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An Exemplary Evaluation of Siemens’ Efforts at Stepstone.de to illustrate how a Differentiation Score Model 
can support Employer Brand Management 

Brand Differentiation in German  
Online Job Boards

Due to the increasing internet access – 2.497.000.000 

LQWHUQHW� XVHUV� ZRUOGZLGH� LQ� ����� �,78� :RUOG�
7HOHFRPPXQLFDWLRQ�������²�SHRSOH�FDQ�UHFHLYH�HDVLO\�
plenty of information about a certain topic or ques-

WLRQ��5HJDUGLQJ�VHDUFK�HQJLQHV�OLNH�*RRJOH��WKH\�RϱHU�
information to almost every topic one can think of. 

7KLV�QHZ�DFFHVV� WR� LQIRUPDWLRQ� HQWDLOV� ERWK� DGYDQ-
WDJHV� DQG� GLVDGYDQWDJHV�� (VSHFLDOO\� FRPSDQLHV� ϧQG�
themselves more often in an information competi-

tion rather than in a traditional production or service 

FRPSHWLWLRQ��3LVSHUV�	�5LHKO�������S������(VFK�������
p. 34). In this context brands receive a high value. 

Verfasser Tami Palinkas, Florian Botzenhardt & Jens U. Pätzmann

'LH�]XQHKPHQGH�hEHUODVWXQJ�GHU�0HQVFKHQ�PLW�,QIRUPDWLRQHQ�EHU�KUW�DXFK�8QWHUQHKPHQ��GLH�DXI�-RE-
E|UVHQ�ZLH�6WHSVWRQH�SUlVHQW�VLQG��2EZRKO�GHU�1XW]HQ�GHUDUWLJHU�2QOLQH�$QJHERWH�NDXP�DQ]X]ZHLIHOQ�
ist, besteht die Gefahr, als Unternehmen in einem Meer aus ähnlichen Stellenanzeigen unterzugehen. 

Insbesondere vor dem sich abzeichnenden Fachkräftemangel stellt sich daher die Frage, ob es nicht Mög-

lichkeiten gibt, eine Arbeitgebermarke mit den auf Online-Jobbörsen möglichen Funktionen stärker zu 

GLϱHUHQ]LHUHQ��'HU�YRUOLHJHQGH�$UWLNHO�EHVFKUHLEW�HLQ�0RGHOO�]XU�%HUHFKQXQJ�HLQHV�'LϱHUHQ]LHUXQJVZHU-
tes anhand der beispielhaften Kombination der Siemens AG und Stepstone.de mit dem Ziel, dem interes-

VLHUWHQ�/HVHU�DXI]X]HLJHQ��ZLH�VLFK�GLH�0DUNHQGLϱHUHQ]LHUXQJ�LQ�2QOLQH�-REE|UVHQ�VWHLJHUQ�XQG�PHVVEDU�
machen lässt. Das Modell ist dabei als Blaupause und Vorschlag für ein Analysetool zu verstehen. Aus der 

8QWHUVXFKXQJ�HUJHEHQ�VLFK�VLHEHQ�'LϱHUHQ]LHUXQJVPHUNPDOH�DXI�6HLWH�GHU�-REE|UVH�XQG�VHFKV�(LQϩXVV-
IDNWRUHQ�DXI�6HLWH�GHV�8QWHUQHKPHQV��(V�ZLUG�DXIJH]HLJW��ZHOFKHQ�(LQϩXVV�GLH�)HDWXUHV�YRQ�6WHSVWRQH�GH��
auf die Wahrnehmung eines Arbeitgebers haben. Das Beispiel der Siemens AG zeigt, dass sich auch für 

HLQHQ�'$;�.RQ]HUQ�9HUEHVVHUXQJVSRWHQWLDOH�LGHQWLϧ]LHUHQ�ODVVHQ�
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%UDQGV�HQGRZ�FRPSDQLHV�WKH�SRVVLELOLW\�WR�GLϱHUHQWL-
ate themselves from other companies (Esch 2012, p. 

��ϱ�����ϱ���

7KLV� DOVR� EHFRPHV� UHOHYDQW� ZKHQ� FRPSDQLHV� DUH�
VHDUFKLQJ�IRU�TXDOLϧHG�HPSOR\HHV�RU�SHRSOH�DUH�VHHN-
ing for a job. As early as in 2010 over 72 percent of 

the Germans were already looking for a job on the 

web (S+H Medienstatistik 2010). More important, 

in 2012, 54,3 % of the German job-seekers thought 

WKDW� RQOLQH� MRE� ERDUGV� OLNH� 6WHSVWRQH�FRP� RϱHUHG�
WKHP� KLJK� FKDQFHV� WR� ϧQG� D� QHZ� MRE�� IROORZHG� E\�
corporate websites and recommendations by friends 

�&+5,6��������%XW�WKHUH�H[LVWV�D�VLJQLϧFDQW�SUREOHP��
If in 2012 somebody, for example, entered the search 

item ”Ingenieur” – limited to jobs in Germany - at 

StepStone he or she recieved 11,892 hits (StepStone 

����E���(YHQ�WKRXJK�WKLV�QXPEHU�LV�VLJQLϧFDQWO\�UH-
GXFLEOH�E\�DSSO\LQJ�PRUH�UHJLRQDO�ϧOWHUV��LW�VWLOO�LOOXV-
trates perfectly that companies urgently need meth-

ods to guarantee a good visibility of their own job 

RϱHUV�

)RU� WKH� XVHU� LW� LV� UHDOO\� GLϫFXOW� WR� GLVWLQJXLVK� EH-
tween these thousands of advertisements and com-

panies do encounter the threat of perishing in this 

ϩRRG�RI�RϱHULQJV��7KHUHIRUH��WKH�DLP�RI�WKLV�DUWLFOH�LV�
to show starting points and recommendations of how 

FRPSDQLHV�FDQ�GLϱHUHQWLDWH�WKHLU�EUDQG�UHVSHFWLYHO\�
company from others at German online job boards. 

Based on the research question ”Can companies dif-

ferentiate their brands at German online job boards 

in times of information overload?” the hypothesis is 

that companies can do this. Like the research ques-

tion reveals, the study is limited to Germany which 

PHDQV�LW�LV�D�QDWLRQDO�ϧHOG�UHVHDUFK��$V�LW�LV�DQ�DFWXDO�
one time investigation and uses a case study it can 

also be called an applied ad-hoc research (Koch 2012, 

p. 4).

$IWHU� GHϧQLQJ� WKH� IXQGDPHQWDO� WHUPV� LQIRUPDWLRQ�
overload and online job boards the study will contin-

XH�ZLWK� LGHQWLI\LQJ� WKH�SRVVLELOLWLHV�RI�EUDQG�GLϱHU-
HQWLDWRUV�DW�RQOLQH�MRE�ERDUGV�LQ�*HUPDQ\��7KHUHIRUH��
WKH�DXWKRUV� LOOXVWUDWH�ZKLFK�SRVVLELOLWLHV�DUH�RϱHUHG�

by the job platforms themselves but also which pos-

sibilities companies have additionally resulting in a 

PRGHO�WR�FDOFXODWH�D�GLϱHUHQWLDWLRQ�VFRUH�IRU�RQH�SDU-
WLFXODU�RQOLQH�MRE�ERDUG�UHJDUGLQJ�RQH�FRPSDQ\��7KLV�
PRGHO�ZLOO�ϧQDOO\�EH�DSSOLHG�WR�WKH�H[DPSOH�RI�6WHS-
Stone and Siemens in Germany. StepStone has been 

selected because this investigation focuses on com-

mercial job markets and excludes non-commercial 

job markets. Furthermore, the StepStone is a general 

and very well-known job board with a high num-

ber of job advertisements, which means information 

RYHUORDG�LV�KLJKHVW�WKHUH��.HQN�������S������1LHOVHQ�
2010). Siemens has been chosen because it publish-

HV�D�VXϫFLHQW�KLJK�QXPEHU�RI�MRE�DGYHUWLVHPHQWV�DW�
StepStone.

%UDQGV�DQG�,QIRUPDWLRQ�2YHUORDG

Due to the rise in media and brand variety the world 

has seen over the past decade, the interest in infor-

mation about brands and products is on a steady de-

cline (Walter 2007, S. 55f). Also, the overall qual-

ity of products and brands has reached a relatively 

high level with the consequence that risk of buying a 

poor product has dropped. As Esch outlines, custom-

ers transformed into information pickers and prefer 

LQIRUPDWLRQ�ZKLFK�LV�HDV\�WR�GLJHVW��7KH�FRPELQDWLRQ�
of this restricted intake capacity and the enormous 

LQIRUPDWLRQ� ϩRRG� OHDGV� WR� D� GUDPDWLF� LQIRUPDWLRQ�
overload within the customers’ minds. Brand commu-

nication needs to become more attention-grabbing, 

pictographically and strikingly (Esch 2012, p. 28f).

2QOLQH�-RE�%RDUGV

Online job boards are platforms for the articulation 

and publication of the needs regarding the supply 

side and the demand side of the labour market (Beck 

������S�������7\SLFDOO\��DSSOLFDQWV�FDQ�FUHDWH�D�SURϧOH�
to display their curricula vitae whereas companies 

FDQ�SXEOLVK�WKHLU�MRE�DGYHUWLVHPHQWV��7KH�MRE�ERDUGV�
LQ� WKH�:RUOG�:LGH�:HE�FDQ�EH�FODVVLϧHG� LQWR�FRP-

mercial and non-commercial, general and specialised 

or intersectoral and sectoral platforms (Beck 2002, 

S������/DXGRQ�	�7UDYHU�������S����������:HOO�NQRZQ�
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examples for online job boards targeting the German 

market are monster.de, job24.de and stepstone.de, 

being the general and intersectoral job boards this 

analysis focuses on.  

According to a market research of S+H Medienstatis-

tik in 2010, 72,1 percent of the respondents stated 

that they use online job boards when informing 

themselves about current jobs and employers, where-

as 68,1 percent of companies use online job boards 

for publishing their job advertisements in 2011, ac-

cording to CHRIS (2012a). 

%UDQG�'LϱHUHQWLDWRUV��
7\SLFDO�2ϱHULQJV�E\�WKH�3ODWIRUPV

7R�LGHQWLI\�DOO�WKHRUHWLFDOO\�SRVVLEOH�RϱHULQJV�IRU�GLI-
IHUHQWLDWLRQ�DW� DQ�RQOLQH� MRE�ERDUG� WKH�ϧUVW� VWHS� LQ�
this work has been the analysis of the employer web-

site sections of Monster (2012), StepStone (2012a), 

Rekruter (2012), Stellenanzeigen (2012a), and Job-

scout24 (2012) as they are among the 25 largest job 

boards (Kenk 2011, p. 52), which led to the following 

SRVVLELOLWLHV�IRU�GLϱHUHQWLDWLRQ�

• .H\�ZRUGLQJ��6RPH�MRE�ERDUGV�RϱHU�NH\�ZRUG�FDP-

paigns to assure that the job advertisements of a 

company are at the top of the result list.

• 5DQNLQJ�RSWLPL]DWLRQ��7KH�UHVXOW� OLVWV�FDQ�DOZD\V�
EH�VRUWHG�DFFRUGLQJ�WR�GLϱHUHQW�FULWHULD��H�J�� WLWOH�
or date, according to the entered key word. Ad-

GLWLRQDOO\�H[LVWLQJ�MRE�ERDUGV�RϱHU�UHJXODU�XSGDWHV�
to guarantee that an advertisement is being dis-

SOD\HG�DW�WKH�WRS�RI�WKH�VHDUFK�UHVXOWV�RU�WKH�RϱHU�
to feature a company’s logo to generate higher at-

tention, following the trend of visualization.

• (PSOR\HU�EUDQGLQJ�RSWLRQV��2ϱHULQJV�LQ�WKLV�ϧHOG�
are banners respectively image adverts directly on 

the website of the job board, on partner websites 

or in newsletters as well as in target group mail-

ings of the job board (Beck 2002, p. 78). Further 

FRPPRQ�SRVVLELOLWLHV�DUH�FRPSDQ\�SURϧOHV�RU�FRP-

pany videos.

• Advertisement formats: All analysed job boards 

GLVWLQJXLVK� EHWZHHQ� GLϱHUHQW� DGYHUWLVHPHQW� IRU-

mats (Beck 2002, p. 53f). In the opinion of the au-

WKRUV�� WKH�EHVW� IRUPDWV� IRU�GLϱHUHQWLDWLRQ�DUH� WKH�
ones with individual design possibilities, so that 

companies can use their corporate design instead 

of a standard-layout.

• /LQNLQJ�SRVVLELOLWLHV��-RE�ERDUGV�RIWHQ�RϱHU�SRVVL-
bilities to link the job advertisement with the com-

pany website and / or a company career website, 

social networks, like Facebook, career networks, 

OLNH�;,1*��7KLV�HQDEOHV�SRVVLEOH�DSSOLFDQWV�WR�JHW�
more information about the company (Beck 2002, 

p. 65).

• 0XOWLSOH� SXEOLFDWLRQV�� ,I� MRE� ERDUGV� RϱHU� PXOWL-
ple publications, for example on partner websites, 

WKLV� FRXOG� EH� EHQHϧFLDO� LQ� WHUPV� RI� YLVLELOLW\� EH-
cause companies are more present in the digital 

job world.

• &RQWDFW�SRVVLELOLWLHV��6RPH�MRE�ERDUGV�RϱHU�IRUXPV�
ZKLFK� DUH� YHU\� JRRG� GLϱHUHQWLDWRUV� EHFDXVH� WKH�
FRPSDQLHV�EHFRPH�WRXFKDEOH�DQG�RϱHU�D�VSDFH�IRU�
asking questions (Beck 2002, p. 71). A new idea is 

a live company presentation.

,QϩXHQFLQJ�3RVVLELOLWLHV�IRU�&RPSDQLHV

Although companies are very dependent on the of-

ferings of the platforms, there are several capabilities 

KRZ�WKH\�FDQ�LQϩXHQFH�WKHLU�YLVLELOLW\�DQG�GLϱHUHQWL-
ate themselves from their competition:

• -RE� WLWOH�DQG�NH\�ZRUGV��&RPSDQLHV�QHHG� WR�ϧQG�
WKH� EHVW� ϧWWLQJ� MRE� WLWOH� DQG� DGG� WKH� ULJKW� NH\�
words to the text of their job advertisements in or-

der to attract the right users. According to Achil-

les (2008, p. 69) it is eminently important that job 

advertisements are assigned to the correct working 

SODFH�DQG�RFFXSDWLRQDO�ϧHOG��,I�XVHUV�VFUROO�WKURXJK�
the result list the main attention catchers are title, 

location and the company’s name (Achilles 2008, 

S�������$OWKRXJK�WKLV�VHHPV�WR�EH�REYLRXV��WKH�GHϧ-

nition of job titles and keywords can be very dif-

ϧFXOW��7RGD\·V�EXVLQHVV�ZRUOG�OHG�WR�WKH�GHYHORS-
PHQW� RI� OLWHUDOO\�PLOOLRQV� RI� KLJKO\� VSHFLϧHG� MRE�
ϧHOGV�DQG�MRE�WLWOHV��WKDW�PD\�RQO\�EH�XVHG�LQ�RQH�
FRPSDQ\��)RU�H[DPSOH��LQ�WKH�ϧHOG�RI�DGYHUWLVLQJ�
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agencies for twenty years there was a common un-

derstanding about the role of an account planner 

which has been now completely frayed out into 

dozens of subtypes, following the change in the 

media and consumer behaviour landscape (Botzen-

KDUGW�	�3lW]PDQQ�������S�������$SSDUHQWO\�� LW� LV�
impossible for employees to know all possible job 

titles for a desired position. Hence, companies 

QHHG�WR�HQVXUH�WKDW�WKHLU�RϱHUV�DUH�HDV\�WR�ϧQG�IRU�
all possible applicants.

• Design of the advertisement: Job advertisements 

that use graphic elements and pictures, clearly 

EUDQGLQJ� LW� IRU� WKH� LVVXLQJ� FRPSDQ\�� RϱHU� JUHDW�
RSSRUWXQLWLHV� IRU�GLϱHUHQWLDWLRQ��%ODFNPDQ�������
p. 370). On the one hand it is important that the 

DGYHUWV�ϧW�WKH�FRUSRUDWH�GHVLJQ�WR�DFKLHYH�FRQVLVW-
ency and recognition. But on the other hand online 

job advertisements have to consider some more 

aspects to be successful: As the attention span for 

a job advert is very low, companies can support 

the users to catch the relevant facts by highlight-

ing important information, listing the tasks and re-

quirements and illustrating the value proposition 

as employer. Additionally colours and moving im-

ages can lead to a higher attention – also the men-

tioned company videos (Achilles 2008, p. 70f). In 

the case of entry-level positions, the inclusion of a 

possible career path to illustrate how employees 

can develop themselves has been proved to be very 

useful by a US study (Blackman 2006, p. 384). 

• 7H[W�RI�WKH�DGYHUWLVHPHQW��7KH�MRE�DGYHUWLVHPHQW�
VKRXOG� EH� YHU\� WDUJHW� JURXS� VSHFLϧF� DQG� UHOHDVH�
positive emotions when reading. Of course, there 

are basic rules which have to be regarded, e.g. 

texts without any faults in orthography or gram-

mar which show a high quality level and are dis-

played well on electronic devices (Achilles 2008, 

p. 69f). Also, companies should keep in mind that 

short texts concerning the job description are very 

successful, whereas the company description can 

EH�PRUH� GHWDLOHG�� 7KHUH� LV� D� KLJK� HYLGHQFH� WKDW�
WKH� EHVW� OHYHO� RI� VSHFLϧFLW\� RI� LQIRUPDWLRQ� OHDGV�
WR� JUHDW� DGYHUWLVLQJ� HϱHFWLYHQHVV� �)HOGPDQ�HW� DO��
2006, p. 134f). Finally, studies show that gender-

aware wording and text design can improve the 

DWWUDFWLYHQHVV�LQ�DGYHUWLVHPHQWV�IRU�VSHFLϧF�WDUJHW�
JURXSV�OLNH�IHPDOH�DSSOLFDQWV�GUDPDWLFDOO\��%RUQ�	�
7DULV�������S�����I��

• 7KH�FRPSDQ\�LPDJH��$FFRUGLQJ�WR�1RODQ�	�+DUROG�
(2010, p. 654f), there is evidence that applicants 

tend to be attracted more by companies which dis-

play a personality which is similar to the actual or 

GHVLUHG�DSSOLFDQW·V�RZQ��7KLV� OHDGV�WR�WKH�UHFRP-

mendation for the development of strong employer 

brands, a fact that still faces a lack of interest in the 

economic landscape although the ability of hiring 

TXDOLϧHG� HPSOR\HHV� FDQ� EH� DV�PLVVLRQ�FULWLFDO� LQ�
terms of economical success as being able to mar-

ket a company’s products. 

• $SSOLFDWLRQ�RSWLRQV��&RPSDQLHV�FDQ�RϱHU�PXOWLSOH�
DSSOLFDWLRQ�RSWLRQV�DQG�WKHUHE\�GLϱHU�IURP�RWKHUV��
1RUPDOO\�WKH�RSWLRQV�DUH�DQ�DSSOLFDWLRQ�YLD�SDSHU�
and an online application, while the online seems 

to be more and more the most important one. 

• 7LPH� IUDPH�� $FFRUGLQJ� WR� $FKLOOHV�� RQOLQH� MRE�
adverts are mostly read on workdays between 

six and eight a.m., during lunchtime, and in the 

evenings. Companies should have this in mind 

while determining the moment they publish their 

adverts. It is  crucial to be at the top of the results 

in the peaks (Achilles 2008, p. 74).

• 2ϱHULQJV�EH\RQG�WKH�MRE�ERDUG��7KLQNLQJ�RQH�VWHS�
further, users of job boards may want broader in-

formation about the company or have a look at 

all current job announcements. According to Achil-

les (2008, p. 72f), it is very important that all job 

advertisements which are published at online job 

boards, are also available at the company career 

ZHEVLWH�WR�UHGXFH�XQFHUWDLQW\��7KHVH�FRPSDQ\�DQG�
FDUHHU�ZHEVLWHV�VKRXOG�IXOϧO�WKH�UHTXLUHPHQWV�RI�D�
JRRG�ZHEVLWH�DQG�RϱHU�DOO� LPSRUWDQW� LQIRUPDWLRQ�
but also content which distinguishes them from 

RWKHU�FRPSDQLHV��7KLV�FRXOG�EH�UHSRUWV�RU�YLGHRV�
about an employee telling about his job and the 

company. In the best case, the information should 

EH�WDUJHW�JURXS�VSHFLϧF�DV�DQ�HQJLQHHU�PD\�QRW�EH�
interested in information designed for marketing 

professionals. Also, an increasing number of com-

panies communicates via social media like Face-

ERRN� DQG�7ZLWWHU� WR� GLVWULEXWH� MRE� RϱHUV� �&+5,6�
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����E���DOWKRXJK�WKH�EHQHϧW�RI�XVLQJ�WKHVH�FKDQ-
nels has to be closely evaluated for every individu-

al case and cannot be generalised.

The Model to Evaluate the  
'LϱHUHQWLDWLRQ�6FRUH

In the next step, the discussed platform features 

DQG� WKHLU� LQϩXHQFLQJ� SRVVLELOLWLHV� DUH� FRQQHFWHG�
in a model which can be used to evaluate a com-

SDQ\·V� GLϱHUHQWLDWLRQ� VFRUH� DW� RQH� SDUWLFXODU� MRE�
ERDUG�� (DFK� GLϱHUHQWLDWRU� KDV� D� FHUWDLQ� ZHLJKWLQJ�
according to its importance, whereby 50 percent 

fall onto the job board part and 50 percent on the 

FRPSDQ\� SDUW�� 7KH� KLJKHVW� ZHLJKWLQJ� KDV� EHHQ� DO-
located to the following aspects because of their 

high importance for the job candidates and their 

VXVSHFWHG� SRWHQWLDO� LQ� WHUPV� RI� GLϱHUHQWLDWLRQ� 

• Employer branding option, advertisement formats 

and linking possibilities, 

• Job title and key words, design and text of the 

DGYHUWLVHPHQW� DQG� WKH� RϱHULQJV� EH\RQG� WKH� MRE�
board.

Of course these weightings should be understood as a 

JHQHUDO�UHFRPPHQGDWLRQ�DQG�FDQ�EH�DOWHUHG�WR�IXOϧO�
special requirements – for example an analysis in a 

GLϱHUHQW�PDUNHW�VHFWRU�RU�FXOWXUDO�HQYLURQPHQW��

,Q�D�VHFRQG�VWHS��HDFK�GLϱHUHQWLDWRU�LV�UDWHG�RQ�D�VFD-
le between one – which means very bad – and ten 

²�ZKLFK�PHDQV�YHU\�JRRG��7KH�VFRUH�LV�WKH�UHVXOW�RI�
multiplying the weighting as decimal number with 

the rating number.

In the third step, companies can do some corrections 

by transmitting the score into an estimated score con-

VLGHULQJ� LQϩXHQFLQJ� IDFWRUV� OLNH� WKH� EXGJHW��0D\EH�
WKH�SODWIRUP�RϱHUV�D�NH\�ZRUGLQJ�FDPSDLJQ�EXW�WKH�
FRPSDQ\� KDV� QR� EXGJHW� WR� DϱRUG� WKLV� FDPSDLJQ��
7KH�EXGJHW�LV�DOVR�D�KLJKO\�LQϩXHQFLQJ�IDFWRU�ZKHQ�

Table 1: Differentiation score model – using the example of StepStone and Siemens Inc.
Source: Own representation

Differentiator Weighting Rating Score Estimated 
score

key wording 5% 5 0.25 0.25

ranking optimization 5% 1 0.05 0.05

employer branding options 10% 10 1.00 0.10

advertisement formats 10% 10 1.00 1.00

linking possibilities 10% 8 0.80 0.60

multiple publications 5% 9 0.45 0.45

contact possibilities 5% 2 0.10 0.10

subtotal 50% 45 3.65 2.55

Differentiator Weighting Rating Score  

job title and key words 10% 7 0.70

design of the advertisement 10% 10 1.00

text of the advertisement 10% 9 0.90

application options 5% 3 0.15

time frame 5% 1 0.05

offerings beyond 10% 8 0.80

subtotal 50% 38 3.6

total 100% 83 7.25 6.15

jo
bb

oa
rd
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it comes to the advertisements formats. Often, indi-

vidual advertising formats provide great opportuni-

ties on ad awareness but of course are also the most 

expensive ones.

7KH� IRXUWK� VWHS� LV� WKH�HYDOXDWLRQ�RI� WKH�GLϱHUHQWLD-
tors regarding the company part where a certain risk 

of subjectivity has to be mentioned if the rating is 

GRQH�E\�D�FRPSDQ\�LWVHOI��7R�UHGXFH�WKLV�ULVN�DQG�JDLQ�
more objectivity, companies can base the evaluation 

on research results asking independent representa-

tives about the six factors. Finally the total score and 

total estimated score are calculated and can be jud-

JHG�DFFRUGLQJ�WR�WKH�FODVVLϧFDWLRQ�VKRZQ�LQ�WDEOH���

StepStone and Siemens AG in Germany

As an example, the model is being used to evalu-

ate the performance of the Siemens AG, well-known 

German multinational engineering and electronics 

company, on StepStone, which is one of the most 

successful job boards in Germany and Europe with 

around 20,000 customers. In 2009 the whole Step-

Stone Group was acquired by the Axel Springer AG. 

7KH� SODWIRUP� LV� SUHVHQW� LQ� WZHOYH� FRXQWULHV� ZLWKLQ�
Europe (Axel Springer AG 2012, p. 170). In Germany 

StepStone engages around 250 employees (StepStone 

2012h).

Siemens AG is one of the leading technology compa-

nies in Germany and operates in four markets: En-

HUJ\��,QGXVWU\��+HDOWK�&DUH�DQG�,QIUDVWUXFWXUH�	�&LW-
ies. In 2012 the company generated fourteen percent 

– 11,072 billion Euros – of its revenue with 119,000 

employees in Germany (Siemens AG 2012a, p. 3, 6). 

At the time of investigation Siemens AG had 160 job 

advertisements published on StepStone (StepStone 

2012e). 

7KH�IROORZLQJ�HYDOXDWLRQ� LV�EDVHG�RQ�DQ�DQDO\VLV�RI�
WKH� FRPSDQ\�SURϧOH�DQG� MRE�DGYHUWLVHPHQWV�RI� 6LH-
mens AG at StepStone (StepStone 2012e, f, g, i) and 

on the analysis of the Siemens career website (Sie-

PHQV�$*�����E��F��G���7KH�UHVXOWV�DUH�VKRZQ�LQ�WKH�
columns Rating, Score and estimated score of table 1.

6WHS6WRQH�GRHV�QRW�RϱHU�DQ\�NH\�ZRUG�FDPSDLJQ�EXW�
DQ�LQGH[LQJ�RI�WKH�DGYHUWLVHPHQWV�LV�D�VWDQGDUG�RϱHU-
LQJ�E\�ZKDW�WKH\�UHDFK�ϧYH�SRLQWV��7KHUH�LV�DOVR�QR�
RϱHULQJ�RU�DW�OHDVW�QR�LQIRUPDWLRQ�UHJDUGLQJ�D�UDQN-
ing optimization which leads to a rating of one. 

When it comes to employer branding options, Step-

Stone has numerous options for banner advertising, 

an option for adding a company video and an option 

IRU� HVWDEOLVKLQJ� D� FRPSDQ\� SURϧOH�� 7KH� DGYHUWLVH-
PHQW� IRUPDWV� LQFOXGH� DQ� LQGLYLGXDO� IRUPDW�� 7KHUH-
IRUH��WKHVH�WZR�GLϱHUHQWLDWRUV�FDQ�EH�UDWHG�ZLWK�WHQ�

Job advertisements at StepStone can be linked with 

the company website, career website an e-mail ad-

dress or the online application tool and also with 

social networks, like Facebook. But it is not clear 

whether these opportunities depend on the chosen 

advertisement format which results in a rating of 

eight, or not.

With a publication also on up to 200 partner websites, 

6WHS6WRQH�FDQ�EH�UDWHG�ZLWK�QLQH�UHJDUGLQJ�WKH�GLϱHU-
entiator of multiple publications. In contrast, there 

LV�QR�RϱHU�UHJDUGLQJ�FRQWDFW�SRVVLELOLWLHV�RI�LQWHUDF-
tive communication between company and applicant 

GLUHFWO\� RQ� WKH� SODWIRUP��1HYHUWKHOHVV�� D� 6WHS6WRQH�
blog exists where companies could maybe publish an 

article and discuss with the users which causes a rat-

ing of two.

In subtotal StepStone reaches a score of 3.65 which 

FDQ�EH�LQWHUSUHWHG�DV�D�PLGGOH�WR�KLJK�GLϱHUHQWLDWLRQ�
VFRUH�� 7KH� VFRUHV� IRU� NH\�ZRUGLQJ�� UDQNLQJ� RSWLPL-
zation, multiple publications and contact possibili-

ties remain the same for the estimated score because 

WKHUH� DUH� QR� LQϩXHQFLQJ� IDFWRUV�ZKLFK� FRXOG� FDXVH�
changes. 

7KH�HPSOR\HU�EUDQGLQJ� VFRUH� LV�GRZQJUDGHG� WR�����
DV� 6LHPHQV� GHϧQLWHO\� GRHV� QRW� XVH� WKH� SRVVLELOLWLHV�
RI�D�FRPSDQ\�SURϧOH�RU�FRPSDQ\�YLGHR��$V�LW�FDQ�EH�
assessed by the authors, Siemens AG does not use 

any banners on the StepStone website, result lists or 

target group channels. It cannot be said if they do 
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advertising in e-mail products of StepStone but the 

assumption is that Siemens AG does not use any ban-

ner options.

Siemens AG publishes its job advertisements in the 

premium format or at least in the individual format, 

which enables a publication in the corporate design. 

7KHUHIRUH�� WKLV� VFRUH�UHPDLQV������$OO� MRE�DGYHUWLVH-
ments of Siemens AG at StepStone have links to the 

company website, to Siemens AG at Facebook and to 

the online application tool of Siemens AG but no links 

to the career website, further networks or an e-mail 

address whereby the score is downgraded to 0.6.

Siemens AG has very precise job titles – although 

there are also short ones – and the location and oc-

FXSDWLRQDO�ϧHOG�DUH�FOHDUO\�YLVLEOH��8QIRUWXQDWHO\�WKH�
NH\�ZRUGLQJ�FDQQRW�EH�HYDOXDWHG�ZKHUHE\� WKH�ϧUVW�
GLϱHUHQWLDWRU�LV�UDWHG�ZLWK�VHYHQ��,Q�WHUPV�RI�JUDSKLF�
design, Siemens AG uses its Corporate Design for all 

advertisements, highlights the important information, 

structures the adverts through subheadings concern-

ing the tasks and requirements as well as describes its 

YDOXH�SURSRVLWLRQ�DV�HPSOR\HU��7KLV�OHDGV�WR�D�UDWLQJ�
of ten for the design of the advertisements.

Regarding the text of the advertisement Siemens AG 

shows a high quality as they have no faults in gram-

mar or orthography and respect the requirements of 

the web so that everything can be read without prob-

lems. Although Siemens AG adapts the texts to the 

GLϱHUHQW�EXVLQHVV�XQLWV�WKH�DSSOLFDQW�ZRXOG�ZRUN�LQ��
the advertisements could be a bit more target group 

VSHFLϧF�WKURXJK�GLϱHUHQW�LOOXVWUDWLRQV�DW�WKH�KHDG�RI�
the adverts. So this score is rated with nine.

7KH�RQO\�DSSOLFDWLRQ�RSWLRQ�LV�DQ�RQOLQH�DSSOLFDWLRQ�
which results in a rating of three. Although this appli-

cation option is very commonly used today, further 

possibilities could help to trigger additional applica-

tions.

Due to the publication dates of the job advertisement 

– they publish on all days of the week – it is clear that 

Siemens AG does not respect the optimal time frame 

of a publication between Monday and Wednesday. 

7KHUHIRUH��WKLV�GLϱHUHQWLDWRU�LV�UDWHG�ZLWK�RQH�

([SDQGLQJ�WKH�YLHZ��6LHPHQV�$*�RϱHUV�D�KXJH�DPRXQW�
of employer branding communication beyond Step-

Stone. A career website contains videos with employ-

ees telling about ”working at Siemens” and provides 

a lot more information about Siemens in general and 

as an employer. Furthermore, the same job adver-

tisements which are available on StepStone can be 

found here, along with a link to the Siemens career 

)DFHERRN�SDJH��7KH�ZHEVLWH·V�XVDELOLW\�XVHV�D�WDUJHW�
JURXS�VSHFLϧF�QDYLJDWLRQ�PRGHO��,W�RϱHUV�VSHFLDO�FDW-
egories for ”professionals”, ”graduates”, ”students” 

DQG�µVFKRRO�JUDGXDWHVµ��1RQHWKHOHVV��6LHPHQV�RϱHUV�
no special hotline for questions around jobs and no 

VSHFLϧF� LQIRUPDWLRQ� DERXW� WKH� HPSOR\HU� EUDQG�� $OO�
together this leads to a rating of eight.

Summing up StepStone and Siemens AG reach a to-

tal score of 7.25 and a total estimated score of 6.15 

ZKLFK� DUH� KLJK� DQG� PLGGOH� WR� KLJK� GLϱHUHQWLDWLRQ�
scores.

Discussion and Further Research

Due to supernatant research the research question 

can be answered with yes respectively the hypothesis 

WKDW�FRPSDQLHV�FDQ�GLϱHUHQWLDWH�WKHLU�EUDQGV�DW�*HU-
PDQ�RQOLQH�MRE�ERDUGV�LV�FRQϧUPHG��

7KH�LGHQWLϧFDWLRQ�RI�VHYHQ�GLϱHUHQWLDWRUV�RQ�WKH�MRE�
ERDUG� VLGH� DQG� VL[� GLϱHUHQWLDWRUV� RQ� WKH� FRPSDQ\�
VLGH�VHHPV�WR�ZRUN�ZHOO�IRU�WKH�DQDO\VLV��7KHVH�IDFWRUV�
DQG�WKH�PRGHO�WKDW�FDOFXODWHV�D�GLϱHUHQWLDWLRQ�VFRUH�
for one job board and one company allows to detect 

strengths and weaknesses and opens up opportuni-

WLHV�IRU�LPSURYHPHQW��7KH�DSSOLFDELOLW\�RI�WKH�PRGHO�
has been proven on the examples of StepStone and 

6LHPHQV�� 6WLOO�� WKHUH� LV� URRP� IRU� LPSURYHPHQW�� 7KH�
factor of the employer brand itself and its impact has 

not been incorporated into the model as strong as the 

authors think it should be, mainly due to the lack of 

an already developed model of evaluation. 



46

Looking at the example test subjects, StepStone’s 

PDLQ�RSSRUWXQLWLHV�IRU�LPSURYHPHQW�OLH�ZLWKLQ�RϱHU-
ing a key wording campaign, options for a ranking 

optimization and more contact possibilities between 

company and applicant directly on the platform. 

Siemens could use more of the platform’s employer 

branding options and maybe also link to the career 

ZHEVLWH� WR� FRQQHFW� LWV� HϱRUWV�PRUH� VHDPOHVVO\�� $Q-
other recommendation would be to publish the job 

advertisements with regard to the optimal time frame 

between Monday and Wednesday.

Further research possibilities should evaluate other 

MRE�ERDUGV�WR�PD\EH�ϧQG�PRUH�GLϱHUHQWLDWRUV�UHVSHF-
WLYHO\�DϫUP�WKH�PHQWLRQHG�DVSHFWV��$Q�H[SDQVLRQ�RI�
WKH�UHVHDUFK�WR�QRQ�FRPPHUFLDO�RU�VSHFLϧF�MRE�ERDUGV�
WR�ϧQG�VLPLODULWLHV�RU�GLϱHUHQFHV�VHHPV�WR�PDNH�VHQVH��
as well as a closer look on the situation in other coun-

WULHV�DQG�FXOWXUHV��7KHUH�LV�DOVR�D�QHFHVVLW\�IRU�IXUWKHU�
research regarding the model to answer the question 

if it is in its current form really useful for companies 

or if it needs adaptions or changes.

At the end, both the contest about getting the best 

employees and the information overload will remain 

or even get worse, making it more important to dif-

ferentiate a brand and company from others.
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