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Abstract

Human capital becomes more and more important for enterprises and actions have 

to be taken to become employer of choice for potential candidates. This can hap-

pen as a result of an employer brand transmitting a positive image of a themselves 

to potential candidates. At the same time, Corporate Social Responsibility can have 

on impact on motivating, retaining and finding employees. The present master the-

sis combines these two aspects with the intention to find establish which role CSR 

plays in employer branding.  

Based on a literature review and current research, a survey was developed. Criteria 

defining CSR was determined before an online survey including these aspects was 

published. Students from FOM’s Dortmund, Essen and Munich locations were 

asked to fill in the survey online survey. The results show that CSR is an important

aspect for candidates. The importance is dependent on the life phase of the candi-

date and criteria currently being evaluated.  The results can be used by employers 

to develop their employer branding further. Enterprises should focus on aspects 

regarding personal fulfilment, followed by social aspects along their supply chain 

and finally ecological aspects. The importance of the different aspects is dependent 

on the employee’s phase of life, gender and work experience level. That’s why em-

ployers should examine the composition of their staff group. A targeted, group-

oriented, communication is a key factor for a successful enterprise which binds 

employees. The integration of CSR should happen as the vision of the enterprise 

combines the strategy. It then affects the corporate brand, influencing the employer 

brand.
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1. Introduction

First appearing in the 1990’s, the concept of Corporate Social Responsibility, based 

on discussions about climate change, scarcity of resources and demographic 

change, has become a more and more important issue (see Carroll, 1991, p. 40;

BMU, 2008, p. 3). Current developments, such as the passing of the Sustainable 

Development Goals (SDG’s) or the approval of the Paris Agreement 2015, under-

line the present relevance of this topic (see BMZ 2018). At the same time, society,

with its different stakeholders, requires responsible business from enterprises as 

social entities linked to its environment (see Hoogervorst, 2009, p. 80; BMU et al., 

2007, p. 3). The so-called Corporate Social Responsibility (CSR) becomes a signif-

icant topic in enterprises, representing an economic enterprise taking social re-

sponsibility and acting reflecting ecological aspects (see Schmidpeter 2014, p. 95f.; 

BMU et al, 2007, p. 3). Concurrently, CSR is an opportunity for enterprises to in-

crease their reputation and differ from external competitors. As a result, CSR can 

be an important factor in influencing the success of an enterprise (see Rauch,

2012, p. 47).

Another important factor for the success of enterprises are the employees, who 

make are integral within a company. They possess the necessary skills and compe-

tences needed for a successful business. As a result of this, employees are assets 

which are hard to replace (see Stotz, Wedel-Klein, 2016, p. 1). They form the cor-

porate culture and represent the enterprise - no enterprise can exist without them

(see Schuhmacher, Geschwill, 2014, p. 1). This demonstrates why human capital 

can be seen as the differentiating resource, which will have deciding influence on 

the future success of an enterprise (see Stotz, Wedel-Klein, 2016, p. 1).

1.1 Problem Description

Human capital becomes more and more important for enterprises and can be seen 

as a source of competitive. It becomes more and more difficult to find and bind 

skilled employees to businesses. The so-called war for talents has already begun. 

This war will increase in the future, intensified by emigration of high qualified em-

ployees which reflects the demographic change seen by western cultures (see 

Stotz, Wedel-Klein, 2016, p. 1f.).
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Enterprises have to face this war by developing a strategy to find and bind employ-

ees that fit the company. Steps have to be taken to ensure that the organisation is

the preferred employer for potential candidates who reflect the values of the enter-

prise (see Brast, 2017, p. 36). Only then can they differentiate themselves on the 

market and become the employer of choice. To differentiate on the market, a brand 

can be used focussing on (potential) employees. The so-called employer brand 

transmits a positive image of themselves to potential candidates and thus becomes

an employer of choice (see Kanning, 2017, p. 132).

There is emerging evidence that an effective CSR management has an impact on

motivating, retaining and developing employees. Employers taking responsibility 

have high employee retention and satisfaction (see Loew, Clausen, 2010, p. 21).

Moreover, they are more successful in recruiting new employees (see Bolla, 2016, 

p. 47).

1.2 Aim of the Thesis

The increasing responsibility of enterprises is used as starting point for the present 

master thesis. There are no doubts that CSR has an effect on choosing an employ-

er. But how important it is, isn’t clear currently. Furthermore, what candidates un-

derstand and expect from employers fulfilling their responsibility isn’t explored. Ex-

ploring the role CSR plays in choosing an employer and how it can be used for em-

ployer branding is the aim of the present thesis. To reach this objective, the con-

cept of CSR and employer branding will be analysed, with regard to the differences 

and similarities. Therefore, the background of the concepts will be examined and 

the differences and similarities will be explored. Moreover, the current research 

situation will be discovered. Based on the theoretical background, an empirical 

study will be developed to answer the research question: What role does CSR has 

in choosing an employer? To answer this question, the following key questions will 

be answered:

1. Is CSR important for potential candidates?

2. Which aspects are relevant for potential candidates?

3. Is the importance of CSR dependant on age, gender and job experience?


