
Overview	of	studies:	attraction	
 

Employer	branding	
Problematisation driven literature review  identification of weaknesses in the current 

body of work. All sections end with a “problems identified” box. Always work towards 

clarifying a problem. 

Introduction	

Employer branding in general (concept, theories, models)  Talent Attraction, more specifically 

graduates 

Schematic	overview	

Overview of the literature on attracting graduates, mostly attraction centred. Focus on critique of 

attraction theory from a co-creation perspective. Also note that attraction and signalling theory 

assumes that communication with graduates happens through mass media and subscribes to a 

hyperdermic needle transmission view on communication, which may not be effective at all with 

generation Y (references) 

Study Focus Country Findings Sample Comments  

Baloch 

and  

Awan 

(2012) 

Effective talent 

recruitment and 

employer brand 

equity 

Pakistan WOM had a positive 

association with 

effective talent 

recruitment. 

Advertisement, 

sponsorship and 

publicity had none. 

Educational institution 

200 last 

semester 

students 

Rather poor 

impression of 

this study. Bad 

writing and 

somewhat 

illogical 

methodology 



was a partial mediator 

between EBE and ETR 

Allen and 

O’Brien 

(2006) 

Offering 

mentoring and 

talent attraction 

US 

presumably 

Offering mentoring 

improves attraction 

especially those student 

with high Learning 

Goal Orientation 

190 under-

graduate 

psychology 

students 

A nice 

experimental 

design offers 

valid proof of 

the effect 

Chhabra 

and 

Sharma 

(2014) 

Preferred 

channels and 

organisational 

attributes for 

attraction 

India The 3 most important 

attributes were 

Corporate culture, 

Brand name, and 

Compensation. The 3 

most relevant channels 

were Job Portals, 

Company 

Visits/Presentations, 

and Newspapers 

200 final 

year 

managemen

t students 

Nice descriptive 

study 

Elving et 

al. (2013) 

EB in job 

adverts and 

attraction 

Netherlands Very few Dutch 

companies use EB in 

job adverts. EB usage 

in job adverts increased 

attraction 

100 job 

adverts, and 

214 Dutch 

students 

Nice little 

experiment  

Horvath et 

al (2008) 

Expands on 

Allen and 

O’Brien by 

testing various 

mentor 

programme 

characteristics’ 

effect on 

attraction 

US Offering superiors as 

mentors increased 

attraction, as being 

allowed to choose the 

mentor yourself. 

Voluntary programmes 

increased attraction 

more than compulsory 

programmes. 

254 

psychology 

undergradua

tes 

Nice 

experimental 

design 



Emphasising both PS 

and Career mentoring 

increased attraction 

compared to either on 

its own 

Rampl and 

Kenning 

(2014) 

EB personality 

traits and 

attraction + 

affect and Trust 

Germany Brand affect and Trust 

explained 71% of 

attraction. Sincerity, 

Excitement, 

Sophistication had 

positive effect on 

Affect. Ruggedness 

had a negative effect. 

Sincerity also had a 

significant effect on 

trust 

310 

University 

students 

 

Blackman 

(2006) 

Graduates 

responses to job 

adverts 

informed by the 

AIDA model 

Australia The word graduate 

increased the 

likelihood of being 

perceived as attractive. 

Also including both a 

picture, the word 

graduate, and career 

path information made 

71,9 % consider the job 

attractive 

97 final 

year 

commerce 

students at a 

University 

Quasi-

experiment with 

dated view of 

communication 

(AIDA) 

Bonaiuto 

et al 

(2013) 

Graduates’ and 

some newly 

hired graduates’ 

responses to EB 

attributes 

Italy A slightly odd study 

comprising 3 sub-

studies. All based on 

the students’ ideal 

company and one study 

493 + 729 + 

1605 

graduate 

students and 

recent 

A bit odd but 

very impressive 

sample.  



supports this with a 

comparison between 

ideal and real 

employers’ 

communicated brand 

attributes 

graduate 

students 

Sohn et al 

(2015) 

The effect of 

Corporate Social 

performance on 

attractiveness in 

the logistics 

industry 

Germany Communicating CSP is 

better than not doing 

so, but salary is still 

more important. 

However a strong CSP 

profile may help some 

companies attract 

graduates if they can’t 

afford to pay higher 

salaries. Also, students 

mostly read company 

profiles exhaustively 

107 last 

year 

undergradua

te  students 

with 

experience 

from the 

industry 

Experiment with 

eye tracking 

device, firmly 

rooted in 

cognitive 

psychology 

Ewerlin 

(2013) 

Does global 

talent 

management 

programmes 

make 

organisations 

more attractive? 

Germany 

and Great 

Britain 

GTM is not important 

in itself for attracting 

talent. Rather the 

proposed content of the 

GTM and P-O fit are 

what counts  

217, 130 

Germans 

and 83 

Brits, all 

studying 

masters 

level 

business 

programmes 

Experiment. 

Focusses a lot of 

attention on 

individualism-

collectivism 

Terjesen et 

al (2007) 

Organisational 

attributes and 

attraction with 

an additional 

Great 

Britain 

Gen Y is different, and 

there are differences 

between which 

attributes men and 

32 for the 

interviews, 

862 for the 

survey 

Very nice mixed 

methods study 

with a large 

sample 



focus on gender women prefer. Women 

seem to be rather 

heavily influenced by 

gender self-schema 

than men. Also 

perception of attractive 

attributes will increase 

likelihood of applying 

for job 

Jones et al 

(2014) 

This study 

comprises 2 

studies and 

investigates the 

effect of CSP on 

attraction and 

how this 

relationship is 

mediated by 

perception of 

pride, O-P fit, 

and expected 

treatment 

Canada 

(study 1) 

and US 

(study 2) 

CSP is a strong 

determinant of 

attraction, even when it 

is not “prompted” as it 

is the case in most 

experimental studies. 

Perceived O-P fit is a 

strong mediator, and 

the others play a role 

too 

171 in study 

1, and 180 

(mostly 

students) in 

study 2. 

Very 

sophisticated 

methods in 

which CSP is 

not prompted or 

made overtly 

relevant by the 

researchers. 

Saini et al 

(2014) 

This study 

investigates Best 

Employer 

Surveys’ 

predictive effect 

on intention to 

apply 

India Being on BES 

increases intention to 

apply. Familiarity with 

the company is also 

very important. 

Development value 

(Feeling good, self-

confidence, 

recognition) and social 

191 

respondents 

from 

Business 

Schools 

Takes the 

validity of BES 

surveys for 

granted and is 

generally very 

uncritical of the 

tool. 

Methodologicall

y flawed since it 



value (Fun 

environment, good 

relationships) were the 

most attractive 

attributes 

doesn’t include 

companies not 

on the list. 

Shrivastav

a and 

Bhatnagar 

2010 

Which 

attributes/factors 

are important for 

attraction 

India Most important factors: 

Caring, Enabling, 

Career growth, 

Credible and fair, 

Flexible and ethical.  

Product and service 

brand image, 

Positive employer 

image, Global 

exposure 

105 

postgraduat

e and 

working 

managers in 

managemen

t 

programmes 

at top ten 

business 

schools 

Not a brilliant 

study. 

Evaluations are 

based on an 

actual company 

they would like 

to work for.  

 

 


