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Research question: How do firms' CSR initiatives affect the favourability of potential Gen Z
employees?

Purpose: This study aims to explore the relationship between CSR initiatives and the job
preferences of educated Gen Z members. This study also aims to provide insights into how
organisations can attract and retain top Gen Z talent by implementing CSR initiatives and
thus maintain their competitive advantage in the job market.

Method: To address the research question, this study uses a qualitative approach involving
semi-structured interviews with Gen Z members and employers with expertise in recruitment
and human resources (HR) positions. Additionally, the authors conducted an analysis of the
collected data using a thematic approach.

Conclusion: This study explores and expands the understanding of the preferences and
priorities of Generation Z employees, emphasising the significance of factors beyond CSR
initiatives. The authors conclude that while Gen Z are supportive of CSR initiatives, it is not
the most significant factor in Gen Z's employer preferences. Gen Z employees consider
salary, benefits, career advancement opportunities, and workplace flexibility as important
factors when choosing an employer. Insights from this study can assists organisations and
human resources professionals cultivate positive relationships with Generation Z employees
and make their organisation more attractive to these emerging talented candidates of
employees.
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1. Introduction

1.1 Background
There is a new and confident workforce emerging Generation Z, also known as iGen, born
between 1996 and 2012, grew up with constant access to the internet through smartphones
and personal computers at home and school, making it a defining characteristic of this
emerging and confident workforce (Gabrielova & Buchko, 2021). The younger generation, as
in this context Gen Z, has overtaken the retiring ageing Baby Boomers and is now a
significant segment of the professional workforce (Maloni et al., 2019). One of the possible
conflicts among generations often arises due to generational differences in values, attitudes
towards leadership, and behaviour. Such differences can cause misunderstandings and
conflicts, severely damaging communication and working relationships (Gabrielova &
Buchko, 2021).

Despite confident company leaders taking action on social problems, Gen Z has grown
exceedingly sceptical of business ethics and their motivations and is urging companies to take
more responsibility for positively impacting society (The Deloitte Global 2021 Millennial
and Gen Z Survey, n.d.). According to (Leung et al., 2021), Gen Z employees have a distinct
set of workplace ideals compared to other groups. They value pride and fulfilment from their
job and prefer to work for organisations that share their values. Studies have revealed that
individuals belonging to Generation Z, who are employed in various organisations, tend to
display certain characteristics that define their work ethics and preferences, which include a
high level of confidence in their abilities, a preference for working in teams, a strong desire
for job stability, an inclination towards enjoyable work environments, and a need for
independence rather than constant supervision (Ozkan & Solmaz, 2015).

Additionally, researchers and practitioners have paid increasing focus to corporate social
responsibility over the past years. CSR is the corporate concern for legal and regulatory
compliance and initiatives to provide a healthy working environment, education, employee
satisfaction, and community social welfare (Agudelo et al., 2019). Thus, the implementation
of CSR initiatives focuses on a wide range of stakeholders, including those outside the
company, and results that go beyond financial results and are an ideal avenue for individuals
to make sense of and find purpose through work because it extends the concept of work
(Aguinis & Glavas, 2017).

Contemporary firms worldwide are becoming more conscious of recognising the importance
of prioritising the attraction, recruitment, and retention of knowledgeable personnel in order
to maintain desired levels of performance and profitability, and one way of bettering an
organisation's Employer branding is through the implementation of Corporate Social
Responsibility initiatives (Aggerholm et al., 2011). This is believed to contribute to a positive
perception of a company, as well as it can serve as a source of competitive advantage in
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recruiting promising personnel and is an effective instrument for employment (Leung et al.,
2021). Furthermore, studies have shown that CSR activities can assist businesses in the "war
for talent" by increasing their attractiveness to potential workers (Srisuphaolarn & Assarut,
2019). Modern organisations today are featuring a variety of ideas and activities for handling
their CSR and are currently approaching it in a broader form by including corporate social
marketing to induce promotion, employee volunteering, and socially responsible
manufacturing processes (Kim & Austin, 2020).

1.2 Problematisation
As Gen Z emerged from childhood to adulthood in an interval of profound shifts and has
witnessed issues pertaining to social and environmental matters, it can be recognised that
Gen Z is cognisant of the essential nature of sustainable practices as well as their importance
in today's globalised world (Narayanan, 2022). Furthermore, regarding CSR importance,
prior research has shown that prioritising CSR initiatives are crucial for attracting and
retaining Gen Z as consumers because, according to (Narayanan, 2022), Gen Z is keen to
give up on various aspects of things like "price, function, and aesthetics" in their quest for
sustainable development. According to (Coman et al., 2022), about 57% of Gen Z purchasers
are inclined to support businesses that support social initiatives, while 34% are obliged to
spend a higher expense on businesses that are devoted to the same causes as them.

Furthermore, most previous studies on the correlation between CSR and employees have
focused on the more general area, such as employee attitudes, behaviour, and satisfaction
(Santhosh & Baral, 2015; Zhu et al., 2014; Bauman & Skitka, 2012; Gazzola & Mella, 2017),
as opposed to focusing on the particular function that CSR initiatives play in influencing
employee decisions. In contrast to prior studies that evaluated and estimated employee
attitudes and behaviours regarding CSR efforts across industries, there is, however, a
significant lack of research in the area of CSR initiatives influencing the decision-making
process of Gen Z when choosing an employer.

1.3 Purpose and Research Question

This research aims to explore the relationship between CSR initiatives and the job
preferences of educated Generation Z members. The question seeks to determine whether
CSR initiatives influence Gen Z's decision-making process when it comes to choosing an
employer. The research further aims to provide insights into how organisations can attract and
retain top Gen Z talent by implementing CSR initiatives and thus maintain their competitive
advantage in the job market by examining this relationship. The research question also aims
to add to the existing literature on CSR and its impact on employee preferences, particularly
among Generation Z.

Research question: How do firms' CSR initiatives affect the favourability of potential Gen Z
employees?
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2. Literature Review
A literature review analytically summarises an existing body of research which concerns a
specific research objective. In this chapter, the literature review presents a comprehensive
overview of existing literature within the field of CSR, Employer branding, Gen Zs and Job
satisfaction theory.

2.1 The Evolution of CSR

Following a study of the literature on the development and evolution of corporate social
responsibility (CSR), it is clear that the idea has significantly developed over time. While
"environmental economics" was coined in the 1960s, the field's roots may be dated back to
the seventeenth century (Agudelo et al., 2019). The discussion over the private sector's social
obligations began in the 1930s, and by the 1970s, it was recognised that businesses' primary
goal was to constructively fulfil the needs of society, which generated public social
expectations for CSR. CSR today is now considered a shared responsibility involving all
stakeholders and society (Agudelo et al., 2019). This idea has grown in importance in
corporate and academic writing, reflecting the maturity of societal expectations. Scholars
claim that CSR has a good influence on company value because it secures long-term
profitability and puts corporations under pressure to satisfy ethical standards rather than
focusing just on profit (Lodsgård & Aagaard, 2017).

The early 2000s witnessed the industry develop various global CSR standards, including
those supported by the EU, the Global Reporting Initiative (GRI), and the Extractive
Industries Transparency Initiative. International social responsibility certificates have also
played a role in the global acknowledgement of CSR (Agudelo et al., 2019). According to
Porter and Kramer (as cited in Moczadlo, 2015), organisations may gain a competitive edge
by implementing "Strategic CSR" to produce shared value, which considers the company's
interests and the development of benefits for society. While CSR has historically changed, it
will likely continue to adapt to meet changes in social expectations surrounding the creation
and use of technology (Agudelo et al., 2019).

Corporate social responsibility goes beyond one's specific employment, organisation and
profit-focused perspective and broadens the idea of work and provides a way for people to
find purpose in their work (Aguinis & Glavas, 2017). Furthermore, according to the CSR
model created by (Carroll, 1979), there are four responsibilities: economic, legal, ethical, and
philanthropic. The economic responsibility involves producing goods and services that cater
to the needs of consumers. The legal responsibility involves adhering to regulations. The
ethical responsibility involves maintaining codes of conduct and moral standards. The
philanthropic responsibility involves participating in charitable and voluntary endeavours.
Furthermore, Pirsch, Shruti, and Grau (2007) in their paper distinguish between the two types
of CSR initiatives: institutionalised and promotional (CSR). Institutionalised CSR fulfils a
firm's social obligation and is integrated into a firm's routine business operations and
processes across all stakeholder groups. In contrast, promotional CSR, on the other hand, are
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initiatives that are temporarily implemented and uses CSR to drive product sales and aim to
improve the company's image or reputation (Pirsch et al. 2007).

Additionally, CSR is becoming a more popular topic in business schools, and studies have
shown that many business programs in Europe and America have incorporated business
ethics and CSR programs in their educational institutions (Stonkutė et al., 2018).
Management universities, in particular, have incited a renewed awareness as well as
enthusiasm among several students concerning the pivotal contribution CSR plays in one‘s
lifestyle (Imchen, 2021). The above incorporation has led to an increase in a substantial
transition in student view, with students now being more engaged and aware of the world
through their willingness to participate in social practices. This level of commitment has laid
the foundation for increasingly globalised possibilities and advantages and enhanced the
awareness that responsible cooperation is a necessary condition for sustainable development
(Imchen, 2021). Notably, participation in corporate social activities benefits both companies
and economic development, making it a necessary component for firms and community
success (Imchen, 2021). These CSR programs are anticipated to provide students with the
understanding and expertise necessary to recognise the company's sustainability initiatives,
obstacles, and how the company helps promote sustainable practices internally and externally
the organisations. Therefore, it can be concluded that the CSR focus has been rising
exponentially, and as companies are becoming more invested in CSR, academic schools are
incentivised to conduct CSR studies (Stonkutė et al., 2018).

2.1.1 CSR and Employee Attractiveness
From research, we know that firms with a solid CSR reputation attract more job seekers than
those without (Greening & Turban, 1997; Backhaus et al., 2002; Behrend et al., 2009;
Alniacik et al., 2011; Tsai et al., 2014). This is because CSR communication can increase the
appeal of potential employers to job seekers, according to Klimkiewicz & Oltra's (2017)
analysis of signalling theory. However, not all job seekers place equal importance on CSR,
with some being drawn to job opportunities that are more challenging or corporate values that
align with their own. Therefore, it is essential to view CSR as a sense-making process and
understand the various perspectives of job seekers towards it. Collaboration with NGOs and
prior awareness of CSR also play a significant role in job seekers' perception of CSR and
attraction to socially responsible companies, as shown by Barrena-Martnez et al.'s (2014)
study. Additionally, CSR positively impacts corporate reputation, which can influence the
behaviours of different stakeholder groups, including employees, as Maden et al. (2012)
found.
Part of a company's reputation as an employer hinges on its approach to diversity
management, providing daycare services, and highlighting its commitment to treating women
and minorities equitably (Williams & Bauer, 1994). The particular aspects of CSR
communication may be less necessary, but they play a vital role in understanding how
applicants interpret CSR signals and subsequently influence CSR-based Employer
attractiveness (Klimkiewicz & Oltra, 2017). Demonstrating a commitment to CSR can
provide companies with a competitive edge in attracting employees. Turban & Greening's
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(1997) research uncovered a correlation between higher ratings in corporate social
performance and better reputations that attract high-quality employees. In other words, job
seekers have a more favourable view of employers who prioritise social responsibility.

2.2 Employer Branding

Employer branding is a valuable tool that companies can use to stand out from their
competitors and attract potential employees.As conceptualised by (Aggerholm et al., 2011), it
is "communicative, relationship-building, and cross-disciplinary processes that create,
negotiate, and enact sustainable employer-employee relationships, i.e., long-term
relationships between an organisation and its potential and existing employees initiated by
corporate branding processes that integrate the notion of corporate social responsibility."
This approach integrates concepts of corporate social responsibility, marketing, and
organisational culture. It is a comprehensive and ongoing process that encompasses branding,
human resource management, and corporate social responsibility. Studies have shown that
students view socially responsible organisations with a good employer brand favourably
(Verčič & Ćorić, 2018). This is supported by previous research indicating that companies
prioritising corporate social responsibility (CSR) and brand activities are recognised for their
efforts (Maden et al., 2012). It is imperative for modern companies to focus on employer
branding, as young, skilled job seekers tend to avoid firms with a poor reputation regarding
social, environmental, and ethical concerns (Klimkiewicz & Oltra, 2017). Organisations
should regularly evaluate their corporate environment to effectively implement employer
branding strategies and create a desirable work environment that attracts and retains talent.
This includes strengthening the employer-employee relationship, increasing job satisfaction,
enhancing performance, and integrating social development with economic and
environmental aspects, which has grown increasingly crucial in today's corporate world
(Aggerholm et al., 2011).

2.3 Gen Z

This generation, known as Generation Z, emerged in the late 1990s and grew up throughout
the 2000s during significant shifts in digital technology, and as such, it can be stated that they
have never known life before the Internet (Singh & Dangmei, 2016; Seemiller & Grace,
2018; Vițelar, 2013). Several studies have demonstrated that Gen Z remains the most
advanced and technologically savvy generation when it comes to the internet, digital
technologies, and social media, which suggests it is a demographic that continues to evolve
along with the ever-changing transformation of digital technology (Chillakuri, 2020; Singh &
Dangmei, 2016). Most studies have found similarities in characteristics between the
Millennial Generation and Gen Z; nevertheless, it is essential to emphasise that Gen Z
possesses particular behaviours that differentiate them from those of the generation that
preceded them (Gabrielova & Buchko, 2021; Chillakuri, 2020; Vițelar, 2013). Alongside their
offline activities, Gen Z frequently interacts in internet-based activities, including gaming,
social media, and digital interaction, also known as online activities. The capacity to
manoeuvre and function within the offline and virtual worlds has been recognised as a
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distinguishing characteristic of the members of Gen Z (Singh & Dangmei, 2016; Seemiller &
Grace, 2018). Hence, due to their technological advancement and knowledge, Gen Z is
commonly termed "Generation I, Gen Tech, Digital Natives, Gen Wii" (Singh & Dangmei,
2016).

According to Singh and Dangmei (2016), Gen Z has several other characteristics, one of
which is that they are a self-reliant generation, and according to Çora (2019), when compared
to Generation X and Y, their sense of independence appears more resilient. Furthermore, due
to their tech-savvy tendencies, communication for Gen Z is ought through different social
media, and information is easily obtainable for them and sharing it further with their friends
and acquaintances (Dolot, 2018; Seemiller & Grace, 2018). Furthermore, the author Dolot
(2018) emphasises that Gen Z employs various devices regularly and constantly expresses
their viewpoints on current issues, environmental issues, as well as the communities within
which they belong. These individuals voice their thoughts and beliefs through social media
such as Twitter, Instagram, Snapchat and Facebook and internet forums like blogs. Thus, Gen
Z's attachment to the world of the new information era incorporates using, creating, and
managing internet content. Another characteristic of Gen Z is their tendency to receive
feedback from someone who emissaries duties to them (Gabrielova & Buchko, 2021; Dolot,
2018). This can be attributed to the simple fact that this generation, in particular, is
increasingly accustomed to "liking" and "commenting" on different things through social
media (Dolot, 2018). Gen Z also expresses their persistent perspectives on current affairs and
offers feedback on the products they buy or the services they acquire. As a result, they
provide feedback and anticipate it from others.

Regarding the workforce, several studies have highlighted that Gen Z is the youngest (Çora,
2019; Dolot, 2018; Barhate & Dirani, 202; Gabrielova & Buchko, 2021). Nevertheless,
several studies contribute to understanding Gen Z in the workforce. Compared to the previous
Generations, Gen Z is noted to have been the most ambitious and goal-oriented (Schroth,
2019). Additionally, Gen Zs enquires about higher levels of education and is financially
stable, and in terms of ethnicity and race, Gen Z represents an immense amount of diversity
(Schroth, 2019). According to Gabrielova and Buchko (2021), the highest priority level for
Gen Z in a work setting is an exciting environment to be employed in. According to Çora
(2019), 84.5% of Gen Z respondents indicated an ambition to work in a stimulating position.
Additionally, Gen Z requires flexible working hours and vacation time that is compensated
(Gabrielova and Buchko, 2021). According to Barhate and Dirani (2022), even though Gen Z
prefers to work independently and is an individualist, networking and connecting with
coworkers is critical for them to achieve organisational goals. However, Gen Z's workplace
expectations have been stated to be unrealistic (Schroth, 2019) due to the fact that this
demographic is least inclined to have acquired work expertise during their adolescents, which
causes a lack of experience and excessive expectations. In conclusion, as stated by Singh and
Dangmei (2016), when it comes to employment, Gen Z has particular demands and driving
attributes than prior generations. Apart from the previously mentioned choices, they also
possess other inclinations, such as transparency and opportunities for professional growth,
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and are drawn to working for companies with legitimate CSR initiatives (Singh & Dangmei,
2016).

Regarding the relationship between Gen Z and CSR, Narayanan (2022) states that this
demographic is significantly more concerned about CSR policies than prior generations. This
is attributed to the fact that Gen Z has grown up in an era of fast change as well as the rise of
many environmental concerns. In addition, research has demonstrated that Gen Z is nearly
twice as likely as Baby Boomers to favour organisations that positively promote and employ
both their business practices' environmental and social outcomes and thus, over 90% of Gen
Z feel strongly about these issues and holds firms accountable (Narayanan, 2022).
Furthermore, Narayanan (2022) states that previous research has demonstrated that
approximately 59% of Gen Z is committed to contributing to adjustments into sustainable
growth. Thus, they address their viewpoints and advocate for problems involving
sustainability, inclusivity, and justice.

2.4 Job Satisfaction - Herzberg's two-factor theory
When it comes to employees, job satisfaction is a factor organisations have to consider when
acquiring and retaining employees (Aziri, 2011). Studies have shown that satisfaction with
one's job is a vital component for personnel to attain to be motivated to do their job. As a
result, the absence of job satisfaction contributes to a lack of motivation, which decreases
worker efficiency and results in unsatisfactory company performance (Aziri, 2011).
Evidently, there are a number of meanings attached to job satisfaction; however, as defined
by Aziri (2011), it refers to either the positive or negative emotions that employees encounter
through their position of employment. Furthermore, the author also states that employees
usually initiate a particular set of wants and requirements, as well as prior experiences with
them their current job, and these factors influence their standards of conduct. Hence, the
manner in which these standards correspond with the actual advantages offered within the
position establishes job satisfaction (Aziri, 2011).

Author Frederick Herzberg identified in his research that the elements that contribute to
individuals' satisfaction at work are not always comparable to those that cause dissatisfaction
(Wall & Stephenson, 1970). Someone's sense of fulfilment can be elevated through earning a
promotion or being acknowledged for their hard work, although lacking to achieve such will
not automatically render them dissatisfied (Wall & Stephenson, 1970). On the other hand,
negative or toxic corporate policies and management can make somebody unhappy, although
favourable policies and management are not sufficient to guarantee satisfaction (Wall &
Stephenson, 1970). As a result, job satisfaction or dissatisfaction can be induced by any
number of factors ​​(Wall & Stephenson, 1970). Therefore, Herzberg et al. (1959) developed
two factors that contribute to the understanding of job satisfaction: motivation and hygiene
(Tietjen & Myers, 1998; Maidani, 1991).

Hygiene factors are variables that have no direct correlation to the task of the job but rather
external entities or factors associated with the worker's surroundings, such as "company
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policy and administration, technical supervision, working conditions, salary, and
interpersonal supervision" (Tietjen & Myers, 1998; Maidani, 1991). Whereas salary increases
have been explored to be a motivator in the past, however, studies have determined that
salary increases are no longer good enough to encourage employees (Yadav, 2022). On the
contrary, employees maintain their expectation of fair and equal salaries for their work.
According to Yadav (2022), employee satisfaction largely depends on adequate salary, and
"fairness in compensation (FC) is one of the most critical hygiene factors that directly affect
employees' life cycle, behaviour and attitude". Moreover, a fair salary is to be defined
according to an employee's abilities set, expertise, and level of accountability. Utmantly,
hygiene factors are not enough to motivate employees, but if they are absent or insufficient,
they can cause dissatisfaction (Reed & Watmough, 2015). The hygiene factors determine the
level of security and comfort employees experience (Reed & Watmough, 2015).

On the contrary, motivation factors are closely associated with the job's nature and tend to be
inherent in the task of the job. These factors include "achievement, advancement, the work
itself, responsibility, and recognition" (Tietjen & Myers, 1998; Maidani, 1991). According to
Lacey et al. (2015), Herzberg has been criticised for suggesting that solely hygiene is
insufficient to motivate employees. Nevertheless, Lacey et al. (2015) elaborated that this
assumption was indeed inaccurate, given Herzberg's assertions that both factors can
contribute to one's satisfaction. However, employees will not achieve sustained satisfaction
merely by hygiene factors (Lacey et al., 2015). Instead, they also need motivational factors
like achievement, advancement, responsibility, and recognition (Lacey et al., 2015).

In regards to job satisfaction, studies have shown that Gen Z does not possess a commitment
to an organisation and seems inclined toward transitioning between employment as opposed
to remaining with one organisation for an extended time (Nabahani & Riyanto, 2020).
Furthermore, managers recommended increases in wages to sustain the organisation's
employee retention and prevent employee turnover, according to Nabahani and Riyanto
(2020). However, such an approach might not be compelling to Gen Z due to their entirely
different job demands and preferences. Whereas a salary increase is significant to this
demographic, the matter is not the most crucial factor in job preference order of importance
(Nabahani & Riyanto, 2020).
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3. Method
Method is a vital aspect of the research paper, as it facilitates the formulation of significant
findings that contribute to the existing knowledge in the field. The Method chapter presents
the suitable approach and layout of the data collection and analysis and the ethical
considerations researchers took to explore the research question.

3.1 Research Method
According to Saunders et al. (2015), the research project starts by requiring a proposal as well
as a clarification of the research subjects and thereafter involves several critical steps. After
establishing a research subject, one of the fundamental phases is to formulate a research
question; this process is significant as it contributes to maintaining grounded to the topics or
issues being explored and serves as the focal point of the research study (Saunders et al.,
2015). After establishing the scope of the research question, the researchers undertook an
in-depth assessment of the existing literature with the aim of discovering relevant theoretical
frameworks that could sustain the preliminary results and findings of the study (Saunders et
al., 2015). The search for relevant literature process consisted of examining multiple theories
and concepts that corresponded to the research question in order to ensure that the conducted
study had its basis within an adequate theoretical basis. The necessary articles for the
literature review were accessed by means of Google Scholar and Mälardalens University's
library databases.

According to Saunders et al. (2015), a qualitative approach is employed when researchers
seek to grasp a phenomenon by extensively analysing and understanding the various
interpretations and opinions displayed by respondents, solely focusing on the personal and
socially constructed significance individuals attribute concerning the phenomenon. This
method employs interviews and observations to gather more detailed information that can
then be analysed to better understand the more profound significance and context of the
subject matter (Saunders et al., 2015). The qualitative method approach was used in this
study given that the study's nature is exploratory research, demonstrating that the research
objective is to explore a phenomenon about which there is little prior research (Collis &
Hussey, 2014). As the focus of the study is to explore and fully grasp the decision-making
process of Gen Z when selecting an employer, the qualitative approach gives a richer and
more detailed opinion of participants through the use of semi-structured interviews.
Furthermore, the use of the qualitative method gives a more significant advantage as it allows
for a more in-depth exploration of Gen Z individuals' experiences, attitudes, and perceptions
of CSR initiatives (Collis & Hussey, 2014).

However, implementing the qualitative method has an essential drawback given that the
number of participants in the obtained data is significantly smaller within this study due to
the intensive nature of the method and limited time. As well as finding individuals with the
expertise required for an interview is also challenging. Due to this, convenience sampling
was employed, meaning that the interviewees were easily accessible to the researcher
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(Saunders et al., 2015). This allows the researcher to choose participants who possess both
the knowledge and the willingness to participate. In addition, evaluating the data collected
through interviews demands time as it requires labelling and classifying the data, recognising
themes and patterns, and analysing the results that were obtained as a consequence of the
in-depth data gathered through interviews. As a result, assigning particular responsibilities to
research team members was necessary for maintaining accurate and productive interview
collection and analysis.

3.2 Data collection

3.2.1 Primary data
The data of this research is merely primary data which means it is derived from a firsthand
source that, according to Collis and Hussey (2014), could include one's investigations,
questionnaires, interviews, or focus groups. Thus, the data collected for this research is
gathered through a semi-structured interview.

3.2.2 Semi-structured interview
As previously pointed out, interviews are an approach by which to gather primary data.
According to Collis and Hussey (2014), these interviews are gathered through questions
posed to the selected participants with the objective of understanding their views, thoughts
and experiences towards the subject matter. Furthermore, the research purpose has a
significant impact on determining the structure of the interview. This suggests that a
semi-structured interview is essential when implementing an exploratory study to seek an
understanding of the basis for the participants' viewpoints and thoughts (Saunders et al.,
2015). A semi-structured interview, according to Saunders et al. (2015), gives researchers the
capacity to formulate follow-up questions to have a more thorough comprehension of the
participants' opinions. The information obtained through the semi-structured interview is
significantly more abundant, facilitating respondents to express themselves more profoundly
in their responses by reflecting more extensively upon the subject matter (Saunders et al.,
2015). As a result, the determination to employ a semi-structured interview in this study was
motivated by the essential of gathering rich and precise data from Gen Z regarding their
perspectives and opinions on CSR initiatives of firms when deciding upon their place of
employment. This procedure allows for greater flexibility in questioning, leading to more
comprehensive responses and a better understanding of the respondents' opinions, as
Saunders et al. (2015) stated. Furthermore, having the means to initiate follow-up questions
throughout the interview assists in gaining an expanded view of the responses provided by
the participants.

Furthermore, the interviews were conducted through the digital platform Zoom and over the
phone. Digital platforms such as Zoom and phone interviews provide convenience, flexibility,
and accessibility to both the interviewer and interviewees. This enables remote and efficient
data collection.
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3.2.3 Interview Participants
Generation Z and employers who have firsthand experience working formally in recruitment
or HR roles were selected as interviewees for this research. Generation Z participants were
chosen based on their age and expertise in the topic being studied. The participants were born
between 1997 and 2001, which makes their age range between 22 and 26. The age range
gives data based on a sample of participants who have recently entered the labour force by
providing insights into their outlooks on the role of CSR initiatives in their employment
judgments. Furthermore, to ensure the responses' reliability, the selected participants have a
university education and prior knowledge of corporate social responsibility (CSR) efforts in
firms (Table 1.1). Regarding employers with firsthand experience working formally in
recruitment or HR roles, three interviewees were selected from various industries that employ
considerable Gen Z employees. The employers with firsthand experience working formally in
recruitment or HR roles were selected to offer insight into the significance of CSR initiatives
to prospective employees and the barriers and advantages encountered when incorporating
CSR initiatives into an employer branding strategy (Table 1.2).

To maintain anonymity, Table 1.1 lists each participant's assigned job title whilst also providing Gen Z
respondent's age, educational background, and job title.

Participant Age Educational
background

Job Title

GENZ-1 22 Master in International
Business Management

Financial Service

GENZ-2 26 Bachelor degree in
Economic and
sustainability

Billing and Payment
Specialist

GENZ-3 25 Master of Science
Engineering, Energy
and Environment

IT Support

GENZ-4 23 Bachelor in
Economics

Bank Advisor

GENZ-5 25 Bachelor in Graphic
Design

Art Designer

GENZ-6 26 Bachelor in
Economics

Customer Service

GENZ-7 22 Bachelor in Business
and Economics

Accountant

Table 1.1
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Table 1.2 lists each participant's assigned job title whilst also providing the employers' job description.

Participant Job Title Job description

Participant 1 Recruiter Works in labour market
consulting that assists job
seekers in finding their ideal
job position.

Participant 2 Regional Manager Oversees and manages the
operations, sales, and
performance of multiple retail
stores within a specific
geographical region as well as
assists with hiring new
employers.

Participant 3 Talent Acquisition Specialist Works in a sales-focused
recruitment company
specialising in hiring
salespeople and engineers. The
job involves sourcing suitable
candidates through interviews,
LinkedIn searches, and job
applications.

Table 1.2

3.2.4 Interview Guide
As mentioned, the interview was divided between Gen Z and employers who have firsthand
experience working formally in recruitment or HR roles. As the research aims to understand
whether CSR initiatives influence Gen Z's decision-making process when it comes to
choosing an employer, the questions related to Gen Z were divided into two themes. The
participants were asked questions structured around job preference and satisfaction and
questions related to CSR initiatives. In the first seven questions, we explored some factors
leading to Gen Z's job preferences and the most critical factors employers need to meet to
make Gen Z feel valued and satisfied in their jobs. This set of questions where conducted in
relation to the two-factor theory by Herzberg et al. (1959) that contributed to the
understanding of job satisfaction: motivation and hygiene (Tietjen & Myers, 1998; Maidani,
1991). In addition, six questions were designed to understand better how vital CSR initiatives
are to Gen Z when considering an employer. The questions also explored whether they have
rejected job offers due to a lack of CSR initiatives by a company as well as how companies
can effectively communicate CSR initiatives to prospective employees like Gen Z.

The employers with experience working formally in recruitment or HR roles addressed
employee attraction and retention and the role of CSR initiatives in employer branding
strategies. The questions were centred on how firms can attract and retain the best Gen Z
candidates and how the job market has changed for Gen Z compared to previous generations.
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The questions furthermore explored whether CSR initiatives are becoming increasingly
important to Gen Z when looking for job opportunities.

3.3 Data Analysis
According to Saunders et al. (2015), when analysing qualitative data such as interviews, in
this case, the most general approach is thematic analysis. The thematic analysis is considered
a more thorough yet versatile and accessible means of evaluating and identifying common
themes or patterns in an assortment of qualitative data (Saunders et al., 2015). The inductive
nature of this research entails deriving themes from the data rather than assessing an existing
theory-based framework of themes (Saunders et al., 2015). Thus, the thematic analysis
method was implemented to distinguish between themes and patterns derived from
interviews.

According to Saunders et al. (2015), thematic analysis is conducted through four phases:
"becoming familiar with the data, coding the data, searching for themes and recognising
relationships, and refining themes" In the first phase, the interviews were recorded and
transcribed into a written form in a document, which the authors read through to get more
familiarised with the data (Saunders et al., 2015). In the following step, Saunders et al. (2015)
emphasise the significance of coding, which refers to the procedure of labelling data with a
similar meaning and establishing a code for each unit of data in order thus generate more
detailed data to analyse and understand. In this step, the authors used different colours as well
as labelling codes to highlight important statements made by the participants. The codes and
statements that have been highlighted were built around relevant phrases articulated by
participants throughout the interview (Saunders et al., 2015). As Saunders et al. (2015)
outlined, the third step in the process is finding themes and recognising relationships in the
data. In this step, once the data had been coded, the researchers combined related codes
together and created themes related to the research question (Appendix 2). According to
Saunders et al. (2015), the final step is refining themes. This approach ensures that the themes
make sense together and provide a structure for the overall analysis. Accomplishing this
made it prominent so that the data fit together well and the themes were related to each other
and the research question. Research has drawn meaningful and informed conclusions by
thoroughly evaluating data through these steps.

3.4 Validity and Reliability
According to (Creswell, 2013), validity and reliability are essential factors in ensuring the
quality and credibility of research results. Validity refers to the accuracy and genuineness of
the findings, while reliability pertains to the consistency and stability of the research over
time and in various situations (Saunders et al., 2019). In qualitative research, ensuring
validity and reliability necessitates a meticulous approach to data collection and analysis
(Creswell, 2013).
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3.4.1 Validity
It was imperative to take measures to ensure the accuracy and authenticity of our study
findings. To achieve this goal, we employed various techniques to enhance the quality of our
data. One of these techniques was convenience sampling, which involves a thorough
selection process of employers who have firsthand experience working formally in
recruitment or HR roles and Gen Z employees with the necessary experience and knowledge
of CSR initiatives. This method aimed to elicit in-depth and comprehensive responses to our
research query, facilitating a robust and meaningful analysis. In order to ensure the utmost
accuracy and dependability of the research findings, we decided to implement a reflexive
approach to data analysis. This approach involves continuously reflecting on the researcher's
underlying assumptions and biases and thorough and transparent data analysis. With this
method, we can guarantee that our research findings are exclusively based on the data and not
influenced by preconceived notions or expectations that may have potentially skewed the
results (Saunders et al., 2019).

3.4.2 Reliability
Our research aims to produce reliable findings by following established procedures for
collecting and analysing data. We used a semi-structured interview guide to maintain
consistency in the data collection process. Before conducting actual interviews, we piloted
the guide to refine our questions and ensure clarity and understanding. In order to guarantee
accuracy and consistency in our data collection process, all interviews were recorded and
transcribed. As mentioned above, to identify patterns and themes in the data, we use thematic
analysis, which two researchers independently coded. Furthermore, assessed the inter-coder
reliability using Cohen's kappa, a measure of agreement between two coders beyond chance
(Creswell, 2013). When there were any discrepancies in coding, we resolved them through
discussion and consensus to ensure the reliability of our findings.

3.5 Ethical Considerations
Our research emphasises ethical principles to guarantee the privacy and safety of all
participants. We followed the guidelines of (Saunders et al., 2019) to ensure ethical practices
were followed. Thus, we have thoroughly considered ethical issues throughout our research
process's planning, implementation, and dissemination stages. First, obtaining informed
consent from all study participants to ensure ethical research practices, which involves
providing them with a consent form outlining the study's purpose, procedures and their rights
to confidentiality and anonymity.

We ensured that all participants' information remained confidential and anonymous
throughout the research process. Under no circumstances was personal information to be
shared or used in any analysis or reporting of findings. This was done in order to protect the
participants' privacy and maintain their trust in the research process per ethical principles of
confidentiality and anonymity (Saunders et al., 2019). Our third priority is to safeguard the
well-being of our research participants. To achieve this, we abstained from asking intrusive or
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personal questions that may cause discomfort or distress. In addition, prior to the interviews,
we informed all participants that they could withdraw at any point without facing any
consequences or adverse outcomes. This was done to ensure ethical conduct and protect the
well-being of the participants, as stated in (Saunders et al., 2019) guidelines. It was
imperative that the participants acknowledged that interviews would be ethical and that the
research findings would be shared responsibly.

3.6 Limitations
The limitations of the methodology depend solely on the necessity for obtaining more data
from a more extensive number of interviews. According to Saunders et al. (2015), more
interviews should continue to be conducted as long as data saturation is reached. The
aforementioned is created when the attributes discovered from the interviews no longer
incorporate new details or demonstrate new factors (Saunders et al., 2015). However, because
the research only included about seven Gen Z members and three employers who have
firsthand experience working formally in recruitment or HR roles as a result of limited time,
its conclusions cannot be generalised.

4. Results
In the following chapter, an extensive and in-depth overview of the findings are presented that
have been collected from semi-structured interviews. These empirical findings serve as the
foundation for the research's subsequent discussions. The main focus of this chapter is on two
critical themes, each of which has several sub-themes that are relevant to the overall research
objectives.

4.1 Job Preference and Satisfaction

4.1.1 Salary and Benefits:
The outlooks of Gen Z on salary and benefits within employment convey what they consider
to be their objectives and standards. As stated by the Gen Z participants, compensation and
benefits are important when it comes to recruiting and retaining employees. According to
Genz-7, when considering a career and making decisions, Gen Z places importance on salary.
Furthermore, Genz-7 expresses how they were first committed to pursuing jobs in
recruitment and HR. However, they later shifted to seek a career in accounting and IT
accounting, primarily due to the more significant income increase projected in the future for
this job position. Salary certainly represents an essential element within fulfilment at work,
specifically for those entering the job market as prospective or young employees, as indicated
by the Participants Genz-6. A fair salary which is equivalent to the value a worker brings to
the organisation, ensures that they have a sense of worth and appreciation, which can lead to
increased job satisfaction and loyalty in the company by staying. According to Genz-4, they
were dissatisfied with their previous job because their basic needs were not being met.
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However, they believed that an increase in salary would certainly have been sufficient to keep
them in their position and make them feel valued.

“I think if I had received a higher salary, I would have stayed a while longer. At least then I
would have felt that my value. what I have delivered and was rewarded for my good Job.”

Genz-4

However, the salary is certainly not the sole factor Gen Z addresses when assessing
possibilities for employment. Benefits such as health care, vacation days, and flexible work
arrangements are crucial in determining their choices. Furthermore, because employees work
long hours to profit the company, Genz-6 believes that benefit packages are essential.
Moreover, as stated by Genz-2, when faced with multiple choices of selecting an employer,
the benefits they provide ultimately become a determining factor.

“it is good to have a company that offers a lot of good benefits. But why is it important for me
is, let's say, I applied for a jobs And I got job offers in two companies and while I'm reading
the contract, I will read their benefit. And if one have more benefits from the other company I

will be more attracted to the one who have more benefits.” Genz-2

4.1.2 Career Development and Growth Opportunities:
When it comes to career development and growth opportunities, many Gen Z participants
emphasised the significance of such as a factor when selecting an employer. Many Gen Zs
value professional development and are looking for companies that will help them grow.
According to Genz-1, they seek an employer who not only makes sure they accomplish the
tasks they are given but who additionally serves as a mentor and a coach that will assist them
to thrive in their professional lives. Additionally, Participant Genz-7 states that compared to
millennials, Gen Zs are looking for companies that will provide them with opportunities to
gain new experiences and skills that they can later apply to their next job. Furthermore,
Genz-4 highlights that Gen Zs are career-centred and that they might stay in one place for one
or two years and constantly change with the goal of advancing up their career path.

“ I have noticed that my generation is very much Career focused, so that you might work for
one or two years at a workplace change, change, in order to climb, climb, climb up the

ladder.” Genz-4

Furthermore, a lack of motivation has been attributed to an absence of potential for growth.
When a number of the participants were asked whether or not they had ever encountered an
instance whereby their basic needs or factors were not fulfilled, they noted that the most
significant contributing cause was a lack of growth opportunities. When the absence of
growth opportunity surfaces, many of the participants expressed that they did not feel
motivated to fulfil their tasks as well as it did not motivate them to work as much as they
would like. Furthermore, Gen Z asserted that once they have to perform the very same duties
for an extended time, they become promptly disinterested, and as a result, they become
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content in their tasks and do not possess growth and development. Participant Genz-7 adds, "I
have worked for a company where I did not feel like there were any growth opportunities for
me, and what happened was that I just left after a while", demonstrating the necessity of
possibilities for development in one's place of employment. Furthermore, Genz-3 added that
once one experiences a lack of growth, there is an overall feeling of being capitalised on for
the betterment of the company as opposed to being a component in an agreement that benefits
both parties.

"That definitely affected my motivation like to the point that you don't feel good going to
work. it affected my motivation. Because I can tell you, like, generally, it was the fact that

there was a lack of growth, lack of communication. and these types of things, it felt more like
you were just being used, you know, like, to achieve the bigger goal of the company instead
of, you know, a mutually beneficial relationship where the company is benefiting and you are

benefiting too.". Genz-3

4.1.3 Working conditions:
When discussing matters related to working conditions, the participants have comparable
preferences, and one particularly prevalent trend among all Gen Zs is their preference for
flexibility in the workplace. When asked what values and beliefs the participants possess in
common with their Gen Z peers, many of them indicated that hours of flexibility and working
remotely are among the principles and opinions they have in common. As conveyed by
Genz-2, if a company cannot offer flexibility, ultimately, the employment opportunity is not
suitable for them. Furthermore, flexibility can be seen in different elements when referring to
working conditions. Several Gen Z participants reinforced the merits of flexible working
hours, indicating that their generation is opposed to having to be confined to the conventional
9-17 hours. In contrast, others emphasised the flexibility of working from home or simply
remote working. While at the same time, other participants voiced the extent to which they
value their time and how flexibility is expected to allow them to maximise their life outside
of work by working fewer hours and smarter. One factor that contributed to the shift in
wanting flexibility is The Covid-19 pandemic, which subjected many of them to the
appreciation of being able to work from their homes rather than being confined in one place
for eight hours a day.

“I think the one thing I have noticed is like wanting the flexibility, working hours and remote
working. I think since the COVID and experiencing like Zoom or just like working from

home, I feel like most GenZ, including myself, want to continue with that. We do not want to
stay in one place which is like the work from like 9 to 5. Flexibility is one value I believe we

share.” Genz-6

“I think after COVID, especially a lot of Gen Z's value being able to use their time how they
want to, they do not want to be stationed in only one place in one office”. Genz-1
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A balance between work and life is another working condition that Gen Z recognised they
needed in order to remain satisfied, as well as a component to take into account when
deciding which employer they would work for. The work-life balance represents yet another
element of flexibility that Gen Zs seek. They desire a satisfactory balance between work and
life mainly because they want to devote time to their personal lives while maintaining their
professional ambitions.They adhere to experiences and inner gratification as much as their
salary and hold the view that an adequate work-life balance fosters their ability to thrive in
both of them. They aspire to have the opportunity to pursue their interests and spend time
travelling and participating in other activities rather than becoming consumed by their job.

“like your job doesn't end after your eight-hour shift at the office. So I think it definitely made
me realise that I value my time more, and I value you know, getting to do things that I love,
like traveling getting to meet more people even though it may not be that that gives me a

higher pay or a higher salary” Genz-1

4.2 CSR

4.2.1 Importance and Alignment of Values
During the study, participants highlighted the significance of corporate social responsibility
(CSR) and shared values when evaluating potential employers. They asserted that companies
are responsible for tackling social and environmental issues, recognising their considerable
impact on society. Participant Genz-6 states, "Companies hold substantial influence over the
environment and social aspects, and it is their responsibility to make a difference". The
participants acknowledged the importance of a company's reputation and expressed that they
tend to investigate its background, values, and societal impact before considering working
there.

"I research I want to know what the company is about, what are their beliefs? Where do they
stand in the world? You know, like, both in society financially, like, how big are they? So

yeah, for sure, I am researching" Genz-3

Additionally, the study found that both age and career stage has an impact on how individuals
prioritise CSR initiatives. While younger individuals and those early in their careers may
have knowledge of CSR, they struggle to prioritise it. Due to their career aspirations,
individuals often prioritise their professional goals over CSR initiatives. This was further
emphasised by Genz-1, who stated that "I think when you start caring about CSR, you have
reached a point where you start caring beyond yourself because you are comfortable first".
This further demonstrates that, although Gen Z participants acknowledged the significance of
CSR practises within companies, their main priority at the moment is to be more attentive to
the salary aspect as well as establish their careers path. Nonetheless, they still recognise the
significance of CSR and value companies that emphasise it.
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"You know when I am in my 30s and have a secure job, then I would actually prioritise CSR
initiatives more, but for now, I think salary is still the number one" Genz-7

4.2.2 Employee Engagement and Recognition:
The study found that Gen Z workers appreciate companies that prioritise and carry out CSR
initiatives while also engaging and recognising employees. The research identified specific
factors affecting how potential Gen Z employees positively view a company's CSR efforts.
These factors were supported by quotes from Gen Zs who were interviewed. During
interviews, Gen Z employees emphasised their preference for companies with a visible and
efficient reward system. As one Genz-1 put it, "...I think they need to also have some sort of
reward system to, you know, encourage you to keep working. When you do achieve
something, make that noticeable". In addition, it is crucial for employees to find a strong
connection between their personal values and the CSR initiatives of potential employers. This
was emphasised further by Genz-2, who stated that they would accept a position with a lower
salary if the company's values were compatible with those of their own. Furthermore, for Gen
Z employees, promoting workplace engagement is crucial. They appreciate having access to
efficient communication channels and internal skill-building activities that enable them to
gain insight into a company's CSR practices.

“...like company town halls, and internal skill-building activities, I feel like co-workers, you
know, understand things better when they are able to do it with other people. So it is also kind
of like a team building. Exercise. So you make your company stronger by also communicating

your values.” Genz-1

Companies with a focus on corporate social responsibility attract younger workers due to the
opportunity to make a meaningful contribution to social causes. This includes participation in
volunteering programs, provision of mental health support, and offering flexible work
arrangements. This was further explained by Genz-7, who stated that "If a company just came
and was very traditional and just only advertised about the actual job description, I do not
think it is appealing to anyone. But if you are working and somehow you can also feel like
okay, I am making a difference here!". Additionally, members of the Gen Z workforce wish to
be recognised and respected as individuals in their workplace. They value employers who
acknowledge and appreciate their distinct capabilities and contributions.

"The most important thing for me is that the employer sees me and hears me, that I am not
seen as one in the crowd, or as a workforce" Genz-5

4.2.3 Community Engagement
Companies that actively contribute to the community are highly valued by Gen Z employees.
It is important for companies to give back since they receive resources and support from the
community. According to Genz-1, "What's important to me is that the company gives back to
the community somehow". For Gen Z employees, it is essential that companies and employees
share the same values when it comes to addressing social and environmental issues. They
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view it as a joint responsibility between companies and society. As Genz-4 indicates, if
businesses are performing well, society is doing well as well. Furthermore, a participant
Genz-7 also talked about the community involvement programs that their employer
organises, illustrating the alignment of values.

"For example, where I work when young people have just turned 16 since you start earning
your money then. We help provide with summer jobs. We also offer lectures for youth on

finance: How you save money." Genz-7

Gen Z employees consider it important for companies to recognise their obligations towards
the community. They believe that companies have a responsibility to address social and
environmental issues. As Genz-6 states, "Yes, they do have the obligation", as does Genz-7,
who stated, "I do think that companies have that obligation". However, there are differing
perspectives among Gen Z employees regarding the requirement for companies to address
social and environmental issues. As stated by Genz-1, it is not the primary goal of businesses
to emphasise their CSR initiatives because their foremost objective is to make a profit;
however, it is a great deal if they do care.

"Not necessarily. I think at the end of the day, the main factor, or the main goal of a company
is to make money. If they do care about the environment, I think it is, you know, great, they

have a great heart, they care" Genz-1

4.2.4 Ethical Considerations and Sustainability:
Within the broader theme of CSR, ethical considerations and sustainability have emerged.
The identified aspects that influence Gen Z workers' perception of a company's ethical
standards and commitment to sustainability are crucial. Quotes from the interviewees support
these factors. Ethical considerations significantly influence the decision-making processes of
Gen Z employees. As a Genz-4 participant stated, "You may not want to invest your money in
companies that have child labour or generally high emissions from factories or for example
drugs or tobacco or weapons". When Gen Z employees evaluate job offers, they take into
account a company's CSR initiatives and how they align with their personal values. They give
preference to employers that show a dedication to sustainability.

"It's important to feel satisfied at work in order to continue working there, and your
satisfaction will align with your values. So if your values are not met by the company, there

will likely be clashes" Genz-5

The study also revealed that Gen Z employees are more attracted to companies that actively
promote sustainability and have robust CSR initiatives. They believe that companies
prioritising sustainability are more appealing and receive more applicants. This was further
expressed by a recruitment manager who pointed out that companies that employ CSR
initiatives are more likely to be more attractive to prospective employees.
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"Obviously, those companies that have CSR initiatives are going to be more attractive, there
is gonna be more applicants there" Participant-3

4.2.5 Diversity and Inclusion:
The findings also pinpointed certain CSR initiatives that can positively affect how these
employees view a company's CSR efforts. The findings demonstrated that in the workplace,
Gen Z individuals place great importance on diversity and inclusion. They stress the need for
equal opportunities and recognition of skills, regardless of age, gender, or background. In
addition, Gen Z candidates consider equal opportunities for all to be an important factor when
looking for employment. They prioritise companies that value diversity and inclusivity,
offering fair chances to people from different age groups, competencies, and ethnic
backgrounds.

"When I started looking for a job, it was important that it is an inclusive place and that they
work with diversity issues and that they do not just sort of say it" Genz-5

Employers who actively promote and showcase diversity are more favourable to Gen Z
interviewees, as diversity in the workforce is seen as an important factor. Genz-7 participants
mentioned that part of the reason they wanted to work for a certain company was that they
advertised their diverse workplace and employed a diverse workforce. Furthermore, when
evaluating potential employers, Gen Z applicants take into consideration the composition of
company management. They express a desire for a balanced representation of genders and
ethnicities in leadership positions.

"It is like this OK, but how does it look like there are only a lot of white men in the company
management here, or is it a bit even with women or so like this. What does it look like up

there?" Genz-4

During interviews, Gen Z expressed a strong appreciation for authentic corporate social
responsibility initiatives that aim to tackle inequality and promote diversity. They tend to
favour companies that make genuine efforts towards social impact while being cautious of
any superficial claims or practices. One participant highlighted, “I know that this company is
not really doing this to help society... There's a lot of greenwashing, there is a lot of diversity
washing" Genz-7. Moreover, diversity and inclusion are part of the initiatives of CSR, and
therefore, Gen Z participants highlight that if companies are offering lower salaries to a
certain demographic, then their efforts are lacking.

"Part of CSR is that you also have diversity among age, gender, and skills, which they lose if
they lower the salary. To be able to work more equally" Genz-4

4.2.6 Employer Engagement
Through the findings, it was highlighted that to attract Gen Z employees, it is important to
communicate CSR initiatives effectively. Gen Zs are more likely to be interested in
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companies that highlight their CSR activities, involve employees, and show measurable
results. As stated by Genz-7, "I like companies that showcase what they do. I like companies
that showcase what their employees are doing, and I like companies that showcase the results
of what they are doing". To communicate effectively, participants recommend that companies
display their CSR initiatives on their websites using a professional and modern way. As
participant Genz-5 noted, "One can write about how they work with CSR on their website in a
very professional and forward-looking manner". Furthermore, Gen Z participants also
highlighted the significance of social media in efficiently conveying CSR efforts. They
expressed frustration when companies did not showcase their CSR efforts, leading to weaker
employee branding experiences.

"...they do not showcase it. So we do not have a very strong, you know, employee branding
experience for the students that we try to recruit. Which is very, very frustrating" Genz-7

Storytelling through platforms like TikTok and Instagram was considered highly effective As
stated by Genz-7. Being active on social media was seen as crucial for engaging Gen Z
individuals, as emphasised by another respondent, who stated, "...and I think that it is very
important to be active in social media because as Gen Z, that is where we are at" Genz-6.
Furthermore, participants suggested short clips on platforms like Instagram, TikTok, Twitter,
and LinkedIn to showcase employees' workdays as well as CSR initiatives and informative
information as expressed by Genz-2 and Genz-5. Additionally, the absence of visible CSR
initiatives is associated with a potential lack of implementation of CSR practices within the
organisation.

"...if they are not showing it, that maybe that is a sign that maybe they are not working with
CSR practices" Genz-3

From the perspective of the Manager, recruiter and talent specialist:
They had different ways of integrating CSR initiatives into their employee branding strategy.
When asked about sustainability strategies, some admitted to discussing it but not actively
pursuing it as a specific strategy. One manager noted: "If the person asks, of course, we tell
them what we are doing with our sustainability strategies, but otherwise, we are not actually
very good at it. We can certainly get better at that, but yes, not really," Participant-2. Another
recruitment specialist stated: ".... it is not like a strategy we actively pursue. We discuss it. But
yeah, it is, it is in the back of our heads, basically" Participant-1.

The study results show a clear difference in opinions between Gen Z participants and
managers regarding employer involvement in CSR initiatives. Gen Z participants believe that
it is crucial for companies to actively and visibly promote their CSR efforts on social media
to attract potential employees. On the other hand, managers tend to take a less proactive
approach, only discussing CSR when prompted and not considering it a primary strategy for
employee branding.
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5. Discussion
In this chapter, a discussion and a connection between empirical findings and the literature
review is presented in order to create and enable in-depth analysis. Through analysing the
data from various angles and perspectives, the researchers aim to produce an understanding
of how firms' corporate social responsibility (CSR) initiatives affect the favorability of
potential Gen Z employees in order to answer the research question.

5.1 Gen Z Preference when selecting employer
Salary and benefits were cited as the most important factors influencing job preference by the
majority of the participants, providing a comprehensive insight into Gen Zs job preference.
Salary is recognised as a hygiene factor in the two-factor theory by Herzberg et al. (1959),
implying that its implementation is necessary to overcome dissatisfaction among employees
(Tietjen & Myers, 1998; Maidani, 1991). However, it does not always influence motivation,
and this is further highlighted by Yadav (2022), who argues that salary alone is insufficient to
motivate employees to be fulfilled with their jobs; additional variables must be visible. In
essence, an employee will feel happy if they feel they are appropriately compensated, yet,
merely raising their wage is not an effective motivator that drives them to perform more
effectively. Participants have acknowledged that besides salary, benefits are an additional
factor which aids them in choosing a workplace, which supports the notion that salary itself is
insufficient. Furthermore, the more benefits the company provides to Gen Z, the more likely
Gen Zs are to select it, and this can be emphasised by participant Genz-2 who indicates that
“it is good to have a company that offers a lot of good benefits. But why is it important for me
is, let's say, I applied for a jobs And I got job offers in two companies and while I'm reading
the contract, I will read their benefit. And if one have more benefits from the other company I
will be more attracted to the one who have more benefits.”. According to Reed & Watmough
(2015), employees' comfort and security are determined by hygiene factors. Therefore, it can
be noted that salary provides Gen Z with a sense of security, given that it corresponds to the
certainty and stability of their earnings, which often stems from their chosen line of work.The
aforementioned is further emphasised by Genz-7, who altered the direction of their careers
due to jobs' lack of stability and salary growth.

According to the literature review, Gen Zs are far more driven and goal-oriented than prior
generations (Schroth, 2019). This characteristic has been highlighted by those interviewed,
who outlined the importance of opportunities for development in their employment, and
adhering to their decision-making processes while choosing an employer. Furthermore, as
stated by Genz-1, they prefer jobs that provide clear opportunities for advancement, career
growth, and knowledge, "I think Gen Z values much personal development; they want an
employer who coaches and mentors them,". This is evident because Gen Zs are a generation
that emerged and evolved in a globalised environment in which they possess an immense
variety of knowledge and awareness through the world of technology (Chillakuri, 2020;
Singh & Dangmei, 2016). Thus, they recognise the essence of continually gaining knowledge
while maintaining advantageous merit in the competitive labour market.
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Furthermore, Herzberg et al. (1959) indicate that advancing in one's job is a motivator factor
that allows one to be satisfied in their employment (Tietjen & Myers, 1998; Maidani, 1991).
In addition, the participants correspond to this as they vocalise their lack of motivation that
emerged during the times they experienced a lack of opportunity for advancement in their
field of employment. However, there are methods that Gen Z prefers in order to feel
recognised and assisted towards their career growth. The above can be carried out through the
provision of standard feedback and recognition for their abilities while also stimulating them
to continue evolving and advancing. After all, a component of Gen Z's qualities is their
willingness to receive feedback from those that delegate responsibilities to them (Gabrielova
& Buchko, 2021; Dolot, 2018). As previously mentioned, this is largely due to the actuality
that this generation, in particular, is increasingly familiarised with the standards of social
media platforms and their functionality of "liking" and "commenting" on a number of things
(Dolot, 2018).

Nonetheless, it can be argued that Gen Zs are not reluctant to quit a company for their own
convenience. As mentioned by GenZ- 4, they have become highly keen on developing their
professional lives, constantly switching employment every couple of years with the goal of
achieving greater success in their careers. This aspect of Gen Z character in the workplace is
further emphasised by Nabahani and Riyanto, 2020, who assert that Gen Z embraces a lack of
commitment to the company for which they are employed and would instead alternate
between positions instead of choosing to remain in one company for an extended amount of
time. A contributing factor to this is that Gen Z has an impulse and devotion to work in a
stimulating position, with 84.5% of Gen Z addressing favourably to this assertion, according
to Çora (2019). Furthermore, respondents in this research study claimed that whenever they
are required to carry out repeated tasks for a lengthy amount of duration, they immediately
grow dissatisfied. Therefore, they grow increasingly bored with their responsibilities and fail
to advance. An additional factor contributing to the lack of commitment is that this
generation values diversity in their employment occasions. In addition, by searching for
employment elsewhere, they obtain fresh insights, experiences, and possibilities for career
growth.

The study's finding has also shown that respondents in the interview exhibit an identifiable
tendency for flexibility in the workplace, with particular emphasis being placed on fewer
working hours and having the capability to work remotely. According to (Schroth, 2019),
Gen Z's job requirements and preferences are often criticised as unrealistic, with the primary
claim remaining being that this generation is the newest in the workforce and lacks
experience. However, as mentioned before, flexibility is a high requirement when it comes to
the working condition for Gen Z. Thus, flexibility can be identified as the foundation of job
fulfilment. Therefore, it can be argued that companies who are hesitant to offer their
employees this kind of adaptability are potentially undesirable for this generation of
employees. The pandemic of COVID-19 had had a significant outcome on the manner in
which Gen Z approaches flexibility. Operating from home or remotely has evolved as the
norm, and many of the members of Generation Z value having the ability to invest their time

24



as they see suitable. As a result, many have reflected and adjusted their professional standards
and requirements since many demand a balance between their personal and professional
lives. Participants in the interview also stressed the value of balancing work and life. Along
with achieving their career purposes, Gen Z takes satisfaction in containing the prospect to
indulge in their passions as well as earmark emphasis on hobbies and interests apart from
their job. They reason that sustaining a work-life balance stimulates their ability to succeed in
both areas, thus contributing to a sense of inner fulfilment. It may be inferred that flexibility
and work-life balance serve as significant components for Generation Z while considering an
employment opportunity. The old 9-5 structure is becoming less appealing, and companies
that are able to offer a more flexible schedule are far more likely to attract and sustain top
talent. As members of Generation Z proceed to make their mark on the labour market,
numerous companies are bound to encounter a new range of workplace requirements in order
to adapt to the standards imposed by Gen Z.

5.2 CSR

5.2 What aspects of CSR initiatives are important to Gen Z?
By conducting a literature review and interviewing members of Gen Z, we gained valuable
insights to how important it is for corporate social responsibility (CSR) initiatives to align
with Gen Z. As the youngest generation in the workforce, exhibits a significantly higher level
of concern for CSR policies compared to previous generations (Narayanan, 2022). They have
grown up in a rapidly changing world marked by environmental crises, which has heightened
their focus on CSR. Based on the interviews conducted, it is evident that potential employees
regard CSR and shared values when evaluating prospective employers.

The participants recognised that companies possess a responsibility to tackle social and
environmental issues, recognising their impact on society (Genz-6). Furthermore, they
highlighted the significance of conducting research on the company's background, values,
and societal impact before considering employment (Genz-3). This corresponds to the
literature's finding that Gen Z individuals are more likely to favour organisations that actively
promote and implement socially responsible business practices (Narayanan, 2022). However,
age and career stage do, in fact, have an impact on how individuals prioritise CSR initiatives.
While younger individuals and those early in their careers struggle to prioritise CSR due to
their professional goals (Genz-1), they still recognise its significance (Genz-7).

CSR initiatives are a crucial factor in attracting and retaining employees. Research has shown
that a robust CSR reputation tends to draw more job seekers (Greening & Turban, 1997;
Backhaus et al., 2002). Interviews with Gen Z employees further confirm this, highlighting
their admiration for companies prioritising CSR initiatives while engaging and recognising
employees. Efficient and visible reward systems align with previous studies emphasising the
positive impact of CSR on employee commitment and contentment. Therefore, it is essential
for companies to prioritise CSR initiatives if they want to attract and retain top talent. Both
the literature review and interview findings unequivocally point to the paramount importance
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of personal values alignment. The literature review underscores the multi-dimensional nature
of CSR (Carroll, 1979) and its ethical responsibilities, while the interviews conclusively
reveal that Gen Z employees place emphasis on the correlation between their personal values
and the CSR initiatives of potential employers. During the interviews, the individuals
emphasised the significance of companies contributing to the community. They
acknowledged that companies receive resources and support from the community and should
give back in return. This aligns with the literature review's emphasis on social integration
factors, which includes collaborating with NGOs. These factors shape job seekers'
perceptions of CSR and their attraction to socially responsible companies (Barrena-Martnez
et al., 2014).

The interviews conducted showed that Gen Z employees think that both companies and
society should be responsible for dealing with social and environmental problems. This aligns
with the findings in the literature review that emphasise the significance of companies
creating a culture that values CSR and displays a dedication to social responsibility
(Klimkiewicz & Oltra, 2017). It is worth noting that the interviewees had different
viewpoints on whether companies should prioritise addressing social and environmental
issues. While some acknowledged that it might not be a requirement, they still appreciate
companies that genuinely care for the environment. This aligns with the literature review's
conclusion that job seekers' perceptions of CSR can vary, and not everyone places the same
importance on it (Klimkiewicz & Oltra, 2017).

According to a study by (Aguinis and Glavas, 2017), CSR involves more than just focusing
on profits. It includes broader responsibilities such as economic, legal, ethical, and
philanthropic aspects. Interviews with Generation Z employees support this idea, as they
emphasise the importance of ethical practices and express concerns about issues like child
labour and environmental impact. They evaluate job offers based on a company's CSR
initiatives and how they align with their personal values, highlighting the ethical
responsibility aspect of CSR.

The literature review makes a distinction between institutionalised CSR and promotional
CSR (Pirsch et al., 2007). Institutionalised CSR involves including social responsibility in a
company's regular operations, while promotional CSR refers to temporary initiatives aimed at
improving the company's image or reputation. The interview findings support the importance
of institutionalised CSR, as Gen Z employees are drawn to companies that actively prioritise
sustainability and have strong CSR initiatives (Genz-5). This is in line with the idea of
institutionalised CSR, where sustainable practices are incorporated into a company's regular
operations and are attractive to Gen Z employees. The interviews revealed that diversity and
inclusion are crucial factors for Gen Z employees when it comes to their perception of CSR.
Participants emphasised the need for diversity among age, gender, and skills as part of CSR
efforts (Genz-4). Companies that actively promote diversity and showcase a diverse
workforce are favoured (Genz-7). These findings are consistent with literature that highlights
the role of diversity management in attracting minorities fairly (Williams & Bauer, 1994).
Gen Z candidates are drawn to genuine CSR initiatives that aim to address inequality and

26



promote diversity. They are sceptical of "greenwashing" and "diversity washing" practices
(Genz-7), which aligns with literature highlighting the importance of genuine commitment to
social responsibility (Klimkiewicz & Oltra, 2017).

5.2.2 How can companies incorporate CSR initiatives to attract Gen Z?
Incorporating CSR initiatives into their employer branding strategies is essential for
companies looking to attract Gen Z employees. Employer branding is a concept by Kryger
Aggerholm et al. (2011) that involves communicative, relationship-building, and
cross-disciplinary processes that create sustainable relationships between an organisation and
its employees. Incorporating the concept of corporate social responsibility across branding,
HRM, and CSR is essential because research shows that Gen Z values this and prefers
employers who align with their values.They are more likely to be interested in companies that
actively showcase their CSR activities and involve employees in these initiatives. The
findings indicate that individuals exhibit a preference towards enterprises that excel in
conveying their CSR initiatives, highlighting what the company and its employees are doing
and showcasing the results (Genz-7). Research has shown that organisations with strong CSR
and brand initiatives tend to have a positive reputation and are able to attract talented
individuals, and this aligns with those findings (Maden et al., 2012).

Companies should utilise various platforms to effectively incorporate CSR initiatives and
attract Gen Z, particularly their websites and social media channels. The company website
can serve as a professional and modern platform to display CSR initiatives (Genz-5).
Companies can showcase their dedication to social and environmental responsibility by
dedicating a section of their website to CSR. This strategy can make them more attractive to
Gen Z individuals. Moreover, actively utilising social media platforms is crucial for engaging
Gen Z, as it is where they spend a significant amount of their time (Genz-6). Social media
platforms such as TikTok, Instagram, Twitter, and LinkedIn can be utilised to share brief
videos and stories that highlight employees' participation in CSR initiatives (Genz-2,
Genz-5). This approach allows companies to convey their CSR endeavours in a genuine and
impactful manner, appealing to job seekers from Generation Z.

Incorporating CSR initiatives into employer branding requires a proactive approach from
companies. Gen Z's expressed frustration when companies did not showcase their CSR
efforts, as it led to weaker employee branding experiences (Genz-7). To avoid being
perceived as lacking implementation of CSR practices, companies should promote and
communicate their CSR initiatives on social media platforms (Genz-3). To attract Gen Z
employees and incorporate CSR initiatives, companies should communicate their CSR
activities effectively through professional and modern websites and engage in storytelling on
social media platforms such as Instagram, TikTok, Twitter, and LinkedIn. By demonstrating
their commitment to CSR and involving employees in these initiatives, companies can
distinguish themselves and attract the attention of Gen Z talent. This approach aligns with the
values of Gen Z, who prioritise corporate social responsibility and seek employers who share
their values.
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6. Conclusions

6.1 Conclusion of the Study
The primary objective of the study is to explore how firms' corporate social responsibility
(CSR) initiatives affect the favorability of potential Gen Z employees. A qualitative method
approach was employed to answer the question through semi-structured interviews with
members of Generation Z as well as employers with expertise in recruitment and jobs related
to human resources (HR) positions. The findings indicate that young workers from
Generation Z are well-informed and appreciate companies that share their values and
prioritise CSR initiatives like giving back to the community, upholding ethical standards,
implementing institutionalised CSR policies, and promoting diversity are highly regarded, as
well as companies with a solid reputation for CSR, ethical practices, and sustainable
operations. However, CSR initiatives are not considered the main variable influencing Gen
Z's decision-making process regarding an employer. Aside from CSR initiatives, the findings
illustrate several factors that affect Generation Z employees' job preferences. As an outcome,
salary and benefits have been determined to be important requirements.The study additionally
indicates that opportunities for career advancement and flexibility in the workplace are
essential values among Gen Z employees when selecting an employer. In summary, even
though Gen Z are aware of the importance of CSR initiatives as well as they highly favour
them, yet, factors such as salary and benefits, flexibility in working conditions, as well as the
opportunity to advance in one's career path have been the shared values and the fundamental
requirements that Gen Zs pursue when selecting an employer.

6.2 Contributions

6.2.1 Theoretical Contribution
The study demonstrates and explores the preferences of Generation Zs when selecting an
employer. It expands the understanding of the preferences and priorities of Generation Z
employees, emphasising the significance of factors beyond CSR initiatives. It also contributes
to the two-factor theory by Herzberg et al. (1959) by providing insight into the job
satisfaction of Gen Zs in the workforce. It finds the importance of salary, benefits,
development opportunities, flexibility, and work-life balance. Furthermore, the study's
findings contribute to understanding the role of CSR initiatives in attracting Generation Z
employees. It reveals that while Generation Z appreciates and values companies that
prioritise CSR, such initiatives are not the primary determinant in their decision-making
process regarding an employer, thus filling a gap in the literature.

6.2.2 Practical Implications
The study illustrates the importance of a holistic approach for companies as they seek to
attract and retain the best Gen Z employees using CSR initiatives. As part of employer
branding, CSR should be highlighted on websites and social media, thereby fostering
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effective communication of such initiatives. Companies can attract and retain top talent from
Gen Z if they demonstrate their commitment to social and environmental responsibility,
which aligns with their values and incorporates other vital factors such as competitive
compensation, career growth opportunities, and flexible working conditions. Insights gleaned
from the study can help organisations and human resources professionals cultivate positive
relationships with Generation Z employees and make their organisation more attractive to
these emerging talented candidates of employees.

6.3 Limitations
The study's main limitation is the lack of a larger sample size when it comes to interviewing
participants. Due to time constraints and the need for more data, a larger number of
interviews could not be obtained. Additional research interviews should be conducted until
data saturation is reached in order to generalise findings. However, because the study only
included seven Generation Z members and three employers with direct expertise working
formally in recruitment or HR positions, the results cannot be generalised. Furthermore, the
participants designated to contribute to the study were selected solely upon the researchers'
personal acquaintance, indicating that convenience sampling was implemented; therefore, the
study may be prone to selection bias.

6.4 Further Research
Future studies could explore Generation Z employees globally to determine if their
decision-making processes differ across different cultural settings. As this study examined the
preferences of Gen Z employees in Sweden, other studies could explore the preferences of
Gen Z employees globally. By examining the influence of cultural influences, an
understanding of Gen Z's career preferences and CSR initiatives might be expanded.
Furthermore, This study explored Gen Z employees' preferences through a qualitative
approach. The results of these qualitative studies can be enhanced with quantitative studies,
in which qualitative methods can provide a broader perspective due to the larger sample size
and statistical analysis that can be employed. Additionally, given that most participants place
a higher value on how firms demonstrate their CSR activities, future studies could focus on
the function of communication and how organisations effectively convey their CSR efforts to
Gen Z employees through social media and digital platforms. Moreover, in order to further
improve the significance of the study's outcomes, it is also recommended that future research
concentrate on the interpretation and understanding of the effects of salary and benefits on the
decision-making process of Gen Z workers.
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8. Appendices

Appendix 1

1.1 Interview Questions for Gen Z’s

1.1.1 Questions related to Job preference and Satisfaction:

1. In your opinion, what values and beliefs are shared among you or your peers in Gen Z when it
comes to selecting an employer?

a. Can you describe any personal experiences or observations that you have noticed?

2. How has being a member of Gen Z influenced your job preferences?

3. Have your job interests shifted over time? If so, what factors contributed to those changes?

4. In your opinion, what are the most important needs or factors that a potential employer should
meet in order for you to feel valued and satisfied in your work?

a. How do you prioritise these needs or factors when making a decision?

5. Have you ever worked in a job where you felt that your basic needs were not being met, such
as salary, working environment, job security or other factors?

a. How did that affect your motivation and job satisfaction?

6. How important is a company's reputation to you when considering a potential employer?
a. Have you ever researched a company's reputation before applying for a job or

accepting a job offer?

1.1.2 Questions related to Corporate Social Responsibility (CSR):
1. Do you think companies have a responsibility to address social and environmental issues?

2. Would companies' CSR initiatives be essential to you when considering an employer?
a. If yes, are there any specific CSR invitees factors you consider?

3. Could you consider accepting a lower salary or reduced benefits, or other factors, if it meant
working for a company that prioritises and implements corporate social responsibility
initiatives?

4. Have you ever chosen not to apply for a job or turned down a job offer because of a
company's lack of CSR initiatives?

a. If so, can you explain why?
b. Were there any specific CSR practices that were missing or lacking that influenced

your decision?

5. In your opinion, how can companies effectively communicate their CSR initiatives to
prospective employees like you?

a. Are there any specific communication channels or methods you have found most
effective in learning about a company's CSR practices?
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1.2 Interview Questions for Employers
1. How do you think companies can attract and retain top talent in their field?

2. How do you perceive the job market to have changed for Gen Z compared to previous
generations?

- What are some notable differences that you have observed or experienced?

3. From your experience, are CSR initiatives becoming increasingly important to potential GenZ
employees when evaluating job opportunities? Why or why not?

4. From an HR management perspective, how do you approach incorporating CSR initiatives
into your employer branding strategies?

- How do you measure the impact of these initiatives on potential employees?

5. How can CSR initiatives contribute to competitive advantage, especially in attracting and
retaining top talent?

- What specific initiatives have you seen that you think are effective in achieving this
goal?

-
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Appendix 2

Themes and sub-themes numbers:

Themes: Subthemes 1 2 3 4 5 6 7 8 9

Job Preferences: Salary and benefits X

Job Preferences: Career development
and growth opportunities X

Job Preferences: Working conditions X

CSR: Importance and alignment of
values X

CSR: Employee engagement and
recognition X

CSR: Community engagement X

CSR: Ethical considerations and
sustainability X

CSR: Diversity and inclusion X

Employer engagement X

Thematic Analysis Grid of interview: GENZ-1
Quotas 1 2 3 4 5 6 7 8 9

"We value an employer that not only, you know,
makes sure we do the job but also allows us to
grow within our career." X

"I think after COVID, especially a lot of Gen Z's
value being able to use their time how they want
to, they don't want to be stationed in only one
place in one office" X

"like your job doesn't end after your eight-hour
shift at the office. So I think it definitely made me
realize that I value my time more, and I value you
know, getting to do things that I love, like X
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traveling getting to meet more people even
though it may not be that that gives me a higher
pay or a higher salary"

"I think when you start caring about CSR, you've
reached a point where you start caring beyond
yourself, because you're comfortable first" X

"And not only that, but I think they need to also
have some sort of reward system to, you know,
encourage you to keep working. When you do
achieve something, make that noticeable" X

"What's important to me is that the company
gives back to the community somehow" X

"Not necessarily. I think at the end of the day,
the main factor, or the main goal of a
company is to make money. If they do care
about the environment, I think it's, you know,
great, they have a great heart, they care" X

“like company town halls, and internal
skill-building activities I feel like co-workers, you
know, understand things better when they are
able to do it with other people. So it is also kind of
like a team building. Exercise. So you make your
company stronger by also communicating your
values.”

X

Thematic Analysis Grid of interview: GENZ-2

Quotas 1 2 3 4 5 6 7 8 9

"Okay, lets say if I'm applying for a job in
a company and if that company doesn't
have the same values or the salary that I
already have on my mind benefits,
flexibly, those are what I value most, if
they can not offer me then its not for me."

X

"I will say yes if that company's values
align with my values, so yeah, I would
accept the job offer with a lower salary"

X

“Yes, I will, I will think it will be a good
idea because we the Gen Z spend a lot
of our time on social media. And we get
our news from there, like from social
media. So I will advise the company,
like if they want to speak out about this,

X
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it's better if they do short clips on
Instagram or Tiktok or Twitter, and
LinkedIn can be good also.”

“It is good to have a company that offers
a lot of good benefits. But why it is
important for me is, let's say, I applied
for jobs and I got job offers in two
companies, and while I'm reading the
contract, I will read their benefits. And if
one has more benefits than the other
company, I will be more attracted to the
one who has more benefits.”

X

Thematic Analysis Grid of interview: GENZ-3
Quotas 1 2 3 4 5 6 7 8 9

"That definitely affected my motivation
like to the point that you don't feel good
going to work. it affected my motivation.
Because I can tell you, like, generally, it
was the fact that there was a lack of
growth, lack of communication. and these
types of things, it felt more like you were
just being used, you know, like, to
achieve the bigger goal of the company
instead of, you know, mutually beneficial
relationship where the company is
benefiting and you are benefiting too."

X

"I research I want to know what the
company is about, what are their beliefs?
Where do they stand in the world? You
know, like, both in society financially, like,
how big are they? So yeah, for sure, I'm
researching"

X

"...if they're not showing it, that maybe
that is a sign that maybe they're not
working with CSR practices"

X

Thematic Analysis Grid of interview: GENZ-4
Quotas 1 2 3 4 5 6 7 8 9

"I think if I had received a higher salary, I
would have stayed a while longer. At least
then I would have felt that my value. what I
have delivered and was rewarded for my
good Job."

X
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Quotas 1 2 3 4 5 6 7 8 9

"I have noticed that my generation is very
much Career focused, so that you might
work for one or two years at a workplace
change, change, in order to climb, climb,
climb up the ladder."

X

"If it's going well for the companies, it's
going well for society" X

"You may not want to invest your money in
companies that have child labor or
generally high emissions from factories or
for example drugs or tobacco or weapons"

X

"Part of CSR is that you also have diversity
among age, gender, and skills, which they
lose if they lower the salary. To be able to
work more equally"

X

"It's like this OK, but how does it look like
there are only a lot of white men in the
company management here, or is it a bit
even with women or so like this. What does
it look like up there?"

X

Thematic Analysis Grid of interview: GENZ-5

Quotas 1 2 3 4 5 6 7 8 9

"The most important thing for me is that
the employer sees me and hears me,
that I am not seen as one in the crowd,
or as a workforce"

X

"It's important to feel satisfied at work in
order to continue working there, and your
satisfaction will align with your values.
So if your values are not met by the
company, there will likely be clashes"

X

"When I started looking for a job, it was
important that it is an inclusive place and
that they work with diversity issues and
that they don't just sort of say it"

X

"One can write about how they work with
CSR on their website in a very
professional and forward-looking
manner"

X

"Showing employees and how they are
during a regular workday on social media X
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Quotas 1 2 3 4 5 6 7 8 9

platforms like Instagram or TikTok would
be great because many Gen Z
individuals do their research and enter
the workplace."

Thematic Analysis Grid of interview: GENZ-6

Quotas
1 2 3 4 5 6 7 8 9

"I think one will be salary. I feel like
sometimes when you're especially
entering the job market as a
newcomer or like as a young worker,
they kind of like they don't offer you
the same salary you deserve"

X

"the more benefits a company offer
the greater it is to work there and also
employees spend long hours working
for the companies profit so it is good if
they offer benefits in return."

X

"I think the one thing I've noticed is like
wanting the flexibility, working hours
and remote working. I think since the
COVID and experiencing like Zoom or
just like working from home, I feel like
most GenZ, including myself, want to
continue with that. We don't want to
stay in one place which is like the work
from like 9 to 5. Flexibility is one value I
believe we share."

X

"Yes, they do. Companies hold
substantial influence over the
environment and social aspects, and
it's their responsibility to make a
difference"

X

"Yes, they do have the obligation" X

"...and I think that it's very
important to be active in social
media because as Gen Z, that's
where we're at"

X
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Thematic Analysis Grid of interview: GENZ-7
Quotas 1 2 3 4 5 6 7 8 9

"so previously I wanted to work up until last
year. I wanted to work in recruiting and HR and
I really have a huge interest in that field. But the
salary? The salary growth in that branch, in that
field is not very it's not, it wasn't very hopeful for
me. In comparison to the branch or the field I
am in now which is accounting and IT
accounting where the growth expectation is
much higher and that's when I look like 10
years from now. So that's one shift that so the
salary growth opportunity."

X

"I would say that compared to the millennials
and older generations that I know of, I am more
interested in companies that offer me the
opportunity to learn a lot and to acquire a lot of
knowledge, a lot of skills that I could use In my
next job or in my next offer."

X

"I have worked for a company where I did not
feel like there were any growth opportunities for
me, and what happened was that I just left after
a while"

X

"You know when I'm in my 30s and have a
secure job, then I would actually prioritize CSR
initiatives more, but for now, I think salary is still
the number one"

X

"If a company just came and was very
traditional and just only advertised about the
actual job description, I don't think it's appealing
to anyone. But if you're working and somehow
you can also feel like okay, I'm making a
difference here!"

X

"For example, where I work when young
people have just turned 16, since you start
earning your money then. We help provide
with summer jobs. We also offer lectures for
youth on finance: How you save money."

X

"I do think that companies have that
obligation" X

"They had a lot of diversity advertising, that's
also why I wanted to work with them. They
had a very diverse workforce"

X

"I know that this company is not really doing
this to help society... There's a lot of X
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greenwashing, there's a lot of diversity
washing"

"I like companies that showcase what they
do. I like companies that showcase what their
employees are doing and I like companies
that showcase the results of what they're
doing"

X

"...they do not showcase it. So we do not
have a very strong, you know, employee
branding experience for the

X

Thematic Analysis Grid of interview: Employers

Quotes 1 2 3 4 5 6 7 8 9

".... it isn't like a strategy we actively
pursue. We discuss it. But yeah, it's, it's
in the back of our heads, basically"
(Participant, 1)

X

"If the person asks, of course we tell
them what we are doing with our
sustainability strategies, but otherwise,
we are not actually very good at it. We
can certainly get better at that, but yes,
not really"(Participant, 2)

X

"Obviously, those companies that have
CSR initiatives are going to be more
attractive, there's gonna be more
applicants there" (Participant, 3)

X
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