoradbinside the company’s strategy is given,
the gap between expectation and reality is redacedit is the only way to have a coherent

message through all channels. As other strategits bountries stated mass presence.
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Furthermore German experts mentioned being presgnamiversities while Portuguese

experts mentioned recommendations through empldgdegnds and families.

3.4.2 Quantitative study

The second study has also two parts. The first igabased on the VSM 08 questionnaire
(Hofstede, Hofstede, Minkov & Vinken,2008) to protke actuality of the cultural
dimensions and the second part to prove the faabran attractive employer branding
strategy (Berthon, Erwing, Lian Hah, 2005). In adistep the correlation between the two is

analyzed, to see, if culture has an impact on eyeplbranding.

3.4.2.1 VSM 08 analysis

The first part, based on VSM 08 questionnaire (kaofs, Hofstede, Minkov & Vinken,
2008), is analyzed through a psychometric analghiswn in Annex 11 and gives the
following results: from 200 cases all 200 were usethe calculation of Cronbach’s alpha.
The alpha score of 0,548 shows that the internaisistency of the questionnaire is
guestionable. Comparing the result with the forstedy, it is shown, that Cronbach’s alpha
is considered as irrelevant, because of the faat,there is a comparison between countries
and not individuals (Hofstede, 2003). Moreovelisitsaid, that the reliability, which is
normally shown through Cronbach’s alpha, can benasd if the questionnaire is valid
(Hofstede, 2003). Thus can the reliability of th8 M be taken as granted if the comparison is
between fewer countries than ten (Hofstede, 20ddjhsequently | consider the questionnaire

as valid.

The factor analysis, shown in annex 12, was perdrio explain the pattern of correlation
within a set of observed variables. A KMO of 0,A®ws, that the correlation coefficients
are small. This shows a good choice of variablestedver should the number of observation
be at least 5 times the number of variables. Witvoeth of 378 the number of observation is
much bigger than 150 (30 variables*5). With a ekyd variance of 74,6% the itehave a

boss that you can respéstthe best explained with 41,5% the itkwe in a desirable are&

the worst explained variable. The biggest initigleavalue has a worth of 4,333 and explain
15,476% of the variance. The lowest with 0,273 axys only 0,975%. Altogether is 58,896%

of the variance explained.

The factor analysis divided the survey into ningead of five components. The items 17, 18,
19 are loaded in component 1. In component 2 adé¢ims 3 and 4 loaded. Items 13, 14 and

15 are in component 3. In component 4 are item &Gnd 9. The items 12 and 2 are in
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component 5. Moreover in component 6 are item 2b&The item 27, 26 and 11 are loaded
in component 7. In component 8 only item 24 is exhd_astly the items 23 and 16 are loaded
in component 9. Even | do not have excess to tberfanalysis of the former study | can
assume, that the result were five dimensions: potv&iance, individualism/collectivism,
masculinity/femininity, uncertainty avoidance andng-term orientation. In the first
component the items 8, 3, 24 and 27 are loadethelisecond component item 5, 2, 10 and 7
are loaded. Item 6, 4, 9 and 11 are loaded in commo3. Component 4 consists of item 21,
17, 25 and 28. Lastly in component 5 the items189,29 and 26 are loaded. Concluding we
can consider that, the actual and former factolyara are totally different from each other.

3.4.2.1.1 Calculation of Indices
To make the country indices comparable with thenfarones, different questions have to be
measured together. The indices has to be calcuthtedigh the same calculations as the

former ones shown in annex 13 The results arellasvia

Dimension Germany Portugal
PDI 18 43
IDV 47 21
MAS 21 54
UAI 14 33
LTO 93 68

Table 3- 9 calculated dimension Indices
Germany is a low power distance country, mediunividdalistic, strong feminine, with low
uncertainty avoidance and a very strong long-terientation country. Portugal on the other
side is a medium power distance one, collectivistiedium masculine with low uncertainty
avoidance and a strong long-term orientation. Camgahat with the former results which

are shown, again above, it seems to be quite differ

Dimension Germany Portugal
PDI 26 56
IDV 72 25

MAS 68 29
UAI 55 92
LTO 57 27

Table 3- 10 former Indices
Taken the relativism of culture (Hofstede, 2003pioonsideration, it is becoming a different
picture. The following table shows the indices lonsidering the German values, the same

than in the former study. The result shows thatahiieome for power distance, uncertainty

42



Employer Branding in an International Context — Ar@harlotte Luchtenveld

avoidance and long-term orientation are quite stabhe result for individualism/collectivism
shows a difference to becoming more individualistibe only extreme change is shown in

the masculinity/femininity dimension, where the fprence changes completely from a

masculine culture to feminine one.

Dimension Germany Portugal
PDI 26 50
IDV 72 46
MAS 68 101
UAI 55 74
LTO 57 32

Table 3- 11 optimized indices for Portugal

The results for Germany are also showing a quitelai result for power distance and long
term orientation. The results for uncertainty aanice and individualism differ, but still
showing the same characteristic. The dimension agaulinity/femininity shows almost the

opposite as well as in the Portuguese results.

Dimension Germany Portugal
PDI 32 56
IDV 51 25

MAS 7 29
UAI 73 92
LTO 46 27

Table 3- 12 optimized indices for Germany

Concluding the results from now and the former gttidey are not similar. But if we take the
cultural relativism into account it can be consatkrsimilar expect the masculinity/femininity

dimension.

3.4.2.1.2 The hypothesis tests
In addition the hypothesis tests were conductealia the following hypothesis’:

H1: Portuguese see culture aspects different tharm@n ones
H2: Women see culture aspects different than men

The first hypothesis was analyzed by an ANOVA tesipwn in annex 14, firstly for the
whole sample and secondly for each dimensionst.iteer the whole sample the test was
conducted to compare the answers between the GeanthRortuguese ones. Based ondthe

< 0,05 rule the following items differ significaptbetween these two groups:
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Item German | Portuguese| F a
Do work which is interesting 1,63 1,92 8,613 0,04
Have chances for promotion 2,54 1,89 23,156 0,00

Moderation: having few desires 2,64 2,41 4,708 0,031
Modesty: looking small not big 2,8 2,48 5,794 0,01y

Are you the same person at work and at home? 3,95 3,47 9,361 0,03

Do other people or circumstances ever prevent sam floing what| 2 g5 3,06 16,577 0,00

you really want to do?

How important is religion in your life? 2,21 2,6 5,734 0,018
How proud are you to be a citizen of your country? 4,12 3,48 6,224 0,018
How often, in your experience, are subordinatesiéfo contradict| 3 22 3,46 5184 0,024

their boss?
One can be a good manager without having a praoseer to
every question that a subordinate 2,06 2,57 13,003 0,0
may raise about his or her work
Persistent efforts are the surest way to results 2,25 1,96 8,445 0,004
An organization structure in which certain suboatiés have two 283 2,38 11,158 0,001
bosses should be avoided at all cost
A company's or organization's rules should nottoddn - not even
when the employee thinks breaking the rule wouléhttae 3,43 2,69 25,584 0,000
organization's best interest

We should honour our heroes from the past 2,87 2,05 49,653 0,00p

Table 3- 13 ANOVA SVM 08 results considering nationiéty
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From 28 items are exactly the halves, so 14 iteswggificantly different between the two
countries. To get a closer view about the integtiet and differences the ANOVA test, for

each dimension itself, has to be conducted.

The dimension power distance consists of four itelndave a boss (direct superior) you can
respect 2. Be consultated by your boss in decisioradving your work 3. How often, in your
experience, are subordinates afraid to contradngtit boss? 4. An organization structure in
which certain subordinates have two bosses shoelldvioided at all cosErom this only the
last two are significant different between Portiggiand German participants (F: 5,184,
0,024; F: 11,158y: 0,001).

The dimension individualism/collectivism consisfstlee following items:1. Have sufficient
time for your personal or home life 2. Have segquof employment 3. Do work which is
interesting 4. Have a job respected by your famang friends.From this items only the third
one has a significant difference (F: 8,6&30,004) between the groups Portuguese and

Germans.

The masculinity/femininity dimension consists ofHave pleasant people to work with 2. Get
recognition for good performance 3. Have chancepfomotion 4. Live in a desirable area
From this items the variable threktaving chances for promotioshows a significant
difference (F: 23,156 0,000).

The fourth dimension uncertainty avoidance is ddpenon the following items: .1How
would you describe your state of health these d&sFlow often do you feel nervous or
tense? 3. One can be a good manager without havimgcise answer to every question that
a subordinate may raise about his or her work £ofmpany's or organization's rules should
not be broken - not even when the employee thinkakimg the rule would be in the
organization's best interest-ollowing the analysis the last two can be consideas
significant different with an F of 13,128 (25,548)d anx of 0,000 (0,000).

The last dimension is long-term orientation. It sists of four itemsi. Are you the same
person at work and at home? 2. If there is somgtkkpensive that you really want to buy but
you don’t have enough money, what do you do? 3held honor our heroes from the past
4. Persistent efforts are the surest way to resufi®m these items only the second one is not
significant. The other three have a F of 3,728 and of 0,055, an F of 49,655 andof
0,000 and lastly an F of 8,445 andoaof 0,004.
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The analysis shows that power distance and unogrtavoidance have two items significant
different. The dimensions individualism/collectiviand masculinity/femininity differ only in
one item significantly. Lastly the long-term oriatibn shows the biggest difference with

three significant items.

Regarding the second hypothesis the Anova testyrsioannex 15, was conducted firstly for
the whole sample and secondly for the differenags/éen Portuguese women and German

ones and Portuguese men and German ones. Thesrfesuhlie whole sample are as follows:

Item Women Men F a

Have sufficient time

for your personal or 1,77 2,12 8,914 0,03
home life
Have security for
1,82 2,24 12,913 0,00
employment
Keep time for fun 1,73 2 7,332 0,007
How often you feel 3,17 2,88 8,055 0,005

nervous or tense?

Table 3- 14 ANOVA SVM 08 results regarding gender

Only four significant items are different betweenmen and men. For women the last item

has a higher value than for men. While for merfitisé three are more important.

Secondly the differences between men regarding traionalities were tested (see annex

16). The results are as follows:

ltem German Portuguese F a

Have pleasant

people to work 1,71 2,0 3,969 0,49
with
Do work which is
) ) 1,58 1,91 5,291 0,23
interesting
Have chances for 2,54 1,96 7,189 0,009
promotion

A company's or
organization's ruleg
should not be
broken - not even
when the employee 3,38 2,87 6,914 0,010
thinks breaking the
rule would be in thg
organization's best
interest
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We should honour
our heroes from the
past

2,77

2,08

18,345

0,000

From 28 items, five are significantly different. athis one more than between men and

Table 3- 15 ANOVA SVM 08 results men considering nanality

women in general. For German men the last two itames more important, while for

Portuguese men the first three are more important.

Regarding women and their differences dependinghein nationality (see in annex 17) the

results are as follows:

Item

German

Portuguese

Have security of

employment

1,98

1,85

6,167

0,015

Have a job
respected by your
family and friends

2,90

2,21

12,216

0,001

Have chances for
promotion

2,54

1,80

21,508

0,000

moderation: having
few desires

2,63

2,28

5,292

0,024

modesty: looking
small, not big

2,88

2,23

12,216

0,001

If there is
something
expensive that you
really want to buy
but you don't have
enough money,
what do you do?

1,77

1,49

3,957

0,050

Are you the same
person at work and
at home?

4,00

3,13

13,863

0,000

Do other people or
circumstances eve
prevent you from
doing what you
really want to do ?

2,54

3,15

17,754

0,000

How proud are you
to be a citizen of
your country?

4,17

3,3

5,369

0,023

How often, in your
experience, are
subordinates afraid
to contradict their
boss?

3,21

3,62

8,193

0,005

One can be a good
manager without
having a precise
answer to every

question that a
subordinate may

raise about his or

1,98

2,70

12,175

0,001
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her work

Persistent efforts
are the surest way 2,35 1,98 6,491 0,012

to results

An organization
structure in which
certain subordinates 296 2136 9498 0.003
have two bosses ’ ’ ' ’
should be avoided
at all cost

A company's or
organization's rules
should not be
broken - not even
thinks breaking the
rule would be in the
organization's best
interest

We should honour
our heroes from the 2,98 2,02 32,706 0,000

past

Table 3- 16 ANOVA SVM 08 results women consideringationality

From 28 items, 15 items are significant differéfat result is surprisingly compared with
the differences between men and women and Portagues and German men. There are
much more differences between Portuguese womeiGantian women than between any of

the other groups. They differ in more than halfref items.

3.4.2.2 EmpAT Questionnaire

In the second questionnaire the reliability analyshown in annex 18, shows that from 200
cases 200 are used in the calculation of Cronbadpfa. The alphas score of 0,855 shows a
good internal consistency. The former study, frohicl the used questionnaire derived, has a
Cronbach’s alpha from 0, 91, which shows even bett@bility. Thus the reliability of the

guestionnaire can be assumed as proved again.

The performed factor analysis, shown in annex d9thfe second questionnaire has a KMO of
0,784 which also shows a small correlation of tbefiicients. Moreover is the worth of the

numbers of observations with 300 bigger than th@ 1{5*30 variables). The biggest

eigenvalue has a worth of 5,807 and explains 23/280the explained variance. The lowest
one has a value of 0,155 and explains 0,620 %eo¥d@iniance. The overall explained variance
is 61,933%. In comparison the former study hasegsiimilar cumulative explained variance
of 74%. Moreover are the items divided into sixfefiént components through the factor
analysis, while in the former one it were only fiszemponents. The items which were load
into the first component are item number 10-14. ifdms of the second component are 7-9,
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19, and 21. In the third component the items nun@he, 1, 5 are loaded. The items of the
fourth component are 17, 18 and for the fifth ite?ds 25. Lastly in the sixth component the
item 23 and 2 are load. Concluding are 19 items1 f8® used. The other four are statistically
not relevant. In comparison has the former studgomponent 1 item 14-18, in component 2
item 4, 10-12 and 30, in component 3 items 19, 2943 component 4 item 1, 5-8 and in
component 5 item 20 and 24-27 loaded. Therefaetual items in component 1 are 14 and

in component 5 item 24 is equal. The rest is daffier

It can conclude that the reliability of the questiaire was confirmed, but the factor analysis

gave different components with different items.

Moreover a hypothesis test was conducted to cortfirsmassumptions:
H3: Portuguese applicants considering differentexgp than Germans
H4: Female applicants considering different aspeictsn male applicants

Therefore an ANOVA-test was conducted to compaee eans in the different items
between Portuguese and German answers, seen ix &MneThe decision rule for the
significance isa < 0,05 shows a significant difference betweenttiemeans. The results for
the first hypothesis were, that from 25 items, E3ensignificant different between the groups

shown in the following table:

Item German | Portuguese F a
Recognition from Management 2,18 1,88 8,794/ 0,008
Fun working environment 2,06 2,44 13,202 0,000
Feeling more self-confident as a result of workimiga particular 227 1,88 11,050 0,001

organization

The organization produces high-quality products senices 2,66 2,39 4,290/ 0,04D
The organization produces innovative products amdices 2,81 2,46 7,209 0,008
Good promotion opportunities within the organizatio 2,43 2,06 13,533 0,000
Humanitarian organization — gives back to society 2,79 2,48 5,073 0,025
Opportunity to apply what was learned at a tertiasgitution 2,92 2,62 6,604/ 0,011
Opportunity to teach others what you have learned 2,84 2,46 9,513/ 0,00p
The organization is customer orientated 2,80 2,48 6,459 0,01P
Hands-on-inter-departmental experience 2,58 2,35 9,513 0,020
Happy work environment 1,89 2,22 10,680 0,001
An above average basic salary 2,34 2,02 7,895 0,006

Table 3- 17 ANOVA EmpAT regarding nationalities
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Moreover are the item with the highest scores and the most important ones for applicants
in GermanyOpportunity to apply what was learned at a tertiamgtitution and Opportunity

to teach others what you have learrtee lowest ones afféeeling good about yourself as a
result of working for a particular organizatiomndhappy work environmenin Portugal the
most important factors are al§¥pportunity to teach others what you have learnedthe
organization is customer orientatedhe lowest scores have the itef@sining career-
enhancing experiengeRecognition/appreciation from management, Feelimmpdy about
yourself as a result of working for a particulargamizationandFeeling more self-confident
as a result of working for a particular organizatioln general all scores in the German
answers, are higher. It can assume that Germancap{d have higher expectations than

Portuguese ones.

For the second hypothesis the results (shown iexa@d) were that from 25 items 4 were,

with ana< 0, 05 significant different as shown in the taiddow:

Items Male Female F 1)
Having a good
relationship to your 2,13 1,93 5,622 0,019
superiors
Having a good
relationship with 1,94 1,69 5,857 0,016

your colleagues

Acceptance and

; 2,26 1,78 19,332 0,000
belonging

Job security within

S 2,28 1,96 7,870 0,006
the organisation

Table 3- 18 ANOVA EMpAT gender

The results show, that male applicants are giviighdr priority to relation-ship oriented
factors than women. Moreover is job security mangartant for them than for women. IN
addition are the most important factors for n@pportunity to apply what was learned at a
tertiary institutionandOpportunity to teach others what you have learaad the lowest are
Having a good relationship with your colleaguesehki®gy good about yourself as a result of
working for a particular organizatioandGaining career-enhancing experiencéor women
the highest scores arthe organization produces innovative products amdvises and
Opportunity to apply what was learned at a tertiamgtitution The lowest scores have the

itemshaving a good relationship with your colleagwesiAcceptance and belonging.

The ANOVA test was also conducted to compare thanméetween German and Portuguese

men, shown in annex 22. The results are as follows:
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Items Portuguese | German F ]
A fun working environment 2,38 2,08 4,087 0,047
Good promotion opportunities within the organizatio 2,09 2,46 5,569 0,020
Humanitarian organization — gives back to society ,452 2,96 6,415 0,013
Opportunity to apply what was learned at a tertiasgitution 2,64 3,04 5,317 0,023
Opportunity to teach others what you have learned AT 2 2,96 7,996/ 0,06

Table 3-19 ANOVA EmpAT results for men considering néonality

The table shows that from the 25 items 5 are sgant different in their means. For

Portuguese mea fun working environmerte: 4,057;:0,047) is more important than for

German ones, while for the German ogeed promotion opportunities within the
organization (F:5,56%: 0,020) a humanitarian organization (F:6,41&; 0,013)the
opportunity to apply what was learned at a tertiargtitution (F: 5,317:0,023)andthe

opportunity to teach othemghat you learnedrF:7,996¢.:0,06) are more important.

Regarding the differences between German and Rasegnvomen the ANOVA results (seen

in annex 23) were as follows:

Items Portuguese| German F a
Recognition /appreciation from management 1,68 2,2114,586| 0,000
A fun working environment 2,51 2,04 10,191 0,002
Feeling more self-confident asa (esult of worldoiga particular 1,72 223 7859 0,006
organization
The organization produces high-quality products sendices 2,36 2,89 6,919 0,010
The organization produces innovative products amdices 2,49 3,04 8,904 0,004
Good promotion opportunities within the organizatio 2,02 2,40 8,992 0,003
Hands-on-inter-departmental experience 2,13 2,60 ,44%4 0,000
Happy work environment 2,17 1,79 8,208 0,005
An above average basic salary 1,85 2,4P 14,835 0Q,00

Table 3 -20 ANOVA EmpAT results for women consideringnationality

It is seen that from 25 items 9 items differ sigrahtly in their means. Portuguese women are

also pointing out the importance of thm working environmen(F: 10,191 0,002). All

other items are more important for German woman for Portuguese ones.

3.4.2.3 Correlation between Employer branding and twuk

One main research question is still not answerdhdisnpaper: the relationship between

culture and employer branding. To confirm or demg following hypothesis has to be tested:

H5: Employer branding is related to culture

To answer this question the first question of tH&WO08“Please think about the ideal job,

disregarding your present job, if you have one.choosing an ideal job, how important

would it be to you to:.."was chosen as representative question for theraulpart. This

guestion consists of ten items. Moreover is thestiales regarding employer branding chosen
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to represent the employer branding with 25 itents.amalyze the correlation between these
two amounts of items, it is firstly necessary tduee the items. Consequently a principal

component analysis was conducted for both questions

The ten items of the cultural part were dividedifdur components. The first component is
loaded with the items 5, 9, 10 and 6. The secongpoment is loaded with item 3 and 4. Item
7 and 8 are loaded into component three. In theHaiomponent item 2 was loaded.

The twenty-five items of the employer branding @ad divided as follows: The items which
were loaded into the first component are item numb@14. The items of the second
component are 7-9, 19, and 21. In the third compbtie items number 6, 3, 1, 5 are loaded.
The items of the fourth component are 17, 18 andhi® fifth items 24, 25. Lastly in the sixth
component the 23 and 2 are loaded.

For the culture we have now 4 components, whicfedifom Hofstede. But comparing the
content of the culture components with Hofstedegdichtion to the cultural dimensions
(shown in annex 13) the culture components 1 arate2consisting of the items which
Hofstede dedicate to the Masculinity/femininity andividualism/collectivism. Accordingly
the four components are defined namely by mascutidigidualistic | (Compl), masculine-
individualistic 1l (Comp2), work meaning (Comp3)caimportance of personal life (Comp4),
while we have for the employer branding sixth comgds, namely innovation oriented
factors (Compol), relationship oriented factors rffpo2), development oriented factors
(Compo3, use of former education (Compo4), rewardiactors (Compo5) and work
environment factors (Compo6). These components Weough a biavariate correlation test,
tested on their correlation (see annex 24), wighftlowing results:
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Correlations
Compl Comp2 Comp3 Comp4 Compol Compo2 Compo3 Compo4 Compo5 Compo6
[Compl Pearson 1
Correlation
Sig. (2-tailed)
N 200
Comp2 Pearson 3517 1
Correlation
Sig. (2-tailed) ,000
N 200 200
Comp3 Pearson 133 199" 1
Correlation
Sig. (2-tailed) 060 005
N 200 200 200
Comp4 Pearson 210" 1148’ 071 1
Correlation
Sig. (2-tailed) 003 036 317
N 200 200 200 200
Compol Pearson -,082 012 431" -,083 1
Correlation
Sig. (2-tailed) 248 870 000 240
N 200 200 200 200 200
Compo2 Pearson 468" 482" 112 209" ,050 1
Correlation
Sig. (2-tailed) 000 000 114 003 481
N 200 200 200 200 200 200
Compo3 Pearson 478" 515 153 123 ,014] 456" 1
Correlation
Sig. (2-tailed) ,000] ,000 ,030) ,082) ,842) ,000
N 200 200 200 200 200 200 200
(Compo4 Pearson 103 162 185" 187" 234 256" 21" 1
Correlation
Sig. (2-tailed) ,006) ,022 ,009) ,008] ,001] ,000 ,000]
N 200 200 200 200 200 200 200 200
Compo5 Pearson 401" 4117 132 042, ,099 265" 472" ,110) 1
Correlation
Sig. (2-tailed) ,000] ,000 ,062, ,558] ,162) ,000 ,000] ,123)
N 200 200 200 200 200 200 200 200 200
(Compob Pearson 102 140 363" 236" 252 283" 147 174 092 1
Correlation
Sig. (2-tailed) ,149 ,048 ,000] ,001] ,000] ,000 ,038] ,014 ,195)
N 200 200 200 200 200 200 200 200 200 200

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).

Table 3- 11 Correlations culture and employer brandiag

Statistically relevant, for culture dimension maswe-indivualistic |, are the employer
branding components relationship-oriented factadsyelopment oriented factors and
rewarding factors showed by the two-tailed sigaifice. Based on the decision rule that a
pearson value close to one shows a strong coowlatthile a pearson value close to zero
shows a weak one, the relationship between cuttumension musculine-individualistic and
relationship oriented and development orientedofacis medium, while the relationship to
rewarding factors slithly weaker is. Statisticadlignificant for the correlation between the
masculine-individualistic Il culture dimension atite employer branding are components
relationship oriented, development oriented, us&oher education, rewarding factors and

work environment factors. Based on the pearsonevtia relationship between the cultural
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dimension masculine-individualistic 1l and relatstip and development oriented component
from employer branding have a medium strong ratatip, while the use of former
education and the work environment components hdisénctly weaker ones. For the
meaningful work cultural component the employerndiag components innovation and
development oriented and the use of former edutat work environment component are
statistically relevant, whereby all correlation aret very strong. The innovation oriented
component and the work environment are reachingedium to weak correlation why the
others correlations are weak. For the personal d¢ddture dimension only the work
environment component is statistically relevant, with a value of 0,236 quite weak.

Concluding we can see that a lot of the correlatioetween the components of both surveys
are statistically relevant Regarding the corretadiaof the cultural dimensions with the
employer branding ones, the masculine-individualisbmponent shows a clear relationship
between the relationship-oriented factors, devekpnoriented factors and rewarding factors
component. The second component of masculine-iddgialistic shows a clear relationship
with the relationship-oriented factors, developmeménted factors component. Thus it can
be assume that there is a relation between the ndiomes masculinity/femininity and
individualism/collectivism and the components oé temployer branding 2 (relationship-
oriented factors), 3 (development oriented fact@syl 5 (rewarding factors) because they are
medium strong related to both two cultural compasierMoreover there are 14 correlations
between the values from 36 possible ones. Cons#guba H5 can be confirmed regarding
the specific relationship between masculinity/feimity and indiviudualism/collectivism to

employer branding items.
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3.5 Conclusion

Derived from the shown analysis there are seveayatlasions. Firstly the recruitment and
employer branding ideas and practices were analymedgh expert interviews. The internet
and within social media are essential platformsréaruitment in both countries. Moreover is
the personality of the applicant the choosing gaten the selection process in both countries
even analyzed differently. The requirements f@liapnts are in Germany the degree and the
personality, while in Portugal the professional exgnce and personality is more important
than the degree. Regarding the employer brand inttagye&ountries using it differently. In
Portugal it is more used for internal recruitmertieve as in Germany, it is an external
recruitment tool. That is also shown in the chamazation of the employer branding
according to the interviewed experts. In Germanshibuld be flexible, modern, innovative
and customer oriented, while in Portugal it shosltbw the corporate culture. In both
countries the employer brand image should be atithepen, consistent and communicate
the values. Moreover is the employer branding atingrto the interviewed experts strongly

related to the culture of the company and leadgriger labor commitment.

Regarding the results of the VSM 08 questionnaire io say that the survey is reliable and
valid. In addition the results of the factor anaydiffer significantly between the former

study and the actual one.

The calculated indices are similar to the old ohEafstede, if we assume that the indices are
relative numbers, which means that even the alsolumber is not exactly the same, the
number is still declare the same idea. Even culisrehanging in some aspects, we can
assume through this results that it is a very gloocess. Thus we consider Hofstede’s indices

still updated, except the masculinity/femininityrginsion.

The first hypothesis was HP.ortuguese see culture aspects different than @eromesThe
result was that from 28 analyzed items 14 were ifstgimtly different in their means.
Analyzing each dimension on its own, the result W the main differences were found in
the long-term orientation with significantly difiamces in three of four items. Secondly power
distance and uncertainty avoidance with signifigadifferences in two of four items and
lastly individualism/collectivism and masculinitgfhininity with only one item with
differences. Comparing that with the characteratiof the German and Portuguese
dimensions of Hofstede, the differences and hisceslare similar for power distance and

uncertainty avoidance. The difference in the logigrt orientation is that according to
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Hofstede only two different items are similar, otthree. Different are the results for the
masculinity/femininity and individualism/collectsin. Regarding to Hofstede the differences
are very strong. This analysis assumes that tlierelifces are quite weak. This could indicate
a change inside the two dimensions like Portuggéting more individualistic and masculine
of Germany is getting more collectivistic and fema or both countries change a little the
direction. Concluding we can consider that Portggueliffer in cultural aspects from

Germans. Thus H3 can be confirmed.

The analysis of the second hypotheda: Women see culture aspects different than,men
shows only significant differences in 4 of 28 iteni® deepen that analysis there was an
analysis between the Portuguese and German mengmaronducted. The men differ only

in 5 of 28 items. Portuguese prefer more itemsrobgg a good work environment while

German giving more importance to rules. Surprigirgje the differences between women.
From 28 items 15 are significantly different. Thatmuch more than in the two other

analysis” about the gender. The differences tha¢ wamed for men are found between the
women, too, but women also differ in several oth@wncluding can be said that the gender
does not play a significant role in cultural aspecthe reasons for differences between
Portuguese and German women would need anotharces® analyze the reasons for that

phenomenon.

The analysis of the EmpAT shows that this survegtss reliable and valid, but also different,

except two items, in the factor analysis.

The analysis of the third hypothe$i8: Portuguese applicants considering differentetp
than Germansesulted in differences in 13 items of 25. ABu#s of these items were higher
for German applicants. This may have the reasoat the expectations to a potential
employer are higher by German applicants. Most maoo is for Germans the possibility to
apply their learned knowledge and to teach it beerst, while the work environment is not that
important. For Portuguese it is also importantdeehthe possibility to teach others, but also a
customer orientation. Not so important are facties recognition. With differences in more
than the half of items it can be assume that tleeeedifference between the Portuguese and

German applicants. Thus H3 can be confirmed.

The fourth hypothesidH4: Female applicants considering different aspetitan male
applicantis also analyzed. From 25 items were only four ifigant different. Surprisingly

The differences, that men are giving more impomratee relationship-oriented factors than
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women. In the analysis between the same genderdiffatent nationalities, the men only
have different means in 5 of 25 items. Here areéPtituguese also given more importance to
the work environment than the Germans and the Gesmeore to promotion and applying
and teaching of knowledge. Between women the diffees area gain much higher. From 25
items 9 are different. German women have in alngehigher scores and within can be
assumed higher expectation. The exception is Heoetlae work environment, which is more

important for the Portuguese. Thus H4 cannot bércoed.

For the fifth hypothesis H5: Employer branding is related to culturethe results show that
the first 2 cultural dimension which were masculinindividualism | and Il have a
relationship with the employer branding regardiatationship-oriented factors, development
oriented factors, and rewarding factors. It cdoddconclude that cultural aspects have to be
considered by the implementation of employer bnag.dMoreover it can be assumed, that by
knowing the masculinity/femininity and individuaitgcollectivism scores, there can derived
conclusions and implementations for the right ery@lobranding strategy. Accordingly
depending on the characteristics of the dimenstones in that two dimensions | can assume
the expectation of potential applicants in the askaelation-oriented factors, development

oriented factors and rewarding factors.
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4. Conclusions

Employer Branding is gaining recently more and mafttention (Krishnan, 2014). A strong
employer brand image attracts, engage and retgin-duality people to build innovation
through all kind of processes inside a company (irigd Lehner & Kaufmann, 2009). The
shown researches in both papers were conducted/eohgts for companies, for the right

implementation of employer branding and the releeaof culture in this context.

In the first paper it could be concluded that ¢héural dimensions of Hofstede are still can
be considered as updated. The absolute resultgetaiightly which gave the hint that the
change of culture is extremely slowly. This restduld be important, if the second paper

conclude a correlation between culture and emplbyemding.

In the second paper the calculation of the indiaes indicating the same conclusion.
Moreover was the first hypothesis HRortuguese see culture aspects different than Germa
ones confirmed. This result strengths the scores of skéafe, which shows a clear
differentiation in all dimensions of Portugal andr@any. But the deeper analysis inside each
dimension shows a strong difference regarding niastwifemininity and
individualism/collectivism. Further research is essary here to analyse the reasons and
possible changes. Hypothesi?: Women see culture aspects different than mas not
confirmed. The differences were to less. Never®levas there an exception for the
differences between Portuguese women and Germas) wiéch would also be a potential
further research possibilityd3: Portuguese applicants considering different extp than
Germanswas also confirmed. The noticeable always higheams of German participant
could lead to the conclusion that German applicamés having higher expectationd4:
Female applicants considering different aspects timale applicantswas not confirmed. But
there was again a stronger difference between loese women and German ones, which
shows even more the need of a further researchcl@ing could be assumed, that gender is
playing a minor role for culture and employer bragd where as the nationality plays a

bigger role for culture as well as for employerriatiag.

Regarding the differences between the countriesait be said, according to the expert

interviews and the quantitative study, that in Gamgncompanies are expecting good degrees.
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On the other hand companies have to consider Qgibagitheir employer brand image that
applicants have higher expectation than e.g. itugat. They are more related to promotion
or self-development while in Portugal more the werkvironment important is. In Portugal
the applicants’ expectation are lower and for comgs counts more the professional
experience. Moreover could be recommended to Genoarpanies to extend their employer
brand image also internally, while Portuguese cangsashould broaden it externally. The
importance of the personality of applicants is adunt for the importance of the personal fit
to the company and within to the culture. Moreowenclude all interviewed experts the
importance of culture for the employer brandingtstgy.

Regarding the results of the fifth hypothesigi5: Employer branding is related to culture
the results shows that cultural aspects have tadmsidered by the implementation of
employer branding. Moreover it can be assumed,dhpdnowing the masculinity/femininity
and individualism/collectivism scores, there canwe conclusions and implementations for
the right employer branding strategy. AccordingBpdnding on the characteristics of the
dimension scores in that two dimensions | can asstiv® expectation of potential applicants

in the area of relation-oriented factors, developnogiented factors and rewarding factors.

Ignoring the results of the quantitative study asduming the results of the qualitative one
Germany is masculine and individualistic, while tegal is feminine and collectivistic.
Regarding development oriented factors and rewgrdiotors there is a significant difference
between the two countries, which would support #ssumption. German companies should
consider in their employer brand image the devemnpossibilities inside their companies
and strong rewarding systems. Portuguese compaiesid more mentioned the work

environment and community.

The recommended model for the implementation dfang employer brand image is the one
from Petkovic (2008). This model should be, in npynton, now extended to taken the aspect
of culture into account. | am recommending to indég the culture into the employer

branding process: inside the situation analysisilshbe also an analysis of cultural aspects;
inside the target group choice should be the aedlyaltural aspects be considered to find
easier a fit between the applicant’s personality we company; inside the communication
policy to communicate cultural aspects for attragtihe right applicants and giving realistic

expectations about the company.
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4.1 Limitations

This study has some limitations. Due to the fadheftime restriction, the sample size
(N=200) is not representative enough. Moreovenésdomparison from only two countries in
a cross-national study to less. Consequently thelasions and results are only hints in one

direction.

4.2 Future research

Future researchers could take this study as a ljnuedier doing the same study, but with a
bigger sample size. Moreover there could be a resemnducted which analyzed the
different result of masculinity/femininity and inddualism/collectivism. In addition there
could be a research regarding the high differebetéseen German and Portuguese women

answers to employer branding and culture.
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Annex 1 — Interview protocol for expert interviews

This interview has three parts: 1. Business anch@gCulture, 2. Recruitment and 3.
Employer Brand Image. Thank you very much for yioeip!

Corporate & National Culture

1.

2.

3.

4.

5.

Corporate Culture in Portugal (Germany) how wouwdd gescribe it?

How did this culture develop?

Is corporate culture an important factor in Poresggi(German) companies?
What are important factors for a good corporatéuce?

Should the corporate culture be related to theonaticulture?

Recruitment

1.

2.

5.

6.

Which recruitment tools should be used in your apifa
Which role does Social Media play?

What are important factors for a Portuguese (Gejroampany to choose an
applicant?

What is in your opinion the ideal applicant?
Did this change and/ or will that change in thaifa?

How important are the fit of the corporate cultarel the character of the applicants?

Employer Brand Image

1.

2.

3.

How important is reputation for a company?

How important do you think is Employer Brand Imdgea company and why?
What kind of Employer Brand Image do you have?

What kind would you like to have?

Why is it so important to find the right employees?

Does your Employer Brand Image differ from your gatitors in your country and in
which way?

How important is the relation between the busimessire and the Employer Brand
Image?

. Which other strategies of attraction the right esypkes could you think of?
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Annex 2 - Corporate Culture in Germany

Paraphase

Generalized

Reduction

Corporate culture is performance
driven in Germany that means th
company pays its workers to
ensure that they provide good
performance.

Social aspects play only a minor
role. Culture is thus driven rather
good engineering practice in
Germany.

German companies do not see
themselves as social institutions
The cultural idea is more
downstream in Germany, it will
naturally communicate and
brought also very direct.

0]

Corporate culture in Germany is
performance driven, engineer
driven, is not celebrated, social
aspects are subsidiary matter , ve
direct

akrw

Corporate culture are values
.Competence, quality ,reliability,
customer orientation.

German companies are very gog
oriented, very persistent, very
slowly changing. The employees
stay longer in business than in
other countries, decisions often
need very long time.

Decisions are mission-driven.
Innovation is rather low.

This creates a where one is
reliable; filing operates where yo
sort files, where one makes no
mistakes.

Corporate culture is:
aim oriented, persistent, slowly
changing, is not celebrated, less
innovation, no mistakes are
accepted

o

Corporate culture in our country
is performance oriented.
People working structured and th
business is structured, too.

The focus neither is on people n
on changes.

Corporate culture is:
eperformance-driven, structured, n
focus on changes, not focus in
Dr people

Corporate culture is:

performance driven
engineer driven

is not celebrated
social aspects are
subsidiary

slowly changing

Companies are knowledge drive
not hierarchical.

h

Flat hierarchies, expert oriented

Traditional family businesses,
highly skilled,

Anyone who has a clue and
authority, has a high probability
that they have good quality and
they have Made in Germany

High expertise, authority, good
quality, tradition

The “business landscape” in
Germany is mainly family owned
businesses.

Quality made in Germany is a tru
quality label

Many family owned companies,
e Quality made in Germany

Business in Germany is:

flat hierarchies
expertise
good quality

family owned companies

It is an important factor even if it
is not very important in Germany

Corporate Culture in Germany n
. big topic, only if company is in ba

Corporate culture always becom

(=8

es  shape, Corporate culture is
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important when the company do
not go so well.

But corporate culture is not an
active process and companies in
Germany.

Corporate culture already plays an

important role, but is
underestimated in many cases.
With a good corporate culture,
employees are more willing to
participate changes. You trust th
management and especially
incrises

Corporate culture is important.
Corporate culture is often founde
transmissions.

s underestimated and is costly, a
good corporate culture is when

trust in management

changes are ok for employees and

It is becoming increasingly
important.

Corporate Culture is more and
more important

Corporate culture is not only for
German companies important.

Crossing department boarders fg
help especially in time of crisis.

Corporate culture is needed in

=

department boarders

crisis and shown in help crossing

Corporate culture in Germany is:

e Becoming more important

e Underestimated

e costly

* Is needed in bad times

* Is needed for changes

e Good corporate
culture=trust in
management

The first important factor is that
the company is aware that it is
different than others, particularly
against competitors.

Pressure is very crucial, both
internally and externally. Without
the development of corporate
culture is difficult.

The second factor is stability
without this there is no lasting of
corporate culture.

Be aware that every business ig
different
Pressure makes development o
corporate culture difficult
Stability is important

Most of the important factors is
credibility.

Furthermore should errors be
allowed.

Also should rules be lived in
every level of the company.

Credibility, living the rules in the
whole company, mistakes must b
allowed

Corporate culture should be built
on trust.

Moreover should it be coherent
with the organizations goals.
Openness and through this a
diversely workforce are other
important factors.

In Germany openness means alg
open for direct communication
and thus criticism

Trust, coherent with strategy,
openness, diversity
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Important factors for a good
corporate culture:

e Be aware of uniqueness

* No pressure

e Stability

e Credibility

*  Mistakes allowed
« Liveit

. Trust

e Coherent with strategy
« Diversity

¢« Openness

»  Direct communication

It could be independent of each
other, but the company must be
aware of this.

The company should know that i
is different so that potential
employees can be prepared.
This must be communicated to
employees before, then this can
work well.

Can be independent, but must b)
aware of this to prepare employe¢

£S.

They must be the same, if they
have their customers in the
country.

A corporate culture always shines Has to be if customers are in the

on the products and their clients,
when they are not connected to
the mainstream culture in their
country, then the business model|
isnot sustainable.

same country because of the
impact of corporate culture to
products

National culture and corporate
culture is not possible to separat
in my opinion.

D

- cannot be separated

National Culture and Corporate

Culture:

e Corporate culture should
be equal from national
culture if products in the
same country

e Corporate culture can be
different from national
culture

e  Corporate culture and
national cannot be
separated
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Annex 3 - Code guidance for corporate and nationatulture

Variables

Definition

Anchor example

Code guidance

Power Distance

Low Power Distance:

In societies with a low power

distance members of
institutions and organization
are not expecting and
accepting that power is
distributed unequally.

(4

A supporting strong middle class and a high T4 indicate a low

decentralization shows low power distance.
the daily business means that direct and

Leadership is based on expertise and contr
disliked.

participative communication are appreciatefl.sypporting statements

Inpower distance, thereg
has to be at least twg

ol is

high Power Distance:
In societies with a high
power distance less powerfy
members of institutions and
organizations are expectin
and accepting that power is
distributed unequally.

y and tasks. Furthermore is negative feedbal

People with power have privileges and the
hierarchical distances are accepted. The|

| management controls everything which mea
that it decides the importance of informatio

very distressed, so negative information ig
difficult to provide for subordinates.

To indicate a high
npower distance, therg
h has to be at least twag
cksupporting statements

Individualism:

In an individualistc society in

which the ties between
individuals are loose;

everyone is looking after

him- or herself or his/her

That is shown through small families with 3
strong parents-child relationship. Self-
actualization is what people believe in. Duty
responsibility and loyalty are based on
personal preferences for people. The
communication is one of the most directly
ones in the world to give the change to

L

To indicate a strong

" individualistic nation,

there has to be at least

two supporting
statements.

Individualism / family improve one’s mistakes.
Collectivism Collectivism: ity is th . incipl d
In a collective society there i Loya.ty is the most important principle an
4 strona intearation in over-rides even societal rules and regulatio NS-10 indicate a stron
cohesivegin rogu s, which Everybody has to take responsibility for the collective nation thegre
remain Iifelong anlfj i,n which group and the individuals inside. Offence has to be at Iea’st twag
is rotec%ion and means loss of face and leads to shame. supporting statementd
un uegtionable lovalty to Employer —employee relationships are ruled PP 9 T
q each other yaity by moral terms.
Society is performance orientated beginning -
Masculinitv: already with the school system and m;-:clunlicliwlgar?;tziion
In a masculine soc):/i'et ender performance is highly valued. Self-esteem Sthere has to be at Iéa 5t
roles are clearl de%‘lir?ed I gained through achieving tasks and status|is WO Supportin i
y ' often shown. Thus expectations in managers state?w?ents 9
are to be decisive and assertive. )
Masculinity / Excessive competition is not appreciated apd
Feminity equality, solidarity and quality in working

Femininity:
In a feminine society gende
roles are overlapping.

lives are highly valued. Compromise and
negotiation is used to solve conflicts.
Decisions and achievement are reached
through involvement and free time and
flexibility are favored. Status is not shown
and well being has the highest priority.

To indicate a femining
nation, there has to be
at least two supporting

statements.

Uncertainty
avoidance

High uncertainty avoidance
Societies with a high
uncertainty avoidance feel
easily threatened by

unknown situations and try tp

avoid these ones.

Deductive approaches a preferred that meansTo indicate a strong

in all topics the systematic overview has to
clearly given before. That is also shown in t

expertise.

law system. Uncertainty is tried to cover by

peuncertainty avoidance
henation, there has to be
at least two supporting

statements

Low uncertainty avoidance:
Soieties with a low
uncertainty avoidance feel
not threatened by unknown
situations and try not to
avoid these ones.

Long-term /
Short-term
orientation

Long-term orientation:
Societies with a long-term
orientation have their focus|

on the future in particular
shown through perseverang
and thrift

Truth depends on situation, time and conte

Furthermore the easily adaption to changir
conditions, the interest in saving and investingation, there has to be

and the need to achieve results are criteria

e . .
long-term oriented nation.

xt. To indicate a strong
g long-term orientation

pfed least two supporting
statements.

short-term orientation:

To indicate a strong

There is a focus on aclig\goals quickly
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Societies with a short-term| and less thinking in the future. Moreover thereshort-term orientation,

orientation have their focus is a strong belief in traditions and an nation, there has to b
on the past and present in absolutely truth which shows a normative| at least two supportin
particular shown through thinking. statements.

respect for tradition and
fulfilling social obligations.
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Annex 4 - Corporate and national culture in Portuga

Paraphase

Generalized

Reduction

In Portugal the people working by finding
solutions through compromise and negotiation.
Moreover people work in and for the group.

Corporate Culture
is:

Finding solutions
through
compromise and
negotiation
Working in and for
groups

The corporate culture is getting through that a

little bit more professional. Companies are mor¢

aware of international competition. Most of the
companies in Portugal are very small family

businesses so they have fewer employees (5). A businesses

written corporate culture is due to this fact not
common in Portugal. So there are no general k
of corporate culture. But what | see is that the
small companies are getting more professional
They are getting more structured and developin
themselves.

Corporate culture is
Getting more and
more professional

Mostly family

Not written down
eydHaving no general
keys

Getting more
g structured and
developed

People are respecting highly people in higher
positions. That's why last decisions are always
made by the boss. Loyalty has first priority. For
employees and employer.

Corporate culture is
Having highly
respect for people i
higher positions
Decisions are made
by the boss
loyalty

oapoNd P

o~

Corporate Culture is:

Finding solutions through
compromise and negotiation
Working in and for groups
Getting more professional
Written down not common
not having general keys

showing respect for higher positions

— strong Hierarchy
loyalty
decisions are made by the boss

I think one of the issues is that during the l&st 2
years there was a huge investment in young
people. In higher qualification we have a huge
increase. But nowadays due to the fact of the h
unemployment rate these knowledge is not
brought to the companies. So companies are n
getting new ideas etc.

Business and
Development in
Portugal:
ighBig investment in
higher qualification
bt if young people in
the last 20 years
Through high
unemployment rate
knowledge is not
brought to
companies

The Portuguese business world is mostly family
businesses with a strong power of the owner.
Moreover are traditions and rules very importan

Business and
Development in
t. Portugal:
Mostly family
businesses
Strongly ruled by
owner
Importance of rules

and traditions
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Business and Development in Portugal:

1. huge investment in higher
qualification in the last 20 years

2. unemployment is bringing

knowledge not to companies

family businesses

patriarchic

importance of traditions and rules

okl w

If you are more professional and you are aware
all components which has an impact of the
success of the business you know that culture i
one. However in general it is coming more awal
that corporate culture is an important factor for
success in the company. But due to the fact thg
companies have mostly only up to 5 employeesg

is more called leadership than corporate culture.

But in companies with more employees corporg
culture is a topic.

o€orporate culture ig
in Portugal:
5 Corporate culture is
e an important factor
for success
t Companies have
, itmostly less than 5
employees
teCorporate culture ig
more leadership

Corporate culture is an important factor in
Portuguese companies.

Corporate Culture is
important

Corporate culture is important for companies fo
having a common set of values.

Corporate Culture is
important for
having common set
of values

Corporate culture in Portugal is:

1. getting more professional
2. coming more aware

3. is more leadership

4. common set of values

Corporate culture has to use sustainability. This
an important factor. You have also need
flexibility, because nowadays all cycles are mug
more shorten. So you need to find equilibrium
between these two.

ISCorporate culture
h consists of:
Sustainability,
flexibility

Leadership, interaction, the entire knowledge o
development strategies and apply them in orde
achieve implementation of the strategies are
important factors.

Corporate culture
to consists of:
Leadership,
interaction,
knowledge of
development
strategies

Important factors for corporate culture are loyal
for the company, the significance of the group t
respect for tradition, and strongly respected
leaders.

y Corporate culture
ne  consist of:
Loyalty,
significance of the
group, respect for
traditions, strongly
respected leaders

Corporate Culture consists of:

substainibility

flexibility

leadership

interaction

development strategies
loyalty

significance of the group
respected leadership

ONogrwNE

Corporate culture should be similar to the natio
culture in the sense of adaption in real life

nal Corporate and
National Culture:

situations.

Similar for adaption
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in the real life

In a manufactory were the project manager

changes ever three years we measure that there

was a part of Portuguese corporate culture but
part which was mostly common you could redu
to legal and local issues. But in general local

culture is important and has to have a huge imp

to what managers or leader have to do. Itis
important information for leadership.

Corporate and

theNational Culture:
cenational culture can

be reduced to legal

actand local issues

Should be similar because the national culture
strong in Portugal people are highly patriots

S

Corporate and
National Culture:
National culture is
strong in Portugal

(Patriotism)

Corporate Culture and National Culture:

e should be similar for adaption in
real life situations

e could be reduce to legal and local
issues

e should be similar because
Portuguese national culture is
strong ( patriotism)
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Annex 5 - descriptive analysis

Statistics

Are you female or male?

Valid 200
N

Missing 0

Are you female or male?
Frequency Percent | Valid Percent Cumulative
Percent

male 105 52,5 52,5 52,5
Valid female 95 47,5 47,5 100,0

Total 200 100,0 100,0

Are you female or male?

Erale
B female

Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
What is your nationality? *
200 100,0% 0 0,0% 200 100,0%
Are you female or male?




Employer Branding in an International Context — Ar@harlotte Luchtenveld

What is your nationality? * Are you female or male?

Crosstabulation

Count
Are you female or male? Total
male female
Portuguese 53 47 100
What is your nationality?
German 52 48 100
Total 105 95 200
Symmetric Measures
Value Asymp. Std. Approx. T Approx. Sig.
Error®
Interval by Interval  Pearson's R ,010 ,071 ,141 ,888°
Ordinal by Ordinal ~ Spearman Correlation ,010 ,071 ,141 ,888°
N of Valid Cases 200
a. Not assuming the null hypothesis.
b. Using the asymptotic standard error assuming the null hypothesis.
c. Based on normal approximation.
Bar Chart
s Yo
fermale
ar
male?
M mals
M female

Count

Portuguese

German

What is your nationality?
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Annex 6 — questionnaire

Please think of an ideal job, disregarding your present job, if you have one. In choosing an ideal job, how important would it be to you to *

of moderate of very little or no
of utmost importance very important importance of little importance importance

have sufficient time for your
personal or home life

have a boss (direct superiorjyou
can respect

get recognition for good
performance

have security of employment
have pleasant people to work with
do work that is interesting

be consulted by your boss in
decisions involving your work

live in a desirable area

have a job respected by your
family and friends

have chances for promotion

In your private life, how important is each of the following to you: *

of moderate of very little or no
of utmost importance very impartant importance of little importance importance

keeping time free for fun
moderation: having few desires
being generous to other peaple

modesty: looking small, not big

+ Element hinzufiigen ‘ + Seitenumbruch setzen ‘

Element bearbeiten ‘ Element verschieben ‘ Element kopieren ‘ Element laschen ‘ Anzeigebedingungen

If there is something expensive you really want to buy but you do not have enough money, what do you do? *

0 always save before 0 usually save 0 sometimes save, sometimes 0 usually borrow and pay 0 always buy now, pay off
buying first borrow to buy off later later
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How often do you feel nervous or tensefff
abways
usually
sometimes
seldom
never

Logische Abfolge bearbeiten

Are you a happy person 7 *
abways
usually
sometimes
seldom

newver

Are you the same person at work (or at school if you're a student) and at homef§
guite the same
mostly the same
don't know
mostly different
guite different

Logische Abfolge bearbeiten

+ Element hinzuflugen | + Seitenumbruch s¢

Element bearbeiten | Element verschieben

Do other people or circumstances ever prevent you from doing what you really want to? *
yes, always
yes, usually
sometimes
no, sldom

no, never
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Allin all, how would you describe your state of health these days? *

very good
good

fair

poor
VEry poor

Logische Abfolge bearbeiten

+ Element hinzuflgen | + Seitel

Element bearbeiten | | Element ve

How important is religion in your life ? *
of utmost importance
very important
of moderate importance
of little importance

of no importance
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How proud are you to be a citizen of your country? *

not proud at all
not very proud
somewhat proud
fairly proud
very proud

Logische Abfolge bearbeiten

+ Element hinzufligen | + Seitenumbruch setzen |

Element I:rearl:reiten| Elementverschieben| Element kopieren| E

How often, in your experience, are subordinates afraid to contradict their boss (or students their teacher?) *

never
seldom
sometimes
usually

always

To what extent do you agree or disagree with each of the following statements? *

One can be a good manager
without having a precise answer
to every question that a
subordinate may raise about his
or her work

Persistent efforts are the surest
way to results

An organization structura in
which certain subordinates have
two bosses should be avoided at
all cost

A company’s or organization's
rules should not be broken - not
even when the employee thinks
breaking the rule would be in the
organization's best interest

We should honour our heroes
from the past

strongly agree

agree

undecided

disagree

strongly disagree

##
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How important are the following to you when considering potential employers? *

Recognition /appreciation from
management

A fun worling cnvironment

A springboard for future
employment

Feeling good about yourself as a
result of working ftor a particular
organisation

Feeling more self-confident as a
result of working for a particular
organisation

Gaining career-enhancing
experience

Having a good relationship to
yuur super iurs

Having a good relationship with
your colleagues

Supportive and encouraging
colleagues

Working in an exciting
environment

Innovative employer-novel work
practices/forward thinking

The organisation both values and
makes use of your creativity

The organisation produces
high-guality products and services

The organisation produces
innovative products and services

Good promotion opportunitias
within the organisation

Humanitarian organisation -
gives back to society

Opportunity to apply what was
learned at a tertiary institution

Opportunity to teach others what
you have learned

Acceptance and belonging

The organisation is customar
orientated

Job security within the
organisation

Hands-on-inter-departmental
axperience

Happy work environment

of utmost importance

very important

of moderate

importance

of little importance

importance

of very little or no
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Annex 7 - Recruitment in Germany

Paraphase

Generalized

Reduction

Recruitment & selection tools depend on theRecruitment & selection tools

tasks. But no print! Instead of that use the
internet: social media, online tests or
interviews.

are:
No print, use of the internet,
social media, online tests and
interviews

Recruitment and selection tools through

premium internships and then through wofdare: premium internships, word

of-mouth between students.

Recruitment & selection tools

of-mouth

Social Media should be used as recruitment
tools.

Recruitment & selection tools
are: social media

Possible recruitment & selection tools

are:

No print

Internet / Social Media
Word-of-mouth
Interviews

Internships

agrwbdPE

The ideal applicant needs to have the formdaRequirements of applicants afe:

requirements firstly. He /she know what she
wants, why and why he/she is able to do if.
The applicant should be goal oriented.

Formal requirements, knows
what he/she wants and why,
goal orientation

He / she should also know what he/she Requirements are: knows wh

wants and is able to do and be able to

communicate this. He/she should be curiqu€ommunicate it, curious, multi

and should have multi-tasking ability.

he/ she wants, able to

tasking ability

Applicants need to fulfill formal

requirements as degrees etc. They should be

open and able to communicate in a team.|In
general it depends on the job function.

Requirements are: formal
requirements, being open,
communication, team work

Requirements of applicants:

1.

PN

©Co~Now’

Formal requirements (degree
etc.)

Engagement

Openness

Knows what he / she wants
and can and what not
Communication

Goal oriented

Curiosity

Multitasking ability

Team work

The personal fit to the company is very
important; the personal attitudes have to fit.

Personal attitudes have to fit

The fit is very important.

The fit is really important. The applicant has
at least to fit to the team.

Personal fit to the company:

1.

Attitude & Values have to fit

Through globalization, harmonization of
Europe more flexibility, higher education
and abroad experiences are required.

New requirements: flexibility,
higher education, experience|
abroad, higher education

The requirements changed. Now it is need
to know several languages, have
experiences abroad, ist not scared and is
goal oriented.

New requirements: several
languages, experiences abrog
not scared, goal oriented

Quality is more and more deciding that
means higher education and grades.

New requirements: higher
education, good grades

Changes of requirements:
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el N =

Abroad experience
Languages
Flexibility

Higher educated
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Annex 8 - Employer Brand Image in Germany

Paraphrase

Generalized

Reduction

A good reputation is life-saving. Itis a 1:1
correlation with product brands and has impact tg
the Employer-Brand-Image strategy.

Reputation is: 1:1
correlation with product, ha
impact to Employer Brand
Image strategy

Reputation is form utmost important. The whole
business model depend if customers knows the
company or not, it is the same with applicants.

Whole business depends o
reputation

Taking the coming professionals lack and the
demographic change into consideration is a good

reputation from increasingly importance. The highehigher the probability to get

the reputation the higher the probability to get
fitting employees for open functions.

The higher the reputation th

fitting employees

[¢]

Reputation is:

4. A 1:1 correlation with the
products

5. Has impact to Employer
Brand Image strategy

6. whole business depend on
it

7. the higher the better
employees

First you should win the attention with other tqols
but the Employer Brand Image is bringing the
decision to a head.

Employer Brand Image is
bringing decision to a head

Employer Brand Image is important because
without an applicant has no clear impression of th
companies” values and of his personal fit to it.

Applicant needs it to get
e clear impression of
companies values and his|
personal fit

Employer Brand Image is from increasingly
importance Due to the fact of increasingly
international trade and strongly shorten innovatio
and development cycles. Prospecting employees|
employee loyalty is more and more important.

Prospecting employees an
n employee loyalty depend o
agubd Employer Brand Imag

D =

Employer Brand Image is
important because:
4. is bringing the decision
for a company a head
5. applicants get clear

impression

6. results in employee
loyalty

7. results in winning
employees

An Employer Brand Image should involve the
employees: do good things and talk about it, acti
and authentic; and it should be flexible, app
friendly, consistent Employer Brand Image on all
channels, open, innovative and modern.

Employer Brand Image
e should:

Involve employees, be
authentic, be flexible, app
friendly, consistent, open

innovative and modern

An Employer Brand Image should consist of: teain  Employer Brand Image

works, a networking culture, communicate the
values of the company, innovation, lived corporat
culture people and teams have priority.

should :
e Show a networking culture,
be communicate the
companies values, be
innovative, show people

priority
Employer Brand Image should show a good Employer Brand Image
employer. Furthermore the company should should:

perceived as a customer oriented, reliable compa

nyshow customer orientation
show reliable company

Employer Brand Image should
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consist of:

Involving employees
Be authentic
Flexible
App friendly
Consistent
Open
Innovative
Modern
Team work
. Networking culture
. Communicate values
. Focus on people
. Reliable
Customer oriented

CoNor~ODOE

It is important to find the right employee for Inig
them constantly, wrong people are doing a lot
mistakes and money and customers will be lost.

Finding right employees for

don’t losing money and
customers

Every decision about employees has to do with
potential for the future.

Wrong personal decisions are difficult to corraud g
for a new recruitment the company is losing time
and money.

Wrong decisions are

difficult to correct, company

is losing money and time

To find the right employees is
important because:
Wrong people cost money
New recruitment costs
Bad work in the future
Losing time

1
2
3.
4

There should be a consensus between corporate
culture and Employer Brand Image. An Employer
Brand image which doesn’t show the truth is afte
months uncover through social media.

Should be a consus betwes
3

corporate culture and
Employer Brand Image.

Employer Brand Image is only working if the
company is 100% working like that. That means {
corporate culture has to reflect and to be reftbote
the Employer Brand Image.

he

Corporate culture has to
reflect and be reflected in 4

good Employer Brand Imag

D

A good corporate culture leads automatically to a|
good Employer Brand Image.

Good corporate culture lead

to good Employer Brand
Image

7]

The relationship between employer
brand image and corporate
culture:

depends on each other

reflects each other

1.
2.

The only other way is presence through mass. Buit
Employer Brand Image is more goal oriented and
more effective.

Presence through mass

| only see another really substainable way which jis

high presence in universities.

Presence in universities

Other strategies to find the right
employees:

mass presence

presence in universities

3.
4.
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Annex 9 — Recruitment in Portugal

Paraphrase

Generalized

Reduction

As recruitment tools we are using: interviews, peadity-
tests, small professional tests in order to undedsthe fit
of the applicant.

Recruitment tools:
Interviews, personality
tests to understand the fit
of the applicant

That depends on the sector and it is also linketeo
culture of the company. Social media is a tool e.g
Linkedin. But it needs to be a consistent message.
Channel, pictures etc. have to fit to target.

Recruitment tools:
Depends on the sector
and the culture, social

media e.g. Linkedin, but
in a consistent message
on all channels

Used recruitment tools are the unemployment cexrtdr
our website.

Recruitment tools:
Unemployment center
and companies” website

Possible recruitment tools:

1. Interviews
2. Personality tests
3. Linked to the culture of
the company and the
sector
4. Consistent message
5. Social media
6. Unemployment center
7. Companies website
Social media is need as an informative function and Social Media:
especially it is a way to inform about social asped the Informative function,
company. Moreover it allows an evaluation of theegi allows an evaluation of
information through the applicant. given information
through applicant
Social media is:
1. Need as an informative
function
2. Allows an evaluation of

the given information

Important factors of applicants are: professional
experiences, dedication, charisma, ambition, team
capability, positive attitude.

Important factors for
applicants are:
Professional
experiences, dedication,
charisma, ambition, team
capability, positive
attitude

Personal skills are the main issues now. The itapoe is
not anymore so much on your experiences in specific
companies. It is more important to see which emajé
we have to cover and how are the relationshipsléntie
team and to the manager or to the leadership. &¥d n
nowadays flexibility and if you want flexibility yohave
to ask for personal skills e.g. sharing knowledgaction
to uncertainty, able to accept challenges. Moreover
personal skills are difficult to develop or to chan

Important factors for
applicants are:
Personal skills, not so
much experiences in
specific companies,

flexibility,

Someone who is flexible. Degrees are not so impgrta
but it trains somebody in analytical thinking. Thet
important. Experts you only need for very limitegics.
For the main part of the work you need only anehlti
thinking

Important factors for

applicants are:
Flexibility, analytical
thinking, expertise not s
much

Important factors for applicants

1.

are:

Professional
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ONoGa~LN

10.
11.

12.

experiences
Dedictation
Charisma
Ambition

Team capability
Positive attitude
Personal skills
Experiences in specific
companies not so
important
Flexibility
Analytical thinking
Degrees not so
important
Expertise is not so
important

These factors will not change and didn’t changg tre
always necessary.

Change of requirements:

will not change / didn't
change

In earlier times it was mostly based on expertisethe
future companies will need to work ambidextrousote
need to have both expertise and open profiles. \Wiat
see more and more that companies are concentrating
their core businesses and hiring companies forréspe
jobs. So the future will be every company will e a
specific expert and the profiles of the employess to fit
to that specific part. But to combine everythingpeo
need to be open an able to combine dots. So expésti
not in employees it is in company.

Change of requirements:

Past expertise, future
open profiles

Change of requirements:

1.
2.
3.

Factors will not change
Past based on expertise|
Future open profiles
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Annex 10 — Employer Brand Image in Portugal
Paraphrase Generalized Reputation
The reputation of a company is very important for

all clients, employees, suppliers and all other
areas.

Reputation is important for all

Reputation is important. No one likes to work i
a company which is known for bad actions in th
news. In the past that information was not easy
get, but nowadays you know through social me
everything

"
e Reputation is important for
temployees to work in a good
dia company

The reputation of a company is from utmost
importance for the business, for customers,
suppliers and employees.

Reputation is important for
the whole business.

Reputation is:
Important for all: clients,
employees, suppliers
Important, employees want
to work for good company

It is very important because based on that image

employees adjust to it and know what they can
expect from this company as an employer.

Importance of Employer
Brand Image:
Employees use it to adjust
and know what they can
expect from this company

Employer Branding it is very important for
achieving a level in which employees promotin
the company by themselves. It can have an im
on the satisfaction of all the employees but als
on the business. You only recommend what is
good. External impact is that when you have a
necessity of good employees it is an important
tool which should be available and present on
channels (social media etc.). Employer Brandin
could also help internally for recruiting thenst i
more through training e.g. Employer Branding i
terms of retention (talents, training etc.).

y
pact

D

Importance of Employer
Brand Image:

To achieve a level in which
employees promoting the
company, impact on
satisfaction of employees,
should be present on all
channels, help for retention
internally for recruitment

3l
g

n

Employer Brand Image is important for the
company to build a strong image which attracts
the right employees.

Importance of Employer Brand

1.

ok w

Image:
Employees adjust to the

image and know what they
can aspect

To achieve a level in which
employees promote the
company by themselves
Satisfaction of employees
Consistent on all channels
Help internally for
recruitment

Helps for retention

Find right employees

An Employer Brand Image should be consister
in all channels. It should show the values of the
company and as well as corporate culture of th
company. It should be open and transparent al
be authentic.

t

Employer Brand Image should be:

Employer Brand Image
e should: consistent, showing
ndralues, showing the corpora
culture, be open, be
transparent, be authentic

D

1.

corwnN

Consistent

Show values

Show corporate culture
Open

Transparent

authentic

It is important to find the right employees becatllse Importance of finding the

with the right people in the different areas, the

right employees:
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board is able to take time for development
strategies and tools to achieve higher goals.

Board has more time for
right decisions

Because of time and money. You have shorten
cycles in all areas and you need to reduce 2

important gaps. The expectation needs to mee
reality and there is no time for integration, se th
integration goals should be achieved quickly.

ed Importance of finding the
right employees:
Save time and money, redug
gap between expectation an
reality, time for integration is|
quicker

Qo

The right employees are important to find.
Applicants who have an amazing cv doesn’t
necessarily have to fit. A good fit means to havj
the same expectation about a job then the
company and similar values.

Importance of finding the
right employees:

e Same expectations about th

job then the company, simila

values

=

D

Importance of finding the right
employees:

1. Right employees mean time
for board for right
decisions

2. To save time and money

3. Reduce gap of expectation
and reality

4. Reduce time of integration

5. Similar values

The relationship between the employer brand
image and the corporate culture is very import3
for the labor commitment, the integration, and t
freedom to act inside the company’s strategy a
for training.

Relationship between the
nt employer brand image and
he corporate culture:
nd Important for labor

commitment, integration,
freedom to act inside the
company’s strategy, training

They have to be coherent. You need to show vy
company as it is, to reduce gap between

expectation and reality. In these times you always
Have to be coherent, reduce

find somebody who tells you the truth what
happen inside the company and through all
different channels it should be a coherent mess

our Relationship of corporate
culture and employer brand
image:

gap between expectation an
agetruth, coherent message
through all channels

D

o

The corporate culture is part of the employer
brand image. It is not possible that they are not
coherent. That would give a confusing messag
the applicants and employees.

Relationship between

corporate culture and

e to Employer Brand Image:
Have to be coherent,

corporate culture is part of
employer brand image

Relationship of corporate culture

and Employer Brand Image:

1. Labor commitment

2. Integration

3. Freedom to act inside the
company’s strategy

4. Have to be coherent

5. Reduce gap between
expectation and reality

6. Coherent message through
different channels

7. Corporate culture is part

of employer brand image

Employer Branding is huge and working for all

different kind of practices. Recommendation frg

employees to friends and family are another
practice but in a large point of view you can
allocate it to Employer Branding

Other strategies:
Recommendation from
employees to friends and

family

m

Another strategy than employer brand image is

over mass presence in the media.

Other strategies:
Mass presence

Other Strategies:
. Recommendations from
employees to friends and
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Annex 11 — Reliability analysis VSM 08

Case Processing Summary

N %
Valid 200 100,0
Cases Excluded? 0 ,0
Total 200 100,0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized

ltems

,548 ,562 29
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Mean Std. N
Deviation
Have sufficient time for your personal or home life 1,96000 ,831781 | 200
Have a boss (direct superior) you can respect 1,99500 9323741 200
get recognition for good performance 1,70500 ,670989 | 200
Have security of employment 2,04000 ,843777 | 200
Have pleasant people to work with 1,80000 ,763488 | 200
Do work which is interesting 1,77500 , 711976 | 200
Be consultated by your boss in decisions involving your work 2,33500 ,858171 | 200
Live in a desirable area 2,34000 ,876494 | 200
Have a job respected by your family and friends 2,66500 1,003899 | 200
Have chances for promotion 2,21500 1,006898 | 200
keeping time for fun 1,87000 ,725071 1 200
moderation: having few desires 2,52500 , 756463 | 200
being generous to other people 2,31000 ,810670 | 200
modesty: looking small, not big 2,64000 ,9512751 200
If there is something expensive that you really want to buy but you donthave
enough money, what do you do? 1,67000 7374411200
How often do you feel nervous or tense? 3,01500 ,739941 | 200
Are you a happy person? 3,99500 ,571496 | 200
Are you the same person at work and at home? 3,71000 1,132392 | 200
Do other people or circumstances ever prevent you from doing what you really
want to do 2 2,85500 ,7393971 200
How would you describe your state of health these days? 4,06000 ,734231 1200
How important is religion in your life? 2,40500 1,165231 | 200
How proud are you to be a citizen of your country? 3,80000 1,837630 | 200
How often, in your experience, are subordinates afraid to contradict their boss? 3,34000 ,753151 1 200
One can be a good manager without having a precise answer to every question
that a subordinate may raise about his or her work 231500 1025198 200
Persistent efforts are the surest way to results 2,10500 ,7187201 200
An organization structure in which certain subordinates have two bosses should
be avoided at all cost 200500 976598 200
A company's or organization's rules should not be broken - not even when the
employee thinks breaking the rule would be in the organization's best interest 306000 1,096546 200
We should honour our heroes from the past 2,46000 ,917940 | 200
Are you female or male? ,47500 ,500628 | 200
Summary Item Statistics

Mean | Minimum | Maximum | Range | Maximum / Minimum | Variance | N of Items
ltem Means | 2,484 475 4,060 | 3,585 8,547 616 29
Item Variances ] ,824 ,251 3,377 | 3,126 13,474 ,317 29
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Hem-Total Statistics

Scale Mean if
Item Deleted

Scale
“ariance it
Item Deleted

Corrected
Item-Total
Zorrelation

Squared
Multiple
Zorrelation

Cronbach's
Alpha if tem
Deleted

Hawve sufficient time for
wour personal or home
lite

Have a boss (direct
superior) you can respect

get recognition for good
performance

Hawve security of
employment

Hawve pleasant people to
work with

Do work which is
interesting

Ee consultated by your
boss in decisions
involving yvour work

Live in a desirable area
Hawve a job respected by
wour family and friends
Have chances for
promotion

Keeping time for fun

moderation: having few
desires

being generous to other
people
modesty: looking small,
not big

Ifthere is something
expensive thatyou really
want to buy but you dont
have enough mMmoney,
what do you do?

How aften do you feel
nervous or tense?

Are you a happy person?

Are you the same person
atwork and at home?

Do other people or
circumstances ever
prevent you from daoing
what you really wantto do
7

How would you describe
your state of health these
cdays?

How important is religion
inyourlife?

How proud are you to be
a citizen of your country?

Howe often, in your
experience, are
subordinates afraid to
contradicttheir boss?

one can be a good
manager without having a
precise answear to avery
question that a
subordinate may raise
about his or her work

Persistent efforts are the
surestway to resulis

An organization structure
inwhich certain
subordinates have two
bosses should be
avoided at all cost

A company's or
organization’'s rules
should not be broken -
not even when the
employees thinks breaking
the rule would be in the
organization's best
interest

WWe should honour our
heroes from the past

Are you female or male?

FOo,08500

T0O,05000

70.,24000

FTO,00500

T0,24500

F0,27000

69, 71000

69, 70500

69, 38000

69.23000

TO17F7500
69 52000

69, 73500

E69.40500

T0,37500

69,.03000

62,05000
68,33500

69.19000

E67, 928500

69,64000

658,24500

62,7y0500

69 73000

69 94000

69.44000

62,98500

69 58500

71.,57000

47 596

46,080

46,155

45 502

46,176

49 675

45,468

45,400

44,146

44 423

47,683
45,799

43,387

44,835

47 653

51,778

49, 867
47,440

52,155

S0,889

54,453

44,709

52,0582

53,324

46,911

45,754

46,525

51,553

216

301

A56

400

L, 386

058

131

L2301

421

L2397

-, 146

071
131

=181

-, 241

362

454

450

391

314

L3333

340

235

401

316

cT=T-]
342

315

403

181

362

281
291

339

412

195

531

513

549

541

503

528
509

539

561

593

534

530

522

Scale Statistics

Mean

Variance | Std. Deviation

N of Items

72,04500| 50,767

7,125083 29

93




Employer Branding in an International Context — Ar@harlotte Luchtenveld

Annex 12 — factor analysis VSM 08

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,713
Approx. Chi-Square | 1169,352

Bartlett's Test of Sphericity  df 378

Sig. ,000

Communalities

Initial | Extraction
Have sufficient time for your personal or home life 1,000 ,678
Have a boss (direct superior) you can respect 1,000 , 746
get recognition for good performance 1,000 ,638
Have security of employment 1,000 ,482
Have pleasant people to work with 1,000 ,528
Do work which is interesting 1,000 ,674
Be consultated by your boss in decisions involving your work 1,000 ,587
Live in a desirable area 1,000 ,415
Have a job respected by your family and friends 1,000 ,583
Have chances for promotion 1,000 ,625
keeping time for fun 1,000 ,694
moderation: having few desires 1,000 ,539
being generous to other people 1,000 , 709
modesty: looking small, not big 1,000 ,629
If there is something expensive that you really want to buy but you dont have enough 1,000 603
money, what do you do?
How often do you feel nervous or tense? 1,000 ,668
Are you a happy person? 1,000 ,519
Are you the same person at work and at home? 1,000 ,491
Do other people or circumstances ever prevent you from doing what you really want to do ? | 1,000 437
How would you describe your state of health these days? 1,000 ,513
How important is religion in your life? 1,000 ,516
How proud are you to be a citizen of your country? 1,000 ,635
How often, in your experience, are subordinates afraid to contradict their boss? 1,000 ,563
One can be a good manager without having a precise answer to every question that a
subordinate may raise about his or her work 1,000 087
Persistent efforts are the surest way to results 1,000 ,564
An organization structure in which certain subordinates have two bosses should be avoided
at all cost 1,000 S
A company's or organization's rules should not be broken - not even when the employee 1,000 522
thinks breaking the rule would be in the organization's best interest
We should honour our heroes from the past 1,000 ,667
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Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Rotation Sums of Squared Loadings

Component | Total % of Variance | Cumulative % Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 4333 15,476 15,476 4,333 15,476 15,476 2193 7,831 7,831
2 2,698 9,636 25112 2,698 9,636 25112 2,075 7411 15,242
3 1,808 f,4489 31,561 1,806 6,448 1,561 2,018 7,212 22,455
4 1,576 5,629 37,191 1,576 5,629 37,181 1,878 6,708 29163
5 1,375 4910 42101 1,375 4910 42101 1,848 6,603 35,766
B 1,303 4,655 46,756 1,303 4,655 46,756 1,842 6,580 42347
7 1,247 4452 51,208 1,247 4452 51,208 1,833 6,547 48,883
B 1,110 3,963 85171 1,110 3,963 85171 1,448 5170 54,063
§ 1,043 3725 58,806 1,043 3728 58,896 1,353 4,833 58,898
10 882 3,507 62,404
" 544 3370 65,774
12 825 2,948 68,720
13 813 2,905 71,625
14 785 2,805 74,430
18 787 2,702 77,132
18 877 2418 79,550
17 649 17 81,867
18 &1 2182 84,049
19 02 2,151 86,200
20 556 1,987 88,187
i 538 1,021 90,108
22 18 1,839 91,947
k] 450 1,606 93,554
24 418 1,493 95,046
25 410 1,465 96,512
26 386 1,380 87,881
27 A7 1,133 99,025
28 273 a7s 100,000

Extraction Method; Principal Component Analysis.
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Component Matrix °

Component

3 |4]5] 6

Have security of employment

Have a job respected by your family and friends

modesty: looking small, not big

A company's or organization's rules should not be broken - not even
when the employee thinks breaking the rule would be in the

organization's best interest

moderation: having few desires

get recognition for good performance

We should honour our heroes from the past

Have a boss (direct superior) you can respect

Have pleasant people to work with

How important is religion in your life?

Live in a desirable area

Be consultated by your boss in decisions involving your work

Do work which is interesting
How would you describe your state of health these days?

Are you a happy person?

Are you the same person at work and at home?

keeping time for fun

Have sufficient time for your personal or home life

Do other people or circumstances ever prevent you from doing what
you really want to do ?

Persistent efforts are the surest way to results

How often, in your experience, are subordinates afraid to contradict
their boss?

An organization structure in which certain subordinates have two
bosses should be avoided at all cost

Have chances for promotion

How proud are you to be a citizen of your country?

If there is something expensive that you really want to buy but you
dont have enough money, what do you do?

being generous to other people

,588
,521

,506
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One can be a good manager without having a precise answer to
every question that a subordinate may raise about his or her work

How often do you feel nervous or tense?

Extraction Method: Principal Component Analysis.
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Rotated Component Matrix

a

Component

4

5

6

How often do you feel nervous or tense?

Are you a happy person?

Are you the same person at work and at home?

Do other people or circumstances ever prevent you
from doing what you really want to do ?

Have a boss (direct superior) you can respect

get recognition for good performance

How important is religion in your life?

Have a job respected by your family and friends
being generous to other people

modesty: looking small, not big

moderation: having few desires

Do work which is interesting

Have pleasant people to work with

Live in a desirable area

keeping time for fun

Have sufficient time for your personal or home life
Have security of employment

One can be a good manager without having a precise
answer to every question that a subordinate may raise
about his or her work

Be consultated by your boss in decisions involving
your work

A company's or organization's rules should not be
broken - not even when the employee thinks breaking
the rule would be in the organization's best interest
An organization structure in which certain
subordinates have two bosses should be avoided at
all cost

Persistent efforts are the surest way to results

Have chances for promotion

How often, in your experience, are subordinates afraid
to contradict their boss?

How would you describe your state of health these
days?

We should honour our heroes from the past

If there is something expensive that you really want to
buy but you dont have enough money, what do you
do?

How proud are you to be a citizen of your country?

Jq72
,666
,567

,820
,585

, 751
,682
,571

,728
,533
,525

,810
797

, 789

,550

,705

,618
,546

,719

, 735

,647
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Component Transformation Matrix

Component 1 2 3 4 ] b 7 g g

1 el 1] ATT 464 186 22T a07 406 60 163
2 =520 21T 1845 533 380 - 454 026 -1745 - (6@
3 -, 397 0da -264 -.401 634 333 061 061 248
4 320 -, 354 08s 263 448 336 -, 328 -448 -,280
] g8 203 - 665 431 40 0a0 - 256 G0 -.08a
i 0 -.404 - 2749 0&0 61 -114 it 096 -,333
7 -0463 - 626 3dAa 226 a2 - 035 - 0845 433 486
a m oo3 -413 346 =191 ava 1845 - 475 630
9 508 036 -, 085 -, 297 365 - 673 -,094 - 065 2256

Extraction Method: Principal Component Analysis.
Fotation Method: Varimax with Kaiser Mormalization.
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Annex 13 — Calculation of Indizies

Power Distance Index (PDI): Power Distance is defias the extent to which the less
powerful members of institutions and organizatiatin a society expect and accept that
power is distributed unequally. The index formda i

PDI = 35(m07 —m02) + 25(m23 —m26) + C(pd)

in which m02 is the mean score for question 02, Hte index normally has a range of about
100 points between very small Power Distance ang laege Power Distance countries.

C(pd) is a constant (positive or negative) thatetels on the nature of the samples; it does not
affect the comparison between countries. It caohwsen by the user to shift her/his PDI
scores to values between 0 and 100.

Individualism Index (IDV): Individualism is the oppite of Collectivism. Individualism
stands for a society in which the ties betweerviddials are loose: a person is expected to
look after himself or herself and his or her imnagelifamily only. Collectivism stands for a
society in which people from birth onwards are gméted into strong, cohesive in-groups,
which continue to protect them throughout thegtiihe in exchange for unquestioning

loyalty. The index formula is:
IDV = 35(m04 —mO01) + 35(m09 —mO06) + C(ic)

in which mO1 is the mean score for question 01, Hte index normally has a range of about
100 points between strongly collectivist and stigmgdividualist countries. C(ic) is a

constant (positive or negative) that depends omé#tere of the samples; it does

not affect the comparison between countries. Ithmohosen by the user to shift his/her IDV

scores to values between 0 and 100.

Masculinity Index (MAS) Masculinity is the opposibé Femininity. Masculinity stands for a
society in which social gender roles are clearsgidct: men are supposed to be assertive,
tough, and focused on material success; womerugmosed to be more modest, tender, and

concerned with the quality of life.

Femininity stands for a society in which social denroles overlap: both men and women are

supposed to be modest, tender, and concernedheitipuality of life. The index formula is:
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MAS = 35(m05 — m03) + 35(m08 —m10) + C(mf)

in which m03 is the mean score for question 03, Hte index normally has a range of about
100 points between strongly feminine and stronghgouline countries. C(mf) is a constant

(positive or negative) that depends on the nattitkeosamples; it does not affect

the comparison between countries. It can be chbgeine user to shift her/his MAS scores to

values between 0 and 100.

Uncertainty Avoidance Index (UAI) Uncertainty Avaidce is defined as the extent to which
the members of institutions and organizations withsociety feel threatened by uncertain,

unknown, ambiguous, or unstructured situationsimtlex formula is:
UAI = 40(m20 -m16) + 25(m24 —m27) + C(ua)

in which m16 is the mean score for question 16, Hte index normally has a range of about
100 points between weak Uncertainty Avoidance a&armhg Uncertainty Avoidance

countries. C(ua) is a constant (positive or negatikkat depends on the nature of the samples;
it does not affect the comparison between countiiesn be chosen by the user to shift

his/her UAI scores to values between 0 and 100.
Long Term Orientation Index (LTO)

Long Term Orientation is the opposite of Short Té@nentation. Long Term Orientation
stands for a society which fosters virtues orieritaehrds future rewards, in particular
adaptation, perseverance and thrift. Short Terentaition stands for a society which fosters
virtues related to the past and present, in padatigespect for tradition, preservation of

“face”, and fulfilling social obligations.The inddarmula is:
LTO = 40(m18 —m15) + 25(m28 —m25) + C(Is)

in which m15 is the mean score for question 15Té&index normally has a range of about
100 points between very short term oriented ang hgrg term oriented countries. C(Is) is a
constant (positive or negative) that depends omé#tere of the samples; it does not affect the
comparison between countries. It can be chosehédwydger to shift her/his LTO scores to

values between 0 and 100.
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Annex 14 — ANOVA VSM 08 regarding nationality

Descriptives

95% Confidence Interval for
Mean
& Mean Stol. Deviation Std. Error Lower Bound IUpper Bound Minimum Maximum
Have sufficient ime for ForMuguese 100 1,9800 BE257 08526 1.8108 21492 1,00 4,00
ﬁ?e"’"persc‘"a' orhome German 100 1,9400 81427 08143 1,7784 2,10186 1,00 4,00
Total 200 1,9600 83178 05882 1,8440 2,0760 1,00 4,00
Have a hoss (direct FPoruguese 100 1,9800 1,03455 10346 17747 21853 1,00 5,00
superior you can respect German 100 2.0100 82260 08226 1,8468 21732 1,00 5,00
Total 200 1,9950 93237 06593 1,8650 2,1250 1,00 5,00
get recognition for good Foruguese 100 11,6600 71379 ,07138 1,5184 1,8B016 1,00 4,00
performance German 100 1,7500 E2563 06256 11,6259 11,8741 1,00 a.00
Total 200 1,7050 67099 04745 11,6114 1,7986 1,00 4,00
Have security of Fortuguese 100 1,9400 80810 08081 1,7598 21202 1,00 4,00
employment German 100 2,1400 TBS568 LO7GST 11,9881 2,219 1,00 a.00
Total 200 2,0400 84378 05966 1,9223 21577 1,00 4,00
Have pleasant people to Foruguese 100 1,82900 ,B2749 ,08B275 1, 7258 2,0542 1,00 4,00
work with German 100 1,7100 68601 06860 41,5739 1.8461 1,00 4,00
Total 200 1,8000 76349 05399 1,6935 1,9065 1,00 4,00
Do work which is Fortuguese 100 1,9200 74779 07478 17716 2,0684 1,00 4,00
interesting German 100 1,6300 64597 06460 11,5018 1.,7582 1,00 4,00
Total 200 1,7750 71198 05034 1,6757 1,8743 1,00 4,00
Be consultated by your Fortuguese 100 24400 EECES ICELEE] 22654 32,6146 1,00 4,00
bossin-daclsions German 100 2,2300 B2701 08270 20659 2,3941 1,00 5,00
involving your work
Total 200 2,3350 85817 06068 2,2153 2,4547 1,00 5,00
Live in a desirable area FPortuguese 100 2,3500 92524 09252 21664 2,5336 1,00 4,00
German 100 2,3300 82945 .08294 21654 2,4948 1,00 4,00
Total 200 2,3400 ,B7E49 .08198 2,2178 2,4622 1.00 4,00
Have a job respected by Portuguese 100 2,5500 1,08595 10860 2,3345 2,7655 1,00 5,00
yourtamily and friends German 100 2,7800 90543 09054 2,6003 2,9597 1,00 5,00
Total 200 2,6550 1,00390 .07099 2,5250 2,8050 1,00 5,00
Have chances for Poruguese 100 1,8900 80271 .08027 1.7307 2,0493 1,00 5,00
Rrermotgeg German 100 2,5400 1,08637 10864 2,3244 2,7556 1,00 5,00
Total 200 2,2150 1,00690 .07120 2,0748 2,3554 1.00 5,00
keeping time for fun Poriuguese 100 1,8900 72328 .07233 1,7465 2,0335 1,00 4,00
German 100 1,8500 7295 .07300 1,7052 1.9948 1,00 4,00
Total 200 1,8700 72507 05127 1,7689 1.9711 1,00 4,00
rmoderation: having few Poruguese 100 2,4100 72607 07281 2,2659 2,6541 1,00 5,00
HESIEE: German 100 2,6400 77225 07722 2,4868 2,7932 1,00 5,00
Total 200 2,5250 75B48 .05349 2,4195 2,6305 1.00 5,00
Being generous to other Poruguese 100 2,2100 79512 07951 2,0522 2,3678 1,00 5,00
people German 100 2,4100 JB1T76T 08177 2,2478 23,5722 1,00 5,00
Total 200 2,3100 81067 L,05732 21970 2,4230 1,00 5,00
modesty: looking small, Poruguese 100 Z,4800 99980 ICEEEE] 22816 2,6764 1,00 5,00
fatbig German 100 2,8000 B7E17 L0eTE2 2,6261 2,9739 1,00 5,00
Total 200 2,6400 85128 LOBT2T 2,5074 2,7726 1,00 5,00
Ifthere is something Portuguese 100 1,5700 714z8 07143 1,4283 1, 7117 1,00 4,00
expensive that you really
want to buy but you dont German 100 1.7700 75015 07502 1.6212 1.9188 1,00 4,00
have enough money,
what do you do? Total 200 1,6700 73744 05214 1,5672 1,7728 1,00 4,00
How often do you feel Foruguese 100 3,1000 76879 07588 29404 3,2606 1,00 4,00
nervous ortense? German 100 29300 71428 07143 27883 3,0717 2.00 5.00
Total 200 3,0150 73994 05232 29118 3,1182 1,00 5,00
Are you a happy person? Fortuguese 100 39500 65713 06571 38106 4,0804 3,00 500
German 100 4,0400 460969 04697 3,9468 4,1332 3,00 5,00
Total 200 3,9950 57150 04041 32,9153 4,0747 3,00 5,00
Are you the same person Fortuguese 100 3.4700 1,29064 12806 33,2139 3,7261 1,00 5,00
atwaork and at home? German 100 3,8500 .Ba188 08919 3,7730 41270 2,00 5,00
Total 200 3,7100 1,13239 .08007 3,5521 3,8679 1.00 5,00
Do other people or Poruguese 100 3,0600 (9369 06937 2,922 3,1976 1,00 4,00
circumstances ever
prevent you from doing German 100 2,6500 728995 .07300 2,5052 2,7948 1,00 4,00
what you really want to do
£ Total 200 2,8550 73840 05228 27519 2,9581 1,00 4,00
How would you describe Portuguese 100 3,9900 71767 07177 38476 41324 2,00 5,00
‘é%t;rs?,‘a‘e of health these German 100 4,13200 74745 07475 30817 42783 2,00 5,00
Total 200 4,0600 73423 05192 32,9576 41624 2,00 5,00
How important is religion Fortuguese 100 2,6000 1,20605 L12060 2,3607 2,83893 1,00 5,00
ImyauRlira? German 100 2,2100 1,09448 10945 1,80928 2,4272 1,00 5,00
Total 200 2,4050 1,16523 08239 2,2425 2,56675 1,00 5,00
How proud are you to be Fortuguese 100 32,4800 1,95133 ,19513 3,0928 33,8672 1,00 5,00
a citizen of your country? German 100 4,1200 1,66533 16653 37896 4,4504 1,00 5,00
Total 200 3,8000 1,83763 12994 3,5438 4,0562 1,00 5,00
How often, in your Fortuguese 100 3,4600 78383 07838 33045 3,6155 1,00 5,00
:ﬁ%?:?sm;?é:r:fram to German 100 3,2200 70467 07047 30802 3,3598 2,00 4,00
contradict their boss? Total 200 3,3400 75315 05326 3,2350 3,4450 1,00 5,00
©ne can be a good Poruguese 100 25700 99752 ICEERS 23721 2,7679 1,00 5,00
manager without having a
precise answer to every German 100 2,0800 99311 09931 1,8629 2,2571 1,00 5,00
question that a
subordinatermay raise Total 200 2,3150 1,02520 .07249 21720 2,4580 1,00 5,00
ahout his or her work
Fersistent efforts are the Foruguese 100 1,96000 (601681 060168 1,84061 2,07939 1.000 4,000
surestway to results German 100 225000 796140 079614 2. 09203 240797 1,000 4,000
Total 200 2,10500 718720 050821 2,00478 2,20522 1,000 4,000
An organization structure Foruguese 100 22,3800 87214 09721 21871 2,6729 1,00 5,00
inwhich certain
subordinates have two German 100 2,8300 93263 09326 26449 3,0151 1,00 5,00
bosses should be 7
ShiASd RS Bt Total 200 2,6050 97660 06906 2,4688 2,7412 1,00 5,00
Acompany's or Portuguese 100 26500 112542 11254 2 4667 2,9133 1,00 5,00
organization’s rules
should not be broken -
not even when the German 100 3,4300 83479 .0934a 3,2445 3,6155 1,00 5,00
employee thinks breaking
the rule would be in the e
organization's best Total 200 3,0500 1,09655 07754 29071 3,2129 1,00 5,00
interest
Ve should honour our Poruguese 100 2,0500 77035 07703 1.8971 2,2029 1,00 4,00
RaraEEmam-thagast German 100 2,8700 872149 08722 2,6969 3.0431 1.00 5,00
Total 200 2,4500 91794 08491 2,3320 2.5880 1.00 5,00
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AANON N
Surm af
Squares (=14 Mean Sguare F Sig.

Hawve sufficient time for Between Groups .os0 1 .os0 115 735
bUERRrsbnalacnnme WWithin Groups 137,500 193 N=1=1-

Total 127,620 199
Have a boss (direct EBetween Groups 045 1 045 o052 =221
Superion yoeu can respect Within Groups 172,950 19s BT 3

Total 172,995 199
get recognition for good Between Groups 405 1 A0s 899 344
e doss ik it wWithin Groups 29,190 198 450

Total 29 595 199
Hawve security of Between Groups 2,000 1 2,000 2,835 094
smployment Within Groups 139,620 19s ,TOS

Total 141,620 199
Hawve pleasant people to Between Groups 1,620 1 1,620 2,204 Nel=}=]
e et WWithin Groups 114,280 193 578

Total 116,000 199
Do work which is Between Groups 4,205 1 4,205 2,513 004
interesting wWithin Groups o9s.670 198 488

Total 100,875 199
EBe consultated by yvour Between Groups 2,205 1 2,205 3.025 094
Frose inoH e R b WWithin Groups 144,350 193 Fza
iNnvolving your work

Total 146,555 199
Live in a desirable area EBetween Groups 020 1 OzZ0 026 s72

WWithin Groups 152,260 192 T2

Total 152,880 199
Hawve a job respected by Between Groups 2,645 1 2,645 2,546 105
O R PR HE ST I ear i R wWithin Groups 197,910 198 1,000

Total 200,555 199
Hawve chances for Between Groups 21,125 1 21,125 22156 000
promaotion Within Groups 130,620 19s a1z

Total 201,755 199
kKeepinag tirme for fun Between Groups Jo=20 1 Joso 152 Beag

WWithin Groups 104,540 192 Rped=]

Total 104,620 199
moderation: havinag few Between Groups 26545 1 2,645 4. 708 031
desirss wWithin Groups 111,230 198 562

Total 113,875 199
being generous to other Between Groups 2,000 1 2,000 =075 o=1
peapls WWithin Groups 128,780 198 650

Total 120,720 199
modesty: looking small, EBetween Groups 5,120 1 5,120 5,794 o017
not big Within Groups 174,960 198 8B4

Total 180,030 199
Ifthere is something Between Groups 2,000 1 2,000 3. 728 055
expensive thatvou really
wwant to buy but yvou dont WWithin Groups 108,220 193 E536
hawve enocugh mMmoney,
what do you do? Total 108,220 199
How often do you feel Betwean Groups 1,445 1 1,445 2,661 104
RO wWithin Groups 107,510 198 543

Total 108,955 199
Are you a happy person? Between Groups 405 1 405 1,242 267

Within Groups 54 590 192 L B26

Total 54, 995 199
Are you the same person EBetween Groups 1,520 1 11,520 9,261 ooz
StararicSn St noiTes VWithin Groups 243,660 193 1,231

Total 255,180 199
Do other people or Between Groups 8,405 1 8,405 16,577 o000
circumstances esver
prevent yvou from doing WWithin Groups 100,290 192 So7
what vou really want to do
> Total 108,795 199
Howw would vou describe Between Groups 880 1 .a80 1.825 178
;‘;L;_rsﬁtate of health these wWithin Groups 106,300 198 537

Total 107,280 199
How important is religion Between Groups F.605 1 ¥.505 5. 734 o1 g
inyour life? wWithin Groups 252,590 198 1.3z

Total 270,195 199
How proud are you to be Between Groups 20,420 1 20,420 5,224 01 3=
arltizemnryourcountog? VWithin Groups 551,520 193 3,291

Total 672,000 199
Howw aoften, in your EBetween Groups 2,220 1 2,220 S.124 0z24
gﬁpbi':dei';‘iﬁ'ézraeﬁaid e wWithin Groups 110,000 198 556
contradict their boss? Total 112,880 199
one can be a good Between Groups 13,005 1 13,005 13,128 ooo
manager without having a
precise answer to every wYWWithin Groups 196,150 192 a91
question that a
Subl:lrdi_nate may raise Total 209,155 ER=1=]
about his or her work
FPersistent efforts are the EBetween Groups 4,205 1 4,205 2,445 004
Surestway to results Within Groups a3,590 19s -1

Total 102,795 199
AN organization structure Between Groups 10,125 1 10,125 11,158 oo
inwhich certain
subordinates have two WWithin Groups 179,670 193 a07
bosses should be .
avoided at all cost Total EBEIEES a8
A company's or Between Groups 27,380 1 27,380 25,584 Jooo
organization’'s rules
should not be broken -
not even when the wWithin Groups =11 ,9200 199 1,070
employes thinks breaking
the rule would be in the
organization's best Total 239,280 199
interest
Ve should honour our Between Groups 23,620 1 23,620 49 655 Jooo
herdes frorrcthe: past VWithin Groups 124,050 193 BTT

Total 167,620 199
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Annex 15 — ANOVA VSM 08 regarding gender

Descriptives
95% Confidence Interval for
I~ Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum
Have sufficient ime for male 105 21238 87371 08527 1,9547 2,2929 1,00 4,00
Ti?;' personal or home fermale =1} 11,7789 74632 O7GE5T 1,6260 1,89310 1,00 4,00
Tatal 200 1,9600 83178 05882 1,8440 2,0760 1,00 4,00
Have @ hoss (direct mals 108 20667 EEERE] 08555 1.6764 22560 1,00 5,00
Superion you can respect g gy as 1,9158 87109 DB93T 41,7383 20932 1,00 5.00
Tatal 200 1,9850 ,83237 06593 1,8650 21250 1,00 5,00
getrecognition for good male 105 1,7429 75892 07416 1,5958 1,8899 1,00 4,00
performance female as 1,6632 55755 05720 1,5496 1,7767 1,00 3,00
Total 200 1,7050 67099 04745 1,6114 1,7986 1,00 4,00
Have security of male 108 2,2381 89361 08721 2,0652 2,4110 1,00 4,00
L ALt female a5 1.8211 72902 07480 1,6725 1,9696 1,00 4,00
Total 200 2,0400 84378 05966 1,8223 21577 1,00 4,00
Have pleasant people to male 108 1.8571 75228 07342 17116 20027 1,00 4,00
work with female as 1,7368 TTAT4 07949 1,5790 1,8947 1,00 4.00
Total 200 1,8000 76349 05398 1,6935 1,9065 1,00 4,00
Do work which is male 105 1,7429 T4716 GEEER 1,5383 1,8875 1,00 4,00
Interesting female as 1,8105 BF311 06906 1,6734 1,9476 1,00 4,00
Total 200 1,7750 ;71198 05034 1,6757 1,8743 1,00 4,00
Be consultated by your male 105 23714 BE7T4 08371 2,2054 2,5374 1,00 5,00
I“ﬂ“\zﬁﬂ';‘g"f;f'\iglsk fermale as 2,2947 ,BEB139 .os838 2,1193 2,4702 1,00 4,00
Total 200 2,3350 85817 06068 2,2153 2,4547 1,00 5,00
Live in a desirable area male 105 2,4000 87266 08516 22311 25650 1,00 4,00
fernale a5 2,2737 38055 08034 2,0943 24531 1,00 4,00
Total 200 2,3400 87649 06198 2,2178 24622 1,00 4,00
Have a job respected by male 105 27619 89541 08714 25693 28545 1,00 5,00
yourfamily and friends female as 25579 1,00759 10338 23528 27632 1,00 5,00
Tatal 200 2,6650 1,00390 07099 2,5250 2,8050 1,00 5,00
Have chances for male 108 2,2476 113325 11059 2,0283 32,4669 1,00 5,00
promotion female as 21789 85027 0a724 2,0057 23522 1,00 5,00
Total 200 2,2150 1,00690 07120 2,0746 2,3554 1,00 5,00
Keeping time for fun male 108 2,0000 TE446 07656 1.8482 21518 1.00 4,00
fernale as 1,7263 (62641 06427 1,5987 1,8530 1,00 3,00
Total 200 1,8700 72507 05127 1,7688 1,8711 1,00 4,00
moderation: having few male 105 2,5805 75569 07375 2,4442 2,7367 1,00 5,00
desires female a5 24526 FS5468 07743 2,7989 26064 1,00 5,00
Tatal 200 2,5250 T5646 05349 2,4195 2,6305 1,00 5,00
being generous to other male 105 2,3333 91638 08943 21560 32,5107 1,00 5,00
people female as 2,2842 JB7EO1 JOBUES 2,1459 22,4225 1,00 4,00
Total 200 2,3100 81067 05732 2,1970 2,4230 1,00 5,00
rmodesty: [ooking small, male 105 2,7143 92730 09050 2,5348 2,8937 1,00 5,00
rat big female a5 2,5579 97540 10007 2,3592 2,7566 1,00 5,00
Total 200 2,6400 95128 06727 2,5074 27726 1,00 5,00
Ifthere is something male 108 1,7048 77116 07526 1.5555 1.8540 1,00 4,00
expensive that you really
want ta buy but you dont fernale a5 1,6316 70034 07185 1,4388 1,7742 1,00 4,00
CV?V; ggi‘;ﬂhd';",fney' Total 200 1,6700 F3T44 05214 1,5672 1,7728 1,00 4,00
How often do you feel male 108 28762 72879 a7122 27350 30174 1,00 5,00
nervous ortense? faemale o5 31684 72424 07431 3,0209 32,3160 2,00 5,00
Total 200 3,0150 73994 05232 28118 31182 1,00 5,00
Are you a happy person? male 105 4 0095 61230 05475 33,8910 41280 3,00 5,00
fernale a5 39789 52550 053391 38718 4,0860 3,00 5,00
Total 200 3,9950 57150 04041 39153 40747 3,00 5,00
Are you the same person male 105 3.8381 1,03890 10138 36370 40391 1,00 5,00
atwork and athome? female as 3,5684 1,217386 2490 33204 38164 1,00 5,00
Total 200 3,7100 1,13239 ,08007 23,5521 3,8679 1,00 5,00
Do other people or male 108 28667 2147 07041 27270 3,0063 1,00 4,00
circumstances ever
prevent you fram doing fernale a5 2,8421 [FE236 07822 26868 2,9974 1,00 4,00
whstyouresllewantinds g 200 2,8550 73940 05228 2,7519 29581 1,00 4,00
How would you describe male 108 41524 60033 06737 40188 42860 2,00 5,00
3&‘;‘;;?‘3‘9 of health these female as 3,9579 77062 07907 2,8009 41149 2,00 5,00
Total 200 4,0600 73423 05192 3,9576 41624 2,00 5,00
How important is religion male 105 2,3429 111656 10896 21268 2,5589 1,00 5,00
Hr e female 95 2,4737 1,21002 12507 2,2254 2,7220 1,00 5,00
Total 200 2,4050 1,16523 08239 2,242 2,5675 1,00 5,00
How proud are you 1o be male 108 38571 1,81568 7718 35058 42085 1,00 5,00
a citizen of your country? fernale as 37368 1,86018 48177 32,3561 41176 1,00 5.00
Total 200 3,8000 1,83763 12994 3,5438 4,0562 1,00 5,00
How often, in your male 105 32762 77825 07595 31256 34268 2,00 5,00
L e ldia fernale a5 3,4105 o9z 07407 3,2635 35576 1,00 5,00
contradict their boss? Total 200 3,3400 75315 05326 23,2350 3,4450 1,00 5,00
Gne can be a good male 105 2,2952 98960 CECE 21037 2,4867 1,00 5,00
manager without having a
precise answer to every fernale a5 2,3368 1,06801 10958 21193 25544 1,00 4,00
gquestion that a
subordinate may raise Total Z00 23150 1,02520 07249 21720 24580 1,00 5,00
about his or her worlk
Persistent efforts are the male 105 | z2.04762 (69E638 065180 1.91242 218282 1,000 4,000
SLiRsLmeay e remale g5 | 216842 738TE3 075798 2.01792 231892 1.000 4,000
Total 200 | 210500 718720 050821 2,00478 220522 1,000 4,000
An organization structure male 105 2,5524 ,a7054 09471 2,3646 2,7402 1,00 5,00
;”U‘Q‘Qlﬁ?n;?;?'ﬁave two fernale a5 2,6632 98511 10107 24625 28638 1,00 5,00
23‘;9‘:’,22 2?2::'?02? Tatal 200 2,6050 97660 06906 24688 27412 1,00 5,00
Acompany's or male 105 31238 1,03492 10100 2,9235 3,3241 1,00 5,00
organization's rules
ig?:\l,-i:s:hh:nht:&ken fernale a5 2,9895 1,16230 11925 2,7627 3,2262 1,00 5,00
employee thinks breaking
Lhr';;ﬂ';;t‘;gﬁ!g EEST e Total 200 3,0600 1,09655 07754 2,8071 32128 1,00 5,00
interest
We should honour our male 105 2,4190 80637 [0B748 2,2456 2,5925 1,00 5,00
heroes from the past female as 2,5053 .o4389 09684 2,3130 2,6975 1,00 5,00
Total 200 2,4600 91794 06491 2,3320 2,5880 1,00 5,00
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AANON N
Surm af
Squares (=14 Mean Sguare F Sig.

Hawve sufficient time for Between Groups 5932 1 5,932 2,914 o003
bUERRrsbnalacnnme WWithin Groups 19s =1-1-

Total 199
Have a boss (direct Between Groups 1,135 1 1,125 1,202 254
Superion yoeu can respect Within Groups 171,260 19s BEE

Total 172,995 199
get recognition for good Between Groups 317 1 317 03 A03
e doss ik it wWithin Groups 29,278 198 451

Total 29 595 199
Hawve security of Between Groups 8,674 1 8,574 2,913 ooo
smployment Within Groups 133,006 19s BT 2

Total 141,620 199
Hawve pleasant people to Between Groups 22 1 22 1,240 267
e et WWithin Groups 115,27 19s 582

Total 116,000 199
Do work which is Between Groups 228 1 228 449 S03
interesting wWithin Groups 100,647 198 so8

Total 100,875 199
EBe consultated by yvour Between Groups 293 1 293 397 529
?n?filsvii:gdf;i“ ans WWithin Groups 146,262 19s T}

Total 146,555 199
Live in a desirable area Between Groups ra=1=1 1 =1 1,036 210

WWithin Groups 152,024 192 Tea

Total 152,880 199
Hawve a job respected by Between Groups 2,076 1 2,076 2,071 52
O R PR HE ST I ear i R wWithin Groups 198,479 198 1,002

Total 200,555 199
Hawve chances for Between Groups 235 1 235 221 E21
promaotion Within Groups 201,520 19s 1,018

Total 201,755 199
kKeepinag tirme for fun Between Groups 2,736 1 2F7T2E 7.332 Joo7F

WWithin Groups 100,224 192 .S10

Total 104,620 199
moderation: havinag few Between Groups .89a8 1 948 1,662 a9
desirss wWithin Groups 112,92 198 S70

Total 113,875 199
being generous to other EBetween Groups 120 1 120 122 BT0
peapls wWithin Groups 130,660 19s R=1=1s]

Total 120,720 199
modesty: looking small, EBetween Groups 1.220 1 1,220 1,250 247
not big Within Groups 178,860 198 a03

Total 180,030 199
Ifthere is something Between Groups 267 1 267 490 485
expensive thatvou really
wwant to buy but yvou dont wwithin Groups 107,953 193 545
hawve enocugh mMmoney,
what do you do? Total 108,220 199
Howw often do yvou feal Between Groups 4,259 1 4. 259 82,055 Joos
nervous or tense? wWithin Groups 104 696 198 529

Total 108,955 199
Are you a happy person? Between Groups .0ar 1 047 142 Far

Within Groups 54 942 192 32E

Total 54, 995 199
Are you the same person EBetween Groups 2,627 1 3,627 Z.855 093
StararicSn St noiTes Within Groups 251,553 198 1,270

Total 255,180 199
Do other people or Between Groups 030 1 o330 055 B815
circumstances esver
prevent yvou from doing WWithin Groups 108,765 192 549
what vou really want to do
> Total 108,795 199
Howw would vou describe Between Groups 1,887 1 1.887 2,544 051
;‘;L;_rsﬁtate of health these wWithin Groups 105,393 198 532

Total 107,280 199
How important is religion Between Groups .B5a 1 854 B2a 429
inyour life? wWithin Groups o259, 341 198 1.360

Total 270,195 199
How proud are you to be Between Groups 22 1 22 213 545
arltizemnryourcountog? VWithin Groups 571,278 193 3,300

Total 672,000 199
Howw aoften, in your EBetween Groups LS00 1 L9200 1,591 209
e arie wWithin Groups 111,980 198 566
contradict their boss? Total 112,880 199
one can be a good Between Groups o886 1 Mo l=l .os2 TS
manager without having a
precise answer to every wYWWithin Groups 209,059 192 1,056
question that a
Subl:lrdi_nate may raise Total 209,155 ER=1=]
about his or her work
FPeaersisteant efforts are the Between Groups 28 1 Rraped =] 1,412 236
Surestway to results Within Groups 102,067 19s 518

Total 102,795 199
AN organization structure Between Groups B1 2 1 B2 B541 24
inwhich certain
subordinates have two WWithin Groups 189,153 193 G55
bosses should be .
avoided at all cost Total EBEIEES a8
A company's or Between Groups ,e00 1 800 Fa8 .288
organization’'s rules
should not be broken -
not even when the wWithin Groups 235,320 199 1,204
employes thinks breaking
the rule would be in the
organization's best Total 239,280 199
interest
vwe should honour our Between Groups 371 1 371 4329 S09
herdes frorrcthe: past VWithin Groups 167,209 193 \Z45

Total 167,620 199
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Annex 16 ANOVA VSM 08 men regarding nationality

Descriptives
95% Confidence Interval for
18] Mean Std. Deviation Std. Error Lower Bound Upper Bound Minirmum Maximum
Have sufficient time for Portuguese 53 2,0377 89791 12334 1,7902 2,2862 1,00 4,00
?’I?E“' personal or home German a2 2,2115 84799 11753 1,9755 2,4476 1,00 4,00
Total 105 2,1238 .87 371 ,08527 1,9547 2,2929 1,00 4,00
Have a boss (direct FPoruguese 53 2,0943 1.07889 14820 1.7970 2,3917 1,00 5,00
superion you can respect German 52 20385 LBBATE 122649 1, 7921 22848 1,00 5,00
Total 105 22,0667 88318 09595 11,8764 2,2569 1,00 5,00
get recognition for good FPortuguese 53 1,7358 81219 11156 1,5120 1,8587 1,00 4,00
performance German 52 1,7500 71056 09854 1,5522 11,9478 1,00 4,00
Total 105 1,7429 75992 07416 1,5958 1,8899 1,00 4,00
Have security of Portuguese 53 2,2075 1.00687 13830 1,9300 2,4851 1,00 4,00
emplayment German 52 2,2692 7E991 0BTT 2,0549 22,4836 1,00 4,00
Total 105 2,2381 89361 ,0B721 2,0652 2,4110 1,00 4,00
Have pleasant people to Portuguese 53 2,0000 85485 1742 1,7644 2,23586 1,00 4,00
work with German 52 1,7115 50509 .o0B3g1 1,5431 1,8800 1,00 2,00
Total 105 1,8571 75229 ,07342 17118 2,0027 1,00 4,00
Do work which is FPoruguese 53 1,9057 83813 11513 11,6746 21367 1,00 4,00
Ll German 52 1,5769 60541 .08395 1,4084 1,7455 1,00 3,00
Total 105 1,7429 747186 ,07291 1,5983 1,8875 1,00 4,00
Be consultated by your Fortuguese 53 24340 EE816 iz200 1892 2 6788 1,00 4,00
bossiin-decisions German 52 2,3077 82933 11501 20768 2,5386 1,00 5,00
involving your work
Total 105 23714 BETT4 L08371 22,2054 25374 1,00 5,00
Live in a desirable area Portuguese 53 2,4906 95319 13083 2,2278 2,7533 1,00 4,00
German 52 22,3077 . 7BO61 10825 z,0904 2,5250 1,00 4,00
Total 105 2,4000 \B7266 08516 22,2311 2,5689 1,00 4,00
Have a job respected by Portuguese 53 28491 1,13334 15568 2 5367 31614 1,00 5,00
yourfamily and friends German 52 26731 83363 11560 24410 20052 1,00 4,00
Total 105 2,7619 99541 09714 2,5693 2,9545 1,00 5,00
Have chances for Portuguese 53 19623 EEEED 13459 1,6922 2,2323 1,00 5,00
promotion German 52 2,5385 1,21206 16808 2,2010 2,8759 1,00 5,00
Total 105 2,2476 1,13325 11059 z,0283 2,4669 1,00 5,00
Keeping time Tor fun Foruguese 53 1,9623 LBO771 11095 1,7396 21849 1,00 4,00
German 52 2,0385 76598 10622 1,8252 22617 1,00 4,00
Total 105 2,0000 78445 07656 1,8482 21518 1,00 4,00
moderation: having few Portuguese 53 2,5283 82284 11303 2,3015 2,7551 1,00 5,00
desires German 52 2.6538 68260 00467 2,4638 2,8439 1,00 4,00
Total 105 2,5905 75569 07375 24442 2,7367 1,00 5,00
being generous to other Portuguese 53 21887 ,89993 12361 1,9406 2,4367 1,00 5,00
people German 52 2.4808 91802 12731 2,2252 2,7363 1,00 5,00
Total 105 2,3333 81638 ,08943 21560 2,5107 1,00 5,00
rmodesty: Iooking small, Poruguese 53 26981 1,03003 14149 22,4142 2,9820 1,00 5,00
nathig German 52 2, 7208 81928 11361 2,5027 2,09589 1,00 5,00
Total 105 2,7143 ,82730 ,09050 2,5348 2,8937 1,00 5,00
something Fortuguese 53 1,6415 81085 11138 1,4180 1,8650 1,00 4,00
ive thatyou really
want to buy but you dont German 52 1,7692 73071 10133 1,5658 1,9727 1,00 4,00
have enough moneay, S
what do you do? Total 108 1,7048 77118 07528 1,5555 1,8540 1,00 4,00
How often do you feel Portuguese 53 29434 76999 0877 27312 31558 1,00 4,00
nenvous ortense? German 52 2,8077 68709 ,jogs2e 2,6164 20990 2,00 5,00
Total 1085 2,8762 , 72979 07122 2,7350 3,0174 1,00 5,00
Are you a happy person? FPortuguese 53 3,9811 59311 08521 3,79 41722 3,00 5,00
German 52 4,0385 52250 07248 3,8930 4,1839 3,00 5,00
Total 105 4,0095 61230 05975 3,8910 4,1280 3,00 5,00
Are you the same person Foruguese 53 37736 1,20322 16528 3,4419 41052 1,00 5,00
atworlc and akhome German 52 39038 B4621 11735 3 6683 41394 2,00 500
Total 1085 3,8381 1,03890 10139 3,6370 4,0391 1,00 5,00
Do other people or Foruguese 53 2,9811 EE6479 ,09132 2,7979 31644 2,00 4,00
circumstances ever
prevent you from doing German 52 2,7500 L 7B37E 10591 2,5374 2,9626 1,00 4,00
what you really want to do
£ Total 108 2,8667 72147 ,07041 2,7270 3,0063 1,00 4,00
How would you describe Portuguese 53 41509 JBE205 ,09094 39685 4,3334 3,00 5,00
Zzl;;itate of health these German 52 41538 72449 10047 39521 4,3555 2,00 5,00
) Total 105 41524 69033 06737 4,0188 4,2860 2,00 5,00
How importantis religion Foruguese 53 25472 1,10185 15135 2,24385 2,8509 1,00 4,00
HEpULR Y German 52 21346 1,170309 15297 1,8275 2,4417 1,00 5,00
Total 1085 2,3429 1,11656 10896 2,1268 2,5589 1,00 5,00
How proud are you to be Fornuguese 53 36415 1,91245 , 26270 31144 41686 1,00 5,00
e German 52 4,0769 1.70174 23598 3.6032 4,5507 1,00 5,00
Total 105 3,8571 1,81568 17719 3,5058 4,2085 1,00 5,00
How often, in your Foruguese 53 33208 B0320 11033 30004 3 5421 2,00 500
experience, are N - -
et e German 52 23,2308 75707 0495 23,0200 34415 2,00 4,00
contradict their boss? Total 105 32762 77825 07595 3,1256 3,4268 2,00 5,00
One can be a good Portuguese 53 2,4528 87203 13352 21849 2,7208 1,00 5,00
manager without having a
precise answer to every German 52 22,1346 80072 13738 1,8588 2,4104 1,00 5,00
question that a
subordinate may raise Tatal 105 22052 98960 O 21037 2,4867 1,00 5,00
about his or her work
Fersistent efforts are the Portuguese 53 1,94340 691016 .094918 1,75283 2,133886 1,000 4,000
surest way to results German 52 215385 CEEDE 096643 1.95983 2347886 1,000 4,000
Total 105 2,04762 698638 ,068180 1,91242 2,18282 1,000 4,000
An organization structure Poruguese 53 23962 1,00651 13825 z,1188 2,6737 1,00 5,00
inwhich certain
subordinates have two German 52 27115 81473 12885 24569 2,9662 1,00 5,00
bosses should be = o = et
avoided ot all cost Total 105 2,5524 87054 09471 23645 2,7402 1,00 5,00
Acompany's or Portuguese 53 28679 1.11005 15248 25620 317389 1,00 5,00
organization's rules
should not be broken -
not even when the German 52 3,3848 88901 12328 3,1371 3,6321 1,00 5,00
employee thinks breaking
the rule would be in the = = = =
organization's best Total 105 3,1238 1,03492 10100 29235 3,3241 1,00 5,00
interest
VWe should honour our Foruguese 53 20755 78076 10725 1,8603 2,2907 1,00 4,00
heroes-from inepast German 52 27692 LBTFO6 12163 2.5251 3.0134 1,00 5,00
Total 105 2,4190 89637 08748 2,2456 2,5925 1,00 5,00
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AANON N
Surm af
Sgquares olf Mean Sgquare F Sig.

Hawve sufficient time for Between Groups A= 1 783 1,029 310
MO RRIsRnSldriamE WWithin Groups 7,598 103 TE3

Total F9.,390 104
Hawve a boss (direct Between Groups o822 1 o2 084 T2
Supesrion you can respesct wWithin Groups 100,451 103 ars

Total 100,523 104
aget recognition for good Between Groups Joos 1 005 o009 a2s
PEOIrTarie s wWithin Groups 60,052 103 583

Total 50,057 104
Hawve security of Between Groups 100 1 00 124 25
employment wWithin Groups 82 aas 103 805

Total 23,042 104
Hawve pleasant people to Between Groups 2,154 1 2124 =959 049
e et WWithin Groups 56,673 103 550

Total 58.857 104
Do work which is Between Groups 2,837 1 2,837 5,291 023
interesting Within Groups 55,221 103 53

Total 52,057 104
Be consultated by yvour Between Groups 418 1 418 556 A53
bass lndecisians Within Groups 76,096 103 F3g
iNnvoalving vour work

Total F56.514 104
Live in a desirable area Between Groups 8ra 1 .8ra 1,154 285

WWithin Groups 8,322 1032 B =is]

Total ¥9.,200 104
Hawve a job respected by Between Groups 213 1 =0 ] =1 a 3ES
wour family and friends Within Groups 102,235 103 a3

Total 103,043 104
Hawve chances for Between Groups 8,714 1 8,71 r.189 Joog
promaotion Within Groups 124,248 103 1,212

Total 133,562 104
keeping tirme for fun Between Groups 152 1 A52 246 B21

wWWithin Groups 63,848 103 N=3=15]

Total 54, 000 104
modearation: having few Between Groups 414 1 414 F232 feci=lrg
desires Within Groups 53,977 103 5T 3

Total 59,390 104
being generous to other Between Groups 2,239 1 2,239 2,711 103
people wWWithin Groups as5.094 103 826

Total 87,333 104
modesty: looking small, Between Groups oz 1 oza O=2 eB5a
not big Within Groups S9,401 103 BEE

Total 29,429 104
Ifthere is something Between Groups 428 1 428 F18 .399
expensive thatvou really
wwant to buy but yvou dont wwithin Groups 51,4193 103 =)=l
have enough Money,
what do you do? Total 51,848 104
Howw often do yvou feal Between Groups 483 1 483 B=lslrg 343
nerousartsnsn Within Groups 54,907 103 533

Total 55,290 104
Are you a happy person? Between Groups osa 1 Jos6 228 ML=hc i}

Within Groups 38,904 103 37 E

Total 328,990 104
Are you the same person Betweaen Groups a5 1 145 410 523
SO S TSRO e Within Groups 111,802 103 1,085

Total 112,242 104
Do other people or Between Groups 1.402 1 1,402 2,739 101
circumstances ever
prevent yvou from doing WWithin Groups 52,731 103 B512
what vou really want to do
> Total 54,133 104
Howw would vou describe Between Groups JOoo 1 .ooo Looo as3
;‘;L;_rsﬁtate CRELE Al E A wWithin Groups 19,562 103 481

Total 49 562 104
How important is religion Between Groups 4,457 1 4. 467 3ETE o052
Tmyanrlires Within Groups 125,190 1032 1,218

Total 129,657 104
Howw proud are you to be Between Groups 4 976 1 4. 976 1.517 221
a citizen of your country? wWithin Groups 337 881 103 3,280

Total 342,857 104
Howw often, in your Between Groups 213 1 213 349 555
e i Within Groups 52,778 103 N=1aT-1
contradicttheir boss? Total 62,990 104
One can be a good Between Groups 2658 1 2,658 > FE0 oo
manager without having a
precise answer to every wWWithin Groups Q9,190 103 ,a53
gquestion that a
subordinate may raise Total 101,243 104
about his or her work
FPeaersisteant efforts are the Between Groups 1,162 1 1,162 2,414 123
surestway to results Within Groups 10 509 103 482

Total 50,762 104
AN organization structure Between Groups 2,610 1 2,610 2,819 0gs
inwhich certain
subordinates have two wWWithin Groups 95,352 103 8926
bosses should be
avoided at all cost Total 97,962 104
A company's or Between Groups F.0oorF 1 F.,.o07 5,914 010
organization's rules
should Nnot be broken -
not even when the wwithin Groups 104,253 103 1,013
employese thinks breaking
the rule would be in the
organization's best Total 111.3890 104
interest
Wwe should honour our Between Groups 12,6232 1 12,623 12,345 000
herdes frorrcthe: past VWithin Groups FO,929 103 N=1=1=]

Total 23,562 104
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Annex 17 — ANOVA VSM 08 women regarding nationality

Descriptives

95% Confidence Interval for
Mean
™ Mean Std. Deviation | Std. Error | Lower Bound Upper Bound Minimum | Maxirmum
Have sufficient time for Fortuguese 47 1.9148 ICCECE] 1713 1.6781 21607 1,00 4,00
?‘n‘?e“” personal or home German a9 1,6458 JEEB11 0aE4A3 1,4518 1,8398 1,00 4,00
Total as 1,77689 74532 JOTEST 1,6269 1,9310 1,00 4,00
Have a boss (direct Poruguese 47 1,8511 87755 14259 1,5640 21381 1,00 5,00
superior) you can respect German 48 1,9792 TETG4 10936 1,7592 21992 1,00 4,00
Total as 1,9158 ,B7109 08937 1,7383 20032 1,00 5,00
get recognition for good Portuguese 47 1.5745 58028 {08464 1.4041 11,7448 1,00 3,00
performance German ag 1,7500 52592 07591 1.5973 11,9027 1,00 3,00
Total as 1,6632 55755 05720 1,5496 1,7767 1,00 3,00
Have security of Portuguese 47 1.6383 (BT3Z6 CEEER 1.4408 1.8360 1,00 3,00
employment German ag 2,0000 TA3TT 10735 1,7840 2,2160 1,00 4,00
Total as 1,8211 72802 07480 1,6725 1,9696 1,00 4,00
Have pleasant people to Poruguese 47 1,7660 7BB1D 1466 1.5352 1.9968 1,00 4,00
wark with German 48 1.7083 77070 11124 1.4845 1.9321 1,00 4,00
Total as 1,7368 TT4T4 07949 1,5790 1,8947 1,00 4,00
Do work which is Foruguese 47 1,8362 (63044 08327 1.7484 21238 1,00 3,00
interesting German 45 1,6875 EE2001 00045 1,4874 1.8876 1,00 4,00
Total as 1,8105 BT 06905 1.6734 11,9476 1,00 4,00
Ee consultated by your Foruguese 47 2,4468 [CECEE] 12835 21885 27052 1,00 4,00
bHoss in-decisions, German ag 21458 82487 11906 1,9063 2,3854 1.00 a.00
invalving your work
Total as z,2947 86139 08838 21183 z,4702 1,00 4,00
Live in a desirable area Ponuguese 47 z,1915 87572 AzZ77a 1,9344 Z,4486 1,00 4,00
German 48 2,3542 EERGE 12803 2,0966 26117 1,00 4,00
Total as 2,2737 CELES 09034 2,0943 2,4531 1,00 4,00
Have a job respected by Poruguese 47 2,212 8310z 13580 1.9394 Z,4861 1,00 4,00
vour family and friends German 48 2.8958 arz81 14041 2.6134 31783 1,00 5.00
Total as 2,6579 1,00759 10338 2,3526 27632 1,00 5,00
Have chances for Foruguese 47 1,8085 53724 07835 1.6508 19662 1,00 3,00
Rramotom, German 48 25417 94437 13631 2,2674 28159 1,00 5.00
Total as 2,1788 ,B5027 08724 2,0057 23522 1,00 5,00
Keeping time for fun Fortuguese 47 1,8085 61284 GCEEEE] 1.6286 [EEED 1,00 3,00
German 48 1.6458 (53545 09172 1,4613 1,8304 1,00 3,00
Total as 1,7263 (62641 06427 1,5987 1,8539 1,00 3,00
moderation: having few Fortuguese a7 2,2766 J5T7BEEB 05441 21067 2, 4465 1,00 4,00
desires German a9 2,6250 JBEGE03 2500 2,3735 28765 1,00 .00
Total as 2,4528 75468 07743 2,2989 2, 6064 1,00 5,00
being generous to other Portuguese a7 2,2340 ,66636 09720 22,0384 22,4297 1,00 4,00
people German ag 2,3333 68446 10024 21317 25350 1,00 4,00
Total as 2,2842 67891 06365 22,1459 2,4225 1,00 4,00
modesty: looking small, Poruguese 47 Z,2340 81387 13332 1.9657 Z,5024 1,00 5,00
not big German ag 2.8750 93683 13522 2,6030 31470 1,00 5,00
Total as 2,5579 87540 10007 2,3592 2, 7566 1,00 5,00
Ifthere is something Portuguese 47 1.4894 58504 08534 1.3176 16611 1,00 3,00
expensive that yvou really
wantto buy but you dont German 48 1,7708 77842 11236 1,5448 1,9963 1,00 4,00
have enough money, =
et e Total as 1,6316 70034 07185 1,4888 11,7742 1,00 4,00
How often do you Teel Foruguess 47 3,2766 71328 0404 3,0672 34860 2,00 4,00
nervous or tense? German as 3,0625 T26E5S 10487 2,8515 3,2735 Z,00 5,00
Total as 3,1684 72424 07431 3,0209 3,3160 2,00 5,00
Are you a happy person? Poruguese 47 3.91489 (61960 09038 3,7330 40968 3,00 5,00
German 48 4,0417 41041 05824 3,8225 41608 2,00 5,00
Total as 3,9789 52550 053391 3,8719 408850 3,00 5,00
Are you the same person Poruguese a7 31277 1,31243 Aataa 2,7423 3,5130 1,00 5,00
atamarkcand arhorme? German a8 14,0000 84531 13644 3,7255 42745 2,00 5,00
Tatal as 3,5684 1,21736 12480 23,3204 23,8164 1,00 5,00
Do other people ar Poruguese a7 31489 TZ16T 0527 2,9370 33608 1,00 4,00
circumstances ever
prevent you from doing German 48 2,5417 68287 09855 2,3434 2,7400 1,00 4,00
what you really wantto do
= Tatal as 2,842 762386 07822 2,6868 29974 1,00 4,00
How would you describe Foruguese 47 3,8085 74128 0813 3,5800 10262 2,00 5,00
5&1‘;’5?3‘9 CEheslnhes, German 48 41042 TTE42 11236 3.8781 4,3302 2,00 5,00
Total as 3,9579 77068 07907 3,8009 411489 z,00 5,00
How important is religion Fortuguese a7 2,6586 1,32331 @302 22710 3,0481 1,00 5,00
IR ydurlire? German 48 2,2917 1,00074 15743 1,9749 26084 1,00 5,00
Total as 2,4737 1,21902 A1z507 2,2254 27220 1,00 5,00
How proud are you to be FPortuguese 47 3,2878 1,88807 28160 2,7108 3 8848 1,00 5,00
a citizen of your country? German a8 41667 1,64166 23695 3,6900 46434 1,00 5,00
Total as 3,7368 1,86918 A9177 3,3561 411786 1,00 5,00
How often, in your Poruguess 47 36170 73878 10776 3,4001 3,8339 1,00 5,00
zz@iﬁ!g;“a?é?:ﬁaid o German a8 3,2083 65097 09396 30193 33974 .00 4,00
contradict their boss? Total as 23,4105 72192 07407 23,2635 35576 1,00 5,00
One can be a good Foruguess a7 2,7021 1,01970 4874 2,4027 30015 1,00 4,00
manager without having a
precise answer to every German 48 1,9792 89978 4431 1,689 22,2605 1,00 4,00
question that a
subordinate may raise Tatal as 2,3368 1,06801 10osg 21193 2.5544 1,00 a.00
about his or her work
Fersistent efforts are the Fortuguese 47 187872 488536 071260 1.83528 212216 1,000 3,000
surestway to results German a8 235417 887012 122029 209661 2,61173 1,000 4,000
Total as 216842 7387683 075788 201782 231882 1,000 4,000
An organization structure Fortuguese a7 2,3617 94237 V13746 22,0850 2,6384 1,00 4,00
in which certain
subordinates have two German 48 z,9583 84437 3631 z,6841 3,2326 1,00 5,00
bosses should be
aveided stall cost Total as 2,6632 88511 Aoio7 2,4625 28638 1,00 5,00
Acompany's or Portuguese 47 Z.4894 1,12041 16343 Z 1604 z.6183 1,00 5,00
organization’s rules
should not be broken -
not even when the German 48 3,4792 98908 14276 3,1920 3,7664 1,00 5,00
employee thinks breaking
the rule would be in the
oraanization's best Total as 2,9885 1,16230 11825 2,7527 3,2262 1,00 5,00
interest
Ve should honour our Poruguese 47 2,0213 765683 A1171 1.7964 22,2461 1,00 3,00
heroes from the past German 48 29792 86269 Azas52 2,7287 32297 2,00 5,00
Total as 2,5053 54380 09684 2,3130 26975 1,00 5,00
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AMNOWA
Surm of
Squares of Mean Sguare F Sig.
Hawe sufficient time for Eetween Groups 1,719 1 1. 719 3.157 s b=
MOOERRIsEnELaCnarng WWIthin Groups 50,539 o= 545
Total 52,352 (=15 3
Hawve a boss (direct EBetween Groups 390 1 290 S11 ATT
Superion you can respect WWithin Groups 0,937 a3 TE3
Total 1,326 94
get recognition for good Eetween Groups T332 1 32 2,229 A28
PEMOIrTErTe s VWithin Groups 28,489 a3 ,306
Total 29,221 (=15 3
Hawve security of Between Groups =107 1 2,107 5,167 015
smplovment WWithin Groups 46,851 a3 504
Total 49 952 94
Hawve pleasant people to EBetween Groups a7Fa 1 079 120 719
T et WWithin Groups 56,342 a3 E06
Total 56,421 (=15 3
Do work which is EBetween Groups 1.462 1 1,462 2,221 o722
interesting WWithin Groups 41,121 a3 442
Total 4z 529 94
Be consultated by vour Eetween Groups 2,151 1 2,151 2,950 o=9
oS i dew s WWithin Groups 67,596 a3 F2TF
invoalving your work:
Total 59,747 (=15 3
Live in a desirable area EBetween Groups G525 1 Be2a .B09 271
WWithin Groups F2,256 f=he) THET
Total 94
Hawve a job respected by Between Groups 1 11,020 12,216 oo
wour family and friends WWithin Groups az SO7F
Total 94
Hawve chances for Between Groups 1 12,765 21,508 o000
promotion WWithin Groups a3 593
Total 94
kKeeping time for fun Between Groups 1 Be2a 1,612 207
vWithin Groups 93 290
Total (=7~}
moderation: having few Between Groups 1 2,e83 5,292 024
desires WWithin Groups a3 545
Total (=7}
being genserous to other Between Groups 1 2324 505 479
peapls VWithin Groups a3 A3
Total 94
modesty: looking small, Between Groups 1 9,756 11,288 001
not big WWithin Groups a3 857
Total 29, 4322 94
ITthere is something Eetween Groups 1.2281 1 1.221 3,957 OS50
expensive thatvou really
wwant to buy but you dont within Groups a4 224 a3 ATE
have enough Money,
what do you dao? Total 46,105 = 3
Howw often do yvou feasl EBetweaen Groups 1,029 1 1,029 2,100 151
OEnD ISsoRtens s d WWIthin Groups 43,217 o= 518
Total 49,305 94
Are you a happy person? Between Groups e i = ] 1 382 1,288 242
WWithin Groups 25,576 a3 2TS
Total 25,952 a4
Are you the same person EBetween Groups 12,071 1 12,071 13,8632 ooo
Stanrarke SR SO WWIthin Groups 121,234 o= 1,204
Total 129,205 94
Do other people or Eetween Groups 2,757 1 2,757 17,754 Lo00
circumstances ever
prevent you from doing wWithin Groups A5 874 a3 493
what yvou really want to do _
> Total S4.522 (=1 3
Howw would yvou descrilbbe Betweaen Groups 2076 1 2,07 3,591 061
your state of health thesea wWithin Groups 53 756 a3 s78
days? '
¥ Total 55,832 = 3
Howw important is religion Betweaen Groups 3,214 1 3,214 2,190 14z
TEv L ke 2 Within Groups 136,470 a3 1,467
Total 139,654 (= 3
Howw proud are vou to be Betweaen Groups 17,925 1 17,925 5,369 023
a citizen of your country? wWithin Groups 310,496 a3 3,339
Total 322,421 = 3
Howw aoften, in vour Betweaen Groups 3 966 1 3,966 8,193 oo0s
experience, are T
subordinates afraid to WWithin Sroups 45.02= a= 454
contradict their boss? Total 42 9239 94
One can be a good EBetween Groups 12,412 1 12,412 12,175 ,001
manager without havina a
precise answear to every WWithin Groups 94 209 a3 1,019
question that a
subordinate may raise Toatal 107.221 (=1
about his or her work '
FPersistent efforts are the EBetween Groups 3.247 1 2,347 5,491 o012
Surestway to results WWithin Groups EN-T-1-] a3 516
Total 51,305 94
An organization structure Between Groups 2,453 1 2,453 9,493 o0z
inwhich certain
subordinates hawve two WWithin Groups 82,768 a3 .B890
bosses should be
avoided at all cost Total 91.221 94
A company's or Betweaen Groups 23,266 1 23,266 20,860 000
organization's rules
should Nnot be broken -
not even when the wWithin Groups 103,724 a3 1,115
employese thinks breaking
the rule would be in the
organization’'s best Total 26989 e
interest
Wiwe should honour our Between Groups 21,789 1 21,789 32,706 .0oo
FieEroes feam e Dt Within Groups 51,958 a3 EEE
Total 83,747 =949

109




Employer Branding in an International Context — Ar@harlotte Luchtenveld

Annex 18 — Reliability analysis EmpAT

Case Processing Summary

N %
Valid 200 100,0
Cases Excluded? 0 ,0
Total 200 100,0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's Alpha | Cronbach's Alpha Based on Standardized Items [ N of ltems
,855 ,858 25
Item Statistics
Mean | Std. Deviation| N

Recognition /appreciation from management 2,0300 , 72922 | 200
A fun working environment 2,2500 ,76184 | 200
A springboard for future employment 2,1850 ,70943 | 200
Feeling good about yourself as a result of working for a particular organisation | 1,8750 , 70131 | 200
Feeling more self-confident as a result of working for a particular organisation | 2,0750 ,85029 | 200
Gaining career-enhancing experience 1,9100 , 71727 | 200
Having a good relationship to your superiors 2,0650 , 737221200
Having a good relationship with your colleagues 1,8250 , 73284 | 200
Supportive and encouraging colleagues 2,0300 , 722291200
Working in an exciting environment 2,2650 ,79241 | 200
Innovative employer-novel work practices/forward thinking 2,4150 ,90380 | 200
The organisation both values and makes use of your creativity 2,3450 ,83634 | 200
The organisation produces high-quality products and services 2,5250 ,92935 | 200
The organisation produces innovative products and services 2,6350 ,93603 | 200
Good promotion opportunities within the organisation 2,2450 ,73326 | 200
Humanitarian organisation — gives back to society 2,6350 ,98316 | 200
Opportunity to apply what was learned at a tertiary institution 2,7700 ,83702 | 200
Opportunity to teach others what you have learned 2,6500 ,88964 | 200
Acceptance and belonging 2,0400 ,80100 | 200
The organisation is customer orientated 2,6400 ,90248 | 200
Job security within the organisation 2,1350 ,81245 1 200
Hands-on-inter-departmental experience 2,4650 , 70088 | 200
Happy work environment 2,0550 , 73120 | 200
An above average basic salary 2,1800 ,81912 | 200
An attractive overall compensation package 2,1050 ,69019 | 200
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Summary Item Statistics

Mean | Minimum | Maximum | Range | Maximum / Minimum | Variance | N of Items
Item Means 2,254 1,825 2,770 ,945 1,518 ,073 25
Iltem Variances | ,645 A76 967 ,490 2,029 ,020 25
Item-Total Statistics
Scale Mean Scale Corrected Squared Cronbach's
if ltem Variance if Iltem-Total Multiple Alpha if Item
Deleted Iltem Deleted Correlation Correlation Deleted
Recognition /appreciation
54,3200 84,299 377 ,430 ,851
from management
A fun working environment 54,1000 85,849 ,244 ,378 ,855
A springboard for future
54,1650 84,691 ,359 ,386 ,851
employment
Feeling good about yourself
as a result of working for a 54,4750 83,386 ,468 ,515 ,848
particular organisation
Feeling more self-confident as
a result of working for a 54,2750 81,929 ,469 ,614 ,847
particular organisation
Gaining career-enhancing
] 54,4400 84,388 377 ,425 ,851
experience
Having a good relationship to
] 54,2850 83,582 427 ,553 ,849
your superiors
Having a good relationship
] 54,5250 83,567 431 ,620 ,849
with your colleagues
Supportive and encouraging
54,3200 83,093 AT6 472 ,848
colleagues
Working in an exciting
] 54,0850 83,365 ,407 ,418 ,850
environment
Innovative employer-novel
work practices/forward 53,9350 82,091 426 ,631 ,849
thinking
The organisation both values
and makes use of your 54,0050 82,628 431 ,630 ,849
creativity
The organisation produces
high-quality products and 53,8250 83,281 ,338 ,618 ,852
services
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The organisation produces
innovative products and 53,7150 82,456 ,385 ,645 ,851
services
Good promotion opportunities
o o 54,1050 83,371 446 ,357 ,848
within the organisation
Humanitarian organisation —
) ) 53,7150 82,165 378 ,490 ,851
gives back to society
Opportunity to apply what was
PP Y .pp y. o 53,5800 82,386 447 ,419 ,848
learned at a tertiary institution
Opportunity to teach others
53,7000 82,010 ,439 ,500 ,848
what you have learned
Acceptance and belonging 54,3100 84,295 ,336 ,454 ,852
The organisation is customer
] 53,7100 81,011 ,496 ,510 ,846
orientated
Job security within the
o 54,2150 85,446 ,251 ,354 ,855
organisation
Hands-on-inter-departmental
] 53,8850 81,931 ,587 ,456 ,844
experience
Happy work environment 54,2950 83,707 421 ,483 ,849
An above average basic
54,1700 84,092 ,340 ,563 ,852
salary
An attractive overall
) 54,2450 84,266 ,405 ATT ,850
compensation package
Scale Statistics
Mean | Variance | Std. Deviation | N of Items
56,3500 | 89,877 9,48034 25
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Annex 19 — Factor analysis of EmpAT

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,784
Approx. Chi-Square | 2032,595

Bartlett's Test of Sphericity  df 300

Sig. ,000

Communalities

Initial | Extraction
Recognition /appreciation from management 1,000 ,516
A fun working environment 1,000 ,699
A springboard for future employment 1,000 ,565
Feeling good about yourself as a result of working for a particular organisation | 1,000 ,500
Feeling more self-confident as a result of working for a particular organisation | 1,000 ,594
Gaining career-enhancing experience 1,000 ,610
Having a good relationship to your superiors 1,000 ,652
Having a good relationship with your colleagues 1,000 773
Supportive and encouraging colleagues 1,000 ,625
Working in an exciting environment 1,000 ,544
Innovative employer-novel work practices/forward thinking 1,000 ,647
The organisation both values and makes use of your creativity 1,000 677
The organisation produces high-quality products and services 1,000 ,667
The organisation produces innovative products and services 1,000 , 700
Good promotion opportunities within the organisation 1,000 412
Humanitarian organisation — gives back to society 1,000 ,568
Opportunity to apply what was learned at a tertiary institution 1,000 ,595
Opportunity to teach others what you have learned 1,000 ,656
Acceptance and belonging 1,000 ,607
The organisation is customer orientated 1,000 ,565
Job security within the organisation 1,000 ,556
Hands-on-inter-departmental experience 1,000 ,526
Happy work environment 1,000 , 793
An above average basic salary 1,000 , 740
An attractive overall compensation package 1,000 ,698

Extraction Method: Principal Component Analysis.

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared

Loadings

Rotation Sums of Squared

Loadings
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Total % of Cumulative | Total % of Cumulative | Total % of Cumulative
Variance % Variance % Variance %
1 5,807 23,230 23,230 5,807 23,230 23,230 3,769 15,077 15,077
2 3,745 14,981 38,211 3,745 14,981 38,211 3,015 12,061 27,138
3 2,055 8,218 46,429 | 2,055 8,218 46,429 | 2,894 11,576 38,714
4 1,487 5,950 52,379 1,487 5,950 52,379(2,173 8,691 47,405
5 1,336 5,344 57,722 (1,336 5,344 57,722 (1,931 7,724 55,129
6 1,053 4,211 61,933 (1,053 4,211 61,933(1,701 6,804 61,933
7 ,962 3,849 65,783
8 ,922 3,690 69,473
9 ,768 3,072 72,544
10 ,695 2,780 75,325
11 ,681 2,725 78,050
12 ,609 2,435 80,484
13 ,588 2,352 82,836
14 ,568 2,270 85,106
15 ,525 2,098 87,205
16 457 1,830 89,034
17 427 1,708 90,743
18 ,383 1,531 92,274
19 354 1,416 93,691
20 ,340 1,360 95,050
21 ,327 1,308 96,358
22 313 1,250 97,609
23 ,236 ,945 98,554
24 ,207 ,826 99,380
25 ,155 ,620 100,000
Extraction Method: Principal Component Analysis.
Component Matrix 2
Component
1 2 3 4 |5]6

Hands-on-inter-departmental experience ,674
Feeling more self-confident as a result of working for a particular organisation | ,590
Supportive and encouraging colleagues ,580
Feeling good about yourself as a result of working for a particular organisation | ,562
Having a good relationship to your superiors ,558
Having a good relationship with your colleagues ,545
The organisation is customer orientated ,513
Good promotion opportunities within the organisation ,508
Opportunity to teach others what you have learned
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Recognition /appreciation from management

An attractive overall compensation package

Opportunity to apply what was learned at a tertiary institution
A springboard for future employment

The organisation produces innovative products and services
Innovative employer-novel work practices/forward thinking
The organisation both values and makes use of your creativity
The organisation produces high-quality products and services
Humanitarian organisation — gives back to society

Working in an exciting environment

Job security within the organisation

An above average basic salary

Acceptance and belonging

Gaining career-enhancing experience

A fun working environment

Happy work environment

,676
,670
,666
,645
,503

-,567

,613
,506

Extraction Method: Principal Component Analysis.

a. 6 components extracted.

Rotated Component Matrix

a

Component

3

4 5

The organisation produces innovative products and services
The organisation produces high-quality products and services
Innovative employer-novel work practices/forward thinking
The organisation both values and makes use of your creativity
Working in an exciting environment

The organisation is customer orientated

Good promotion opportunities within the organisation

Having a good relationship with your colleagues

Supportive and encouraging colleagues

Having a good relationship to your superiors

Acceptance and belonging

Job security within the organisation
Hands-on-inter-departmental experience

Gaining career-enhancing experience

A springboard for future employment

Recognition /appreciation from management

Feeling more self-confident as a result of working for a particular

organisation

,823
, 795
,765
,733
,605

,814
737
, 707
,691

, 736
,657
,624

,590

115



Employer Branding in an International Context — Ar@harlotte Luchtenveld

Opportunity to teach others what you have learned

Opportunity to apply what was learned at a tertiary institution
Humanitarian organisation — gives back to society

An attractive overall compensation package

An above average basic salary

A fun working environment

Happy work environment

Feeling good about yourself as a result of working for a particular

organisation

771
,692

, 758
,682

, 793
,682

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 11 iterations.

Component Transformation Matrix

Component] 1 2 3 4 5 6

4421 509 | ,476] ,389| ,338| ,232
,806|-,401(-,369| ,129|-,156| ,112
-,181( ,512|-558| ,394|-,397| ,283
,034| ,051( ,100]-,595|-,120( ,786
,143| ,357(-,530]-,406| ,612(-,176
-,318(-,434[-,184| ,398| ,561] ,452

S o0~ WN

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
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Annex 20 — ANOVA EmpAT Employer Branding regarding nationality

Descriptives
95% Confidence Interval for
Mean
3] Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maxirmum
Recognition /appreciation  Poruguese 100 1,8800 6B579 06858 1,7439 2,0161 1,00 4,00
from management German 100 2,1800 74373 07437 2,0324 2,3276 1,00 5,00
Total 200 2,0300 72922 05156 1,9283 21317 1,00 5,00
Afun working Poruguese 100 2,4400 65628 0B563 2,3008 2,6702 1,00 4,00
environment German 100 2,0500 81427 08143 1,68084 2,2216 1,00 4,00
Total 200 2,2500 76184 05387 2,1438 2,3562 1,00 4,00
A springboard for future FPortuguese 100 21800 67240 06724 2,0466 23134 1,00 3,00
employment German 100 21800 74799 07480 20416 23384 1,00 5,00
Total 200 21850 70943 05016 2,0861 22830 1,00 5,00
Feeling good about Portuguese 100 1,8800 55560 05556 1,7698 1,0902 1,00 3,00
yourselfas aresult of
working Tor @ particular German 100 1,8700 82456 08246 1,7064 2,0336 1,00 4,00
organisation Total 200 1,8750 70131 04959 17772 1,0728 1,00 4,00
Feeling more selt Portuguese 100 1,8800 CEE] 06858 1,7439 20181 1,00 4,00
confident as a result of
working for a particular German 100 2,2700 95193 08518 2,0811 2,4580 1,00 5,00
organisation Total 200 2,0750 85029 L,06012 1,9564 2,1936 1,00 5,00
Gaining career- Poruguese 100 1,8600 63596 06360 1,7338 1,0862 1,00 3,00
enhancing experience German 100 1,9600 79035 ,07803 1,8032 21168 1,00 5,00
Total 200 1,8100 71727 05072 1,8100 2,0100 1,00 5,00
Having a good Poruguese 100 2,0200 B1625 08162 1,8580 21820 1,00 4,00
:J'Sg‘;‘igf:'pm yaur German 100 21100 64971 06497 1,9811 2,2389 1,00 1,00
Total 200 2,0650 73722 05213 1,9622 21678 1,00 4,00
Having a good Portuguese 100 1,9200 B1253 ,08125 1,7588 20812 1,00 4,00
E‘Z‘ﬁ;‘gssgg’ with your German 100 1,7300 63333 06333 1,6043 1,8557 1,00 4,00
Total 200 1,8250 73284 05182 1,7228 1,272 1,00 4,00
Supportive and Portuguese 100 2,0500 80873 CEGEH 1,8895 2,2105 1,00 4,00
encouraging colleagues German 100 2,0100 JB275T LO0627E 1,8855 2,1345 1,00 4,00
Total 200 2,0300 72229 05107 1,8293 21307 1,00 4,00
Working in an exciting Portuguese 100 22,2500 ,B0873 08087 22,0895 2,4105 1,00 4,00
environment German 100 2,2800 ,77O54 07795 2,1253 32,4347 1,00 4,00
Total 200 2,2650 79241 05603 2,1545 2,3755 1,00 4,00
Innovative employer-nowvel Portuguese 100 2,3700 89505 ,08350 21924 2,5476 1,00 4,00
m‘?;;ﬁ;a“'cesmmam German 100 2.4600 81475 09148 22785 26415 1,00 5,00
Total 200 2,4150 90380 06391 2,2890 2,5410 1,00 5,00
The organisation both Portuguese 100 2,3700 88369 08837 21947 2,5453 1,00 4,00
:EL“FECSF;;EIEE"ES use ol Gorman 100 23200 78933 07898 21633 24767 1,00 4,00
Total 200 2,3450 83634 05914 22284 24616 1,00 4,00
The organisation Portuguese 100 22,3900 LB83961 08396 22234 2, 5566 1,00 4,00
produces high-quality German 100 2,6600 99717 09972 24621 28579 1,00 5,00
products and services
Total 200 2,5250 92935 06572 2,3954 2,6546 1,00 5,00
The arganisation Portuguese 100 2,4600 LB6946 08695 22875 26325 1,00 4,00
produces innovative German 100 28100 87125 08713 2,6173 3,0027 1,00 5,00
products and services
Total 200 2,6350 93603 L0619 25045 27655 1,00 5,00
Good promotion Poruguese 100 2,0600 67898 06790 1,9253 21947 1,00 5,00
gfgp;n"it:gg'oens within the German 100 2,4300 74203 07420 2,2828 32,5772 1,00 4,00
Total 200 2,2450 73326 05185 21428 2,3472 1,00 5,00
Hurmanitarian Portuguese 100 2,4800 80431 ,09043 22,3006 26594 1,00 5,00
?Drgsz';'izaw"ﬂn -gives back  gorman 100 2.7900 1.03763 10376 25841 20950 1,00 5.00
Total 200 2,6350 J9B316 06952 2,4979 27721 1,00 5,00
Opportunity to apply what Portuguese 100 2,6200 74914 07491 2,4714 27686 1,00 4,00
mﬁtﬁforﬁeu at a tertiary German 100 2,8200 88533 08953 2,7423 3,0977 1,00 5,00
Total 200 2,7700 83702 05918 2,6533 2,8867 1,00 5,00
Opportunity to teach Poruguese 100 24600 88100 08810 22852 26348 1,00 500
Ioégfr::;vhatvou have German 100 2.8400 86129 0613 26601 3.0100 1,00 5,00
Total 200 2,6500 BB954 06291 2,5260 2,7740 1,00 5,00
Acceptance and Poruguese 100 2,0700 92382 09239 1,8867 2,2533 1,00 5,00
belonging German 100 2,0100 65897 ,06590 1,8792 2,1408 1,00 4,00
Total 200 2,0400 80100 05664 1,9283 21517 1,00 5,00
The organisation is Portuguese 100 2,4800 B4662 08466 2,3120 26480 1,00 5,00
customner orientated German 100 2.8000 93203 09320 26151 20849 1,00 5.00
Total 200 2,6400 00248 06382 2,5142 2,7658 1,00 5,00
Job security within the Portuguese 100 2,0300 79716 07972 1,8718 21882 1,00 4,00
organisation German 100 2,2400 81798 08180 2,0777 2,4023 1,00 5,00
Total 200 21350 81245 05745 2,0217 2,2483 1,00 5,00
Hands-on-inter- Portuguese 100 22,3500 FO173 L0707 2.2108 2,4892 1,00 4,00
departmental experience German 100 2,5800 68431 06843 24442 27158 1,00 1,00
Total 200 2,4650 , 70088 04956 2,3673 2,5627 1,00 4,00
Happy work environment Portuguese 100 2,2200 77303 07730 2,0666 23734 1,00 5,00
German 100 1,8900 64971 06497 1,7611 2,0189 1,00 4,00
Total 200 2,0550 73120 05170 1,8530 21570 1,00 5,00
An above average basic Portuguese 100 Z2,0200 B1625 ,0B162 1,8580 21820 1,00 5,00
salary German 100 2,3400 79417 07942 21824 2,4976 1,00 5,00
Total 200 2,1800 81912 05792 2,0658 2,2942 1,00 5,00
An attractive overall Portuguese 100 21000 64354 06435 1,9723 22277 1,00 4,00
compensation package German 100 21100 73711 07371 1,9637 2 2563 1,00 4,00
Total 200 21080 65019 04880 2,0088 2,2012 1,00 4,00
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ANOWA
Sum of
Sguares df Mean Sqguars F Sig.

Recoagnition fappreciation Between Groups 4 500 1 4 500 8,794 o033
Trerm. rranag B rme Within Groups 101,320 198 512

Total 105,220 199
A fun working Eetween Groups F.220 1 T.220 13,202 Joo0
enviranment Within Groups 108,280 198 547

Total 115,500 199
A =springboard for future EBaetwean Groups oos 1 Loo0s o010 921
employment wWithin Groups 100,150 1as 506

Total 100,155 199
Feeling good about BEetween Groups 005 1 Lo0s 010 L2920
yvourselfas a result of e =y
working for a particular WWithin Groups avF.evo 1982 494
organisation Total Qv . 8rvs 199
Feeling more self- Between Groups T.605 1 7,605 11,050 0o
confident as a result of . - -
working for a particular WWithin Groups 136,270 1498 a8
organisation Total 143 875 199
Gaining career- Eetween Groups LS00 1 JS00 arFz 325
SRNaNCINg SXpRHEnce Within Groups 101,880 198 515

Total 102,380 199
Hawving a good Eaetwean Groups A0s 1 405 L, Ta4 289
relationship-ta yaur Within Groups 107,750 198 544
superiors

Total 108,155 199
Having a good Eetween Groups 1,205 1 1,205 2,401 67
relationship sithoegur Within Groups 105,070 198 531
colleagues

Total 106,875 199
Supportive and Between Groups oso0 1 .aso 153 N1=1:1
encouraging colleagues Within Groups 103,740 19s 524

Total 103,820 199
'-.-'\.-'Drl-:ing in an exciting Between Groups 045 1 045 071 ra=1e]
i=lab A Latuad Tuls Within Groups 124,910 198 B2

Total 124,955 199
Innovative employer-novel Between Groups L4005 1 N 485 48B3
WarlcpracticesHorward Within Groups 162150 198 819
thinking

Total 162,555 199
The organisation both Between Groups 125 1 125 178 BT4
values and makes use of Within Groups 139,070 19s Foz
wour creativity

Total 139,195 199
The organisation BEetween Groups 2,645 1 2,645 4,290 040
produces high-guality wWithin Groups 168,230 1as |50
products and services _

Total 171,875 199
The organisation BEetween Groups 5,125 1 5,125 v.209 Joog
produces innovative Within Groups 162,230 19s |50
products and services

Total 174,355 199
Good promotion Between Groups 6, 845 1 6,845 13,533 o000
SR R L TS T Tt e Within Groups 100,150 198 506
organisation

Total 106,995 199
Hurmanitarian Eetween Groups 4. 205 1 4. 805 5072 025
organisation - gives back  yithin Groups 187,550 198 947
to society

Total 192,355 199
DO pportunity to apply what Between Groups 4 500 1 4,500 5,604 011
was learned-at a-tertiary Within Groups 134,920 198 521
institution

Total 139,420 199
Dpportunity to teach Between Groups £.220 1 7,220 9,513 ooz
others what you hawve Within Groups 150,280 1as 759
learned

Total 157,500 199
Acceptgnce and Between Groups 180 1 80 280 598
belonging Within Groups 127,500 198 G4

Total 127,680 199
The aorganisation is Between Groups 5120 1 5120 5. 459 012
EUstormBroriEMaied Within Groups 156,960 198 7o3

Total 162,020 199
Job security within the Between Groups 2,205 1 2,20 2,320 6T
organisation Within Groups 129,150 198 652

Total 131,355 199
Hands-on-inter- Eetween Groups 2,645 1 2,645 5,506 020
departmental experience Within Groups a5110 1as 480

Total g7¥F., 755 199
Happy work environment EBetween Groups 5,445 1 5,445 10,680 o001

WWithin Groups 100,950 192 510

Total 106,395 199
An above averaoge basic Between Groups 5120 1 5120 ¥.895 005
salary Within Groups 128,400 198 648

Total 133,520 199
An attractive overall Between Groups Joo0s 1 Loo0s 010 919
compensation package Within Groups 54,790 1as 47

Total 94,795 199
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Annex 21 — ANOVA EmpAT Employer brand image regardng gender

Descriptives

95% Confidence Interval for
Mean

] Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum

Recognition fappreciation male 105 21048 73280 07151 1,9629 22466 1,00 5,00
from managemsant fernale 95 1,9474 72005 07388 1,8007 2,0941 1,00 4,00
Total 200 2.0300 72922 05156 1,9283 21317 1,00 5,00

A Tun warking male 105 2,2286 77531 07566 20785 23786 1.00 200
environment famale a5 2,2737 75007 OTE96 21209 2,4265 1,00 4,00
Total 200 2,2500 76184 05387 21438 2,3562 1,00 4,00

A springboard for future male 105 22,2095 702495 JOB2E0 2,0735 22,3456 1,00 5,00
employment fernale 95 2,1579 71928 07380 2,0114 2,3044 1,00 4,00
Total 200 21850 70943 05016 2,0861 22839 1,00 500

Feeling good about male 105 1,9429 731565 07139 18013 20844 1.00 200
fﬂﬂﬁﬁgfﬂf 2 :]Easdli"ctuﬂl; famale a5 1,8000 (66204 06792 1,6651 1,9349 1,00 4,00
organisation Total 200 1,8750 70131 04953 17772 1,9728 1,00 4,00
Feeling more seli- male 105 21619 78598 07670 20098 23140 1.00 500
;%";Ef’neg”;‘ﬁzap;ensi;‘:ﬁg: female 95 1.9789 91068 09343 1,7934 21645 1,00 5.00
arganisation Total 200 20750 85029 06012 1,9564 21936 1,00 5,00
Gaining career male 105 1.8333 76292 07445 17857 20810 1.00 500
enhancing experience female 95 1.8842 BEB26 06836 1,7485 2.0199 1,00 3,00
Total 200 1,9100 F1727 05072 1.8100 20100 1,00 5,00

Having a good male 105 EREED) 74306 07260 20370 23248 1.00 200
;‘i:zgﬂgf:'pm ¥aur female as 1,368 F1176 07303 17918 20818 1,00 4,00
Total 200 2,0650 73722 05213 1,9622 21678 1,00 1,00

Having a good male 105 1.9429 76997 07514 17938 20919 1.00 400
L‘Z'ITSSSEQLF with your female 95 1.,6047 BEOB1 06870 1,5583 1,8311 1,00 4,00
Total 200 1,8250 73284 05182 17228 1,8272 1,00 4,00

Supporive and male 105 30762 74285 07250 19324 22200 1.00 100
encoUraging colleagues female as 1,a789 69922 07174 1,8365 21214 1,00 4,00
Total 200 2,0300 7222 05107 1,9203 21307 1,00 4,00

Working in an exciting male 105 21810 82952 08095 20204 23415 1.00 100
environment female a5 2,3579 74256 07619 2,2086 2,5092 1,00 4,00
Total 200 2,2650 7aza1 05603 21545 2,3755 1,00 4,00

Innovative employer-novel male 105 22,3333 80582 08840 21580 250886 1,00 5,00
mi”r']tiﬁ;““cesm'wa"d female as 2,5053 89768 09210 23224 2.6881 1,00 4,00
Total 200 2,4150 80380 06391 22880 2,5410 1,00 5,00

The organisation both male 105 23238 83775 08176 21617 24859 1.00 100
;gt“recf_eaaqﬁn;”akes useof  fmale a5 2,3684 83860 08604 21976 2,5393 1,00 4.00
Total 200 2,3450 83634 05914 22284 2.4616 1,00 4,00

The organisation male 105 23,4381 87622 08551 22685 26077 1.00 500
S:ggaif:a*:gh;gm?c'g female as 26211 98044 10054 24213 26208 1,00 5,00
Total 200 2,6250 82935 06572 23954 26546 1,00 5,00

The organisation male 105 25143 92106 GEEEE) 23360 26925 1.00 500
S:SSEESSSJEEDS"::G’;S famale a5 2,7684 93913 09635 2,5771 20597 1,00 5,00
Total 200 2,6350 ,93603 06614 25045 2,7655 1,00 5,00

Good promotion male 105 22762 81448 o7g4s 21186 24338 1.00 500
gf;:;}:g:';f WithInne female as 2,2105 63405 06505 20814 2,3397 1,00 4,00
Total 200 2,2450 73326 05185 21428 23472 1,00 5,00

Humanitarian male 105 27048 1,05542 10300 25005 29090 1.00 500
ggsir;'lseaw“m -gwes back  gpoge a5 26579 /89580 08191 23754 27404 1,00 4,00
Total 200 2,6350 98316 06952 243979 27721 1,00 5,00

Opportunity to apply what _male 105 28381 ‘o004 08783 26639 30123 1.00 500
xz:ﬁﬁj‘geu atatertiary female a5 26947 75897 07787 2.5401 28493 1,00 5.00
Total 200 2,7700 83702 05819 26533 2,8867 1,00 5,00

Opportunity to teach male 105 27143 G18a7 0Bo4s 25368 28917 1.00 500
ﬁ;gﬁ:gé"’haww have female a5 2,6789 85774 08800 24042 27537 1,00 5,00
Total 200 2,6500 88964 06291 2,5260 27740 1,00 5,00

Acceptance and male 105 2.2667 86898 08480 20985 24348 1.00 500
belonging female 55 1,7805 63405 0B505 1,6603 1,0186 1,00 3,00
Total 200 2,0400 80100 05664 1,9283 21517 1,00 5,00

The organisation is male 105 3.6005 65570 09327 24248 27945 1.00 500
customer arientated female a5 2,6737 84352 0BE54 25018 28455 1,00 5,00
Total 200 2,6400 90248 06382 25142 27658 1,00 5,00

Job security within the male 105 2.2867 88485 08635 21145 24570 1.00 500
organisation fermnale 95 1,0684 BI11T 07051 1,8276 21082 1,00 4,00
Total 200 2,1350 81245 05745 20217 22483 1,00 5,00

Hands-on-intar- male 1058 35524 73385 07158 24104 2.6943 1.00 100
depanmental sxperience g a5 23,3684 65310 06702 22354 2,5015 1,00 4,00
Total 200 2,4650 70088 04956 2,3673 25627 1,00 4,00

Happy work environment  male 105 321238 78072 o761g 19727 22749 1.00 500
female a5 1,789 BEE10 06855 18428 21150 1,00 4,00

Total 200 2,0550 73120 05170 1,9530 21570 1,00 5,00

AR above average basic male 108 32160 BE5E1 08449 20515 2.3866 1.00 500
salary fernale 95 2,1368 TEE4E [OTEE4 1,9807 2,2930 1,00 5,00
Total 200 21800 81912 05792 2,0658 22942 1,00 5,00

An attractive overall male 105 20667 71072 06936 1.9291 22042 1.00 200
compensation package fermnale 95 21474 BETO3 06853 2.0113 22834 1,00 4,00
Total 200 21050 69019 04880 20088 22012 1,00 1,00
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ANOWA
Sum of
Squares df Mean Square F Sig.

Recognition fappreciation Between Groups 1,236 1 1,236 2,339 A28
from management Within Groups 104,584 19s 528

Total 105,820 199
A fun working Eetween Groups 102 1 L0z 74 BTT
environment Within Groups 115,398 198 583

Total 115,500 199
A springboard for future Between Groups 133 1 A4-33 263 E09
employment wWithin Groups 100,022 19s 505

Total 100,155 199
Feeling good about Between Groups 1,018 1 1,018 Z.081 151
yvourselfas a result of i
working for a particular WWithin Groups 96,857 198 488
organisation Total ar.ers 199
Feeling more self- Between Groups 1,669 1 1,669 2,325 129
confident as a result of N —
warking for a particular wWWithin Groups 142,206 198 718
organisation Total 143 875 199
Gaining career- Between Groups 120 1 120 233 B30
enhancing experience Within Groups 102,260 1as 516

Total 102,380 199
Having a good Between Groups 2,972 1 2,972 5595 019
relation=hip to your Within Groups 105,183 198 531
sSuUperiors

Total 108,155 199
Having a good BEetweaen Groups 2,070 1 2,070 5,857 016
relatfons g mithoeaur Within Groups 103,805 198 524
colleagues

Total 106,275 199
Supportive and Between Groups 472 1 47 La04 343
encouraging colleagues Within Groups 103,348 1as 522

Total 103,820 199
WWorking in an exciting Between Groups 1,562 1 1,562 2,506 =5 s PR
SRR RSN Within Groups 122,293 198 23

Total 124 955 199
Innovative employer-novel BEetween Groups 1,474 1 1,474 1,812 20
work practicesfforward Within Groups 161,081 198 B14
thinking

Total 162,555 199
The organisation both Between Groups ak=l=] 1 099 141 Far
values and makes use of Within Groups 139,096 1as FO3
wour creativity

Total 139,195 199
The organisation Eetween Groups 1,669 1 1,669 1,942 165
produces high-quality Within Groups 170,206 198 .BED
products and services

Total 171,875 199
The organisation Between Groups 3,221 1 3,221 3,727 055
prodilceEs innorative Within Groups 171,134 1as 864
products and services

Total 174,355 199
Good prorr'!‘notiorj . Between Groups 215 1 215 399 528
opportunities within the Within Groups 106,780 19s 539
organisation

Total 106,995 199
Humanitarian Eetween Groups 1,076 1 1,076 1,114 293
organisation - gives back  ywithin Groups 191,279 198 966
to society

Total 192,355 199
Dpportunity to apply what BEetween Groups 1,025 1 1,025 1,466 227
weass learred-at-a-lartiany Within Groups 138,395 198 699
institution

Total 139,420 199
D pportunity to teach Between Groups 814 1 Ja14 1,155 284
athErs e hat ol Ees Within Groups 156,586 19s Fa1
learned

Total 157,500 199
Acceptance and BEetween Groups 11,357 1 11,357 9,332 o000
belonging Within Groups 116,323 198 5

Total 127,680 199
The organisation is Between Groups 205 1 205 251 B17T
customer orientated Within Groups 161,875 1as e1s

Total 152,080 199
Job security within the Between Groups 5021 1 5,021 r.aro Nalwlsi
organisation Within Groups 126,334 198 638

Total 131,355 199
Hands-on-inter- BEetweaen Groups 1,622 1 1,688 2,479 054
depatmental expetienee Within Groups 96,067 198 ABS

Total ar. . F¥55 199
Happy work environment BEBetween Groups 1,047 1 1,047 1,967 1Ee2

wWithin Groups 105,348 19s 5

Total 106,395 199
An above average basic Between Groups 337 1 337 501 A20
salary Within Groups 133,183 1ag 673

Total 133,520 199
An attractive overall Between Groups 325 1 L, 325 621 A10
compensation package Within Groups 94,470 198 ATT

Total 94 795 199
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Annex — 22 ANOVA EmpAT men considering nationality

Descriptives
95% Confidence Interval for
Mean
I Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum
Recoagnition fappreciation  Partuguese 53 2,0566 69102 09492 1, 8661 2,2471 1,00 4,00
from management German 52 21538 TTETA 10771 1,9376 2,3701 1,00 5,00
Total 105 21048 73280 07151 1,9629 2,2466 1,00 5,00
Afun working Portuguese 53 23774 65710 08026 21862 25585 1,00 3,00
environment German 52 2,0769 BROES 11922 1,8376 23163 1,00 4,00
Total 105 2,2286 77531 07566 2,0785 2,3786 1,00 4,00
A springboard for future Portuguese 53 2,2453 70454 09578 2,0511 2,4395 1,00 3,00
employment German 52 21731 70531 00795 1,9764 2,36097 1,00 5,00
Total 105 2,2095 70295 06860 2,0735 2,3456 1,00 5,00
Feeling good about Poruguese 53 1,9057 62831 08631 1,7325 2,0788 1,00 3,00
yourselfas a result of - - -
SaTkinG T s Pty 8 German 52 1,9808 82819 11485 1,7502 2,2113 1,00 4,00
organisation Total 105 1,0429 73155 07139 1,8013 2,0844 1,00 4,00
Feeling more self- Fortuguese 53 20189 72032 ,0g804 1,8203 22174 1,00 400
confident as a result of
SRR T b T German 52 2,3077 82933 11501 2,0768 2,5386 1,00 5,00
organisation Total 105 21619 78598 07670 2,0098 2,3140 1,00 5,00
Gaining career- FPoruguese 53 1,8245 JBTE08 08273 1,7385 211086 1,00 3,00
enhancing experience German 52 1,0423 84076 11784 1,7057 21789 1,00 5,00
Taotal 105 1,9333 76292 07445 1,7857 2,0810 1,00 5,00
Having a good Poruguese 53 2,1698 80230 11020 1,9487 2,3010 1,00 4,00
rﬁ‘i:zgfi’;fsh'pm yaur German 52 21023 68709 09528 2,0010 2,3836 1,00 3,00
Total 105 21810 743096 07260 2,0370 2,3249 1,00 4,00
Having a good Portuguese 53 2,0755 (85145 11696 1,8408 2,3102 1,00 4,00
L‘z‘ﬁ;‘zgsg;ﬂ with your German 52 1.8077 65794 09124 16245 1.9909 1.00 400
Total 105 1,0429 76097 07514 1,7938 2,0019 1,00 4,00
Supportive and Portuguese 53 21698 ,80230 11020 1,9487 2,3910 1,00 4,00
BncoUraging.colleagues German 52 1,9808 67127 09309 1,7939 21677 1,00 4,00
Total 105 2,0762 74285 07250 1,9324 2,2200 1,00 4,00
Working in an exciting Poruguese 53 2,1509 79412 10908 1,9321 2,3698 1,00 4,00
environment German 52 2,2115 87080 12076 1,9691 2,4540 1,00 4,00
Total 105 21810 82052 08005 2,0204 2,3415 1,00 4,00
Innovative employer-novel Portuguese 53 22,3019 86791 11922 2,0627 25411 1,00 4,00
mi”r:tiﬁga':“ces"m'wa'd German 52 23654 95031 13178 21008 26300 1.00 5.00
Total 105 2,3333 80582 08840 2,1580 2,5086 1,00 5,00
The organisation hoth Portuguese 53 2,2642 85824 11789 2,0276 2,5007 1,00 4,00
values and makes use of  go5p 52 23846 82018 11374 21563 26130 1,00 400
your creativity
Taotal 105 2,3238 B3T7S 08176 21617 2,4859 1,00 4,00
The organisation Fortuguese 53 24151 79503 Joazq 21960 26342 1,00 4,00
produces high-quallty German 52 24615 95920 13302 21945 2,7286 1,00 5,00
products and services
Total 105 2,4381 87622 08551 2,2685 2,6077 1,00 5,00
The organisation FPortuguese 53 22,4340 JBBE23 11899 21952 26727 1,00 4,00
produces innovative German 52 254962 a7s38 13526 23246 28677 1,00 5,00
products and services
Total 105 2,5143 92106 08089 2,3360 2,6025 1,00 5,00
Good promotion Foruguese 53 22,0943 81487 11183 11,8697 2,3189 1,00 5,00
Efgp;r:‘:x';: withi o e German 52 24615 77868 10798 22448 26783 1,00 4,00
Total 105 2,2762 81448 07948 21186 2,4338 1,00 5,00
Humanitarian Fortuguese 53 24528 85204 3077 21904 2,7152 1,00 5,00
ggsz';'isef;m” - gves back  ggiman 52 20615 1,10190 15281 26548 3,2683 1,00 5,00
Total 105 2,7048 1,05542 10300 2,5005 2,9090 1,00 5,00
Cpportunity to apply what Portuguese 53 26415 ,81085 11138 2,4180 2,8650 1,00 4,00
ﬁiﬁiﬁﬁ:nﬂeu at atertiary German 52 30385 94892 13159 27743 3,3026 1,00 5,00
Total 105 2,8381 50004 08783 2,6639 3,0123 1,00 5,00
Opportunity to teach Poruguese 53 24717 93240 12808 2,2147 2,7287 1,00 5,00
:’;:f;zc‘i"‘haw"“ have German 52 29615 83927 11638 27279 31952 2,00 5,00
Taotal 105 2,7143 91687 08948 2,5368 2,8017 1,00 5,00
Acceptance and Fortuguese 53 22264 1,04957 4417 11,9371 2,5157 1,00 5,00
betorraing German 52 2,3077 64286 08815 21287 2,4867 1,00 4,00
Total 105 2,2667 86898 08480 2,0085 2,4348 1,00 5,00
The organisation is Poruguese 53 2,4528 BB938 12217 22077 2,6980 1,00 5,00
customer orientated German 52 27692 1,00226 13899 24902 3,0483 1,00 5,00
Total 105 2,60095 95570 09327 2,4246 2,7045 1,00 5,00
Job security within the Portuguese 53 21887 EEEEE] 12361 1,9406 2,4367 1,00 4,00
organisation German 52 2,3846 BEEES 12019 21433 26259 1,00 5,00
Total 105 2,2857 .BB485 08635 21145 2,4570 1,00 5,00
Hands-on-inter- Fortuguese 53 25472 F7375 0628 2,3339 27604 1,00 4,00
departmental Bxperience  gomgn 52 2,5577 BOTT 09676 23634 27519 1,00 4,00
Total 105 2,5524 73355 07159 2,4104 2,6043 1,00 4,00
Happy work environment Portuguese 53 22642 BBO36 12093 20215 2,5068 1,00 5,00
German 52 1,9808 64140 08895 1,8022 2,1593 1,00 3,00
Total 105 2,1238 78072 07619 1,9727 2,2749 1,00 5,00
An above average basic Poruguese 53 21698 87125 11967 1,9207 2,4100 1,00 5,00
salary German 52 22692 BESE1 12007 20282 25103 1,00 5,00
Taotal 105 2,2190 BESB1 08449 2,0515 2,3866 1,00 5,00
An attractive overall Fortuguese 53 21321 68043 09346 1,9445 2,3196 1,00 4,00
compensationpackage German 52 2,0000 74096 10275 1,7937 2,2063 1,00 4,00
Total 105 2,0667 71072 06936 1,9201 2,2042 1,00 4,00
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ANOWA
Sum of
Squares df Mean Square F Sig.

Recognition fappreciation Between Groups 248 1 248 AG0 499
from management Within Groups 55 509 103 540

Total 55 848 104
Afun working Between Groups 2,369 1 2,369 4,057 047
environment Within Groups 60,145 103 524

Total 62,514 104
A =springboard for future Batweaan Groups 3T 1 137 2T 5 L6071
employment Within Groups 51,254 103 Aaas

Total 51,3890 104
Feeling good about Between Groups 148 1 48 275 601
VWDD“I_';{S"?g?USI_z Leasl_ti“ctuﬁ';r Within Groups 55 509 103 5349
organisation Total 55 657 104
Feeling maore self- Between Groups 2,190 1 2,190 3,634 059
:fﬂ’?_ﬂ;jnegnﬁj_saap;‘ﬁé‘:}la‘jr_ Within Groups 62,058 103 603
organisation Total G4 248 104
Gaining career- Between Groups oos 1 Joos 014 Jaoe
enhancing experience Within Groups 60,525 103 588

Total 50,533 104
Having a good Between Groups 013 1 0132 024 R
relationship ta your Within Groups 57,549 103 559
sSuUperiors

Total 57,562 104
Having a good Between Groups 1,882 1 1,882 3,243 0TS
relationship with your Within Groups 50,775 103 580
colleagues

Total 61,657 104
Supportive and Between Groups EEE] 1 EEE] 1,711 194
encouraging colleagues Within Groups 56,452 103 548

Total 57,390 104
Working in an exciting Between Groups 098 1 Rel=1s) 139 710
Eairg TRk Within Groups 71,466 103 694

Total 71,562 104
Innovative employer-noveal Between Groups 106 1 L1068 122 721
K?A'Eiﬁga“icesmjma"d Within Groups 85,228 103 az7

Total 85,333 104
The organisation both Between Groups 381 1 381 540 64
values and makes use of  within Groups 72,610 103 705
waur creativity

Total 72,990 104
The organisation Between Groups 057 1 057 GRE] TEeT
produces high-quality Within Groups 79,791 103 FTS
products and services

Total 7o 848 104
The organisation Between Groups 690 1 690 812 370
Rroduces innovative Within Groups g7.538 103 850
products and services

Total 28,229 104
Good promotion Between Groups 3 539 1 3,539 5,569 LOZ20
opportunities within the Within Groups 65,451 103 635
organisation

Total 58,990 104
Hurmanitarian Between Groups 6,792 1 6,792 6,415 013
fﬂrgsi’;iisef;m” - gives back  \wyihin Groups 100,055 103 1,059

Total 115,848 104
Opportunity to apply what Between Groups 4 136 1 4,136 5317 023
was te arned-at a-lertiary Within Groups 80,112 103 778
institution

Total 24,248 104
Cpportunity to teach Between Groups 5,298 1 6,298 EED 006
others what you hawve Within Groups 81,131 103 TEE
learned

Total B7.429 104
Acceptance and Between Groups A7F3 1 T3 228 634
belonging Within Groups 78,360 103 FE1

Total 78,533 104
The organisation is Between Groups 2,628 1 2,628 2,930 .0gn0
Eustamiererigniaiad Within Groups 92,363 103 897

Total 94,990 104
Job security within the Between Groups 1,008 1 1,008 1,281 ,259
organisation Within Groups 20,421 103 FE1

Total 81,429 104
Hands-on-inter- Between Groups 003 1 003 oos ,942
depanmental experience Within Groups 55,059 103 543

Total 55,0962 104
Happy work environment Between Groups 2108 1 2108 3,543 063

Within Groups 61,283 103 595

Total 632,390 104
An above average basic Batweaan Groups 259 1 259 344 559
salary Within Groups 7. 702 103 754

Total TT.O62 104
An attractive overall Between Groups 458 1 458 L9086 ,344
compensation packads Within Groups 52,075 103 506

Total 52,533 104
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Annex — 23 ANOVA EmpAT women considering nationaliy

Descriptives
95% Confidence Interval for
Mean
Mean Std. Deviation Std. Error Lower Bound Upper Bound Minimum Maximum
Recognition fappreciation Portuguese a7 1,6808 62923 08178 1,4961 1,8656 1,00 3,00
from management German 48 2,2083 71335 10286 2,0012 32,4155 1,00 4,00
Total 95 1,9474 72005 ,07388 1,8007 2,0941 1,00 4,00
A fun working Portuguese a7 25106 JBE516 08556 2,3183 2,7030 1,00 4.00
ERYITRAMENT German 48 2,0417 ;77070 1124 1,8179 2,2655 1,00 4,00
Total 95 2,2737 75007 J07696 2,1209 2,4265 1,00 4,00
A springboard for future Portuguese 47 21064 63362 09242 1,9203 2,2924 1,00 3,00
employment German 48 2,2083 Fa783 A1516 1,9767 2,4400 1,00 4,00
Total 95 21573 71928 07380 2,0114 23044 1,00 4,00
Feeling good about Portuguese 47 1,8511 46526 06787 1,7145 1,9877 1,00 3,00
yourself as a result of -
TG fira parlcilar German a8 1,7500 81214 1722 1,5142 1,a858 1,00 4,00
organisation Total 95 1,8000 66204 06792 1,6651 1,9349 1,00 4,00
Feeling more sel- Portuguese a7 1,7234 61510 08972 1,5428 1,9040 1,00 3,00
confident as a result of =
STk e G paHTELIST German 48 2,2292 1,07663 15540 1,9165 25418 1,00 5,00
organisation Total 95 1,9789 81068 ,09343 1,7934 21645 1,00 5,00
Gaining career- Portuguese a7 1,7872 58741 08568 1,6148 1,587 1,00 3,00
enhancing experience German 48 1,9792 72902 10523 1,7675 21909 1,00 3,00
Total 95 1,8842 66626 06836 1,7485 2,0199 1,00 3,00
Having a good Portuguese 47 1,8511 ,80700 1771 1,6741 2,0880 1,00 4,00
;‘T:E‘e'?i’;f:'p te/gnur German 13 20208 60105 08675 1,3463 21954 1,00 4,00
Total 95 1,9368 71176 07303 1,7918 20818 1,00 4,00
Having a good Portuguese 47 1,7447 73627 10740 1,5285 1,609 1,00 4,00
LED'I?;';'SSQ"S” with your German a8 16458 60105 08675 1,4713 1,8204 1,00 3,00
Total 95 1,6947 JBEUG1 L0BB70 1,5583 1,8311 1,00 4,00
Supporti\ru_e and Fortuguese 47 1,9148 ,80298 1713 1,6791 21507 1,00 4,00
srcouraging collaaguas German ag 2,0417 58194 ,08400 1,8727 32,2108 1,00 3,00
Total 95 1,789 69922 07174 1,8365 21214 1,00 4,00
Working in an exciting Foruguese a7 23617 81845 1948 21213 2,6022 1,00 4,00
environment German a8 2,3542 JGEB11 09643 2,1602 2,5482 1,00 4,00
Total 95 2,3579 74256 07619 2,2066 2,5092 1,00 4,00
Innowative _employer—no\«'el Fortuguese A7 24468 82803 3537 21743 2,7183 1,00 4,00
mi”r:tiﬁ;a“'ws’fc"wa"d German a8 2 5625 87291 12539 2,3090 2,8160 1.00 4,00
Total 95 2,5053 89768 09210 2,3224 2,6881 1,00 4,00
The organisation both Portuguese 47 2,4894 60583 13213 2,2234 27553 1,00 4,00
;zL“recfeaaqﬁi;”akes useof  German a8 2.2500 75794 10940 2,0299 24701 1,00 4,00
Total 95 2,3684 ,83860 ,08604 21976 2,5393 1,00 4,00
The organisation Portuguese a7 23617 89505 13056 2,0989 2,6245 1,00 4,00
produces figh-qualiy German 48 28750 1,00266 14472 2,5838 31661 1.00 500
products and services
Total 95 2,6211 58044 10059 2,4213 2,8208 1,00 5,00
The organisation Portuguese a7 2,4894 88151 12858 2,2305 27482 1,00 4,00
PrOCUT estinAovatve Garman ag 3,0417 82157 13302 32,7741 3,3003 1,00 5.00
products and services _
Total 95 2,7684 93913 09635 2,5771 2,6597 1,00 5,00
Good promation Portuguese a7 2,0213 48854 07126 1,8778 21647 1,00 3,00
gf;;;‘igg#'oe: within the German 48 23058 FOBTY 10202 21906 26011 1,00 4,00
Total 95 2,2105 63405 06505 2,0814 2,3397 1,00 4,00
Humanitarian Portuguese a7 2,5106 85649 12493 2,2592 2,7621 1,00 4,00
tﬂorgsi";';f;m" - gves back  goiman 48 26042 33943 13560 2,3314 2,8769 1,00 4,00
Total 95 2,5579 ,89580 09141 2,3754 2,7404 1,00 4,00
Opportunity to apply what  Partuguese a7 25957 68078 09930 2,3959 27956 1,00 400
masf:t:.lefo"r':e” alatenlan German 48 27917 82406 11894 2,6624 3,03089 1,00 5,00
Total 95 2,6047 75897 07787 2,5401 2,8493 1,00 5,00
Opportunity to teach Portuguese a7 2.,4468 82905 12093 2,2034 2,6902 1,00 500
Iﬂetgre;:c‘i"’hawﬂu have German 48 27083 87418 A2618 2,4545 2,8622 1,00 4,00
Total 95 2,5789 85774 ,08800 2,4042 2,7537 1,00 5,00
Acceptance and Portuguese a7 1,B936 72932 V0638 1,6795 21078 1,00 3,00
belonging German 48 1,6875 51183 ,07388 1,5389 1,8361 1,00 3,00
Total 95 1,7895 63405 06505 1,6603 1,9186 1,00 3,00
The organisation is FPortuguese a7 25106 80413 11728 L2745 2, 7467 1,00 4,00
customer orientatad German 48 28333 85883 12396 2,5840 3,0827 1,00 5,00
Total 95 2,6737 84352 08654 2,5018 2,8455 1,00 5,00
Job security within the Portuguese 47 1,8511 62480 09114 1,6676 20345 1,00 3,00
arganisation German 48 2,0833 73899 10666 1,8688 2,2979 1,00 4,00
Total 95 1,9684 B9117 ,07091 1,8276 2,1092 1,00 4,00
Hands-on-inter- Portuguese a7 21277 53637 07824 1,702 2,2851 1,00 3,00
depantmental experience  ggrgn 13 26042 67602 09758 2,4079 2,2005 1,00 4,00
Total 95 2,3684 65319 ,06702 2,2354 2,5015 1,00 4,00
Happy work environment FPortuguese 47 21702 JG3654 09285 1,9833 2,3571 1,00 3,00
German 48 1,7917 65097 ,09396 1,6026 1,9807 1,00 4,00
Total 95 1,9789 BEB10 J0BASS 1,8428 21150 1,00 4,00
An above average basic Portuguese 47 1,8511 T2167 10527 1,6392 2,0630 1,00 4,00
salary German 48 2,4167 70961 10242 2,2108 32,6227 1,00 5,00
Total 95 21368 TEE46 07864 1,9807 2,2930 1,00 5,00
An attractive owverall Foruguese 47 20838 JG0445 08817 1,8863 22413 1,00 4,00
compansafion packaga German ag 3,2292 72169 10417 23,0198 32,4387 1,00 4,00
Total 95 21474 JBETA3 06853 2,0113 2,2834 1,00 4,00
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AMNOWA
Sum of
Squares (=} § Mean Square F Sig.

Recoanition fappreciation Betweaen Groups 6 607 1 6,607 14 586 Looo
Treim. T E e e Within Groups 42129 o3 453

Total 48,737 94
.Afu_n working Between Groups 5,223 1 5,22 10,191 ooz
enviranment Within Groups A7 661 a3 512

Total 52,854 94
A springboard for future Eetween Groups 247 1 247 474 493
employment WWithin Groups 48,385 a3 520

Total 458,632 94
Feeling good about BEetween Groups 243 1 , 243 551 460
yvourself as aresult of St
working for a particular WWithin Groups 40,957 a3 440
arganisation Total 41,200 94
Feeling more self- Eetween Groups 6,074 1 G.074 ¥.854 0os
confident as a result of -
working for a particular WWithin Groups 71,883 93 T3
aorganisation Total Tr,asa 94
Gaining carear- Between Groups 875 1 BT 1,992 62
BRfancing exXperence Within Groups 40,852 o3 430

Total 41,726 94
Hawvinog a good Between Groups BB 1 584 1,356 247
relationship to your Within Groups 46,0937 o3 505
superiors

Total 47,621 Q4
Having a good Between Groups 232 1 815 ATE
relationship withoyaur Within Groups 241,915 93
colleagues :

Total 42147 94
Suppclrti'-.rl_a and Eetween Groups 382 1 ., 382 ,Fra 380
encouraging colleagues Within Groups 45,576 a3 490

Total 45 958 94
'-.-'\.-'Drl-:ing in an exciting Betweeaen Groups 001 1 001 ooz 861
environment Within Groups 51,830 a3 557

Total 51,832 94
Innovative employer-novel BEetween Groups 218 1 318 e = B33
work practicesfforward Within Groups 75,4320 o3 a1
thinking

Toatal TE. 74T 94
The organisation both Between Groups 1,361 1 1,261 1,954 V165
values and makes use of  yyjthin Groups 64,745 a3 N-ET:
wour creativity

Total 66,105 94
The Drganis_atior‘l ; Between Groups 6,257 1 6,257 5,919 010
produces high-quality Within Groups 24,101 o3 04
products and services

Total 90,358 94
The Drgan_isatiljﬂ_ Between Groups T.244 1 7,244 5,904 o004
produres innoyative Within Groups 75,661 a3 814
products and services

Total 82,905 94
SGood promotion BEetween Groups 3,332 1 3,332 8,992 003
opportunities within the Within Groups 34,458 93 371
organisation ! '

Total 3y, 789 94
Hurnanitarian Between Groups 208 1 208 257 614
organisation - @ives back  yithin Groups 75,224 a3 sog
to society z :

Total T5,432 94
Dpportunity to apply what Between Groups 2912 1 L9 1,592 210
was learned at a tertiary Within Groups 53 236 a3 5
institution ! !

Total 54147 94
Opportunity to teach EBetween Groups 1.624 1 1.624 2,237 138
Bferswwhat yolihiave Within Groups 67,534 a3 T26
learned

Total 59,158 94
.ﬂxcceptgnce and Between Groups 1,009 1 1,009 2,551 114
kelonging WIthin Groups 36,781 a3 ,395

Total 37,789 94
The Drganis_ation is Eetween Groups 2,473 1 2,473 3,570 052
costarmierorie rated Within Groups 64,411 a3 693

Total 55,884 94
Job security within the EBetween Groups 1,281 1 1,281 2,731 102
organisation Within Groups 43,6524 a3 459

Total 44 905 94
Hands-on-inter- Between Groups 5,392 1 5,292 14,446 Raluln]
departmental experience Within Groups 34,713 a3 T3

Total 40,105 94
Happy work environment Between Groups 3,403 1 3,403 8,208 oos

Within Groups 38,555 93 415

Total 41,958 Q4
An above average basic Between Groups 7,597 1 F.597 14, 835 Jooo
salary WWIthin Groups 47 624 o3 512

Total 55,221 94
AN attl'acti'-.re: overall Between Groups 549 1 G549 1,462 L, 230
compensation package Within Groups 41,288 a3 444

Total 41,937 94
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Annex — 24 Correlation between employer branding ash culture

Descriptive Statistics

Mean | Std. Deviation| N
Compl |2,1775 ,65910 | 200
Comp2 | 1,8500 ,68546 | 200
Comp3 | 2,0550 ,63164 | 200
Comp4 | 1,9600 ,83178 | 200
Compol | 2,4600 ,81961 | 200
Compo2 | 1,9500 ,62406 | 200
Compo3 | 2,0075 ,56595 | 200
Compo4 | 2,7100 ,75081 | 200
Compob5 | 2,1425 ,67321 | 200
Compo6 | 2,1525 ,62042 | 200
Correlations
Comp1 Comp2 Comp3 Compd | Compol | Compo2 | Compo3 | Compod | Compod | Compof
Comp1 Pearson Correlation 1 351 133 210 -082 468 478 REK] 401 02
Sig. (2-tailed) 000 060 003 248 000 000 006 000 149
i 200 200 200 200 200 200 200 200 200 200
Comp2 Pearson Correlation 351 1 149 148 012 482 14 162 A1 140
Sig. (2-tailed) 000 o0& 036 870 0o ,0oo 022 000 048
I 200 200 200 200 200 200 200 200 200 200
comp3  Pearson Correlation 133 189 1 071 431 112 153 | 188 13z 363
Sig. (2-tailed) 060 005 317 000 114 030 009 062 000
I 200 200 200 200 200 200 200 200 200 200
compd  Pearson Correlation 2107 148 071 1 -,083 200 123 187 042 236
Sig. (2-tailed) 003 036 N7 240 003 082 ooa Rlit:] 0o
1 200 200 200 200 200 200 200 200 200 200
Compol  Pearson Correlation -.082 012 4307 | -083 1 050 014 234 099 257"
Sig. (2-tailed) 248 &7 oo 240 481 842 om 162 000
i 200 200 200 200 200 200 200 200 200 200
Compo2  Pearson Correlation 468 482 12 209 040 1 466 256 264 283
Sig. (2-tailed) oo oo 114 003 481 000 000 000 000
1 200 200 200 200 200 200 200 200 200 200
Compo3d  Pearson Correlation 478 515 153 123 014 466 1 271 472 47
Sig. (2-tailed) oo oo 030 082 842 000 000 000 038
1 200 200 200 200 200 200 200 200 200 200
Compod4  Pearson Correlation 183 162 185 187 234 266 271 1 10 74
5ig. (2-tailed) (i3 n22 o4 008 Riji}| 000 000 123 014
1 200 200 200 200 200 200 200 200 200 200
Compof  Pearson Correlation 401 411 132 042 094 264 472 110 1 042
Sig. (2-tailed) oo oo g2 558 162 000 000 123 148
I 200 200 200 200 200 200 200 200 200 200
Compo6  Pearson Correlation 102 140 363 236 252 283 147 174 082 1
Sig. (2-tailed) 148 048 oo 001 000 000 038 014 185
I 200 200 200 200 200 200 200 200 200 200

** Correlation is significant at the 0.01 level (2-tailed).

* Correlation is significant at the 0.05 level (2-tailed).
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