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Abstract 
The shortage of talent has forced companies to focus on creating attractive employer brands, 
and besides company lead communication, employees can act as valuable builders of the 
brand. It’s acknowledged in earlier research that certain drivers such as employer brand im-
age, job satisfaction and employer brand loyalty have positive impact on the employee brand 
endorsement, hence the purpose of this study was to investigate these drivers on the context 
of the case company. By researching the phenomenon, the aim was to identify possible bar-
riers that might restrict employees from conducting supportive employee brand endorse-
ment behavior i.e positive external communication in social media. 
      The research model was formed based on the theoretical framework and the measure-
ment constructs were driven from previous research around internal and external employer 
branding. In addition, some demographic, open-ended, and evaluative questions were used 
to understand the phenomenon more comprehensively. Quantitative approach was chosen 
for this study and the data (N=82) was gathered via online survey in April 2022. The re-
spondents for the survey were the case company’s product-, tech-, and user experience em-
ployees and from five countries. The data was analyzed both in IBM SPSS Statistics and 
SmartPLS for the partial least squares structural equation modelling (PLS-SEM). 
      The results from this study confirmed several drivers for employee brand endorsement 
behavior as four out of five hypotheses were supported. Within the case company, the pre-
vious research about the two-sided character of employer brand image building and its effect 
on employee brand endorsement via job satisfaction and employee brand loyalty was sup-
ported. Rather surprisingly, the user-generated content as a source for building employer 
brand image was not supported, which leaves room for further investigating around em-
ployer brand ambassadors’ role in employer branding. On the other hand, the study sup-
ported the company to lead their employer brand communication themselves, and their em-
ployees to not only be active in social media but act as content creators to get their highly 
satisfied and loyal employees to act as brand advocates. 
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Tiivistelmä 
Osaavan työvoiman pula on pakottanut yritykset panostamaan houkuttelevaan työnantaja-
mielikuvaan. Tämä voi yritysjohtoisen työnantajamielikuvarakentamisen ohella voi muodos-
tua työntekijän brändilähettiläisyyden avulla. Akateeminen tutkimus tunnistaa useampia te-
kijöitä työntekijän brändisuosittelun takana ja näitä ovat muun muassa työnantajan imago, 
työtyytyväisyys ja sitoutuminen työnantajamielikuvaa kohtaan. Tämän tutkimuksen tarkoi-
tuksena oli tutkia näiden taustatekijöiden vaikutusta toivottuun työntekijän brändisuosittelu-
käyttäytymiseen tapausyrityksen työntekijöiden keskuudessa. Tutkimus pyrki tutkimaan il-
miötä saadakseen selville mahdollisia esteitä ja kehityskohteita, jotka huomioidessaan tapaus-
yritys pystyisi tukemaan työntekijöitään brändilähettiläinä eli positiivisen sosiaalisen median 
viestinnän tekijöinä. 
      Tutkimusmalli muodostettiin aiemman sisäistä- ja ulkoista työntekijämielikuvan kehi-
tystä käsittelevän kirjallisuuskatsauksen perusteella. Lisäksi tutkimus sivusi demografisin ja 
avoimin kysymyksin tekijöitä, joilla päästiin tarkastelemaan ilmiötä kokonaisvaltaisemmin. 
Tutkimusmenetelmäksi valittiin kvantitatiivinen suuntaus ja tutkimusaineisto (N=82) kerät-
tiin verkkokyselyn avulla huhtikuussa 2022. Vastaajaryhmä koostui tapausyrityksen teknolo-
giatyöntekijöistä viidessä maassa. Aineisto analysoitiin sekä IBM SPSS Satistics että SmartPLS 
ohjelmistolla hyödyntäen PLS-SEM mallintamista. 
      Tutkimustulokset osoittivat usean tekijän vaikuttavan työntekijän aikomukseen suositella 
brändiä ja neljä viidestä hypoteesista osoittautui toteutuvan tapausyrityksen keskuudessa, 
kun työnantajaimagolla, työtyytyväisyydellä ja sitoutumisella todettiin olevan vaikutusta 
työntekijän aikomukseen suositella brändiä. Käyttäjäperusteisella sosiaalisen median viestin-
nällä ei kuitenkaan todettu olevan merkittävää yhteyttä työnantajaimagoon, joka jätti tarpeen 
tulevalle tutkimukselle aiheen tiimoilta. Toisaalta tutkimus tuki yritysjohtoista työnantajaima-
gon rakentamista ja sitä, että yritys tukee työntekijöitään ei vain aktiivisiksi sosiaalisen me-
dian käyttäjiksi vaan myös aktiivisiksi sisällön luojiksi, sillä kuilu näiden kahden tekijän vä-
lillä oli suuri ja tämän ratkaistessaan tapausyritys pystyisi valjastamaan yhä useamman tyy-
tyväisen ja sitoutuneen työntekijänsä yhteiseen brändityöhönsä avuksi. 
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1 INTRODUCTION  

In this master’s thesis the focus is on employer brand building of a case employer. 
The demand for this study was given by the case company, since the shortage of 
talent at the fast-growing case company has been acknowledged in 2020-2021 and 
is continuing. Already years back, the literature has also identified this difficulty 
by acknowledging the war for highly talented workforce has forced companies 
to focus on creating attractive employer brand even more and more (Chhabra & 
Sharma, 2014) and improving employer brand has acknowledged as an effective 
tool to retain and attract talented workforce (Karjaluoto & Paakkonen, 2019). The 
recruitment phase for the company has emerged during the past years and espe-
cially talents working in the product-, technology- (tech-), and user experience 
(UX) field have been seen as hard to find. This recruiting pace for a company in 
size of 5,000 internal employees and 1,300 of those working in product-, tech-, 
and UX field is seen as remarkable and activities around employer branding (EB) 
are done and they’re considered as crucial now and in the future. 
 As the situation on the talent markets is similar to so many of the companies 
and the competition for talent is truly on, the case company wanted to evaluate 
how they could foster employee brand endorsement behavior via internal and 
external EB activities they do within the company. While getting information on 
that the company also wanted to know should they foster more employee-cre-
ated content or keep on creating content to their pages on these preferred social 
media channels. These needs led to examine different social media channels and 
the impact of different content creators on these platforms. 
 This study is important especially for companies operating on the technol-
ogy field and requiring knowledge workers, but also to larger marketing re-
search, as EB (Theurer et al., 2018) and the different role of specific social media 
channels (Voorveld et al., 2018) are both less researched areas in the literature. 
Theurer et al. (2018) have recognized that few publications have taken review on 
employee or applicant communication in different communication channels. As 
social media is being inseparable part of our lives today, people are being affected 
through the interaction with brand and one another there and this forces compa-
nies to rethink their communication practices (Munnukka et al., 2015). In addi-
tion, Theurer et al. (2018) stressed in their literature review around EB and brand 
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equity building the importance of investigate EB in social media context, as it’s 
seen to be used a lot but it’s scholarly less investigated. The literature around the 
central terms of EB, social media as a communication platform and internal 
branding is gone through alongside with different figures and models around 
the topic. The research model aims to provide a comprehensive framework for 
the quantitative research of this thesis. 
 By combining the literature review of EB and its external and internal sides, 
and the characters of different social media platforms together with the research 
trying to explain relations that lead to favorable employee brand endorsement 
behavior of the case company’s product-, tech-, and UX talents provides a good 
background and base for the employee lead EB that then again can help talent 
acquisition of technology talents. The investigated terms of EB, employer brand 
image, internal EB and social media marketing go hand in hand with the practical 
approach of the talent attraction, which will be studied in this research and when 
conducted well, will answer the case company’s question on how they could fos-
ter employees to support their EB activities and employer brand image building 
process. 

1.1 Research problem and research questions  

The main purpose of this research is to get a better understanding of the case 
company’s employees’ brand endorsement behavior as a part of building strong 
employer brand image. This is done by investigating the drivers behind such be-
havior and possible barriers that employees might have that restrict them from 
being brand ambassadors for their employer. More precisely the quantitative re-
search done for the case company’s internal employees working on the product-
, tech- and UX field investigates in what distribution should the case company 
focus on building their employer brand image with firm lead versus employee-
generated content and in what extent the company could support their employ-
ees brand endorsement behavior internally and externally.  

In addition to a more theoretical approach explained above, the research 
collects information on the social media channels that the case company should 
focus on when building a stronger employer brand for themselves. The need for 
this addition raised partly from the previous literature as well, because when in-
vestigating literature around company’s EB activities in different internet plat-
forms, the company websites stand out as well-researched area. Same cannot be 
said about social media. (Theurer et al., 2018.) The lack of this research is one of 
the reasons, why the case company wanted to find out if specific social media 
platforms outperform in creating employer brand image among the workers they 
target. 

To meet the purpose of this study, the quantitative research aims to inves-
tigate the employee brand endorsement behavior of the case company and if yes, 
how strongly do employee or firm-created employer brand image, employee’s 
job satisfaction and loyalty to employer affect this behavior. Researching this 
phenomenon help to understand how company can support such favorable 



9 
 
behavior where employees work as brand ambassadors for their employer com-
panies and with this help in the branding work where a certain employer aims 
to be more attractive than its competitors as a workplace. The primary research 
question for this study is: 
 
RQ: What factors contribute to employee brand endorsement? 

 
In addition to the primary question, these sub-questions were formulated: 
 
RQ1. When building firms’ employer brand image in social media platforms, which is 
considered to be the most effective content creator: firm or its employees?  
 
RQ2. How does employer brand image connects to employee’s job satisfaction? 
 
RQ3. How does employee’s job satisfaction explains the employer brand loyalty? 

1.2 Structure of the thesis 

The structure of this thesis goes as follows: Section 2 reviews the prior literature 
around the concepts of EB and employee brand endorsement. This is explained 
by gathering the empiric background of internal and external EB in different so-
cial media channels. In addition, the hypotheses and research model for the study 
are generated in this section. Section 3 explains the quantitative research and data 
collection method used. Section 4 presents the results of this study. The discus-
sion on section 5 concludes all by outlining conclusions, implications, limitations, 
and suggestions for future work. 
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2 CONCEPTUAL FRAMEWORK AND HYPOTHESES 

GENERATION 

This chapter introduces the theorical background around the key concepts of this 
study: 1) external EB in social media, and 2) internal branding and its favorable 
outcomes such as employee brand endorsement. The bilateral terminology of ex-
ternal and internal sides of EB, and the role of different social media channels 
and their content creators form the basis for this study, where the aim is to inves-
tigate drivers for employee brand endorsement behavior. The hypotheses gener-
ation for the research model is seen from the section 2.2.1 onwards and all the 
hypotheses are proposed based on the theoretical framework. 
 Next, the external EB will be discussed alongside with the central terminol-
ogy of brand image, and brand equity building. After that social media as a tool 
for EB its introduced and finally internal branding as a tool to foster overall job 
satisfaction, employer brand loyalty, and employee brand endorsement is dis-
cussed. 

2.1 Employer branding  

The term of employer brand stem from the theories of a brand and branding 
overall. Brand is defined as an informative matter for consumers to differentiate 
the service or product from others. While doing so, it reduces the consumers risk 
of purchasing of and impact on the decision making. (Al-Dwairi, Harb & 
Shehabat, 2020.) An employer brand is defined as the package of functional, eco-
nomical, and psychological factors that are connected to the employer company 
(Ambler & Barrow, 1996) and similarly to any traditional brand, employer brand 
aims for both specific positioning and personality on the markets (Berthon, 
Ewing & Hah, 2005). According to Moroko and Uncles (2008) a successful em-
ployer brand consist of two key factors: 1) accuracy and 2) attractiveness. A used 
and close term for employer brand, employer attraction describes the favorable fac-
tors and benefits affecting the employer brand (Berthon et al., 2005). Overall, the 
attractiveness in employer brand context refers to relevance, differentiation, and 
awareness (Moroko & Uncles, 2008). 
 To measure employer attractiveness Berthon et al. (2005) developed a scale 
based on Ambler and Barrow (1996) early employer brand definition above. The 
25 items employer attractiveness scale (EmpAt) was divided to five dimensions, 
which are 1) interest value, 2) social value, 3) economic value, 4) development 
value and 5) application value (Berthon et al., 2005). Interest value refers to the 
attractiveness of the service and product the company is delivering, whereas so-
cial value comes from the working environment and colleagues around. Eco-
nomic value means financial benefits of the work. Development value expresses 
the working opportunities within the company in the future, whereas application 
value goes back to the previous work experiences and expresses how well 
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employee can utilize the previous learnings in the current role. These all aspects 
together can be used in EB practices to increase both employer attractiveness and 
the reputation of the whole corporation. (Sivertzen et al., 2017.) 
 Employer branding (EB) means the process of creating employer brand 
(Theurer, Tumasjan, Welpe & Lievens, 2018) and is a rather new approach in the 
literature (Karjaluoto & Paakkonen, 2019). The term was first introduced by Am-
bler and Barrow (1996), who said that well conducted EB can cause higher reten-
tion rate and attract potential and prospective talents on the market. Later, mul-
tiple articles including Backhaus & Tikoo (2004, 501) has introduced EB through 
Sullivan (2004) who defined EB as: 
 
  “a targeted long-term strategy to manage awareness and perceptions of 
 employees, potential employees and related stakeholders with regards to a 
 particular firm.” 
 
The importance of EB has risen ever since it was first introduced and nowadays 
both the academic and practical communities are showing interest in under-
standing the concept and its effectiveness (Karjaluoto & Paakkonen, 2019). Chha-
bra and Sharma (2014) point out that the rapidly changing competitive markets 
have caused the continuous demand for talented workforce and this again forces 
companies to continuously improve their activities towards what these talents 
are asking for. 
 In practice, EB is branding done in the field of strategic human resources 
management (HRM) (Backhaus & Tikoo, 2004) and it differs from its identifier 
employer brand through its character as a process which builds or modifies 
brand equity (Berthon et al., 2005; Theurer et al., 2018). Brand equity means the 
added value given to a product of a company due its high brand awareness and 
well-known brand. Brand equity including brand awareness and brand image is 
built both in social and traditional media. (Al-Dwairi et al., 2020.) However, 
Bruhn, Schoenmueller and Schäfer (2012) found that brand image is strongly 
build on social media while brand awareness more in traditional media even 
though social media plays an important role there as well. Supporting this find-
ing, Sivertzen et al. (2017) found that the use of social media is effective in in-
creasing employer attractiveness when the company focuses on delivering those 
dimensions from the EmpAt scale that are relevant for their potential employees. 

2.1.1 Employer brand image 

Hence, the close character of the two terms of employer awareness and employer 
image can be understood through Bruhn et al. (2012) conceptualization where 
consumer’s mindset is divided to two dimensions; 1) brand awareness and 2) 
brand image. Together the terms of brand awareness and brand image are seen 
as the factors of brand knowledge (Keller, 1993) and as the assets of brand equity 
(Aaker, 1991; Theurer at al., 2018). Brand awareness refers to presence of a brand 
in consumers mind and tells how well person recognizes the brand (Bruhn et al., 
2012) in other words it explains the brand’s level of consciousness (Al-Dwairi 
et.al, 2020). When aiming for brand awareness, the brand is desired to have a 
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long-term position on the target market with its unique and memorable brand. 
This refers to an understanding of a brand, where consumer is able to not only 
recognize brand but can also relate it to a specific product or service that the com-
pany offers. (Al-Dwairi et.al, 2020.) In addition, brand image means those associ-
ations that person link to a brand (Keller, 1993) and is therefore even more com-
prehensive image of a brand. Brand associations are thoughts and ideas that the 
name of the brand brings to a person’s mind (Aaker, 1991; Backhaus & Tikoo, 
2004). Brand image can be divided to two brand association groups: 1) the func-
tional brand image meaning brand association related to the attributes of the 
product and 2) the hedonic brand image referring to associations related to some-
thing else than the attributes (Bruhn et al., 2012).   
 Among verbal brand associations, brand can also raise thoughts with more 
sensory level meaning for example feelings and smells, tastes or other sensations 
that bring our memories to mind (Supphellen, 2000). Keller (1993) divided brand 
associations into three categories: 1) attitudes, 2) benefits and 3) attributes. By 
attitudes is it meant that consumer has a certain overall evaluation of the brand 
in the first place whereas benefits refer to personal value consumer attach to the 
offering itself. The third category, attributes, refer to evaluation of the product 
itself and are additionally divided to product-, and non-product related attrib-
utes. Non-product related attributes refer to package appearance, price infor-
mation, and symbolic benefits that support consumer’s personal expression 
needs and social approval, whereas product related attributes are functional ben-
efits derived to a person while using the product or service. (Keller, 1993.) Figure 
1 explains the relation of these terms explained above in the EB context. The fig-
ure shows the positive outcomes of EB activities and how they together build the 
employer brand knowledge and brand equity. 
 
 
              
 
 
 
 
 
 
 
           
 
        The awareness about the employer is rising    
 
 
 
 
 
Figure 1. The outcomes of employer branding (modified from the perspectives of 
Keller, 1993 and Theurer et. al, 2018)  
 

Employer brand knowledge 

Employer brand awareness Employer brand image 

Employer branding process & practises 

Brand 
equity 
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In the context of this study employer brand image is investigated as one perceived 
outcome of the case company. While saying this, it is acknowledged that the case 
company needs both image and awareness building to be able to have a place as 
an attractive employer brand on the markets. In the case company’s context 
brand equity and employer brand knowledge as umbrella terms are the targets for 
all smaller activities and building processes, they do in the field of EB. Precisely, 
the term of employer brand image explains the phenomenon of brand image in 
the EB context and demonstrates that the functional benefits of employer brand 
image are the elements of the employment such as salary, leave allowances, and 
benefits whereas the symbolic side of employer brand image refers to the percep-
tion of the personal value such as social approval and joy that working for the 
company could bring to the potential employee (Backhaus & Tikoo, 2004). Ac-
cording to Sivertzen et al. (2017) the focus in EB campaigns should be in the Em-
pAt dimensions of psychological, innovation, and application values rather than 
in monetary factors such as salary and other compensations (Sivertzen et al., 
2017) i.e. functional benefits of the employer image (Backhaus & Tikoo, 2004). A 
close term to the umbrella term of employer brand knowledge is employee per-
ceived brand knowledge which has an inner, employee lead, perspective to em-
ployer brand knowledge and it’s seen as a key factor for pro-brand behavior such 
as brand endorsement (Xiong, King & Piehler, 2013.) This point of view will be 
discussed more comprehensively in the latter section around internal EB.  

The figure by Backhaus and Tikoo (2004) was one of the first conceptual 
frameworks around the quite new term of EB back then and has thereafter re-
ceived support from other studies such as the study from Karjaluoto and Paak-
konen (2019) in the context of sport sponsorship in internal EB. The conceptual 
framework is using marketing and human resources concepts in order to explain 
the bilateral character of EB (Backhaus & Tikoo, 2004). The framework seen below 
is following mainly the original version form Backhaus & Tikoo (2004) but in ad-
dition it highlights the important factors for this study. 
 
 
 
 
 
 
1,25 pt1 
 
 
 
 
 
 
 
 
 
Figure 2. Employer branding framework (modified from Backhaus & Tikoo, 2004) 
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According to Backhaus & Tikoo (2004), EB creates two main assets for the com-
pany and these are externally the employer attraction and internally the produc-
tive employees. The figure explains how potential employees build an employer 
brand image from various brand associations that are built through company’s 
EB activities, but also through information sources that are not in the control of 
an employer. (Backhaus & Tikoo, 2004.) Despite from which source the brand 
associations and brand image are built from, each of the steps in the framework 
play an important role in the concept of building EB and to receive an attractive 
employer brand but also productive current employees (Backhaus & Tikoo, 
2004). 
 The perspective of internal EB shown in the bottom of the conceptual frame-
work by Backhaus & Tikoo (2004) above. Besides, the employer brand equity de-
livering process by Theurer et al. (2018) in Figure 3 stress the fact that internal 
perspective of EB cannot be forgotten. “Internal employees EVP marketing” is an 
important part of brand building process (Theurer et al., 2018) and cannot be for-
gotten when building strong employer brand (Tikoo & Backhaus, 2004). Internal 
employer branding will be investigated more closely in the following section 2.3. 
 All in all, EB as a strategic tool of HRM aims to bring out and promote the 
desirable and different points of an employer, both internally and externally 
(Backhaus & Tikoo, 2004). EB can be seen as an umbrella term which gathers ac-
tivities of marketing and human resource management (Karjaluoto & Paakko-
nen, 2019). In the end, the process of EB aims to reach identified and unique em-
ployer identity or image, which enables organization to differ from its competi-
tors. This image aims to both motivate and retain the current employees and at-
tract the potential talents. (Backhaus & Tikoo, 2004.) Theurer et al. (2018) formed 
the EB value chain model which demonstrates how certain activities lead to cer-
tain outcomes and in the end to desirable brand equity of both an employer and 
shareholder. Next, the equity delivering process of employer brand is opened up 
to show the importance of employer branding in a bigger picture and to connect 
the terms of this study. 

2.1.2 Employer brand equity 

The terminologies of employer brand image and employer brand awareness are 
also closely linked to the equity delivering process in the sense that without them 
the brand equity cannot be achieved, and they are perceived as the most crucial 
business assets in the highly competitive markets (Al-Dwairi et al., 2020). Hence, 
the terminology around employer brand’s equity delivering process and EB’s 
role in the central of company’s value delivery is explained next. Brand equity 
works as a competitive asset to companies in the markets, since companies can 
gain higher returns as consumers value the brand and are willing to pay more 
(Al-Dwairi et al., 2020). When going deeper to the equity delivering process of em-
ployer brand and from what blocks it is built on, an EB value chain model created 
by Theurer et al. (2018) comes into center. This model consists of four stages and 
together they form the EB value chain framework, which has gotten inspiration 
from ‘systems model of brand antecedents and consequences’ by Keller & Leh-
mann in 2006. (Theurer et al., 2018.) These stages are shown in the simplified 
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figure of Theurer et. al. (2018) EB value chain model below. The model is simpli-
fied in the sense that it highlights the factors meaningful for this study. 
 
 
 
 
             
              
             
             
         
     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3. Employer branding value chain (modified from Theurer et al., 2018) 
 
The EB value chain shows comprehensively the activities and knowledge that 
deliver brand equity to companies. In stages 1 and 2 the various marketing levers 
are introduced in the individual applicant or employee level, whereas stages 3 
and 4 show the organizational level achievements caused by actions in stages 1 
and 2. In other words, stages 3 and 4 show how various EB practices and out-
comes influence organization’s competitive performance and advantage overall. 
(Theurer et al., 2018.) Similarly, to internal versus external EB, employer brand 
equity can also be investigated from the internal perspective. The term of em-
ployee brand equity (EBE) was introduced by King et al. (2012) meaning “the dif-
ferential effect that brand knowledge has on an employee’s response to internal 
brand management”. Employee brand equity consists of 1) employee brand en-
dorsement, 2) employee brand allegiance and 3) discretionary employee brands 
consistent behavior (King et al., 2012). Employee brand endorsement means positive 
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external communication done by employee (Xiong et al., 2013) and this is one of 
the central terms of this study. 
 When investigating the framework in the light of this study, it demonstrates 
the value of the study for the case company. Through investing to the develop-
ment of well created internal and external EB in various communication channels, 
it’s possible to spread the word out about an employer i.e. what they do. Hence, 
the company gain employer brand knowledge that affect both employees’ and 
applicants’ mindset i.e. what they think, feel and do (Theurer et al., 2018). The 
research of this study focus on investigating both the internal satisfaction’s and 
external communication’s influence on the employer brand image and em-
ployee’s willingness to endorse their employer brand. When having the research 
questions answered, it will become possible for the case company to identify the 
focus areas and possible gaps between their internal and external EB that could 
help the company in developing the brand knowledge. For example, see if getting 
their employees to be even more supportive for building their company’s em-
ployer knowledge in the specific social media channels would be an asset that 
should be utilized more. When looking this framework by Theurer et al. (2018) 
from the opposite point of view, by having employer knowledge created, it af-
fects employee and applicant attitudes and actions as well, which help with the 
case company’s shortage of talent.  
 Bruhn et al. (2012) investigated if building overall brand equity is better 
done with brand communication in social media or traditional media. They 
found that social media has stronger impact in building brand image and less 
strong impact on any company’s and its products brand awareness than tradi-
tional media. Entirely, both traditional and social media is seen as having a sig-
nificant impact on the brand equity (Bruhn et al., 2012). The employer brand eq-
uity process focused literature review from Theurer et al. (2018) still admits that 
research on social media used in EB is needed and this is the research gap the this 
study aims to give more insights on. The supportive perspective of using social 
media in EB is given by Sivertzen et al. (2017) who combined EB and social media 
in their study and found out that social media can be helpful in EB campaigns 
and building good corporate reputation. What makes the result even more mean-
ingful for the perspective of the case company is that the corporate reputation 
and applying for an open position in the corporation has a clear positive link 
(Sivertzen et al., 2017).  
 When investigating the past literature around building brand equity in so-
cial media versus traditional media, it’s needed to acknowledge that the study 
supporting traditional media’s role over social media in building brand aware-
ness was done in the early 2010’s and focused on overall brand equity perspective 
in three different industries of telecommunication, tourism, and pharmaceuticals. 
Hence, this study focuses on investigating the framework on the context of build-
ing brand image in various social media channels by separated content creators, 
firm and user, in the technology & media companies’ field. All in all, the attrib-
utes in the stages 1 and 2 of Theurer et al. (2018) framework are in crucial role to 
help the case company to attract the talents they need on the market, where the 
employer brand of the company is not as well-known as the consumer brands 
inside it (Internal Kantar study, 2021). Through the first two stages the 
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achievement of the latter stages of 3 and 4 can yet only become possible for the 
case company. Next, EB in the context of social media is introduced and the first 
hypotheses for this study are formed. 

2.2 Employer branding on social media 

Internet as a whole is in a crucial role in the whole hiring process both for the 
potential employee and the employer (Borstroff et al, 2005; Walker et al, 2011; 
Sivertzen et al., 2017). The interactive internet has caused the fact that in order to 
reach their audiences companies need to have a combination of traditional and 
social mediums in their communication strategies (Richard et al., 2011). How-
ever, the research around social media in the field of recruiting is narrow even 
though the use of social media in EB campaigns and recruiting processes has 
risen (Sivertzen et al., 2017). In this chapter the use of social media in EB is dis-
cussed more and the perspective of different social media platforms and content 
creators of EB will be brought under discussion. In the end the hypotheses to 
investigate if employees or company has stronger influence in building employer 
brand image is proposed. 
 Social media is a combination of different two-way-interaction platforms 
and has an important role in the recruitment process in branding the company to 
a potential employee via EB campaigns (Sivertzen et al., 2017). Overall, social 
media is used for influencing, sharing, and creating (Richard et al., 2011). Theurer 
et al. (2018) point out in their literature review that considering how social media 
has affected on EB it is clear that new possibilities for targeted and interactive EB 
has appeared after social media and mobile applications has emerged and sup-
porting this notice Sivertzen et al. (2017) supported by Davison et al. (2011) point 
out that the use of social media such as LinkedIn, Facebook and Twitter in re-
cruiting seems to be accepted from audience’s side due its similar character to 
any other job advertisement in internet. Despite these promising findings, it has 
been discussed if social media lead to qualified job application or actually cause 
higher number of not qualified job applicants (Sivertzen et al., 2017). This point 
of view is understandable as social media is used to gain more audience for job 
ads but also to spread out for example company’s culture, mission, and goals, 
and this is seen as a way to attract potential employees (Davison et al., 2011). 
Despite the possibility for raised number of unqualified applicants the realities 
that social media is a free and unlimited platform for information sharing, quick 
and easy tool for interactivity and a wide social network where both active and 
passive job seekers can be found due the impact of an extended social networks 
(Boyd & Ellison, 2008; Furu, 2011; Sivertzen et al., 2017) makes it an interesting 
platform to research more in the context of EB. 
 To receive a better understanding on these platforms’ character and suita-
bility for EB purposes, the research by Voorveld et al. (2018) is explained next. As 
earlier and usually in research, the social media platforms are investigated in one 
package, the research helps to understand for which functions are different social 
media platforms the most suitable for and by offering this insight helps the case 
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company to make strategic decisions alongside the employee’s platform usage 
information gained on the side of this research. The reason behind varying expe-
riences of platforms is that each platform has a bit unique characteristics and 
functionalities which aim to engage the consumer and lead to different consumer 
experiences (Voorveld et al., 2018). Voorveld et al. (2018) named these as a group 
dimension for social media engagement and they are; 1) entertainment, 2) nega-
tive emotion related to content, 3) negative emotion related to platform, 4) pas-
time, 5) stimulation, 6) identification, 7) practical use, 8) social interaction, 9) in-
novation, 10) topicality, 11) empowerment, and 12) comparing all engagement 
dimensions. As an example, advertising in Youtube is completely different as in 
Instagram. In Youtube people might need to wait multiple seconds to skip an 
add (Newberry, 2020) whereas in Instagram you can just scroll over the add 
whenever you want (Voorveld et al., 2018). This causes different negative emo-
tions between these platforms that can be seen below in the Table 1 (Voorveld et 
al., 2018).  
 When thinking about the usage differences of social media platforms, Insta-
gram, Facebook and Snapchat are used to fill empty moments with social inter-
action whereas for example Pinterest is used for much more practical and inno-
vative causes (Voorveld et al., 2018). The unique character of each social media 
platform delivers different experiences to the people using them (Voorveld et al., 
2018) and that is why they cannot be treated as one group of social media in the 
upcoming research study either. The engagement dimension for different social 
media channels varies and the Table 1 below is formed based on Voorveld et al. 
(2018) findings aiming to explain how each of the platforms are experienced as 
individual. By looking into this information, a more comprehensive understand-
ing of the reasons behind the usage of different social media platforms can be 
understood. 
 
Table 1. Social media dimensions per platform by Voorveld et al. (2018) 
 

Platform The main dimension for  
social media engagement  

The amount of negative 
emotion related to con-
tent dimension when ad-
vertising on platform 

LinkedIn topicality (33.34) #6 (12.05) 
Instagram pastime (26.19) | topicality (23.24) #4 (19.43) 
Facebook social interaction (28.56) | topicality (27.56) #2 (22.87) 
Youtube entertainment (24.65) #1 (29.47) 
Twitter topicality (39.29) #3 (21.70) 
Snapchat social interaction (27.79) | entertainment (25.77) - (too few respondents) 
Google+ topicality (36.43) #5 (13.51) 
Pinterest stimulation (26.50) #7 (11.39) 

 
Note: inside brackets the percentage of checked items per dimension, 0 to 100%  
 
When investigating this Table 1 in the sense of the current social media channels 
of the case company, Facebook, LinkedIn and Instagram, it can be seen that the 
similarities between these channels are that all of them are used for topicality 
dimension. When saying this, it is needed to acknowledge that on the light of the 
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study from Voorveld et.al. (2018) all the social media platforms researched scored 
rather high on this dimension. Topicality refers to up-to-date and useful infor-
mation that is quickly spread around (Voorveld et al., 2018). From the current 
platforms of the case company, LinkedIn scored the highest on the meaning of 
topicality i.e. the users of that social media platform feels that they’re quickly up 
to date and informed. A bigger difference on these investigated channels occurs 
when LinkedIn is compared to Instagram and Facebook, since LinkedIn scored 
rather low in all other dimensions. Instead, Facebook and Instagram scored both 
remarkably high in social interaction (FB: 28.56 IG: 16.19), entertainment (FB: 
16.13 IG: 20.44) and pastime (FB: 22.57 IG: 26.19) alongside with the earlier men-
tioned topicality. Other platforms reaching similar scores were in entertainment 
dimension Youtube (24.65), Snapchat (25.77) and Pinterest (20.89) and in social 
interaction Snapchat (27.79). (Voorveld et al., 2018.) Overall, the higher the per-
centage is the more such dimension explains the social media engagement or 
negativity related to the advertising on this platform (Voorveld et al., 2018). Next 
the different perspectives of content creators are explained and the first hypoth-
eses for the research of this study are proposed. 

2.2.1 User-generated vs. firm-created content 

According to Cable and Yu (2006) the oral and more synchronous media i.e. in-
teractions face-to-face are perceived as more credible above the website or elec-
tronic bulletin boards of the company. Social media is connecting users to each 
other in an interactive way (Mayfield, 2008) and is an effective channel for con-
versations in forms of video and chatting for example (Panahi, Watson & Par-
tridge, 2010). At the same time, it’s known that in addition to brand management 
being one of the key business activities of the company, the employees of a com-
pany have an increasing role in both the success and evolution of organization’s 
brand (Backhaus & Tikoo, 2004; Karjaluoto & Paakkonen, 2019). Research shows 
that all in all social media communications have strong influence on brand image 
(Bruhn et al., 2012) and when the image represented by the company is aligned 
with applicants’ image beliefs formed from various sources, the more credibility 
is caused and greater impact on applicant is achieved (Cable & Yu, 2006; Theurer 
et al., 2018). Traditional brand value chains focus on marketing communication 
controlled by the company (Aaker, 1991; Keller & Lehmann, 2003; Bruhn et al., 
2012) but in this study, the aim is to find is either employee as a social media user 
or firm as a social media communicator perceived more effective in creating em-
ployer brand image. When looking closer into content creator’s role in EB in so-
cial media, Bruhn et al.’s (2012) modified brand value chain is a model to look at, 
as it considers the impact of worldwide consumer communication on social me-
dia platform in brand building and consist of four levels: 1) the sender of brand-
based communication content, 2) the consumers’ mindset consisting of brand 
awareness and brand image, 3) consumer behavior referring to word-of-mouth 
(WOM) or purchase intention and 4) company financial performance meaning 
the turnover and market share, as examples. As a difference from the traditional 
brand value chain, the level two and three consists of consumer based brand eq-
uity, which were not at all recognized in the earlier model (Bruhn et al., 2012). 
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This model aligns the importance of this thesis as it differentiates the user’s role 
in brand equity building. 
 User-generated content means the social media communication produced by 
the social media user who is not under the company’s control (Bruhn et al., 2012) 
and is one of the core features in social web (Panahi et al., 2010). Comparably, 
user-generated communication refers to a more used term of word-of-mouth 
(WOM) (Bruhn et al., 2012). A central requirement for user-generated content is 
that users have contributed to the content themselves, meaning they do some-
thing more than just forward or receive content (Naab & Sehl, 2017). Users can 
act as editors, commentors, evaluators, annotators, or distributors of the original 
content or create their own content (Lerman, 2007) and act as a content creator in 
various forums such as brand communities in online social networks or brand 
web-blogs (Bruhn et al., 2012). User-generated content is an easy way for people 
to express their experiences and stories (Lindmark, 2009). In the context of this 
study, the focus is to investigate the case company’s current employees as the 
social media users and content creators. In an ideal situation, companies do not 
need to reinforce WOM behavior by inviting users to promote their brand, but 
when this is the case, companies need to be extremely careful not to raise too 
much consumer skepticism with such bought endorsements (Mayzlin, 2006; 
Bruhn et al., 2012). While being an informative source for job seekers, user-gen-
erated content is something companies should also monitor in order to collect 
information on their brand’s current state and to be able to use this information 
in the future branding strategies (Mayzlin, 2006).  
 Firm-created content thereafter refer to the social media communication con-
trolled by the company or its brand manager (Bruhn et al., 2012) and is in the 
context of this study the case company. Colicev, Kumar and Connor (2019) inves-
tigated user-generated content’s and firm-created content’s role in the different 
stages of marketing funnel and found out that user-generated content impacts 
more to awareness and satisfaction, whereas firm-created content has more ef-
fective impact to consideration and purchase intent. If the company has a high 
corporate reputation or in this case brand image, the firm-created content’s di-
mensions come into more central role (Colicev et al., 2019). When comparing 
user-generated content and firm-created content Bruhn et al. (2012) found that 
firm-created versus user-generated social media communication differ from each 
other in the sense that the former has greater impact on functional brand image 
whereas the latter influence more on hedonic brand image, which were seen as 
more attractive aspects to market in EB according to Sivertzen et al. (2017). While 
interpreting these results, its needed to acknowledge that there are significant 
differences between industries (Bruhn et al., 2012) and this is why this study re-
searches the topic among the case company and even more specifically its tech-
nology-workers. Based on this literature above the following hypotheses is pro-
posed: 
 
 H1 A positive evaluation of firm-created social media communication positively 

influences employer brand image 
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 H2 A positive evaluation of user-generated social media communication positively 

influences employer brand image 
 
When focusing on investigating two content creators’ group as such it is needed 
to acknowledge alongside the content creator’s role, some other aspects such as 
the quality of information plays an important role when thinking content’s use-
fulness in the decision-making in the end. The better quality the better usefulness, 
which then lead to person’s intention to conduct the task wanted. (Daradkeh & 
Al-Dwairi, 2017.) Next, the conceptual framework around internal EB and inter-
nal marketing will be discussed more precisely. 

2.3 Internal employer branding 

EB requires promoting both inside and outside a firm (Backhaus & Tikoo, 2004) 
and through EB companies can deliver its brand’s key messages to internal stake-
holder groups (Karjaluoto & Paakkonen, 2019). An overlapping term with inter-
nal EB is internal branding, where three functions are in center: 1) communicating 
brand effectively to employees, 2) convincing employees of the brand’s relevance 
and worth, and 3) linking brand delivery to every job and employee of the com-
pany (Berthon et al., 2005). As EB is thought as an approach to both retain and 
recruit the best possible talents on the competitive markets (Backhaus & Tikoo, 
2004) it is important that the two sides of EB goes hand in hand. To succeed this 
in practice, EB requires an integrated internal marketing mix of company’s dif-
ferent employee groups and their contribution; 1) management group for sup-
port, empowerment, leadership and vision, 2) business processing group to lead 
the personnel, change the processes when required and to create incentive sys-
tems, and 3) cross-functional group to do human resources management, market 
and communicate internally and externally (Ahmed, Rafiq & Norizan, 2003). If 
the internal practices, such as the rewards, are administrated unfairly or talents 
are not treated fairly across the company, they are more likely to leave the com-
pany (Allen, Shore & Griffeth, 2003). Also, Backhaus and Tikoo (2004, 508) who 
created a conceptualization around EB and based it on human resources and 
marketing theories supporting strongly EB, found out that “if the employer 
brand provides an incomplete picture of organizational culture, employees may 
be likely to seek to leave the organization”. In addition to these, the research by 
Biswas and Suar (2014) showed that the management example and impact on EB 
is greater than the internal communications or external messages sent by the 
company. These examples above support the early idea from Ahmed et al. (2003) 
around the integrated internal marketing mix in managing EB. 
 Previous studies around EB focus mainly on external effects of EB (Kar-
jaluoto & Paakkonen, 2019) but as mentioned, this following study considers both 
the internal and external perspectives to be able to investigate both external and 
internal factors influencing employee brand endorsement, but also if employer 
brand image has positive influence in job satisfaction and organizational com-
mitment or more precisely the substitutive term used in this study employer 
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brand loyalty, as according Backhaus & Tikoo (2004) employer brand loyalty re-
fers to organizational commitment of an employee towards its employer. With 
this bilateral point of view, the aim is to offer valuable managerial impact for the 
case company, as the research aims to reveal any possible gap there might be in 
between employee’s internal commitment and external actions towards building 
employer brand image in social media. This bilateral perspective of this study is 
supported among other scholarly studies by the study from Biswas and Suar 
(2014) who argue that EB is related strongly to employer brand equity and the 
attraction of talents but similarly to the internal aspects of employer brand loy-
alty, employee engagement and the retention of talents. Research shows that 
alongside EB, higher retention rate can be gained by loyal and satisfied employ-
ees (Heskett, Jones, Loveman, Sasser & Schlesinger, 1994) which are also central 
terms in the research model of this study. And as mentioned earlier, the success 
of employer brand demands both attractiveness and accuracy and especially by 
accuracy it is meant that employer experience and the culture and values of the 
company are consistent with each other (Moroko & Uncles, 2008). The literature 
shows strongly that these two perspectives are interrelated to each other (Moroko 
& Uncles, 2008; Biswas & Suar, 2014) so in order to the case company to succeed 
in building external brand image the internal character of EB needs to be under-
stood and utilized. 
 An early description of EB by human resource practitioner literature divide 
EB to three steps process: 1) forming of the employee value proposition (EVP), 2) 
marketing EVP to targeted potential employees, recruiting agencies and other 
important parties, and 3) internal marketing of employer brand (Backhaus & 
Tikoo, 2004). By EVP the company offers potential employee an explanation of 
the value their company offers to employees. This value proposition consists of 
aspects such as organization culture, current employee image, management style, 
impressions of the product or service created by the company and qualities of 
current employees. (Sullivan, 2002; Backhaus & Tikoo, 2004) EVP is closely re-
lated or even overlapping with the term of brand or organization identity which 
aims to set the brand apart from others (De Chernatony, 1999) and conceive as a 
collective explanation of who the company is as a group (Backhaus & Tikoo, 
2004). Supporting this idea Theurer et al. (2018) addressed in their literature re-
view that EVP can be seen as organizational identity expressing what company 
wants to be seen on the eyes of its potential and current employees. The brand 
identity is a sum of several dimensions such as the vision and culture of the com-
pany, which set direction to the brand’s position and personality on the market 
as well as guides employee behavior (Harris & De Chernatony, 2001). By brand 
position the company explains in concrete what is its brand, offering and target 
group whereas its brand personality consists of emotional characteristics such as 
brand’s values. Through these two the stakeholders can evaluate how the brand 
could be beneficial or helpful for them (De Chernatony, 1999). The more positive 
the identity is the more workers will identify with the firm (Dutton, Dukerich & 
Harquil, 2004).  
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2.3.1 Employee’s overall job satisfaction 

One central term in this study is employee’s overall job satisfaction meaning posi-
tive emotions related to a specific job (Mueller et al., 1992; Karjaluoto & Paakko-
nen, 2019). Overall job satisfaction act as a base element for brand commitment 
i.e. loyalty (Fu and Desphande, 2014) and therefore is in a key role leading to any 
favorable behavior of the employer (Burmann & Zeplin, 2005; Burmann et al., 
2009; King & Grace, 2012; Piehler et al., 2016). When investigating the positive 
relations between EB and employee job satisfaction it is shown in the general 
brand research that brand image has a positive influence on customer satisfaction 
(Cretu & Brodie, 2007; Plumeyer, Kottemann, Böger & Decker, 2017). Also Bailey, 
Albassami and Al-Meshal (2016) address the positive influence of internal mar-
keting to job satisfaction and commitment of an employer i.e. in this research 
employer brand loyalty. In addition, a more recent study by Karjaluoto and Paak-
konen (2019) validated that employer brand image has strong positive influence 
on brand attraction and thereafter brand attraction has positive impact on job 
satisfaction and addressed the importance of a term People-Organization (P-O) 
fit concept and its relation to employee’s job satisfaction. This concept was origi-
nally created by Kristof (1996) and it consists of three possible consistencies be-
tween the organization and a potential employee and these are 1) one side 
providing what other needs or 2) similar fundamental characteristics that are 
shared between two sides or 3) both. The core idea in the P-O fit concept is that 
people have different personalities, needs, and values they want their employer’s 
brand image to be in line with. (Karjaluoto & Paakkonen, 2019.) Especially what 
comes to values, the more values are matching between employer and potential 
employee, the higher is the attraction level towards the organization is (Judge & 
Cable, 1997). Relying to what was explained in the beginning of this chapter, the 
aspects of values and company culture are also acknowledged in the core of EVP 
(Sullivan, 2002; Backhaus & Tikoo, 2004) and in its close term organizational 
identity (De Chernatony, 1999), similarly as in the concept of P-O fit (Karjaluoto 
& Paakkonen, 2019). These themes are also in the core of building employer 
brand image, especially when concerning the symbolic side of employer brand 
image referring to the personal value such as social approval and joy that work-
ing for the company could bring to the potential employee (Backhaus & Tikoo, 
2004). Due to both the strong relation in these terms and the wide background of 
previous research around these terms in EB but even more branding context, the 
following hypothesis is proposed: 
 
 H3 Employer brand image influence positively to overall job satisfaction 

2.3.2 Employer brand loyalty 

EB is many times used to influence organizational culture and identity which 
then again affect employer brand loyalty referring the organizational commitment 
of an employee towards its employer. Employer brand loyalty works similarly to 
product brand loyalty. (Backhaus & Tikoo, 2004.) Brand loyalty occurs when a 
company provides more value to its customer than the competitors (Karjaluoto, 
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Munnukka & Kiuru, 2016). At the heart of loyalty is trust between the consumer 
and the product (Morgan & Hunt, 1994) and when dividing it to two dimensions 
of behavioral and attitudinal, it affects a person in two ways, by 1) willingness to 
purchase and 2) commitment to a brand (Chaudhuri & Holbrook, 2001). In EB 
context this can be seen so that behavioral dimension relates to 1) organization 
culture and attitudinal dimension relates to 2) brand image (Backhaus & Tikoo, 
2004). When people are loyal to a certain brand, they are less likely to change for 
another brand even in the hard circumstances and brand loyal employees work 
in a similar way (Backhaus & Tikoo, 2004). In the literature around brand re-
search brand loyalty’s central aspect trust has also been seen as a central positive 
outcome of brand image, as among others Esch et al. (2006) found that brand 
image has a positive influence on brand trust (Plumeyer et al., 2017). In this re-
search this relation will be investigated by using job satisfaction as the connecting 
term of brand image and employer brand loyalty. When investigating the term 
of employer brand loyalty in the research, it is also central to understand its anal-
ogous character to the term organizational commitment, which stems from organi-
zational culture and includes the basic values and assumptions of the firm (Back-
haus & Tikoo, 2004). From the EB point of view organizational commitment 
means that the employee is committed to the organization and its brand mes-
sages that are presented through EB (Backhaus & Tikoo, 2004). If the EB fails to 
provide honest and realistic picture of the employer and EB is seen completely 
differently from the inner perspective, trust between employee and employer 
starts to fade (Backhaus & Tikoo, 2004) and similar negative effect between em-
ployee and employer is also seen when the earlier introduced P-O fit fails to ac-
tualize and causes the decline in overall job satisfaction (Wheeler, Buckley, Hal-
besleben, Brouer & Ferris, 2005). Fu and Desphande (2014) supported by Kar-
jaluoto and Paakkonen (2019) found out that the relation between job satisfaction 
and organizational commitment is very strong. In this study this same relation is 
measured with the corresponding term of employer brand loyalty. Hence, the 
following hypothesis is proposed: 
 
 H4 Employee’s overall job satisfaction toward the employer will positively 
 influence employer brand loyalty 

2.3.3 Employee brand endorsement 

Employer brand loyalty has been seen to affect employee brand endorsement 
among employees (King et al., 2010). Employee brand endorsement means posi-
tive external communication by employee about its employer (Xiong et al., 2013) 
and therefore employee brand endorsement is a substitutive term for positive 
word-of-mouth (WOM) which refers to positive statement about a company or a 
product said by a current, former or potential customer or user (Henning-Thurau, 
Gwinner, Walsh & Gremler et al., 2004). Piehler et al. (2016) describe the general 
term brand endorsement as conscious brand advocacy and the actions to develop 
customer’s brand experience. Eelen, Peren and Peeter (2017) researched the rela-
tion between brand loyalty and positive electronic word-of-mouth (eWOM) and 
found out that loyal consumers engage more likely in eWOM and are more 
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motivated to share their opinions and feelings around the brand via the Internet. 
The research around consumer motivations and positive eWOM also supports 
the finding that high brand involvement among consumers generates to the will-
ingness to use time on writing positive comments on one’s preferred brand in 
social media (Bruhn et al., 2012). In addition, Henning-Thurau et al. (2004) stud-
ied the motivation behind eWOM communication, both positive and negative, 
and found out that economical incentives, social benefits, concern for others and 
self-enhancement were the initial reasons to drive eWOM behavior. Social bene-
fits were seen as the strongest motivator behind eWOM communication. Hence, 
the study suggested that special services for the group of people, who spread the 
positive eWOM, could motivate them even more. (Henning-Thurau et al., 2004.) 
The motivation for positive WOM is seen to be even stronger when the level of 
self-brand connection is higher (Eelen et al., 2017). By self-brand connection it is 
meant that a person is so committed to a brand that it symbolizes the person or 
something that what they want to be in the future (Escalas & Bettman, 2003). Both 
positive WOM and brand loyalty can be seen as outcomes of brand love (Carroll 
& Ahuvia, 2006; Karjaluoto et al., 2016). Brand love refers to emotional bond with 
a brand and similarly to brand loyalty, at the core of brand love is trust (Kar-
jaluoto et al., 2016). Karjaluoto et al. (2016) proved in their study that brand love 
has a strong positive impact on eWOM. However, Burmann and Zeplin (2005), 
Burmann et al. (2009), King and Grace (2012), and Piehler et al. (2016) among 
others have proved brand loyalty’s and eWOM’s positive relation.  
 When investigating this phenomenon in EB context, companies with higher 
employee loyalty and satisfaction see their employees sharing positive infor-
mation about their employer to both externally and internally (Chambers et al., 
1998; Karjaluoto & Paakkonen, 2019). As explained also in the previous section, 
loyalty and satisfaction go hand in hand. When shifting the scope to what im-
pacts employee’s willingness to share that positive information about its em-
ployer, the research shows a significant positive link between organizational 
commitment and employee loyalty behaviors such as positive WOM. Organiza-
tional commitment can be seen as crucial base element for positive employee 
WOM and other favorable employee based brand equity (EBBE) behaviors. (Bloe-
mer & Odekerken-Schröder, 2006; King et al., 2010.) Similarly to the positive re-
lation between organizational commitment and employee WOM, research shows 
that brand commitment has significant impact on brand endorsement and other 
employee’s brand building behavior (Burmann & Zeplin, 2005; Burmann et al., 
2009; King & Grace, 2012; Piehler et al., 2016). As a collective concept for key 
terms explained in this chapter, King and Grace (2010) introduced the term of 
EBBE which includes benefits such as employee satisfaction, employee intention 
to stay, brand citizenship behavior (BCB) and positive employee WOM. Those 
employees who are committed and loyal to their company, employer, and sup-
port their company’s objectives and values have higher job satisfaction and ten-
dency to act as a brand ambassador (Bloemer & Odekerken-Schröder, 2006), i.e. 
endorse the employer brand they’re working for. Based on the mentioned litera-
ture above the following hypothesis is proposed: 
 
 H5 Employer brand loyalty impacts positively to employee’s brand endorsement  
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Research shows a positive link between brand loyalty and brand endorsement. 
However, in the context of social media the relationship is less studied area and 
therefore left out from the hypotheses of this study. An important aspect to 
acknowledge still is that social media has become an important platform for 
knowledge sharing (Amalanathan & Anouncia, 2017). The aspect of endorsing a 
brand and spreading the positive eWOM around in social media shouldn’t be 
underused. This is why the current study aims to study this phenomenon from 
both brand building in social media via users and brand endorsement behavior 
ankles. Through this point of view, the aim is to find out how meaningful if at all 
it would be for the case company to support their internal processes in encour-
aging employees for brand building behavior via user-generated content and 
brand endorsements. Next the research model based on the previous hypotheses 
is explained. 

2.4 Research model 

The research model of this study is formed by combining the frameworks from 
Backhaus and Tikoo (2004), King and Grace (2010), Bruhn et al. (2012), Theurer 
et al. (2018) and Karjaluoto and Paakkonen (2019) and it is illustrated in the Fig-
ure 4 below. 
 Based on the previous literature, the model suggests that both user-gener-
ated social media communication and firm-created social media communication 
have positive impact on employer brand image (Bruhn et al., 2012; Colicev et al., 
2019). In addition, the research model suggests that employer brand image im-
pact positively to overall job satisfaction (Backhaus & Tikoo, 2004; Cretu & Brodie, 
2007; Bailey et al., 2016; Plumeyer et al., 2017; Theurer et al., 2018; Karjaluoto & 
Paakkonen, 2019), which then again impact positively to brand loyalty (Cham-
bers et al., 1998; Backhaus & Tikoo, 2004; Fu & Desphande, 2014; Karjaluoto & 
Paakkonen, 2019). Finally, the model suggests that employer brand loyalty has 
positive impact on the favorable employee brand endorsement behavior (Cham-
bers et al., 1998; Burmann & Zeplin, 2005; Burmann et al. 2009; King & Grace, 
2010; King & Grace, 2012; King et al., 2012; Xiong et al., 2013 and Piehler et al. 
2016). 
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Figure 4. Research model 
 
In the next chapter the data and methodology used in this study are discussed 
alongside with the introduction of case company and case study background. 
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3 DATA AND METHODOLOGY 

As always, research has a certain purpose or meaning which lead the decision 
making of strategic research choices and methods used (Hirsjärvi, Remes & Saja-
vaara, 2005, 128). Overall, the choice of methodology has a crucial role in research, 
as it enables the certain approach to a specific research problem (Metsämuuronen, 
2005, 198). In this survey the purpose is to investigate the phenomenon of em-
ployee brand endorsement behavior in the context of the case company’s prod-
uct-, tech-, and UX talents. By investigating this particular group as it exists at 
the present, the study enables information about the phenomenon’s current state 
and therefore it helps to understand the possible gaps there might be in between 
the case company’s external and internal EB activities and their consequences i.e. 
job satisfaction and employee loyalty.  
 When thinking the purpose of the research more in detail, Hirsjärvi et al. 
(2005, 129) divide research purposes to four main categories which are mapping, 
explanatory, descriptive and predictive. The character of this research is explan-
atory as it focuses on the employee brand endorsement phenomenon and the 
factors affecting it. As the methodology is in a central role in any research and it 
should always match with the theory and hypothesis used (Metsämuuronen, 
2005, 198) this chapter aims to explain the decision-making process behind the 
methodological choices of this study. First, the chosen quantitative research 
method followed by the data collection and practical implementation are ex-
plained. Finally, the analyzing processes is discussed. In addition, this chapter 
includes background information for the case study done around the most favor-
able social media channels in EB. 

3.1 Quantitative research 

Quantitative research bases its conclusions always to statistical analysis aiming 
to explain why things are as such (Hirsjärvi et al., 2005, 131), whereas qualitative 
research aims to describe certain phenomenon without using specific measure-
ments or theory testing (Bryman & Bell, 2007, 28). To investigate the current sit-
uation at the case company as such and answer the research questions and objec-
tives of this study, the quantitative research method was chosen. The main as-
pects of quantitative research are that it contains theories, hypotheses, conclu-
sions and construct definitions from previous studies and that it aims to make 
statistically analyzable variables and conclusions by carefully planned theoretical 
background and data collection (Hirsjärvi et al., 2005, 131). This was met as the 
literature background collected for the study and theory-based research model 
was comprehensive. Quantitative research is often used as survey strategy in so-
cial sciences research (Hirsjärvi et al., 2005, 131) and it has many perks as the 
results of quantitative research can be generalized to portray larger group of peo-
ple than just the ones who took the study, it enables measuring causalities and it 
can also be quite easily replicated by others (Bryman & Bell, 2007, 169-171). To 
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gain an overview of the product-, tech-, and UX talents’ employee brand endorse-
ment behavior, using quantitative method was a clear choice. The criticism to-
wards quantitative research comes from its character as not being close to peo-
ple’s everyday life and natural world due its structured way of measuring people 
and their thoughts with ready-made instruments and statistic view (Bryman & 
Bell, 2007, 173-174). As being explanatory quantitative study from its character, 
this study aims to identify causal relationships between the concepts measured 
and by showing them trying to explain the phenomenon as a whole (Hirsjärvi et 
al., 2005, 129). Only after investing the current state and identifying the possible 
lack of causalities the possible future interviews to understand the more humane 
reasons for these results can be done. Next the data collection method alongside 
questionnaire structure is explained more in detail. 

3.2 Data collection and practical implementation 

The data used in this research was collected by using Google Forms. This tool 
was chosen due its effectivity to gather unlimited amount of anonymous data 
and because the case company was using it and therefore it was perceived as 
familiar and trustworthy among the respondent group. This type of data collec-
tion was chosen due its multiple advantages such as low price, possibility to clas-
sify respondents and the quality and objectivity of the data (Birks & Malhotra, 
2007, 274). Quantitative survey can be used for multiple purposes such as gain 
information of behavior, facts, attitudes, values, opinions, impressions and be-
liefs (Hirsijärvi et al., 2005, 186). And when having the purpose to explain the 
employee brand endorsement behavior this data collection method suited well 
to the purpose of this study. 
 The survey link was spread out via two web-based communication plat-
forms Slack and Google mail, which were in the use of the case company. Ques-
tionnaire should be planned so that it is understandable for all the respondents 
(Zikmund et al., 2010) and this is why both the survey, and the cover message 
were sent out in English, as that is the corporate language of the company. The 
messages with the survey link were targeted to the representers of the researched 
group i.e. product-, tech-, and UX workers of the case company and was sent via 
three channels and twice inside the answering period of two weeks between 
11.4.-24.4.2022. The size of the targeted researched group was approximately 
1,300 employees located mainly in five countries. To guarantee that the message 
was targeted to the right researched group, the field of working was asked in the 
beginning of the survey from each respondent. In the given time 88 employees 
took the survey from which 82 were eligible resulting in a response percentage 
of 6.3%. 

3.2.1 The questionnaire 

All the measurement items were derived from previous peer-reviewed literature 
of branding, employer branding, internal branding and endorsement or WOM 



30 
 
behavior. This approach guaranteed that all items were measured though vali-
dated scales. More specifically, the questionnaire was constructed from earlier 
measured question batteries covering the concepts of firm-created- and user-gen-
erated social media communication, employer brand image, overall job satisfac-
tion, employer brand loyalty and employee brand endorsement. When needed, 
the questions were modified to answer the needs of less researched employer 
branding and the case company’s context. Every question was measured with 1-
5 Likert scale (1 = Strongly disagree, 2 = Disagree, 3= Neither agree nor disagree, 
4= Agree and 5= Strongly agree). Every question except one open-ended warm-
up question was mandatory for respondent to answer. The order of the questions 
was same for all respondents and the survey was tested with three respondents 
and edited to better understandable prior sending it out to the rest of the group 
researched. The aim of the research survey was that employee’s answer it based 
on their experiences of working at the case company. 
 In total 20 items were chosen to measure the research model and test the 
hypotheses. In addition to these, warm-up questions included demographic 
background questions, their use of social media and specific social media plat-
forms more precisely. These warm-up questions were formed to both understand 
the validity of this study but meet the needs of the case company, as they wished 
to investigate if a specific social media platform was missing from their current 
presence. Firm-created social media communication and user-generated social 
media communication were measured with three items each from Bruhn et al. 
(2012). Employer brand image was measured with three items from Karjaluoto 
& Paakkonen (2019) and overall job satisfaction was measured with two items 
from Karjaluoto and Paakkonen (2019) as well. Employer brand loyalty was 
measured with five items and was adapted from Karjaluoto and Paakkonen (2019) 
and partly from Backhaus & Tikoo (2004). Employee brand endorsement was 
measured with four items from Xiong et al. (2013). The measurement items were 
as follows (see also Appendix 1). 
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Table 2. Measurement items  
 
Firm-created social media communication 
FC1 I am satisfied with the case company’s social media communications 

for the  
employer brand. 

FC2 The level of the case company’s social media communications for 
employer brand meets my expectations. 

FC3 Compared with the very good social media communications of other  
companies, the case company’s social media communication for  
employer brand performs well. 

User-generated social media communication 
UG1 I am satisfied with the social media communications expressed by  

other social media users about the case company’s employer brand. 
UG2 The level of the social media communications expressed by other  

social media users about the case company’s employer brand meets 
my expectations. 

UG3 Compared with the very good social media communications of other  
users about other companies and their employer brands, the social  
media communications of the social media users about the case  
company’s employer brand performs well. 

Employer brand image 
IMG1 I have a good impression of the case company as an employer. 
IMG2 In general, the case company has a good image as an employer in the  

minds of employees. 
IMG3 I believe that the case company has a better image than its  

competitors. 
Overall job satisfaction 
SAT1 Considering everything, how satisfied are you with the content of 

your job. 
SAT2 Considering everything, how would you rate your overall satisfaction 

toward the case company as an employer at the present time. 
Employer brand loyalty 
LOY1 My commitment to the case company is long-term oriented. 
LOY2 I desire to work for the case company for a long time. 
LOY3 I would feel sad if I had to leave the case company. 
LOY4 I am loyal to the case company. 
LOY5 I feel myself a part of the case company and I wish to remain like this 

in the future. 
Employee brand endorsement 
END1 I say positive things about the case company to others. 
END2 I would recommend the case company to someone who seeks my ad-

vice. 
END3 I enjoy talking about the case company to others. 
END4 I talk positively about the case company to others. 
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3.3 Data analysis 

The data was first exported to Microsoft Excel and there transferred to IBM SPSS 
Statistics platform. In the SPSS platform the data was prepared by cleaning pos-
sible items that were not in relation with the aimed study to research product-, 
tech-, and UX workers. At this point, the data was also carefully screened for 
possible data loss happened during the transformation. As all the questions ex-
cept one warm-up question were compulsory, no missing values was found. In 
the last phase of preparing the data for analysis, couple randomly selected cases 
were checked between Google Forms and SPSS to make sure that the values were 
transferred correctly.  
 After these preparations, the data was analyzed in SPSS Statistics, where 
the basic statistical analysis i.e. frequencies and distribution percentages for the 
demographics and background information were calculated. These results are 
shown in the beginning of the latter chapter. After this the explanatory factor 
analysis was done in SPSS Statistics as pre-analysis for the confirmatory analysis. 
Through factor analysis the different combinations of responses can be identified 
and categorized into latent factors, which help in understanding how the esti-
mated variables are related to each other and if they’re worth taking to confirm-
atory analysis or not (Metsämuuronen, 2005, 598-615).  
 In the final phase, confirmatory factor analysis was run through partial least 
squares structural equation modeling technique (PLS-SEM) in SmartPLS 3.3 to 
test out the hypotheses. Confirmatory factor analysis aims to either confirm or 
discard the understanding of a conception formed in pre-analysis i.e. explanatory 
factor analysis (Karjaluoto, 2007). The PLS-SEM model includes two sides: the 
inner model consists of construct showing relationships between different con-
structs and the outer model shows relationships between both constructs and in-
dicator variables (Hair et al., 2014, 12). The PLS-SEM as a confirmatory factor 
analysis model is often used in the situations where the study aims to predict key 
constructs and drivers for them and the sample size is not so large (Hair et al., 
2014, 19) and this is the case in this study as well. The minimum amount for re-
sponses in factor analysis is typically considered around 70-90 (Karjaluoto, 2007) 
which was reached in this study. 
 Alongside quantitative data analysis, the case company wanted the study 
to evaluate the social media channels they are using and should be using. These 
evaluative and open-ended questions were analyzed by grouping the channels 
mentioned and calculating the frequencies of the mentions. Next, the case com-
pany and a variety of different social media platforms will be introduced in the 
light of this study.  

3.4 Case study 

To answer the needs of the case company more precisely, an additional study 
was done around the most efficient social media platfroms to use in the EB. As 
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mentioned in the previous section, this was done by adding a couple of evalua-
tive and open-ended questions to the survey. Next, both the background of the 
case company and the most relevant social media channels of this study are in-
troduced to give useful background information for the case study part as well. 

3.4.1 Case company 

The case company is a Norwegian media company spread in the Nordics and 
currently operating in five countries: Norway, Sweden, Finland, Poland and Den-
mark. Besides these main locations, the case company is having one of their 
brands in couple central European locations. Overall the case company owns 
plus 60 well-known brands in the field of media, marketplaces and vendor busi-
ness. The brands of the case company are well-known, but as an umbrella brand 
an employer is not yet enough well-known compared to its main competitors on 
the employer field. This is the reason behind there is a great need to investigate 
how the case company could benefit it’s plus 5000 employees and well-known 
brand to build its image as a desired employer. 
 The case company is found in 1898 and has a long legacy as a printing house. 
Over the years, the company has grown for example by investigating in multiple 
promising startups and enabled to build a massive house of brands. Rather re-
cently, the case company has realized the lack of its own brand knowledge and 
has started to do many activities towards making the case company more known 
on the markets. On the EB field, the case company has focused on building its 
employee value proposition (EVP) and stories around it lately. The research is 
with its employee focused perspective helping the case company in the later 
phases to distribute its EVP story via the employees to wider audiences which 
again helps the company in the war for talent. 
 As being a technology company, the case company has a continuous de-
mand for product-, tech-, and UX talents, which at the same time are knowing 
their value on the burning hot markets. Therefore, this study focuses on this 
group of employees within the case company and at the same time aims to bring 
more value and accuracy to other companies in similar situation as well. To open 
up background for the case study, the use of social media platforms are discussed 
next.  

3.4.2 The use of social media platforms 

As there are hundreds of social media platforms that enable text messaging, so-
cial networking, sharing videos, photos, podcasts, and blogs (Harris, 2009; Rich-
ard et al., 2011) there is no possibility to take them all into account in this study, 
but rather focus on the most used and relevant in the branding perspective and 
see if these are the ones the researched group also considers as most useful in EB. 
The statistics from Tilastokeskus (2020) work as a relevant background infor-
mation for the social media platform investigation, because the study is narrowed 
down to certain locations, most of them in the Nordics, and the majority of re-
spondents will be in the average working age of the society. The use of media 
changed during COVID-19 pandemic among the 16-89 aged population of 
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Finland, when the use of social media alongside with television watching and 
online media consuming increased. Below is shown the use of different social 
media platforms in percentages (%) among different age groups inside 16-89 
Finns. The study measured if a person had used a certain social media during the 
past three months period. (Tilastokeskus, 2020.) 
 
Table 3. The use of different social media platforms (Tilastokeskus, 2020) 
 

 All Male Female Age       
    16-24 25-34 35-44 45-54 55-64 65-74 75-89 
Facebook 58 53 63 67 81 76 66 52 42 13 
WhatsApp 50 46 53 78 72 58 56 44 27 6 
Instagram 39 33 45 80 65 50 40 24 12 2 
Snapchat 14 13 16 71 26 5 6 2 0 0 
Twitter 13 16 11 27 20 18 14 10 4 1 
LinkedIn 13 15 11 8 25 21 20 10 3 1 
TikTok 6 5 8 34 9 3 2 1 0 0 

 
Note: numbers shown in percentages of the population, 0 to 100%  
 
As can be seen, the most used social media platforms among the majority work-
force group of the case company i.e. 25-64 years old are Facebook, WhatsApp and 
Instagram (Tilastokeskus, 2020). When combining the four age groups 25-34 
years old, 35-44 years old, 45-54 years old and 55-64 years old with each other the 
differences between the order of consumption can only be seen after the three 
most popular platforms. Snapchat, Jodel, and TikTok act as an important role 
within only the youngest age group with more than 10% of the age population 
using them whereas Twitter and LinkedIn have 10% or more users within all age 
groups below 65. In the light of the case company, it is interesting that the differ-
ences between the use of LinkedIn and Twitter are not that remarkable between 
the four targeted age groups. The percentages between the investigated age 
groups are inside 6 percentage points in both Twitter and LinkedIn, if the oldest 
age group is not counted. (Tilastokeskus, 2020.) Next, the most used social media 
platforms are introduced. 

3.4.3 Social media platforms 

In this section, the most relevant and used platforms within the target group of 
the case company are introduced and their character is discussed both individu-
ally and by referring to Voorvelt et al. (2018) study around engagement and ad-
vertising in different social media platforms. The most relevant platforms were 
chosen based on the previous statistics of Tilastokeskus (2020) but also from the 
case company’s technology professional’s perspective on what are the relevant 
social media platforms to reach technology talents (Interview, 2021). WhatsApp 
is not included to the following investigation due it’s character as social media 
platform enabling mainly private messaging (Harris, 2009; Richard et al., 2011) 
which is not useful in the EB purpose. First, the most relevant social media plat-
forms from Tilastokeskus (2020) statistics are introduced. 
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 Facebook.com is globally the 6th used site on web (Alexa, 2022). Facebook is 
seen as “a social network” where the communication can be quite elaborate com-
pared to other social media platforms with limited video time or character 
amount fostering the messages to be short. In addition, relationships are being 
considered an important factor in Facebook as a social media platform. (Voorveld 
et al., 2018.) 
 Instagram is globally the 24th used site on web (Alexa, 2022) and is mainly a 
photo sharing application (Voorveld et al., 2018). Instagram is the most popular 
social media platform among millennials, but also younger generations exist 
there (Newberry, 2020). Instagram is used for creative outlet allowing users to 
share creativity and interests in the social media platform (Voorveld et al., 2018) 
and as well advertisers focus on attractive and visual photo and video ads in this 
platform (Newberry, 2020). 
 LinkedIn is not in among the 50 most used sites on web globally (Alexa, 
2022). LinkedIn is described as “a business- and employment-oriented social net-
working service” and similarly to Facebook the relationships are in a central role 
in LinkedIn (Voorveld et al., 2018). According to LinkedIn (2022) itself, the plat-
form is used for finding the new job, connecting with the professional network 
and learning new skills via LinkedIn Learning platform. 
 Twitter.com is globally the 40th used site on web (Alexa, 2022). It works as a 
microblogging application which offers wide range of communication and audi-
ence building opportunities for employers (Tumasjan et al., 2011). With brief 140-
character tweets allowing tagging, photos, videos and hashtags the platform is 
categorized as a self-media platform allowing people to take control of their own 
social media communication channel (Voorveld et al., 2018). Advertising in Twit-
ter is done promoting posts including short messages and possible photo or 
video (Newberry, 2020). 
 According to the case company’s technology professional’s interview (2021) 
Discord, Youtube, Twitch, Roblox and Minecraft are beneficial social media plat-
forms for the company EB, because that’s where the young engineers are seeing 
to be (Interview, 2021). To get support for this perspective the website statistics 
of Alexa were investigated and based on these two viewpoints Youtube and 
Twitch chosen for this brief view below. The suggested platforms of Roblox, Dis-
cord and Minegraft were left out since they were not among the 50 most used 
websites globally (Alexa, 2022). 
 Youtube is globally the 2nd used site on web (Alexa, 2022) and is seen to fos-
ter users’ creativity and interest sharing (Voorveld et al., 2018). The age of the 
audience in Youtube is spread well and up to 65 years (Newberry, 2020). Ads in 
Youtube can be formed for either being skippable or non-skippable ads. They can 
be placed to be before, after and in between videos and as clickable banners in 
videos or on the top of Youtube page. (Newberry, 2020.) 
 Twitch.tv is globally the 46th used site on web (Alexa, 2022) By being the 
largest live-streaming platform there is with 8 million unique streamers pro 
month and 31 million daily visitors (Twitch, 2022) Twitch hits Facebook and 
Youtube and their live-streaming services. Besides live-streaming Twitch is used 
for of course watching but also interacting with streamer and other viewers. Usu-
ally, streamers in Twitch enable viewers to influence on how the live-stream goes 
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in the end and this increases the two-way connection on the platform (Sjöblom & 
Hamari, 2017.) As Twitch (2022) itself says, the users of Twitch “don’t just watch 
content they create it.” Advertising in Twitch is done via influencer marketing 
and ad breaks for certain brands and ads on the page itself (Twitch, 2022).  
 The results from all the analyses and the case study are explained in the 
following section more precisely. 
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4 RESULTS AND ANALYSIS 

In this chapter, the results of the study will be presented. First, the demographic 
information and background information are presented. Next, the exploratory 
factor analysis as a pre-analysis for the confirmatory analysis are shown followed 
by the confirmatory factor analysis (measurement model and structural model 
assessment). Finally, the evaluative and open-ended questions around social me-
dia channels are discussed. 

4.1 Demographic and background information 

Close to 60% of the respondents were male (59.8%). As the age was asked as five 
age groups the majority (45.1%) of the respondents were aged between 25-34 
years old. The second largest age group was 35-44 years old (37.8%) and the third 
largest 45-54 years old (12.2%). Close to five percent (4.8%) were less than 24 
years old or between 55-64 years old. Around one third (35.4%) of the respond-
ents had worked on the field for 10-20 years and the employees that had worked 
2-5 years and 5-10 years were represented with the same percentage of 24.4% 
each. The minority were those worked less than a year (2.4%) or 1-2 years (6.1%) 
on the field. The distribution to the case company’s various working locations 
was so that 39.9% of the respondents were from Finland, 24.4% from Norway 
and 20.7% from Sweden. Poland was representing with 11.0% and Denmark with 
3.7%. 1.7% of the respondents were from other than the countries above, meaning 
couple other European locations the case company has employees in. These re-
sults are presented in more detail in the Table 4 below. 
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Table 4. Demographic factors of the respondents 
 
 N % 
Gender   
Male 49 59.8 
Female 31 37.8 
Rather not say 2 2.4 
Total 82 100 
   
Age   
Below 24 2 2.4 
25-34 37 45.1 
35-44 31 37.8 
45-54 10 12.2 
55-64 2 2.4 
Total 82 100 
   
Working location   
Norway 20 24.4 
Sweden 17 20.7 
Finland 32 39 
Poland 9 11 
Denmark 3 3.7 
Other 1 1.2 
Total 82 100 
   
Working experience   
Less than 1 year 2 2.4 
1-2 years 5 6.1 
2-5 years 20 24.4 
5-10 years 20 24.4 
10-20 years 29 35.4 
Over 20 years 6 7.3 
Total 82 100 

 
When looking the use of social media among respondents close to half (45.1%) 
stated that they use social media platforms such as Facebook, Instagram, Twitter, 
LinkedIn, Youtube, and Twitch from the four possibilities that was given in an 
‘Active’ use. In addition, 7.3% were saying to be ’Very active’. From the passive 
side, around one third (35.4%) claimed to be ‘Quite passive’ users of social media 
and 12.2% identified themselves as ‘Very passive’ users. With this said, overall, 
the active ones were 52.4% and passive ones 47.6%. When asking the respondents 
activity as content creator i.e. commenting on other’s content, sharing other’s 
content or publishing text, picture and videos themselves, around one third 
(36.6%) were saying not to be active rather ‘Quite passive’ or even ‘Very passive’ 
with 50.0%. However, 12.2% identified themselves as ‘Active’ and 1.2% as ‘Very 
active’ content creators. Table 5 represent the results in detail. 



39 
 
Table 5. The use of social media 
 
 N % 
The use of social media platforms   
Very active 6 7.3 
Active 37 45.1 
Quite passive 29 35.4 
Very passive 10 12.2 
Total 82 100 
 
The activity as a content creator 

  

Very active 1 1.2 
Active 10 12.2 
Quite passive 20 36.6 
Very passive 41 50 
Total 82 100 

 
Next, the exploratory factor analysis for the data set is presented. 

4.2 Exploratory factor analysis 

Prior conducting the confirmatory factor analysis in SmartPLS, the items were 
evaluated in exploratory factor analysis to be able to more objectively and with-
out researcher’s pre-expectations evaluate which factors explain certain concepts 
and how strongly (Karjaluoto, 2007). To confirm data’s suitability for exploratory 
factor analysis, Kaiser-Meyer-Olkin’s test (KMO) and Barlett’s test need to be ap-
plied (Metsämuuronen, 2005, 619). The results from these tests (KMO: 0.875 and 
Barlett’s test p < 0.001) met the preconditions of factor analysis, as KMO exceeded 
> 0.80 by giving good and close to excellent (> 0.90) preconditions for the explor-
atory factor analysis and Barlett’s test result was < 0.01 rejecting null hypothesis 
and giving good preconditions for analysis as well (Karjaluoto, 2007). Alongside 
these two tests above, the communalities for each item were determined to meet 
the prerequisites. The stronger the extraction communality value is to 1 the 
stronger the indicator loading for a certain factor is (Metsämuuronen, 2005, 618). 
The communalities not exceeding the value of 0.3 should be excluded from the 
analysis (Karjaluoto, 2007) but in this case, all the items suited to factor analysis 
as all the communalities were between 0.426 and 0.869. 
 After confirming these prerequisites, the exploratory factor analysis was 
conducted by using IBM SPSS Statistics platform. It completed four factors that 
were based to the initial eigenvalues and principal axis factoring. The initial ei-
genvalues for these factors were all over 1.0 stating that all of them should be 
considered. The % of variance after rotation explaining how many percentages 
from the overall variance each factor explains (Karjaluoto, 2007) were for the first 
factor (FC1, FC2, FC3, UG1, UG2, UG3) 22.58%, for the second factor (SAT1, 
LOY1, LOY2, LOY3, LOY4, LOY5) 22.1%, third factor (IMG1, END1, END2, 
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END3, END4) 17.2% and fourth factor (IMG2, IMG3) 9.4%. Overall, these four 
factors explained 71.3% of the total variance.  

The factor analysis was driven twice, with and without item SAT2 (in 
bolded italics in the Table 6), which did not load as strongly as the others (> 0.536) 
to any factor. From both analyses four factors were found and no significant 
change in factor loadings were seen so the matrix from the first analysis with all 
items is represented in Table 6. Considering the overall number of six factors in 
the research model this was an appropriate number of findings. The items meas-
uring user-generated versus firm-created content in social media loaded to the 
same factor (Factor 1). Factor 2 consisted of items measuring employer brand loy-
alty (LOY1, LOY2, LOY3, LOY4, LOY5) and in addition the items measuring job 
satisfaction (SAT1, SAT2) in the research model were included to this factor. Fac-
tor 3 was loaded with the items measuring employee brand endorsement (END1, 
END2, END3, END4, END5) in the research model, but also an item from em-
ployer brand image measurement items (IMG1) was included to this factor. Fac-
tor 4 included two items from employer brand image measurement items (IMG2, 
IMG3). However, the rotated factor matrix revealed several cross-loadings with 
loadings above 0.300 which might refer to similarities between different factors. 
Results from the factor loadings are reported in detail in the Table 6 below. 
 
Table 6. The rotated factor matrix 
 
Item Factor 1 Factor 2 Factor 3 Factor 4 
FC1  0.824 0.195 0.196 0.095 
FC2 0.814 0.204 0.265 -0.037 
FC3 0.807 0.159 0.023 0.291 
UG1 0.796 0.108 -0.007 0.141 
UG2 0.784 0.186 0.059 0.196 
UG3 0.770 0.146 0.231 0.142 
IMG1 0.132 0.488 0.536 0.482 
IMG2 0.285 0.225 0.262 0.708 
IMG3 0.238 0.164 0.218 0.543 
SAT1 0.326 0.625 0.423 0.356 
SAT2 0.093 0.495  0.277 0.368 
LOY1 0.126 0.858 0.280 0.084 
LOY2 0.252 0.857 0.265 -0.023 
LOY3 0.347 0.726 0.303 0.266 
LOY4 0.112 0.650 0.253 0.237 
LOY5 0.329 0.635 0.260 0.272 
END1 0.169 0.269 0.849 0.177 
END2 0.103 0.390 0.770 0.333 
END3 0.172 0.365 0.684 0.071 
END4 0.144 0.331 0.678 0.260 

 
At this point, no significant changes were decided to do for the items before tak-
ing the data to SmartPLS for confirmatory factor analysis. The decision was made 
to explore if the suggested research model gives promising values despite some 
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cross- loadings. The clear difference between majority of the highest versus latter 
loadings supported in this decision made. Next, the PLS-SEM analysis ran in 
SmartPLS is explained. 

4.3 Measurement model  

The data was transferred from SPSS to SmartPLS and the literature-based origi-
nal research model was tested with partial least squares structural equation mod-
eling (PLS-SEM). The analysis was conducted with all the proposed items and to 
guarantee the validity and reliability for the analysis Cronbach’s alpha, compo-
site reliability and average variance extracted (AVE) were screened though and 
finally discriminant validity through Fornell-Larcker was tested. These all anal-
yses are used to test internal consistency of the measurement scales and hence to 
measure the reliability and validity of the research. Validity focuses on estimat-
ing if the research method and how well the measurement scale measures the 
factor that it is supposed to, whereas reliability measures the repeatability of the 
research by measuring how consistent the results of the research are 
(Metsämuuronen, 2005, 64; Bryman & Bell, 2007, 163-165). In this research, the 
Cronbach’s alpha was used for measuring inter-correlations between indicators 
(Metsämuuronen, 2005, 67) and composite reliability (CR) more often used as an 
indicator in PLS-SEM analysis (Hair et al., 2014, 101). Together they both are in-
dicating internal consistency of the model (Metsämuuronen, 2005, 65-66). As seen 
in the Table 7 below the results from these tests measuring reliability were really 
good as the lowest Cronbach’s alpha value was 0.798 where according the DeVel-
lis (2003) the ideal value is over 0.7 and the lowest CR value was 0.879 strongly 
exceeding the cutoff criterion for advanced research (>0.70) (Hair et al., 2014, 
102). 
 
Table 7. Cronbach’s Alphas and composite reliabilities (CRs) of the original model 
 
Factor Cronbach’s 

alpha 
Composite 
reliability 

EB endorsement (END) 0.918 0.943 
EB image (IMG) 0.799 0.879 
EB loyalty (LOY) 0.924 0.943 
Firm-created content (FC) 0.932 0.957 
Job satisfaction (SAT) 0.798 0.907 
User-generated content (UG) 0.924 0.951 

 
After the tests measuring reliability the AVE values were screened to measure 
validity by investigating if the latent factors load to the same construct or not 
(Hair et al., 2011). The lowest AVE value was 0.709, which reflect to really good 
validity as the cut off criterion is >0.5 (Hair et al, 2011). The conclude the validity 
tests the discriminant validity was measured by calculating correlations between 
different factors. It aimed to investigate if constructs truly distinguish from others 
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(Hair et al., 2014, 104). This was measured by using Fornell-Larcker criterion, 
where the square root of AVE is compared with latent variable correlations (Hair 
et al., 2014, 105) and these values are shown in the Table 8 bolded on the diagonal. 
The results turned out to be really good as the square roots of AVE exceeded the 
correlation values of latent variables as seen in the Table 8 below alongside the 
AVE values, means and standard deviations of each factor. 
 
Table 8. Discriminant validity, Means and Standard Deviations 
 
Factor* AVE (1) (2) (3) (4) (5) (6) 
END (1) 0.804 0.897      
IMG (2) 0.709 0.692 0.842     
LOY (3) 0.770 0.673 0.647 0.877    
FC (4) 0.880 0.411 0.464 0.486 0.938   
SAT (5)  0.829 0.692 0.733 0.778 0.465 0.911  
UG (6) 0.868 0.304 0.416 0.420 0.710 0.414 0.931 
Mean - 4.48 4.21 4.27 3.60 4.39 3.46 
s.d. - 0.79 0.88 0.89 0.99 0.72 0.82 

 
Notes: *factor explanations in the Table 7. above, s.d. = Standard Deviation  
 
Next the hypotheses of the study are tested by using the structural model eva-
luation. 

4.4 Structural model 

Due the good quality of the measurement model i.e. stage 1 of the PLS-SEM 
shown in the previous section, the hypotheses were tested with structural model 
i.e. the stage 2 of PLS-SEM. The evaluation criteria used were path coefficients (β) 
and coefficient of determination (R2). These values were measured in SmartPLS 
by bootstrapping with 5,000 subsamples with the 5% significance level (t-
value >1.96) (Hair et al., 2011).  
 Path coefficients (β) show the relationships between the constructs and val-
ues over 0.2 are seen as commonly significant whereas values under 0.1 non-sig-
nificant (Hair et al., 2011). With coefficient of determination (R2) the accuracy of 
the research model is measured. The values vary between 0 and 1 and the higher 
the value is the more accurate the research model is. Generally speaking, 0.75 
refer to substantial, 0.50 to moderate and 0.25 to weak, but this is highly depend-
ent on the research discipline. (Hair et al., 2011.) 
 In this study employer brand image explained 54% (R2 = 0.537) of the over-
all job satisfaction, overall job satisfaction explained 61% (R2 = 0.605) of the vari-
ance of employer brand loyalty, and employer brand loyalty explained 45% (R2 
= 0.453) of the variance of employer brand endorsement. These all explain their 
variance with moderate or close to moderate accuracy. The only R2 with weak 
accuracy was firm-created social media communication and user-generated 
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social media communication explaining the variance the employer brand image 
with 23% (R2 = 0.230). Although, as said before in consumer behavior studies this 
can as well be seen as high accuracy and hence, the prior R2 values are seen as 
accurate. In the Table 9 path coefficients, t-statistics and hypotheses acceptance 
or rejection are shown alongside with the R2 values. 
 
Table 9. Path coefficients, p-values, T-statistics, hypotheses and R2 
 
Hypothesis β p-values T-statistics Supported 
H1: Firm-created social  
media communication 
à Employer brand image 

0.340 0.005 2.794** Yes 

H2: User-generated social  
media communication 
à Employer brand image 

0.174 0.150 1.440 No 

H3: Employer brand image 
à Overall job satisfaction 

0.733 0.000 15.328** Yes 

H4: Overall job satisfaction 
à Employer brand loyalty 

0.778 0.000 16.121** Yes 

H5: Employer brand loyalty 
à Employer brand  
endorsement 

0.673 0.000 9.163** Yes 

 R2    
Overall job satisfaction 0.537    
Employer brand image 0.230    
Employer brand loyalty 0.605    
Employer brand endorsement 0.453    

 
Notes: ** Bootsrap = 5000, p ≤ 0.05 (two-tailed test) 
 
As seen from the Table 9 firm-created social media communication’s relation to 
employer brand image were seen to be commonly significant with β = 0.340, p ≤ 
0.01 supporting the hypothesis one (H1). The only hypothesis that was not that 
significant, but neither qualifying as such as not supported was user-generated 
social media communication’s relation to employer brand image (H2) with β = 
0.174 p ≤ 0.05. However, the T-statistic value being < 1.96 for hypothesis two (H2) 
is the finding not stated as significant. The strongest path coefficient can be seen 
between overall job satisfaction and employer brand loyalty (β = 0.778, p ≤ 0.01) 
and employer brand image’s influence to overall job satisfaction (β = 0.733, p ≤ 
0.01), thus supporting hypotheses three (H3) and four (H4). Finally, the relation 
between employer brand loyalty and employer brand endorsement i.e. hypothe-
sis five (H5) was seen to be strong (β = 0.673, p ≤ 0.01). To demonstrate the results 
in amore visual form, the structural model with path coefficients and T-values 
can be seen in the Figure 5 below. 
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Figure 5. Structural model 
 
Finally prior concluding the results in the next chapter 5, the evaluative- and 
open-ended questions of the survey are gone though in the next section. 

4.5 Evaluative and open-ended questions 

In addition to quantitative methods and tests, one evaluative and one open ended 
question was presented to the participants to enrich the data for the case com-
pany. The questions were formulated by the researcher in order to find the an-
swers to case company’s questions around social media channels used for EB ac-
tivities. The evaluative and open-ended questions were as follows in the Table 
10. 
 
Table 10. Evaluative and open-ended questions  

 
User-generated 

social media 
communication 

 

 
Firm-created 
social media 

communication 
 

 
Overall  

job  
satisfaction 

 

 
Employer  

brand  
image 

 

 
Employer 

brand  
loyalty 

 

Employee 
brand  

endorse-
ment 
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Evaluative question Answers to choose  

maximum 3 from 
 
If you’d be interested to know more insights 
about your potential future employer prior ap-
plying for a new open position, to which of these 
social media pages of the company would you go 
to look for more? Choose three most relevant 
ones for you personally. 
 

Facebook page 

Instagram page 

LinkedIn page 

Twitter page 

Youtube page 

Twitch page 
 
Open-ended question 
 
Is there a potential social media platform missing from the list above?  
Type below. 
 

 
For the evaluative question the codes were prior set as there was no possibility 
to do other than choose the three most relevant ones, but with the latter open-
ended question the method of “post-coding” was used as there was no possibility 
to predict the answers beforehand. Answering to the evaluative questions was 
mandatory and selection between 1-3 channels was possible, whereas answering 
to the open-ended questions was obligatory. The open-ended question gained 25 
answers from which 23 were eligible, when non product-, tech-, and UX workers 
were excluded alongside with the answers that commented on the previous sec-
tion but didn’t give any platform suggestion to investigate. In these 23 answers 
overall 26 suggestions for the channels were given. The channels that raised in 
the positive light from the evaluative questions were as follows in the Table 11. 
 
Table 11. The evaluation of social media platforms 
 
 N % % from 82 respondents 
LinkedIn page 78 44.1 95.1 
Instagram page 31 17.5 37.8 
Facebook page 28 15.8 34.1 
Youtube page 21 11.9 25.6 
Twitter page 18 10.2 22 
Twitch page 1 0.6 1.2 
Total 177 100  

 
LinkedIn gained the strongest support with as a channel to use with of 95.1% 
from the respondents group chose it to the three most relevant social media plat-
forms to use. The second and third place was divided between Instagram and 
Facebook with 31 and 28 mentioning them from the 82 respondents. 
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 When investigating the open-ended question, four central themes or chan-
nels were identified from the answers and they are seen below in the Table 12. 
 
Table 12. Other channels identified 
 
 N % 
Glassdoor 7 26.9 
TikTok 6 23.1 
Reddit 5 19.2 
GitHub 2 7.6 
Others 6 23.1 

    26  100 
 
Glassdoor was the most appeared channel or website with seven mentions. Tik-
Tok was also pointed out several times and one commented as “…great channel 
to check the mood of the company admittedly!”. Reddit being the collective web-
site for several posts, news and memes flowing in the interned (Sosiality.io, 2021) 
was mentioned by five respondents and Github by two. The theme “Others” in-
cluded answers that were not generally speaking social media channels such as 
website and discussion forums, but also tech specific channel such as Flashback, 
StackOverFlow, Blind and Planetary. 
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5 DISCUSSION 

In this final chapter, the empirical findings of the thesis are represented in the 
light of previous studies on the field. In addition, the research questions are ans- 
wered and managerial implications are proposed. Moreover, the study is evalu-
ated by its validity, reliability and possible limitations. Finally, the possible di-
rections for future research are suggested.  

5.1 Theoretical implications 

The main purpose of this research was to investigate the case company’s em-
ployee’s brand endorsement behavior as a part of building strong employer 
brand image for the case company. This was done by investigating the drivers 
behind such behavior and possible barriers that employees might have that re-
strict them from being brand ambassadors for their employer i.e. conduct sup-
portive employee brand endorsement behavior meaning positive external com-
munication (Xiong et al., 2013). In addition, the role of firm versus employee as 
an effective social media communicator building employer brand image was in-
vestigated.  
 By investigating the phenomenon of employee brand endorsement in the 
context of the case company, the study aimed to help to find ways to support 
such favorable behavior where employees work as brand ambassadors for their 
employer company and with this help gain the position, where the employer be-
comes more attractive than its competitors. Despite there are plenty of research 
supporting certain drivers for employee brand endorsement behavior or positive 
employee WOM such as employer brand image, job satisfaction and employee 
brand loyalty (Backhaus & Tikoo, 2004; King et al., 2012; Xiong et al., 2013; Kar-
jaluoto & Paakkonen, 2019) the case company was eager to find out what’s the 
situation in their case and what might be the obstacles for brand endorsement 
behavior among their employees. Also, many time literature has investigated 
branding as such and not in the context of employee brand or EB, which brought 
more relevance to this study alongside the relevant target group of product-, 
tech-, and UX workers, which are strongly competed in the current workforce 
markets. It was previously known at the case company that they have rather 
strong employee overall job satisfaction and employee loyalty rates from the con-
tinuous internal studies that are regularly conducted for the whole company. De-
spite, their brand is not well known so the study aimed to lighten how this “hid-
den asset”of satisfied and loyal employees could possibly be harnessed to use as 
brand advocates. The primary research question that seek answers for the re-
search problem was as follows: 
 
RQ: What factors contribute to employee brand endorsement? 
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To help finding answer to the primary question, these sub-questions were inves-
tigated: 
 
RQ1. When building firms’ employer brand image in social media platforms, which is 
considered to be the most effective content creator: firm or its employees?  
 
RQ2. How does employer brand image connects to employee’s job satisfaction? 
 
RQ3. How does employee’s job satisfaction explains the employer brand loyalty? 
 
The results of this study support largely the research model tested as four out of 
five hypotheses were supported with moderate to strong relations. The present 
study extended the previous literature by combining the models by Backhaus 
and Tikoo (2004), King and Grace (2010), Bruhn et al. (2012), Theurer et al. (2018) 
and Karjaluoto and Paakkonen (2019) to be able to investigate both external and 
internal sides of employer brand image building and drivers for employee brand 
endorsement behavior as the two-sided character of EB is clearly proven in the 
literature (Backhaus & Tikoo, 2004) but less researched as former studies are 
mainly focused on external effects of EB (Karjaluoto & Paakkonen, 2019). When 
adding the context of social media and largely competed product-, tech-, and UX 
talents to the research, more value from the theoretical perspective was given.  
 When investigating closer the answers to the research questions, according 
to Bruhn et al. (2012) and supported by Colicev et al. (2019) both user-generated 
social media communication and firm-created social media communication have 
a positive impact on employer brand image. This was partly supported by the 
study as the relation between firm-created content and employer brand image 
were proven, but quite surprisingly no relation between user-generated content 
and employer brand image was found. From the literature background user-gen-
erated content has seen to have greater impact on functional brand image i.e. at-
tributes such as benefits, salary and leave allowances, whereas the firm-created 
content influence more on hedonic brand image i.e. associations such as social 
value and joy of working (Backhaus & Tikoo 2004; Bruhn et al., 2012). As the 
latter was also seen as more attractive aspect to market in EB (Sivertzen et al., 
2017) it can explain the result driven from this study as all of the respondents 
were company’s current employees that might be more exposed to company’s 
official EB marketing and communication more than their peers messaging 
around the employer they both have in common. Nevertheless, the answer to the 
RQ1 is that firm-created social media communication has stronger impact on em-
ployer brand image than user-generated, or as in this research mainly, the em-
ployee created social media communication. Moreover, the positive relation be-
tween user-generated content and employer brand image is not as clear as the 
previous research shows, as it was not supported according to this study. 
 The previous research shows that employer brand image has a positive in-
fluence on employee’s overall job satisfaction (Backhaus & Tikoo, 2004; Cretu & 
Brodie, 2007; Bailey et al., 2016; Plumeyer et al., 2017; Theurer et al., 2018; Kar-
jaluoto & Paakkonen, 2019) and this finding was strongly supported in this study 
answering to the RQ2. When moving to discuss about the next research question 
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RQ3, the overall job satisfaction was seen to have a strong positive impact on 
employee brand loyalty in this research as supported also in the previous re-
search Chambers et al. (1998), Backhaus and Tikoo (2004), Fu and Desphande 
(2014), and Karjaluoto and Paakkonen (2019). In addition, this research showed 
a positive effect of employee brand loyalty on employee brand endorsement, 
supporting previous studies from Chambers et al. (1998), Burmann and Zeplin 
(2005), Burmann et al. (2009), King and Grace (2010), King and Grace (2012), King 
et al. (2012), Xiong et al. (2013), and Piehler et al. (2016). 

Overall, the findings of this study support the previous research about the 
two-sided character of employer brand image building and its effect on employee 
brand endorsement via job satisfaction and employee brand loyalty answering to 
the primary research question of this study. As the support for the literature-
based research model was mainly so strong it reveals that the case company has 
good basis for their employees to become brand advocates to their employer 
brand. Although, the findings leave room for improvement in the theoretical and 
further discussed managerial level as well, as the user-generated content as a 
source for building employer brand image was not supported strongly enough 
in this study. On the theoretical side, this raise concerns on how important the 
brand ambassadors as social media content creators for their employer brand in 
the first place are, which will be more discussed in the evaluation and limitations 
section of this chapter. 

5.2 Managerial implications 

This study provides several insights for the management of the case company 
and their product-, tech-, and UX-workers perception of external EB, feeling of a 
job satisfaction and brand loyalty but also the talent group’s eagerness to act as 
brand ambassador i.e. endorse the employee brand to their networks.  
 The managerial purpose of this study was to gain insight on how strongly 
the employee voice, also in this case user-generated social media communication, 
versus firm-created social media communication affect employer brand building. 
By finding answer to this question, the case company would know which one 
should be focused on more and how employees could be supported to act as 
brand ambassadors for their employer. In addition, the most relevant social me-
dia channels for employer brand building were screened in the research to help 
the case company focus on the right channels reaching the target audience. All 
these goals were met rather well, as the study was able to show a clear and dif-
ferentiating relations around the concepts of employer brand image building and 
employee brand endorsement behavior in the context of social media and the 
case company’s product-, tech-, and UX workers. 
 The findings of this research support the case company to lead their em-
ployer brand communication in the social media channels themselves rather than 
leaving the communication to their employees and not to mention the possible 
other users of social media such as former or potential employees. As has been 
discussed in the literature review of this study brand management is one of the 
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key business activities of the company, but also the employees have an increasing 
role in both the success and evolution of organization’s brand (Backhaus & Tikoo, 
2004; Karjaluoto & Paakkonen, 2019). In the study conducted firm-created con-
tent in brand image building was perceived as more effective, whereas user-gen-
erated content’s role in brand image building was not significantly noted. When 
reading these results it is needed to acknowledge that recognizing user-gener-
ated content requires users’ contribution in brand building in the first place 
(Naab & Sehl, 2017), which might have affected the respondents’ ability to an-
swer the questions measuring this item. In addition, the previous literature sup-
ports case company’s continuation of fostering employee brand endorsement be-
havior via user-generated content. It is seen to be effective tool in raising aware-
ness of the brand, whereas firm-created content with its clear strategy and key 
messages is more effective in persuasion in decision-making phase (Kumar & 
Connor, 2019). This is crucial in order to attract the talents strongly enough that 
they’d in the end turn in an application for the open position at the case company. 
 The findings from this research investigating employee brand endorsement 
phenomenon support strongly that employer brand image, overall job satisfac-
tion and employee brand loyalty lead to employee brand endorsement behavior. 
The literature background for this is also seen as strong, as for example Chambers 
et al. (1998), King et al. (2010), Xiong (2013), and Karjaluoto and Paakkonen (2019) 
has supported the positive impact that job satisfaction and employee loyalty have 
to positive WOM shared about an employer. From the managerial perspective it 
is proven that a strong employer brand image communicated both inside and 
outside the company form the basis for overall job satisfaction and employee 
brand loyalty (Backhaus & Tikoo, 2004; Berthon et al., 2005; Karjaluoto & Paak-
konen, 2019). This is also supported by this research, as the relation between em-
ployer brand image and job satisfaction was found remarkably strong.  
 When seeing the results from this whole phenomenon, it seems that the case 
company has a good level of overall job satisfaction and employee brand en-
dorsement but the communications role in building brand image could be 
strengthened by harnessing company and employee lead EB communication to 
its full potential. When investigating the data from respondents’ social media us-
age and social media communication a clear gap was identified between those 
that are active users versus those that are active producers of the content. Support 
in things such as lowing the barrier of commenting, publishing, and sharing in 
social media platforms are possibilities for the case company to look closer into. 
In addition, offering ideas and/or ready prepared content drafts, education or 
creating other factors increasing the motivation for being content creator are op-
tions to consider. These actions could support satisfied and loyal employees that 
are also active social media users to act as active brand advocates on these plat-
forms. 
 The most relevant social media channel for employer brand building by far 
was LinkedIn, but also Instagram and Facebook were seen to be remarkably rel-
evant. Youtube, Twitter, Glassdoor and TikTok were mentioned by more than 
20% of the product-, tech-, and UX talents. These should be screened as potential 
channels to take into use, because social media as free and quick platform for 
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information sharing and interactivity can be the crucial platform to reach espe-
cially passive job seekers (Boyd & Ellison, 2008; Furu, 2011; Sivertzen et al., 2017). 

5.3 Evaluation and limitations of the research 

In this section, the validity and reliability and limitations of this research are dis-
cussed. Validity focuses on evaluating if the research was able to measure the 
concept it was supposed, whereas reliability measures the repeatability of the 
research (Metsämuuronen, 2005, 64; Bryman & Bell, 2007, 163-165). Validity then 
again can be divided to internal and external validity meaning inner reliability of 
the study versus how generalizable the results are externally (Metsämuuronen, 
2005, 65).  
 In general, quantitative research aims to find results that can be generalized 
for larger group than the ones researched only (Bryman & Bell, 2007, 169). How-
ever, as this study was done for case company the external validity of the study 
as such is rather weak if compared to larger population and product- tech-, and 
UX talents there. Therefore, the results give direction but cannot be generalized 
at that level. Nevertheless, the results can be better seen to generalize the case 
company’s product-, tech-, and UX workers, which was also the aim of this study. 
On the other hand, a large peer-reviewed literature background from previous 
and more generally conducted studies increases both the validity and reliability 
of this study as a whole. To add, this study conducted for the case company in-
creasingly supported the research model formed with strong and promising re-
lations and the results gotten were tested for their reliability and validity in 
SmartPLS with good results. The internal consistency of the research was meas-
ured by using composite reliability and Cronbach’s alphas. The values from these 
reliability tests were seen as good, as the CR values ranged between 0.957 and 
0.879 and Cronbach’s alphas between 0.932 and 0.799. The validity of the study 
was then measured with AVE values and Fornell-Larcker criterion, which all met 
the thresholds set in the literature (Hair et al, 2011). 
 When thinking more precisely the validity the data collection method used, 
there are couple concerns that might have affected the results when using the 
survey as data collection method. The first concern is that the respondents are 
not able to clarify any questions that occur in the survey form, so they have to 
answer based on the understanding they build based on the rather short ques-
tions (Bryman & Bell, 2007, 241). This concern was acknowledged in this study 
as well, and therefore the survey was sent to test group prior sending it out to the 
whole respondents’ group to increase the validity of the survey. Also, when us-
ing mainly mandatory questions and the Likert scale from 1 to 5 it forced the 
respondent to answer each question and no possibility to ‘I don’t know’ answer 
was given. This might have caused confusion among respondents. On the other 
hand, all the respondents saw the description of each number of the scale. In this 
study number 3 as being neither disagree nor agree has been the answer used for 
situation where the respondents didn’t have specific opinion on certain question. 
Also, the fact that, the survey was conducted in English might have brought 
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uncertainty to the results even though it was the general company language used. 
To support the validity of this research, multiple questions researching one spe-
cific item were used, so if one question was not that clear the others helped in 
finding out the respondents’ true opinion on the concepts measured. To support 
the validity of this research, multiple questions researching one specific item 
were used, so if one question was not that clear the others helped in finding out 
the respondents’ true opinion on the concepts measured. Also using the test 
group for answering the survey form prior sending it out to the whole respond-
ents’ group was used to increase validity of the survey.  
 When looking closer into the questions measuring the not supported rela-
tion of user-generated content and employer brand image some improvements 
in the question setting have been acknowledged. The questions for this item were 
set based on the previous research with the expectation that respondents have 
seen at least some social media communication around their employer made by 
others than the employer itself. If this is not the case, respondents might have had 
difficulties to compare firm- versus user-generated content in social media. 
Alongside question setting, the choose of respondents group to be the employees 
of the case company might have been affected in favor of firm-created social me-
dia communication, which is naturally largely visible for the employees them-
selves. So, to conclude, when reading these results it is needed to acknowledge 
that recognizing user-generated content requires users’ contribution in brand 
building in the first place (Naab & Sehl, 2017), which might have affected the 
respondents’ ability to answer the questions measuring this item. 
 Finally, as noted by Bryman and Bell (2007, 241) the respondent rate in sur-
vey forms is usually rather low and this was also seen in the case company’s 
situation despite several reminders sent to internal communication channels of 
the company. In addition, the length survey form can add uncertainty to the an-
swers as the answers are given in hurry (Bryman & Bell, 2007, 241), but in this 
case the length of the study was kept as short as approximately 3-minutes, so this 
is not a serious limitation affecting the results of the study. 

5.4 Future research 

Despite the study supported mainly the research model formed from the back-
ground of previous literature it left room for areas that should be still researched 
more. One of the largest gaps to research more is the role of user-generated con-
tent in employer brand image building. As said, despite the support from previ-
ous research, this study showed no significant positive relation between user-
generated content and employer brand image. This surprising result raised ques-
tion on, how useful the employer brand ambassadors are in the first place when 
building employer brand image and more research on this topic need to be done 
in a more general than only case company level.  
 Testing the model in wider workforce field or for widening it from social 
media to online platforms in general, is also something that would bring inter-
esting insights to the field of EB and even more specifically employee brand 
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endorsement behavior or positive employee eWOM. From the opposite perspec-
tive narrowing the study down to testing the model in a specific and possibly 
younger “social media oriented” age group would bring interesting insight of the 
future potential of employer brand ambassadors. 
 On the other hand, shifting the research method to qualitative interviews 
could help understanding more precisely the humane reasons behind the results 
such as why there is a clear difference between employee brand endorsement 
willingness and the behavior of creating content on social media. Focusing on 
this phenomenon as such would be a whole new research problem to tackle 
bringing important insights to companies’ practical EB field. 
 Finally, as seen in the branding literature and modified brand value chain 
by Bruhn et al. (2012) the brand can be built via both company controlled and 
user created content. In this study the user referred to employee of a company 
and the role of company versus employee created content was investigated. To 
get a more comprehensive understanding on employer brand image building 
and factors affecting it, the creators of so-called third-party content or earned me-
dia could be taken under investigation in its whole entity. This should be done, 
because the reality of content creators is not as simple as this study shows, as for 
example earned media written by the journalists and published in online news-
papers is used a lot in branding as well. 
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APPENDIXES 

APPENDIX 1 Survey 
 
After the warm-up questions, all items are measured with 1-5 Likert Scale.  
1 being strongly disagree and 5 strongly agree. 
 
Warm-up questions 
 
Select the most suitable answer. 
1) Are you part of the PTX community at the case company (i.e. working in  
product, tech or UX)? 
a) Yes 
b) No 
 
2) How old are you? 
a) Below 24 
b) 25-34 
c) 35-44 
d) 45-54 
e) 55-64 
f) 64 or older 
 
3) Gender 
a) Female 
b) Male 
c) Rather not say 
 
4) Working experience in the field you’re working at?  
a) Less than a year 
b) 1-2 years 
c) 2-5 years 
d) 5-10 years 
e) 10-20 years 
f) Over 20 years 
 
5) Working location 
a) Norway 
b) Sweden 
c) Finland 
d) Poland 
e) Denmark 
f) Other 
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6) How would you describe yourself as social media user (your use of platforms 
such as Facebook, Instagram, LinkedIn, Twitter, Youtube, Twitch, TikTok etc.)? 
a) Very active 
b) Active 
c) Quite passive 
d) Very passive 
 
7) How would you describe yourself as social media content creator (you’re  
commenting on other’s content, sharing other’s content or publishing text,  
pictures or video etc.)? 
a) Very active 
b) Active 
c) Quite passive 
d) Very passive 
 
8) If you’d be interested to know more insights about your potential future 
employer prior applying for a new open position, to which of these social  
media pages of the company would you go to look for more? Choose three  
most relevant ones for you personally.  
__ Facebook page 
__ Instagram page 
__ LinkedIn page 
__ Twitter page 
__ Youtube page 
__ Twitch page 
 
9) Is there a potential social media platform missing from the list above? Type 

below. 
___________________________________________________________________________________ 
___________________________________________________________________________________ 
___________________________________________________________________________________ 
 
Answer the questions below by reflecting working at the case company. 
Answering scale for each question is from 1 to 5,  
meaning 1 = Strongly disagree, 2 = Disagree, 3= Neither agree nor disagree 
4= Agree, 5= Strongly agree. 
 
Firm-created social media communication (adapted from Bruhn et al., 2012)  
10) I am satisfied with the case company’s social media communications for the 
employer brand Magi (2003), Tsiros et al. (2004) 

11) The level of the case company’s social media communications for employer  
brand meets my expectations 
12) Compared with the very good social media communications of other  
companies, the case company’s social media communication for employer  
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brand performs well. 
 
User-generated social media communication (adapted from Bruhn et al., 2012) 
13) I am satisfied with the social media communications expressed by other  
social media users about the case company’s employer brand 
14) The level of the social media communications expressed by other social  
media users about the case company’s employer brand meets my expectations 
15) Compared with the very good social media communications of other users  
about other companies and their employer brands, the social media  
communications of the social media users about the case company’s employer  
brand performs well 
 
Employer brand image (adapted from Karjaluoto & Paakkonen, 2019) 
16) I have a good impression of the case company as an employer 
17) In general, the case company has a good image as an employer in the minds  
of employees 
18) I believe that the case company has a better image than its competitors 
 
Overall job satisfaction (adapted from Karjaluoto & Paakkonen, 2019) 
19) Considering everything, how satisfied are you with the content of your job. 
20) Considering everything, how would you rate your overall satisfaction 
toward the case company as an employer at the present time. 
 
Employer brand loyalty (adapted from Karjaluoto & Paakkonen, 2019 and Backhaus & Tikoo, 

2004) 
21) My commitment to the case company is long-term oriented 
22) I desire to work for the case company for a long time 
23) I would feel sad if I had to leave the case company 
24) I am loyal to the case company 
25) I feel myself a part of the case company and I wish to remain like this in the  
future  
 
Employee brand endorsement (adapted from Xiong et al., 2013) 
26) I say positive things about the case company to others. 
27) I would recommend the case company to someone who seeks my advice. 
28) I enjoy talking about the case company for to others. 
29) I talk positively about the case company for to others. 
 
 


