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The strength of ties –
human connection

Current employees –
best ambassadors
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Today

• What does research tell us about highly-educated talent in the North of the 
Netherlands? 

• Are energy organizations in the North presenting themselves as attractive 
employers?

--evidence from job vacancies





Approach

• Online survey with an experiment

• Among 1115 final-year students 
(289 respondents)

• 2 by 2 design: branded and non-
branded version of a vacancy

• Concept measurement – validated 
indices on a 7-point Likert scale 

• Nr. of statements – agree/disagree

Location
Amsterdam Groningen

Branding Non-Employer

Branding

1 3

Branding 2 4

Table 1 - Experimental design



Main Conclusions

• Blindly investing in EB will not increase your attractiveness!

• When EB does work, it depends on the target group and context.

• More targeted approach towards certain job seekers rather than a 
general catch-all EB strategy would be more effective.
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A fun working environment

A springboard for future development

Recognition/appreciation from management

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

Gaining career-enhancing experience

Supportive and encouraging colleagues

Innovative employer – novel work practices/forward-
thinking

The organization both values and makes use of your
creativity

The organization produces high-quality products and
services

Good promotion opportunities within the
organization

Humanitarian organization – gives back to society

Opportunity to apply what was learned at a tertiary
institution

Opportunity to teach others what you have learned

Acceptance and belonging

The organization is customer-orientated

Job security within the organization

Hands-on inter-departmental experience

What Matters to Highly-Educated Talent?

Working climate Career Development Social Responsibility and Teaching Innovation & quality



What About Organizations Seeking 
Talent?
Sneak peek Into Results on Vacancy Texts 

Antonia Z. Hein, Wim J.L. Elving, Sierdjan Koster, Arjen Edzes
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,,We zijn een mensen-mensenbedrijf op 
zijn Gronings!...”

How about?





Approach

• Quantitative content analysis

• 102 Dutch vacancies from the North (IT, 
Energy, Healthcare)

• 102 from comparable regions abroad 
(Germany, Bulgaria)

• Posted on leading recruitment sites

• Sample – equal amount in each industry and 
country

• Emerging coding: level 1 and 2

Table 1 – Coding Scheme

Coding level 1 Descriptors level 2 coding

Identity Core values, mission, vision, characteristics, history

Culture Work environment, team, norms =Dynamic, 

creative, involved; benefits=safety and inclusion
Image/Reputation Image (outside in)

USP/uniqueness Unique selling point, Employer Value Proposition

Training & Development Training, development

CSR Ethical, environmental responsibility, purpose



Results & Implications

• Highest frequency: administrative information & job information

• Distinctive characteristics or phrases which present a USP were coded the least

• Core values - low 

• Energy and healthcare – hardly any images

• CSR – low frequency in all industries (although it is said to attract young people)

• EB cues in the right language nuances can enrich vacancies



Comparison IT/Energy/Healthcare
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Employer branding in different industries

IT Energy Healthcare

› Outgoing (extras about 
the office, social events, 
outings)

› Characteristics –
business terms, 
company specializations 
and value

› Image- leadership, 
partners and clients

› Benefits and career 
growth emphasized

› People and norms 
(freedom, 
flexibility,inclusion,
challenge boldly stated)

› Traditional framing

› Factual on 
characteristics

› Hardly any image and 
reputation

› Benefits and 
professional 
development 
emphasized

› Little on diversity and 
inclusion

› Interesting terms 
mentioned: Feeling 
home, Employee makes 
impact (working culture)

› Longer texts

› Characteristics -Location 
important, department 
information

› Benefits and professional 
development 
emphasized

› Limited core values or 
history

› Expertise in people 
working there



So how can energy organizations improve their attractiveness?

Vacancies with EB cues – LANGUAGE matters + VISUALS matter– impression of an organization

Internal and external alignment – COMBINED WITH walking the talk

Activating an employer brand lies WITHIN the organization

Need to connect, create BRAND AMBASSADORS

Holistic positive employee experience – PURPOSE & PASSION, DIVERSITY & INCLUSION



What’s next?



Thank you for your attention

a.hein@pl.hanze.nl

Team working on this research

w.j.l.elving@pl.hanze.nl sierdjan.koster@rug.nl a.j.e.edzes@pl.hanze.nl
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