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Abstract 

Organizations are increasingly emphasizing their ability to attract and retain talented 

employees. In a world of increasing competition, attracting skilled workers can help firms 

outstand and increase their performance. Mota-Engil Group, a Portuguese leading 

construction company, is currently developing its employer branding.  Some actions were 

taken to boost the organisation’s attractiveness, especially among young workers. Therefore, 

this report intends to understand the relationship between the Mota-Engil Group’s brand 

image and the young talented job seekers’ attraction towards the firm. It is framed within an 

internship in the Human Resources Department, with the purpose of understanding how 

the firm can improve its employer attractiveness and, consequently, attract the required 

talent. To attain this goal, a quantitative approach was followed and data was collected 

through two surveys: one targeting undergraduate and graduates who are potential employees 

(study 1) and the other addressing current trainees of Mota-Engil Group (study 2). The 

findings from study 1 show that the Portuguese undergraduates and graduates attractiveness 

to the Group as an employer is explained by their city of residence and the perceived 

organisational symbolic and functional brand image. The findings from study 2 indicate that 

the trainees’ attractiveness to the company is explained by the perceived symbolic attributes. 

Additionally, Porto residents present less familiarity with the organisation and Lisbon 

residents show lower attraction towards the Mota-Engil Group as an employer. While earlier 

research has addressed employer branding and employer attractiveness, so far, none has 

focused these challenges among construction companies. As this sector is extremely 

demanding in terms of skills and international mobility, this study contributes to the literature 

and practice by extending our understanding of the predictors of employer attractiveness. 

 

Keywords: employer branding, employer brand image, employer attractiveness, human 

resource management 
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Resumo 

As organizações enfatizam progressivamente a sua capacidade de atrair e reter os melhores 

trabalhadores. Devido ao constante crescimento da concorrência, atrair trabalhadores 

qualificados pode ajudar as empresas a destacarem-se e aumentarem a performance. O 

Grupo Mota-Engil, uma empresa de construção líder em Portugal, está atualmente a 

desenvolver a sua promoção da marca de empregador. Algumas ações foram implementadas 

para incrementar a atratividade da organização, especialmente nos trabalhadores mais jovens. 

Assim, este relatório pretende compreender a relação entre a imagem da marca do Grupo 

Mota-Engil e a atração pela empresa de jovens talentos que procuram emprego. Este 

desenvolveu-se no âmbito de um estágio no Departamento de Recursos Humanos, 

perspetivando compreender como a empresa pode melhorar a sua atratividade de 

empregadora e, consequentemente, atrair o talento necessário. Para atingir este objetivo, 

adotou-se uma abordagem quantitativa sendo os dados recolhidos através de dois inquéritos, 

um direcionado a estudantes universitários e licenciados que poderão ser potenciais 

trabalhadores (estudo 1) e outro a atuais estagiários do Grupo Mota-Engil (estudo 2). Os 

resultados do estudo 1 mostram que a atratividade do Grupo como empregador para 

estudantes universitários e licenciados portugueses é explicada pela cidade de residência e 

pela perceção dos atributos funcionais e simbólicos da organização. Os resultados do estudo 

2 indicam que a atratividade da empresa para os estagiários do Grupo é explicada pelos 

atributos simbólicos. Adicionalmente, residentes no Porto apresentam menor familiaridade 

com a organização e residentes em Lisboa apresentam menor atratividade pelo Grupo Mota-

Engil como empregador. Embora estudos anteriores abordem a promoção da marca do 

empregador e a atratividade do empregador, até ao momento, nenhum se focou nos desafios 

das empresas de construção. Como este setor é extremamente exigente quanto a 

competências e mobilidade internacional, este estudo contribui para a literatura e prática, 

ampliando a compreensão dos preditores de atratividade do empregador. 

 

Palavras-chave: Promoção da marca do empregador, imagem da marca do empregador, 

atratividade do empregador, gestão de recursos humanos 

 

JEL-codes: J2, O15   
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1. Introduction 

One of the most valuable assets of any organisation are their brands, which lead to brand 

management being a key activity among companies (Backhaus & Tikoo, 2004). Usually, 

companies are more focused on promoting the products or corporate brands, however, 

branding can also be applied to the Human Resource Management (HRM), known as 

employer branding (Backhaus & Tikoo, 2004). Employer branding has been defined as the 

strategy used by organisations to develop the awareness and perceptions of the actual and 

potential employees and other stakeholders about the benefits of the firm (Ambler & Barrow, 

1996; Sullivan, 2004). Therefore, this concept has been emphasized in HRM and used as a 

key communication tool for acquiring and retaining a skilled workforce in an era of fast-

changing technological development and competitive growth (Gaddam, 2008; Maheshwari, 

Gunesh, Lodorfos, & Konstantopoulou, 2017).  

Nowadays, firms are highlighting the importance of employer branding, once many have 

already formally developed it or are responsive to it (Dell, 2001; ElDin Aboul-Ela, 2016). 

Such a process helps organisations portrait an image of a ‘good place to work’ (Sullivan, 

2004). Employment markets, which are progressively competitive, require organisations to 

strengthen their strategies in order to be considered an employer of choice and to intensify 

the number of candidates per job opening (Wilden, Gudergan, & Lings, 2010). The 

development of these strategies can not only simplify the required employees’ recruitment, 

but also present a strategic advantage for the organisation (Wilden et al., 2010). Therefore, 

employer branding can be seen as a process to guarantee access to prospective and adequate 

employees (Branham, 2001).  

To attract and retain actual and prospective employees, it is crucial that companies 

recognise employee’s job value preferences. However, these values diverge over time and 

culture (Sengupta, Bamel, & Singh, 2015). This awareness is very important since most firms 

are involved in a talent war, in spite of their industry and size (Sengupta et al., 2015). 

Therefore, employer branding has been a topic of interest not only to academics but also 

business practitioners (Sengupta et al., 2015). Moreover, a firm’s success and survival rely on 

the excellence of its employees and their capacity to handle challenges (Chhabra & Sharma, 

2014). Thus, developing suitable strategies to attract the appropriate and right pool of 

applicants while fostering and preserving the actual workforce is crucial for companies 

(Chhabra & Sharma, 2014). Noticeably, not only the firms have to search for the best and 
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suitable applicants, but also applicants have to be interested in the company (Chhabra & 

Sharma, 2014). 

In this context, this report addresses the issues of employer branding and employer 

attractiveness, which was encouraged by an internship at Mota-Engil Group. This is a 

Portuguese leader organisation with a consolidated presence among the 30 largest European 

construction companies and ranked among the top hundred in the world. The company was 

founded in 1946 and has been developing ever since. At the moment, Mota-Engil Group 

holds nearly 280 companies and is present in three continents and 29 countries, in three 

diverse geographical areas – Europe, Latin America and Africa. The Group aims to be 

increasingly international, innovative and competitive on a global scale. 

 Regarding the internship, it was run in the Human Resources Department, which is 

responsible for diverse activities, such as recruitment, selection and training, employees’ 

relations, employees’ performance improvement plans and compliance with labour laws. The 

internship took place between September 2018 and March 2019 with a total duration of 900 

hours. The main goal was to understand how the Group can improve its employer branding 

since it is an issue of recent interest for the company. One of the main requests was to 

examine how can the Group attract the required talented employees.  

The principal aim of this internship report is to study the relationship between the 

employer’s brand image and job seekers’ attraction to the firm, by examining how future and 

potential employees perceive Mota-Engil Group as an employer. While previous studies have 

addressed the issues of employer branding and employer attractiveness, they were generally 

wide-ranging and disregarded the specificities of certain sectors and industries (Maheshwari 

et al., 2017). Up to our knowledge, none has focused the construction industry nor the 

challenges of an international expanding organisation, which highlights the need for this 

research. Hence, this study addresses the following questions:  

(1) How is Mota-Engil Group perceived as an employer? and  

(2) Which are the determinants of Mota-Engil Group employer attractiveness? 

Following this introduction, this report is structured in four more sections. Initially, a 

literature on the topic is presented, which contains the respective theoretical framework and 

main concepts. Then, a contextualisation and description of the company and the objective 

of the internship are included, followed by a section that describes the methodological 

aspects. Finally, the report ends with a description of the results, conclusions, limitations of 

the research and its theoretical and managerial contributions. 
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2. Mota-Engil employer branding and attractiveness 

2.1. Employer Branding 

Ambler and Barrow (1996) were the first authors using the concept of ‘employer 

branding’ in HRM. The term represents the usage of brand marketing techniques to the 

employee recruiting and retaining processes, since not only customers have perceptions 

about the firm’s brand, but also other stakeholders, such as the employees (Maheshwari et 

al., 2017).   

Ambler and Barrow (1996, p. 187) define the employer brand as “the package of functional, 

economic and psychological benefits provided by employment, and identified with the employing company”. 

Later, Sullivan (2004, p. 1) proposed that “employer branding is a targeted, long-term strategy to 

manage the awareness and perceptions of employees, potential employees, and related stakeholders with regards 

to a particular firm”. Therefore, this definition suggests that employer branding includes 

promoting, not only inside the company but also outside, motivating and retaining. Thus, 

organisations are applying the concept to attract potential applicants and also assure that 

employees are engaged to their culture and strategy (Backhaus & Tikoo, 2004). Furthermore, 

in order to develop the company’s employment offerings, employer branding is connected 

with the human resources strategies of attraction, engagement and retention (Ambler & 

Barrow, 1996; Ewing, Pitt, de Bussy, & Berthon, 2002; Gilly & Wolfinbarger, 1998). 

This concept has also been used to manage organisational identities by developing the 

firm’s image – internally and externally - into a different and desirable employer as a ‘great 

place to work’ (Ewing et al., 2002; Maheshwari et al., 2017; Sullivan, 2004). Hence, the 

distinctive aspects of an organisation as an employer allows for a differentiation against 

competitors (Backhaus & Tikoo, 2004).  

Given the global competition, firms’ really need to distinguish from competitors by 

creating a powerful image to current and potential employees (Martin, Beaumont, Doig, & 

Pate, 2005), thus winning the ‘battle for talent’ (Michaels, Handfield-Jones, and Axelrod 

(2001). So far, the concept of employer branding has been defined by several authors, as 

presented in Table 1. In this report, we will rely on the first and original contribution from 

Ambler and Barrow (1996), in that employer branding is a combination of types of benefits, 

namely functional, economic and psychological, which are provided by employment and are 

recognized in an organisation. 
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Table 1: Definitions of employer branding 

Study Definition of employer branding 

Ambler and Barrow 
(1996, p. 187) 

“the package of functional, economic and psychological benefits 
provided by employment, and identified with the employing 
company.” 

Sullivan (2004, p. 1) 

“a targeted, long-term strategy to manage the awareness and 
perceptions of employees, potential employees, and related 
stakeholders with regards to a particular firm.” 

Martin, Gollan, and 
Grigg (2011, pp. 3618-
3619) 

“a generalised recognition for being known among key stakeholders 
for providing a high-quality employment experience, and a 
distinctive organisational identity which employees’ value, engage 
with and feel confident and happy to promote to others.” 

Kucherov and Zavyalova 
(2012, p. 88) 

“qualitative features of the employing company, which are 
attractive to a target audience. They are described by a totally 
positive image and appropriate set of material (economic) and non-
material (psychological, symbolic) advantages distinguishing a 
company in the labour market.” 

Source: Author own elaboration 

 

As will be emphasised later, the concept of employer branding is related to other 

concepts addressed in this report. As aforementioned, employer branding includes 

promoting – internally as well as externally – motivating and retaining. It is crucial that 

employees are engaged with the culture and strategy of an organisation (Ambler & Barrow, 

1996; Backhaus & Tikoo, 2004), as well as these elements are used to attract potential 

candidates and obtain the talented and skilled workforce required (Branham, 2001; Sullivan, 

2004). Thus, organisations desire to develop their employer branding in order to enhance the 

employer attractiveness, meaning the degree to which an individual would search for a firm 

as an employer and to what extent would recommend it to others (Berthon, Ewing, & Hah, 

2005; Turban & Greening, 1997). The notion of employer attractiveness will be further 

explored since it is a fundamental concept in this study.   

2.1.1 Employer branding conceptualization 

Backhaus and Tikoo (2004) combined marketing and human resources strategies to 

propose a conceptual framework on employer branding. According to the authors, employer 

branding develops brand associations and brand loyalty. The first - brand associations - 

configures the employer image, which is a main aspect to attract future employees to the firm 

(Backhaus, 2016; Backhaus & Tikoo, 2004). The second - brand loyalty - is influenced by the 

organisation culture and identity, and promotes employees’ performance (Backhaus & Tikoo, 
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2004). The suggested framework for the influence of employer branding is represented 

below.  

 

Figure 1: Employer branding framework 

Source: Backhaus and Tikoo (2004) 

 

The focus of this report is the employer attractiveness for existing and potential 

employees, that is, how can the firm attract and retain a young and talented workforce. 

Therefore, this study focuses on the employer brand associations and, consequently, on the 

employer image and attraction, since this path is more influential among potential and new 

employees. Given that Mota-Engil aims to examine the elements that can be used to promote 

its employer attraction among young talents, this study addresses the employer brand 

associations path since the alternative path of organisation identity and culture is more 

influential among the existing workforce and more related to the employees’ productivity 

(Backhaus & Tikoo, 2004).  

Aaker (1991) defines brand associations as the notions and reflexions that come to the 

consumer’s mind about a brand name. These can be expressed into words or stay in a more 

sensory level - when consumers have sensations about the brand, such as feelings, emotional 

response or smell or taste memories (Supphellen, 2000).      

Backhaus (2016, p. 194) refers that “the employer’s goal is to create positive employer brand 

associations within the target population”. Moreover, these associations are crucial to attract 

potential workforce to the companies, once they are determinants of brand image (Backhaus, 

2016; Backhaus & Tikoo, 2004).  

Regarding the employer brand image, according to Backhaus and Tikoo (2004), it 

involves not only instrumental (functional) elements but also symbolic ones. Functional 

attributes represent the concrete and fact-based information about the jobs or the 

organisations (Backhaus, 2016; Lievens & Highhouse, 2003). These can include 

compensation, benefits, location, working hours (Backhaus, 2016), advancement 
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opportunities and career programs (Ong, 2011). Additionally, job (e.g., Barber and Roehling, 

1993; Turban, Eyring, & Campion, 1993) and company’s attributes (e.g., Turban and 

Greening, 1997; Cable and Graham, 2000) are the bases for candidates’ attraction to the 

organisations. However, functional attributes alone are not capable of justifying the 

differences in the perceptions of job candidates about an organisation as an employer, which 

can be accounted by the addition of symbolic attributes (Lievens, Anseel, & Van Hoye, 2007; 

Lievens & Highhouse, 2003). Symbolic attributes represent the nonconcrete and intangible 

information about the job or the organisation (Lievens & Highhouse, 2003). The perception 

candidates have about an entity prestige as well as the public approval they believe they will 

receive if they become employees influence symbolic benefits (Backhaus & Tikoo, 2004).  

These benefits can include enthusiasm, competence, innovation and prestige (Ong, 2011). 

Thus, the presence of the applicants desired employer characteristics in the firm and the 

relative importance they give to them affect the attraction of potential candidates to the 

organisation (Backhaus & Tikoo, 2004). Prospective workers create an employer brand image 

through brand associations, which are a company’s employer branding result (Backhaus & 

Tikoo, 2004). However, information sources not regulated by the organisations can influence 

these associations, so an effective employer branding acts proactively and, after the 

identification of the desired brand associations, attempts to improve these associations 

(Backhaus & Tikoo, 2004). 

2.1.2 Employer branding as a three-step process 

According to Backhaus and Tikoo (2004), the human resource practitioner literature uses 

a three-step process to characterise employer branding. Before anything else, the company 

has to establish the value proposition, which needs to be incorporated in the brand. The 

second step is the external marketing of the employer branding, where the organisation 

orients the value proposition to its targeted potential employees.  Finally, it is the internal 

marketing, a step that fosters a committed labour force to the firm’s goals and values. This 

study relies on Backhaus and Tikoo (2004) definition of employer branding and focuses on 

the attraction of potential employees towards the organisation following the authors’ three-

steps approach, which is further detailed. 
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2.1.2.1 Value Proposition 

Employer branding is a strategic process that firms adopt to market their singular and 

special employment offerings or value propositions to the actual and prospective workers 

(Sengupta et al., 2015). Thus, the essential messages of an employer brand are the value 

propositions (Eisenberg, Kilduff, Burleigh, & Wilson, 2001). This term has emerged from 

the marketing management field and represents ‘‘a promise the seller makes that value-in-exchange 

will be linked to value-in-use. When a customer exchanges money with a seller s/he is implicitly assuming 

the value-in-exchange will at least result in value-in-use that meets or exceeds the value-in-exchange’’ (Lusch, 

Vargo, & O'Brien, 2007, p. 13). An adequate relation between the company and the 

customers will occur only if the value propositions are in line with what the customers value  

(Sengupta et al., 2015). Thus, according to the same authors, analogous inferences can be 

made between firms and employees. As clients are extremely conscious about the values of 

the services or products provided by organisations, job’ seekers likewise are mindful about 

employers offered values (Marriott, 2001). The values are viewed as a “source of motivation for 

individual action’’ (Gursoy, Chi, & Karadag, 2013, p. 41), so they are the drivers to attract and 

retain talent. 

Work values can be defined as the worth or what in the end employees expect to get 

from their jobs (Elizur, 1984). However, whether individuals’ orientation is intrinsic or 

extrinsic, two groups with distinct preferences for these values arise (Cotton, Bynum, & 

Madhere, 1997; Vansteenkiste et al., 2007). Development, growth, pleasant relationships and 

stimulating responsibilities are examples of work values preferred by an individual who is 

intrinsically oriented; contrarily, if he/she is extrinsically oriented, the relevant values are 

compensation, facilities, incentives, rewards, authority and status (Amabile, Hill, Hennessey, 

& Tighe, 1994; Sheldon & Kasser, 1995; Vansteenkiste et al., 2007). 

Thus, it is crucial for firms to recognise the process of value preferences of their actual 

and prospective employees, considering that individuals’ nationality and culture are also 

values influencers. Aligning the employment offerings with the values preferences (Sengupta 

et al., 2015) is a key requirement for an effective employer branding. Considering the 

aforementioned, once the envisioned benefits are meaningful to attract prospective 

employees and relevant for retaining current employees, both the external and internal 

marketing become prominent (Sengupta et al., 2015). 

In the context of Mota-Engil Group, knowing which value proposition is relevant is a 

key requirement to further examine its employer branding. 
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2.1.2.2 External employer branding 

External employer branding (EEB) is the second phase in the characterisation of 

employer branding (Backhaus & Tikoo, 2004). EEB is planned to essentially attract the target 

individuals, however, it is also aimed to support and improve the product or organisational 

brands (Chhabra & Sharma, 2014). So, it is crucial to have an alignment between the 

employer branding and all other efforts of company branding (Sullivan, 1999), since 

corporate external branding often overshadows the EEB (Sengupta et al., 2015). In 

particular, corporate external branding includes leaders’ ethical practices, social responsibility 

activities, firm’s trust, reliability and honesty towards their shareholders (Sengupta et al., 

2015). Therefore, if there is no alignment between the corporate brand and the employer 

brand, general public inconsistencies might emerge, leading to negative and reciprocal impact 

between corporate brand and employer brand (Moroko & Uncles, 2008).  Eventually, this 

misalignment induces a decrease in the firm’s competitiveness in the labour market and raised 

workforce turnover (Backhaus & Tikoo, 2004).  

Given that different generations have distinct expectations about the workspace, it is 

important to understand the expectations of young potential employees by examining the 

company attributes that influence employment choice (Montgomery & Ramus, 2011). Prior 

research highlights the three main attractiveness factors of an employer: (1) opportunities for 

career growth, (2) work-life benefits and (3) elevated corporate social responsibility 

reputation (Kumari & Saini, 2018).  This framework can be applied to Mota-Engil Group 

request of further understanding the perceptions of potential candidates about the 

organisation as an employer, in order to improve their external employer branding.  

2.1.2.3 Internal employer branding 

Internal employer branding (IEB) is related to the actual employees of the organisation 

and its main objective is to foster labour force commitment (Backhaus & Tikoo, 2004; 

Sengupta et al., 2015). IEB enables the organisation to establish a culture of trust between 

the firm and the workers by sustaining the ‘promise’ made during the recruitment and 

integration in the company (Frook, 2001). It also includes the approval of moral 

organisational values that can trigger the proud of belonging to the company, as well as the 

satisfaction of employees’ psychological contracts, i.e. “ (…) individual beliefs in a reciprocal 

obligation between the individual and the organization” (Moroko & Uncles, 2008; Rousseau, 1989, 

p. 121).  
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The higher the association between the employees’ values and the firm offered values, 

the higher the workers’ attraction towards the company (Judge & Cable, 1997). Therefore, 

IEB contributes to the retention of a skilled workforce (Ambler & Barrow, 1996) as gratified 

and pleased employees are the best sources of employer branding (Sengupta et al., 2015). As 

a result, there is a need for employees to be satisfied with their job. Job satisfaction can be 

defined as the employee’s affective or sentimental response towards its job (Kreitner & 

Kinicki, 1992), that is the degree to which the employee feels positively or negatively about 

his/her job (Odom, Boxx, & Dunn, 1990). According to Noordin and Jusoff (2009, p. 122), 

job satisfaction states the “employees satisfaction with the general aspects of work situation such as pay, 

supervision, the firm as a whole, the job itself, fellow employees and prospects of advancement”. Hence, firms 

employ different methods, such as fast career evolution, financial benefits and/or work-life 

balance to design and promote organisational internal branding (Deery, 2008). Additionally, 

IEB minimizes employees’ withdrawal intentions i.e. “thinking of quitting, intention to search, and 

intention to quit” (Carmeli, 2005, p. 180) and enhances retention (Ambler & Barrow, 1996).  

In sum, one can conclude that employer branding essentially represents how a firm 

market its offerings to prospective and actual employees (Walker, 2007). Therefore, in the 

case of Mota-Engil, and by drawing on the model of Backhaus and Tikoo (2004), in 

addressing Group’s employer branding toward prospective employees one has to consider 

internal employer branding too. 

2.2. Employer branding and employer attractiveness 

Employer attractiveness is a concept that is related to employer branding (Berthon et al., 

2005). As observed in the theoretical framework presented in Figure 1, employer branding 

develops employer brand associations, which in turn affect the employer image and the firm’s 

attractiveness for prospective employees (Backhaus & Tikoo, 2004). Therefore, “the more 

attractive an employer is perceived to be by potential employees, the stronger that particular organisation’s 

employer brand equity” (Berthon et al., 2005, p. 156). As mentioned by Berthon et al. (2005, p. 

156) employer attractiveness can be defined as “the envisioned benefits that a potential employee sees 

in working for a specific organization”.  

Earlier studies relating employer branding and employer attractiveness have shown that 

these two are closely related concepts (Berthon et al., 2005). In order to be a successful firm, 

it is essential that companies are able to select, attract and retain the required and suited 

workforce (Bakanauskienė et al., 2016). Therefore, once organisations want to have 
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advantage in the war for talent, it is important that they are considered a ‘great place to work’ 

(Sullivan, 2004) and so, as aforementioned, there’s a need to develop their employer 

branding.  

Employer attractiveness can be defined as the degree/point to which an individual would 

for himself/herself search for a firm as an employer and to what extent he/she would 

recommend it to others (Turban & Greening, 1997). This concept is of a major importance, 

once attracting individuals with adequate knowledge and skills can help obtain competitive 

advantage (Tuzuner & Yuksel, 2009).  

Dabirian, Kietzmann, and Diba (2017) noted that firms have permanently been 

interested in their employer’s image to actual and potential skilled workforce and so consider 

shaping their communicated employer brand strategies of attraction, engagement and 

retention. Noticeably, the employer attractiveness is influenced by company’s image and 

employment market position, which allow diverse prospective job candidates in different and 

competing employers (Lievens & Slaughter, 2016).  Therefore, a trustworthy employer brand 

increases the employer attractiveness (Wilden et al., 2010). Once the company attracts a 

talented workforce, new employees can effortlessly integrate and fit with the firm's culture, 

which leads to an enhanced organisation financial performance (Lievens & Slaughter, 2016). 

Additionally, Collins and Han (2004), based on empirical evidence, argue that employer 

brand can be promoted by activities associated with organisations’ recruitment. For that 

reason, there are factors that influence companies becoming attractive employers, such as 

the actions of the recruiter, job and firms’ features, candidates’ traits or their expectancies 

for their perceived alternative employment organisations (Chapman, Uggerslev, Carroll, 

Piasentin, & Jones, 2005).  

Employer attractiveness has numerous advantages for employers, such as the firms’ 

ability to outperform its competitors and succeed financially, as well as to develop their 

reputation (Bakanauskienė, Bendaravičienė, & Bučinskaitė, 2016). The authors also highlight 

that these advantages enhance the attraction of skilled employees towards the company, 

promote employees’ creativity and innovation, increase the firm’s quality and reduces the 

turnover rate.  

To become an employer of choice companies have to indicate why they are a distinct 

and desirable employer as well as be involved with all the activities that improve the employer 

brand of the organisation (Jenner & Taylor, 2007). Also, these efforts have to be perceived 

by prospective employees who envision the firm as a ‘great place to work’. In general 
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companies with a positive and solid reputation and prestige are preferred over the ones that 

give superior salaries but are less prestigious, since people expect to be proud of the company 

membership (Cable & Turban, 2003). Thus, employer attractiveness is crucial for the 

companies.  

The offerings that an organisation emphasizes to attract prospective employees are the 

job attributes of the firm, also known as employer branding dimensions (Amelia & Nasution, 

2016). The same authors also highlighted that each company should know which attributes 

best attract the required skilled workers. This requires consistency between the employer 

brand and the employer attractiveness dimensions (Hillebrandt & Ivens, 2013). Different 

employer branding dimensions have been addressed before and are summarized in Table 2.  

 

Table 2: Employer branding dimensions 

Study Context Dimensions 

Ambler and 
Barrow (1996) 

Western Context Functional; Economic; Psychological 

Berthon et al. 
(2005) 

Western Context 
 

Interest Value; Social value; Economic Value; 
Development Value; Application value  

Iles and Jiang 
(2011) 

China Private 
Sector 

Economic value; Developmental value; Social value; 
Interest value; Brand trust 

Myrden and 
Kelloway (2015) 

Higher education Functional attributes; Symbolic attributes 

Bakanauskienė 
et al. (2016) 

Generation Y 
from Lithuania  

Recognition; Economic value; Training and development; 
Organisational environment; Work environment; 
International opportunities 

Source: Adapted from Amelia and Nasution (2016) 

 

As aforementioned, employer branding is still a developing concept (Chhabra & Sharma, 

2014). However, the last decade has seen the development of several studies addressing the 

concept and presenting its close relation with employer attractiveness.  For instance, Myrden 

and Kelloway (2015) investigated the relationship between employer brand image - divided 

in functional and symbolic attributes - and the attraction of young job seekers toward the 

organisation. The authors found that employer attraction was related to not only brand image 

functional attributes but also symbolic ones. The symbolic attributes were moderated by job 

seekers’ work experience, although the same did not apply to functional attributes. Moreover, 

both attributes predict the attraction of job seekers to the organisation, although young 



12 
 

employees were more persuaded by the symbolic attributes. These and other similar studies 

are described in Table 3. 

 

Table 3: Summary of previous studies about employer branding and/or employer 
attractiveness 

Study Aim of the study Findings 

Maheshwari 
et al. (2017)  

Investigate, in a culture which is 
non-Western, service’s 
companies image promoted by 
employer branding and their 
attraction as an employer. 

Firms are progressively competing to attract a 
talented workforce in several professional areas thus, 
to attract the best and required talent, organisations 
need to differentiate in the marketplace. Employer 
branding still needs to improve in the Mauritian 
banking sector, so a development strategy must be 
done. 

Amelia and 
Nasution 
(2016) 

Investigate the employer 
branding in mining companies, 
more specifically Indonesian 
ones. Then compare it to the 
expectations that the talented 
required workforce has of those 
organisations. 

Only several of the potential skilled employees’ 
expectations could be identified in the organisation’s 
websites. 
To attract the required talent, firms’ offers should be 
presented with clear information. 

Myrden and 
Kelloway 
(2015) 
 

Study the relationship between 
employer brand image, which is 
divided in functional and 
symbolic attributes, and the 
attraction of young job seekers 
toward the organisation.  

The attraction of job seekers to the companies was 
related to not only brand image functional attributes 
but also symbolic ones.  Symbolic attributes were 
moderated by work experience and more powerful as 
experience grows. The same did not occur to 
functional attributes. Both attributes predict the 
attraction of job seekers to the organisation. 
Young employees are especially persuaded by the 
brand image symbolic attributes. 

Sengupta et 
al. (2015) 

Identify for the internal and 
external employer branding the 
value propositions frameworks, 
though the Indian employees’ 
work value preferences. 
Study the effects on the 
employees’ work value 
preferences of the demographic 
variables and their interactional 
effects 

Development of a six-factor model for internal 
employer branding and for the external employer 
branding a five-factor model. Significant findings on 
the influence of demographic variables and their 
interactional effects on the preferences of work 
values. 
 

Chhabra and 
Sharma (2014) 

Study what are the employers’ 
attributes that attract towards 
firms the final-year management 
undergraduates. 
Investigate the actual strategies 
and adopted channels that 
companies were using to promote 
their employer attractiveness. 

It was found that among the students, most preferred 
organisational attributes were organisational culture, 
brand name and compensation. Students rated job 
portal to be the preferred channel for employer 
attractiveness. The study showed that there exists a 
significant and positive correlation between strong 
brand image and likelihood to apply. 

Berthon et al. 
(2005) 

Development of a scale to 
measure the employer 
attractiveness 

Considering the potential employees’ point of view, 
were identified and operationalised the components 
of employer attractiveness. A scale for employer 
attractiveness measurement was developed. 

Source: Author own elaboration 
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Overall, one can conclude that these studies focus on different aims although all related 

with the main concepts of employer branding and/or employer attractiveness.  For instance, 

there are studies that emphasise the organisations’ image promoted by the employer branding 

and their attraction as an employer, the connection between the employer brand image and 

the employer attraction or the understanding of the value propositions and work value 

preferences.  Therefore, these studies main findings allow us to establish that to attract the 

best and required talent, organisations need to differentiate in the marketplace as well as 

present their offers with clear information (Amelia & Nasution, 2016; Maheshwari et al., 

2017). Additionally, the employer brand image, including functional and symbolic attributes, 

predict the attraction of job seekers to the organisation, being young employees especially 

persuaded by the brand image symbolic attributes (Myrden & Kelloway, 2015). Hence, there 

is a significant and positive correlation between strong brand image and likelihood to apply 

(Chhabra & Sharma, 2014). 

2.3. Mota-Engil Group 

Mota-Engil Group is a Portuguese multinational known by its longstanding culture of 

innovation and entrepreneurship. It was founded in June 1946, when Manuel António da 

Mota established Mota & Companhia in Amarante. In the same month, he inaugurated a 

branch in Angola, where he immediately started the business. Since its foundation, the Group 

has been diversifying its business areas and enhancing its international presence. It is present 

in the ranks of the 30 largest European construction groups and a reference in many different 

countries. Mota-Engil Group is now leader in Portugal. 

The organisation holds nearly 280 companies and is present in three continents and 29 

countries, in three diverse geographical areas – Europe, Latin America and Africa (Table 4). 

Group’s operations are segmented in six areas:  Engineering and Construction, Environment 

and Services, Transport Concessions, Energy, Mining and Tourism (Table 5), being the 

Engineering and Construction area the core activity of the Group, representing 

approximately 67% of the European company’s turnover (Mota-Engil Group, 2019).  

Table 4: Countries where Mota-Engil Group was present in 2018 

Area Countries 
Turnover 

Percentage (in 2018) 
Europe Czech Republic; Ireland; Poland; Portugal; Spain; United 

Kingdom. 
30% 
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Area Countries 
Turnover 

Percentage (in 2018) 
Latin 
America 

Argentina; Aruba; Brazil; Chile; Colombia; Dominican 
Republic; Mexico; Paraguay; Peru. 

38% 

Africa Angola; Cameroon; Cape Verde; Guinea Conakry; Ivory 
Coast; Malawi; Mozambique; Rwanda; São Tomé And 
Príncipe; South Africa; Tanzania; Uganda; Zambia; 
Zimbabwe. 

32% 

Source: Author own elaboration based on company data 

Table 5: Mota-Engil Group's Business Areas and corresponding activities (in 2018) 

Business Areas Activities 

Engineering and 
Construction 

Civil construction; Infrastructures; Real estate; Other business 
areas. 

Waste management Collection; Processing; Recovery; Waste-to-Energy. 

Transport Concessions Bridges; Highways; Motorways; Railways; Underground. 

Energy Production; Management. 

Mining Prospecting; Extracting; Exploration. 

Logistics Rail freight. 

Source: Author own elaboration based on company data 

 

Regarding the Group Mota-Engil, according to its consolidated report and accounts, in 

2018 the turnover increased 8%, from 2.597 (in 2017) to 2.818 million euros. For the same 

period, the EBITDA was 409 million euros with a 15% margin, which accounted for a net 

profit of 24 million euros. This is higher than in 2017 but below the average of previous 

years. Additionally, Mota-Engil Group obtained a record backlog of 5.465 million euros and 

the Group’s performance registered a growth in revenues in the three regions. However, the 

net debt has also increased reaching 953 million euros, which is 76 million euros higher in 

comparison to 2017 (Mota-Engil Group, 2019). 

Considering Europe, since it is the region that integrates Portugal, it leads the 

Engineering, Construction and Waste Management activities, in addition to other companies. 

In 2018, the turnover raised 31 million euros compared with the previous year, reaching a 

value of 859 million euros. This increment occurred mainly in the Engineering and 

Construction area, which began to demonstrate signs of upturn both in Portugal and Poland. 

Regarding the operating profit, the EBITDA accomplished 71 million euros, despite the 

decline of the EBITDA margin, which reached 8% compared to the 17% of 2017. 

Additionally, the region’s backlog was 1.2 billion euros. 
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At the national level, Mota-Engil has been preserving its leadership position in the 

Engineering and Construction sector in Portugal. It has prospered, resisting the former years 

of economic crisis, by developing its adaptation capacity through measures of structure 

reorganization and business diversification (Mota-Engil Group, 2019). However, the main 

cause of the high performance was its capacity to place an interchange of resources, especially 

technical personnel and equipment, allowing to manage needs and surpluses harmoniously 

(Mota-Engil Group, 2019). In 2018, the Mota-Engil Group adopted the corporate 

organizational model presented in Figure 2. 

Figure 2: Mota-Engil Group Corporate Governance Model 

Source: Mota-Engil Group (2019) 
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2.3.1 Mota-Engil Human Resources Management 

To support all regions and business needs, Mota-Engil Group has a Corporate Centre 

which is responsible for the shared services. In addition to this corporate area, each business 

unit has its own operational human resource management (HR) addressing the local needs. 

Regarding the HR Board, meaning the HR Directors responsible for each geographical 

region, their teams work to ensure that the different practices are according to each region.  

The corporate HR department is located in the headquarters and the holding company. 

This department is divided in two segments: the global services and the local services. The 

Global HR, also known as the Corporate Centre, is responsible for the HR Strategy, 

Recruitment and Talent Acquisition, Sustainability, Organisation and Processes, 

Development and Top executives’ management. Local HR is responsible for areas such as 

the payroll, legal compliance, training and local recruitment.  

The basis for the development, diversification and international expansion of Mota-Engil 

Group is the management of human capital, which focuses the HR policy that is organised 

along four axes. The first one is a culture of merit, since ambition is one of the core values 

of the Group. Line managers are recognized based on merit, which motivates employees to 

look for new challenges and overcome barriers. Secondly, the HR policy aims to strengthen 

the culture and organisational model, once the Group seeks: (1) the implementation of a 

transversal organisational model that operates throughout the diverse companies; (2) the 

simplification of the communication; (3) the intensification of processes’ efficiency and (4) 

the promotion of the mobility between businesses and geographical areas.  The third axis is 

skills development and transversality, since the Group is confident that the main 

distinguishing factor is people: their intelligence, experience and competencies, in variety and 

extension throughout the organisation. Thus, the firm promotes employees skills planning, 

qualification and development to assure knowledge and know-how sharing throughout the 

group. Finally, the last axis is the global mobility of top professionals, since the Group’s 

worldwide presence requires employees’ international mobility, cohesion, exchange and 

growth. Moreover, the Group believes that there is a need to ensure the continuous 

development of the company as well as its workers. Therefore, the HR Department invests 

in talent management by covering the life cycle of the employee in the organization. The HR 

Corporate Roadmap (Figure 3) adopts an essential role in the management and development 

of the Group’s Human Capital (Mota-Engil Group, 2017; Mota-Engil Group 2018; Mota-
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Engil Group, 2019). This roadmap represents the main processes developed by the 

Corporate HRM.  

 

 

Figure 3: HR Corporate Roadmap 

Source: Mota-Engil Group (2019) 

 

The LearnME Program refers to the attraction and recruitment of young talent.  Its main 

objective is to attract students interested in realizing a summer or academic internship at one 

of the Group’s companies, as well as to host groups of students willing to know Mota-Engil 

Group. Therefore, it aims to actively contribute to the projects and challenges proposed by 

the students or to them by the Group, as well as provide the students an opportunity to 

approach the labour market. Through this initiative, the organization makes a clear 

commitment to attract potential professionals and reinforces its employer brand with a broad 

network of recognized universities around the world. 

The Start@ME Program aims to attract and integrate the young and skilled graduates as 

new professional entrants.  This is an opportunity for talented graduates to take new and 

decisive career challenges as well as to promote their alignment with the values and culture 

of the company, as they will integrate into different regions and business areas. More details 

about this program will be explored in the next subsection.   

The WelcoME Program follows the recruitment and selection of new employees, 

providing them with an adequate welcome in the organization. This initiative represents the 

Mota-Engil approach to the placement and integration of the new workers. With the help of 
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the human resources practitioners, the new entrants receive information about the Group’s 

mission and values, the ethics and compliance guide, the governance and organisation 

policies and practices, the people and business information and other tools that will help 

their integration in the firm.  

The AcadeME Program was designed since the Group believes that the value creation 

occurs largely due to human capital. Therefore, the organisation prioritize the diversity of 

experiences and skills’ exchange within the Mota-Engil Group, and as a result, acts to 

ascertain continuous personal and professional preparation, qualification and development. 

Through this initiative, the Group promotes the development of technical competencies, but 

also soft skills. The technical skills are improved by an in-house academy which objective is 

to perform a critical reflection on the best practices and solutions on the market as well as 

sharing experiences and knowledge to acquire and develop the know-how and abilities that 

are identified as critical activities to the organisation. The soft skills are enhanced by training 

programs aiming to foster the interpersonal relationship among co-workers.  

Concerning the MoveME Program, it is focused on the employees’ mobility policy. Since 

the Group is characterised by its diversity and international presence, strong and well-defined 

mobility practices are required. Therefore, human resources practitioners are also in charge 

of all the issues related to the employees’ mobility within the Group including new challenges.  

Regarding the PerforME - Corporate Performance Program - its objective is to support 

employees’ management and development to ensure that the Human Resources 

Management policies and practices are aligned with the business’ strategic priorities. 

Concerning the employee’s active role in the career development, this initiative promotes a 

close interaction between the worker and the line manager in pursuing the negotiated 

performance goals by encouraging and monitoring an optimisation of the worker’s 

performance along the year.  

Lastly, the MeritME Program aims to enhance a range of awards and recognitions. For 

instance, in 2017 one of the companies of the Mota-Engil Group (Manvia - Manutenção e 

Exploração de Instalações e Construção, S.A) was once more recognised as a company of 

excellence in the management of Human Resources reaching the 3rd place in the Large 

Companies ranking, establishing and assigning credence to the talent management model 

followed, which is based in the human capital valuing (Mota-Engil Group, 2018).  

All the aforementioned initiatives are integrated in a decentralised talent management 

approach that is transparent and based on merit. The Group broadens its Performance 
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Management Assessment process to the diverse regions and business areas where it is present 

using a ‘success factors’ platform. This tool is involved in the Driving Digital Performance 

and helps the human resource practitioners to manage the various stages of the employee’s 

career, from recruitment to career management and internal recognition.  

Regarding the present internship, it occurred in the HR Global services and took place 

between September 2018 and March 2019 with a total duration of 900 hours. As 

aforementioned, one of the main goals of the internship was to understand how the Group 

can improve its employer branding since it is an issue of recent interest for the company. 

Therefore, one of the main requests was to examine how can the Group attract the required 

talented employees. 

One assignment performed during the internship was being part of the Start@ME Team, 

a group of HR practitioners responsible for dealing with every issue related to the trainees 

who took part in the program.  

2.3.2 Start@ME Program 

It is in the Recruitment and Talent Acquisition segment of the HR Department that the 

Start@ME - Corporate Trainee Program is developed. The Program is designed to young 

graduates, with a maximum of two years of professional experience, that are willing to 

develop competencies in an international context and be part of a training and growing 

process. Mota-Engil Group targets young talented people with ambition, high potential and 

a leadership spirit.  

This initiative has the main objective of encouraging graduates’ development by 

providing a broad scope of learning and work experiences, through the immersion in diverse 

businesses. Furthermore, this program aims to provide the new joiners with the knowledge 

of innovative methodologies and solutions, a wide networking system and also the 

improvement of their skills in an international context – which the Group considers crucial 

for individual’s personal and professional growth (Mota-Engil Group, 2019).  

The Program was first launch in 2009 and since then seven editions have been made. 

The 6th and 7th Editions, which took place in 2017 and 2018 respectively, were the ones that 

integrated more trainees in the Group: 130 and 116 respectively. In the 6th Edition, the global 

satisfaction rate was of 84% and the new joiners’ retention rate into the Group was 85%, 

which confirm the commitment and dedication of all parties involved (Mota-Engil Group, 

2018).  
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The duration of the Start@ME Program is one year and counts with trainees located in 

all the three geographical areas that the Mota-Engil Group is present: Africa, Europe and 

Latin America. 

Regarding the 7th Edition of the Start@ME Program, among the 166 trainees that 

integrated the Mota-Engil Group, 70 (42.1%) have frequented Portuguese higher education 

institutions (Table 6). Based on these institutions, the survey delivered to potential employees 

targeted participants also from some of the main institutions were the Group recruits.   

 

Table 6: Start@ME current trainees higher education institution 

Higher education institutions of the actual Start@ME trainees Percentage 

Universidade do Porto - Faculdade de Engenharia 21.4% 

Universidade Técnica de Lisboa - Instituto Superior Técnico 12.9% 

Universidade de Coimbra - Faculdade de Ciências e Tecnologia 10.0% 

Universidade do Minho 8.6% 

Universidade Nova de Lisboa - Faculdade de Ciências e Tecnologia 8.6% 

Instituto Politécnico do Porto - Instituto Superior de Engenharia do Porto 5.7% 

Universidade do Porto - Faculdade de Economia 5.7% 

Universidade de Aveiro 4.3% 

Universidade de Coimbra - Faculdade de Economia 4.3% 

Instituto Politécnico de Lisboa - Instituto Superior de Engenharia de 
Lisboa 

2.9% 

Universidade da Beira Interior 2.9% 

Instituto Politécnico de Coimbra - Instituto Superior de Engenharia de 
Coimbra 

1.4% 

Instituto Politécnico de Setúbal - Escola Superior de Ciências Empresariais 1.4% 

Instituto Politécnico de Tomar - Escola Superior de Tecnologia de Tomar 1.4% 

Instituto Politécnico do Porto - Instituto Superior de Contabilidade e 
Administração do Porto 

1.4% 
 

Universidade Católica Portuguesa - Faculdade de Economia e Gestão 1.4% 

Universidade de Lisboa - Instituto Superior de Agronomia 1.4% 

Universidade do Algarve - Instituto Superior de Engenharia 1.4% 

Universidade do Porto - Faculdade de Ciências 1.4% 

Other 1.4% 

Source: Author own elaboration based on company data 

 

This edition of the Start@ME Program started in October 2018 with three weeks of 

training. In those weeks, the trainees were able to get to know Mota-Engil Group, do team-
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building activities, visit different business areas, do volunteering work and do networking 

with several high positioned employees inside the Group. After this integration phase, the 

trainees began to work in their respective business areas and the ones that were going to 

work in foreign countries leave. 

The participants from this Edition were target in this study to ascertain if there were 

differences between the current employees and potential ones, mainly regarding their 

perceived image about the Mota-Engil Group as an employer and their attraction towards 

the organisation.   
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3. Methodology 

3.1. Methodological approach and procedure of data collection 

This report intends to study the relationship between the employer’s brand image and 

job seekers’ attraction to the firm, by examining how actual and potential employees perceive 

Mota-Engil Group as an employer. Thus, this study addresses two research questions:  

(1) How is Mota-Engil Group perceived as an employer? and  

(2) Which are the determinants of Mota-Engil Group employer attractiveness? 

Similar studies on employer branding and/or employer attractiveness were revised to 

determine the methodological approaches used. Table 7 summarises the most relevant 

studies in this domain. 

 

Table 7: Summary of the methodology of earlier studies about employer branding and/or 
employer attractiveness 

Study Sample 
Independent 
Variable(s) 

Dependent 
Variable(s) 

Data 
Collection 

Maheshwari 
et al. (2017) 
  

Data collected from 27 
HR practitioners from 13 
banks (among the total of 
21 banks in the Mauritian 
banking sector). 

- 

HR practitioners’ 
perspective on 
employer branding 

Qualitative 
study, through 
semi-
structured 
interviews. 

Amelia and 
Nasution 
(2016) 

Analysis of the content on 
three companies’ 
websites; 
Data collected from a 
focus group discussion 
composed of seven final 
year mining students. 
 

Company’s stability; 
Company’s image; 
Work-life balance; 
Safety working 
environment; 
Facilities; Training 
and development; 
Financial. 

Companies clear 
information 

Companies’ 
websites; 
Focus Group. 

Myrden and 
Kelloway 
(2015) 

 

Data collected from 285 
university students, that 
were job seekers at the 
moment of the 
participation. 
 

Demographical 
variables (Gender, 
Age, Education and  
Work experience). 

Company familiarity; 
Employer brand 
image (functional 
and symbolic 
attributes); Job 
seekers’ attraction to 
the firm.  

Survey. 

Sengupta et 
al. (2015) 

Data collected from 302 
Indian employees, from 
which 120 worked on 
public organisations and 
the other 182 in private 
ones.  The employees age 
had a range of 20–57 and 
they were from all the 
regions of India - North, 
East, South, and West. 

Demographical 
variables (such as 
Age, Work 
experience and 
Educational  
qualification). 

Work value 
preferences; 
With the work value 
preferences, the 
authors developed 
value proposition 
frameworks for 
external and internal 
employer branding. 

Survey. 
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Study Sample 
Independent 
Variable(s) 

Dependent 
Variable(s) 

Data 
Collection 

Chhabra 
and Sharma 
(2014) 

The sample was 
composed by final year 
management students 
from private institutions 
of the All India Council 
for Technical Education. 
Among the 350 
questionnaires 
distributed, 200 were 
answered. 

 

Throughout the 
interviews, seven 
common 
organisational 
attributes were 
recognized that 
attract the students 
towards 
organizations: 
Compensation, 
Career prospects 
and grow, job 
profile, brand name, 
corporate culture, 
employee 
empowerment, 
training and 
development. 

Organisation 
attractiveness 

Semi-
structured 
interviews; 
Survey. 

Berthon et 
al. (2005) 

Data collected among six 
focus groups composed 
by final-year graduate and 
undergraduate students at 
an Australian university. 
Then, data collection and 
scale purification were 
done through a sample of 
683 university students. 

Development value; 
Interest value; Social 
value; Application 
value; Economic 
value. 

 

Employer 
attractiveness 

Focus group; 
Survey. 

Source: Author own elaboration 

 

As shown in Table 7, almost all the indicated studies which addressed the employer 

branding and/or the employer attractiveness used for data collection a survey, which delivers 

a quantitative or numerical report of a population trends and opinions (Creswell & Creswell, 

2017). Therefore, in this research it was the method chosen.  

Two different surveys where elaborated, one for the undergraduates or graduates from 

different higher education institutions in the country (study 1) and the other delivered to the 

current trainees of the Mota-Engil Group, who were integrated in the 7th Edition of the 

Start@ME Program (study 2). Both surveys were designed and delivered in Portuguese and 

had an estimated response time of 5 minutes.  

The first questionnaire (study 1) was delivered in paper and targeted undergraduate and 

graduate students in universities job fairs and events, namely: (1) VII Jornadas de Civil 

(Universidade Técnica de Lisboa - Instituto Superior Técnico) that occurred in 26-27 

February 2019, (2) FJC Porto de Emprego (Universidade do Porto - Faculdade de Economia) 

between 27-28 February 2019, (3) FEUP Engineering Days (Universidade do Porto - 
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Faculdade de Engenharia) between 13-14 March 2019; and (4) MecanIST (Universidade 

Técnica de Lisboa - Instituto Superior Técnico) that occurred in 18 March 2019. Besides 

that, the survey was available through an online link and was accessible from February 25 to 

March 31 of 2019. All respondents were informed that their participation was anonymous, 

voluntary and confidential.   

The second questionnaire (study 2) was sent to all Portuguese trainees of the 7th Edition 

of the Start@ME Program through an online link included in an email, sent by the Mota-

Engil Group Global HR Department. The data collection occurred between March 21 and 

April 5 of 2019. Similarly to the first survey, the respondents were informed that individual 

participation was voluntary, confidential and anonymous. 

3.2. Instruments development and measures  

To measure participants’ attraction towards the Mota-Engil Group as an employer (both 

in study 1 and study 2) previously tested measures were selected. 

Regarding study 1, the main research variables were:  

(1) Company familiarity: Tests participants’ familiarity with the Mota-Engil Group, 

following an adaptation of the three-item scale proposed by Myrden and Kelloway 

(2015): “I am familiar with Mota-Engil as an employer”, “I have heard from others what goes on 

in Mota-Engil” and “I have already heard many things about Mota-Engil”. The respondents 

were invited to answer based on a five-point response scale from 1 – strongly disagree 

- to 5 – strongly agree. The internal consistency of this scale (Cronbach alfa) is 0.783, 

which is considered good (Nunnally, 1978).  

(2) Employer brand image:  Tests the image of Mota-Engil Group as an employer, and was 

measured by a 20-item scale, distinguishing functional attributes (13 items) and 

symbolic attributes (7 items), following Myrden and Kelloway (2015). To the original 

scale, five items were added by the HR Corporate Director of Mota-Engil Group, 

and were: “A quick learning”, “Flexibility of schedule”, “Opportunities for professional 

development”, “Possibility of networking” and “I am working for a company that practices socially 

responsible management”. Sample items include: ‘Working for Mota-Engil would give me […]’  

and ‘Working for Mota-Engil would give me the feeling that […]’, and the answers were 

provided on a Likert scale from 1 – strongly disagree to 7 – strongly agree. An 

exploratory factorial analysis revealed the presence of three factors instead of two 

(from the original), that were named: functional attributes, symbolic attributes and 
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salary and benefits. This three factors solution explained a total variance of 64.7%. 

The seven functional attributes were: “A clean, safe workplace”, “A good location to work”, 

“Job security”, “Opportunities for promotion”, “A quick learning”, “Flexibility of schedule” and 

“Possibility of networking”. One item of this factor was eliminated because of poor factor 

loading and lower scale reliability (if the item was included): “Opportunities for 

professional development”.  This scale internal consistency, as measured by the Cronbach 

alfa, was 0.872, which is very good (Nunnally, 1978). The seven symbolic attributes 

were: “I am working for a company with a strong organisational culture”, “I am working for a 

prestigious firm”, “I belong to a ‘winning team’”, “I am working for a company that has a strong 

mission”, “I work for a company with strong leadership qualities”, “I work for a company with 

good performance management” and “I am working for a company that practices socially responsible 

management”. Finally, the five salary and benefits attributes were: “A competitive salary”, 

“A good vacation package”, “An attractive benefits package”, “Adequate leave allowances/non-

monetary benefits”, “Good health care coverage”. The internal consistency (Cronbach alfa) 

of these two scales was 0.943 and 0.803, respectively, for the symbolic employer 

image and salary and benefits. 

(3) Employer attractiveness: based on a measure of employer attraction, following the 

adaptation of Myrden and Kelloway (2015), it measures the Mota-Engil attractiveness 

considering eight-items. These items were: “For me, Mota-Engil would be a good place to 

work”, “Mota-Engil is attractive to me as a place of employment”, “A job in Mota-Engil is very 

appealing to me”, “I would exert a great deal of effort to work for Mota-Engil”, “I am interested 

in submitting an application with Mota-Engil”, “I would like to work for Mota-Engil”, “I would 

accept a job offer from Mota-Engil” and “I am not interested in Mota-Engil except as a last 

resort”. The respondents were invited to answer based on a Likert scale from 1 – 

strongly disagree - to 7 – strongly agree. The internal consistency of this scale 

(Cronbach alfa) is 0.867. Table 8 presents a summary of the selected dependent 

variables.  

 

Table 8: Study 1 dependent variables 

Measure Adapted from (n items; Alpha Cronbach) 
n items 
in this 
study 

Cronbach 
Alpha 

obtained 

Company 
familiarity 

Myrden and Kelloway (2015): 3 items, 0.71 3 0.783 
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Measure Adapted from (n items; Alpha Cronbach) 
n items 
in this 
study 

Cronbach 
Alpha 

obtained 

Employer brand 
image – salary 
and benefits 

Myrden and Kelloway (2015): 9 items, 0.92 5 0.803 

Employer brand 
image – 
functional 
attributes 

Myrden and Kelloway (2015): 9 items, 0.92 7 0.872 

Employer brand 
image – symbolic 
attributes 

Myrden and Kelloway (2015): 6 items, 0.86 7 0.943 

Employer 
attractiveness 

Turban and Keon (1993): 5 items 
Highhouse, Lievens, and Sinar (2003): 3 items 
0.94 

8 0.867 

Source: Author own elaboration 

 

Additionally, respondents were questioned about demographic and personal 

information, such as age, gender, nationality, city of residence, academic and professional 

experience and the existence of friends and/or family working (or previously working) for 

the Mota-Engil Group (cf. Appendix 1).  

 

Regarding the second questionnaire (study 2), as referred, it was sent to the current 

Portuguese trainees of the Start@ME Program - 7th Edition - through an online link. The 

measures highlighted above were all included in this survey, with some minor adaptations 

considering the participants’ knowledge of Mota-Engil Group as an employer. One item of 

the Employer attractiveness measure was eliminated (“I am interested in submitting an application 

with Mota-Engil”) since it was related to the intention of applying to Mota-Engil which does 

not apply to these respondents. Additionally, other measures were incorporated in this 

survey:  

(1) Withdrawal intentions: it measures the intentions to withdraw from Mota-Engil Group, 

as proposed by Carmeli (2005). It was assessed using an adaptation of the three-item 

scale and a five-point rating scale from 1 – strongly disagree to 5 – strongly agree. 

The items were: “I think a lot about leaving Mota-Engil”, “I am actively searching for an 

alternative to Mota-Engil” and “As soon as it is possible, I will leave Mota-Engil”. The internal 

consistency of this scale (Cronbach alfa) is 0.924, which is considered excellent 

(Nunnally, 1978).  
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(2) General satisfaction: it measures trainees’ general job satisfaction following Bonache 

(2005). Five items were used and the respondents answered in a five-point rating 

scale, ranging from 1 - strongly disagree - to 5 - strongly agree. These five items were: 

“I am satisfied with my job at Mota-Engil”, “I would take the same job again”, “I would 

recommend this job to a friend”, “This job measures up to my expectations” and “My overall 

satisfaction with my present job at Mota-Engil is excellent”. The internal consistency of this 

scale (Cronbach alfa) is 0.931. 

Table 9 presents a summary of the dependent variables for the study 2.  

Table 9: Study 2 dependent variables which differ from study 1 

Measure 
Adapted from (n items; Alpha 

Cronbach) 
n items in 
this study 

Cronbach 
Alpha obtained 

Employer 
attractiveness 

Turban and Keon (1993): 5 items 
Highhouse et al. (2003): 3 items 
0.94 

7 0.867 

Withdrawal 
intentions 

Carmeli (2005): 3 items, 0.90 3 0.924 

General 
satisfaction 

Bonache (2005); Pinto, Cabral-Cardoso, 
and Werther (2012): 5 items, 0.85 

5 0.931 

Source: Author own elaboration 

 

At the end, respondents were invited to answer three open questions based on what they 

thought when they applied for the Start@ME Program: (1)“What aspects match (or matched) to 

your initial expectations?”, (2) “What aspects do not match (or did not match) your initial expectations?” 

and (3) “If you could, what would you change in the Start@ME program or in your current professional 

relationship with Mota-Engil?”.  

Demographic and personal information were also questioned, although less extended to 

ascertain their anonymity. Only age, gender, nationality, academic and professional 

experience and the existence of friends and/or family working (or previously working) for 

the Mota-Engil Group were inquired (cf. Appendix 2).  

3.3. Sample 

Overall, considering the study 1, 335 adults residing in Portugal completed the survey. 

The sample is composed by 188 (56.1%) male and 147 (43.9%) female. The average age is 

22.25 years (SD=3.135) and the majority resides in Porto (59.2%), followed by Lisbon 

(21.0%) and other cities in Portugal (19.8%). Regarding the education level, almost all 
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respondents have a Bachelor (39.4%) or a Master (59.1%), since these two together represent 

98.5% of the sample. Most respondents were students (77.2%), while 10.9% were working-

students and 5.2% were looking for the first job. Only 3.7% were employed and 2.1% were 

unemployed, while one mentioned being self-employed and the remain two were in another 

situation. Table 10 presents a synthesis of the respondents’ demographics of study 1.  

 

Table 10: Survey 1 participants' demographics 

 

Additionally, the higher education institutions were detailed as this is a source of useful 

information for future editions of the Start@ME (Table 11).   

 

 

 

n % Mean SD

Age 22.25 3.135

Gender

Male 188 56.1%

Female 147 43.9%

City of  Residence

Porto 197 59.2%

Lisbon 70 21.0%

Other city in Portugal 66 19.8%

Education

Bachelor 132 39.4%

Master 198 59.1%

Doctoral 2 0.6%

Other 3 0.9%

Current professional situation

Student 254 77.2%

Working student 36 10.9%

Self-employed 1 0.3%

Employed 12 3.7%

Looking for the first job 17 5.2%

Unemployed 7 2.1%

Other 2 0.6%

n = 329-335
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Table 11: Survey 1 participants' higher education institutions 

 

Focusing on the participants who have a bachelor’s degree, 70 (51.9%) of them are 

engineers, 64 (47.4%) of them are from the business and economics area and only one from 

social sciences. Concretely, the main engineering areas are civil (n = 27, 20.0%), mechanical 

(n = 21, 15.6%) and geo-environmental (n = 7, 5.2%). Considering the respondents who 

have a master’s degree, 147 (74.6%) are from an engineer, 46 (23.4%) are from the business 

and economics area, two (1.0%) are from social sciences and another two are from the 

marketing area. Specifically, the principal engineering areas are civil (n = 62, 31.5%), 

mechanical (n = 27, 13.7%), electrical and computers engineering (n= 20, 10.2%) and 

environmental (n = 12, 6.1%).  

n %

Bachelor

Instituto Politécnico de Lisboa - Instituto Superior de Engenharia de Lisboa 6 4.6%

Instituto Politécnico do Porto - Instituto Superior de Contabilidade e Administração do Porto 1 0.8%

Instituto Politécnico do Porto - Instituto Superior de Engenharia do Porto 6 4.6%

Universidade da Beira Interior 1 0.8%

Universidade de Aveiro 2 1.5%

Universidade de Coimbra - Faculdade de Economia 6 4.6%

Universidade do Minho 5 3.8%

Universidade do Porto - Faculdade de Economia 28 21.5%

Universidade do Porto - Faculdade de Engenharia 34 26.2%

Universidade Nova de Lisboa 7 5.4%

Universidade Técnica de Lisboa - Instituto Superior Técnico 25 19.2%

Other 9 6.9%

Master

Instituto Politécnico do Porto - Instituto Superior de Contabilidade e Administração do Porto 2 1.0%

Instituto Politécnico do Porto - Instituto Superior de Engenharia do Porto 13 6.6%

Universidade Católica Portuguesa - Faculdade de Economia e Gestão 4 2.0%

Universidade da Beira Interior 1 0.5%

Universidade de Aveiro 1 0.5%

Universidade de Coimbra - Faculdade de Ciências e Tecnologia 2 1.0%

Universidade do Porto - Faculdade de Economia 37 18.9%

Universidade do Porto - Faculdade de Engenharia 88 44.9%

Universidade Técnica de Lisboa - Instituto Superior Técnico 46 23.5%

Other 2 1.0%

n = 326
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From this sample, 197 (59.5%) respondents have no professional experience, while the 

remaining (40.5%) have, being the average 2.25 years of work experience (SD=2.713). 

Furthermore, 10 (3.0%) participants have already worked or done an internship at the Mota-

Engil Group and 94 (28.6%) have family and/or friends that work or have worked for the 

Group.  

 

Regarding study 2, the overall sample is composed by 33 adults, aged 25.27 years 

(SD=1.645). Most are women (57.6%), while 42.4% are males. Regarding their education, 27 

respondents have a master’s degree or are frequenting one and only six have a bachelor. All 

are Portuguese trainees, placed in different Mota-Engil companies, through the 7th Edition 

of the Start@ME Program. Table 12 presents a synthesis of the survey 2 respondents 

demographics.  

 

Table 12: Survey 2 participants' demographics 

  

Regarding respondents’ academic experience, half have a bachelor’s degree in business 

or economics and the other half are from civil engineering. Considering masters’ 

respondents, 25 (92,6%) are from an engineering area and the renaming two are from 

business and economics. Specifically, the principal engineering areas are civil (n = 16, 59.3%) 

and mechanical (n = 3, 11.1%). 

Additionally, 19 (57.6%) respondents had no previous professional experience before 

joining Mota-Engil Group and the remain 14 (42.4%) have been there for an average of 1.84 

n % Mean SD

Age 25.27 1.645

Gender

Male 14 42.4%

Female 19 57.6%

Education

Bachelor 6 18.2%

Master 27 81.8%

n = 33
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(SD=1.996) years of professional experience. Interestingly, 12 (36.4%) participants have 

family and/or friends who work or worked for the Group.   

3.4. Data analyses 

All statistics were carried out using the Statistical Package for the Social Sciences (SPSS) 

performing several statistical analyses. The data for both studies (study 1 and study 2) were 

analysed separately. Firstly, principal components factorial analyses were computed to verify 

the factorial structure of the employer brand image, leading to a three factors solution 

(functional, symbolic and salary and benefits attributes) that explained 64.7% of the total 

variance. Secondly, the internal consistency of the scales was computed as well as the 

composite measures. Thirdly, descriptive statistics and correlational analyses were estimated. 

As some variables did not follow a normal distribution, such as the existence (or not) of 

participants (previous) professional experience, the years of (previous) professional 

experience and the undertaking (or not) of an internship or other professional opportunity 

at the Mota-Engil Group,  they were eliminated from the multivariate analysis computed in 

the fourth step.  

Finally, multiple regression analyses were carried out to assess the extent to which the 

individual demographic variables, the familiarity with de Mota-Engil Group and the 

perception about the Group’ brand image affect the company’s attractiveness as an employer. 

To proceed the analyses, all categorical demographic variables were dummy coded: gender 

(0 = female, 1 = male), city of residence (0 = Porto, 1 = other), education (0 = bachelor,  1 

= other), current professional situation (0 = student; 1 = other). 

In the following section, a description of the study findings is presented.   
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4. Results 

The present research, which targets Portuguese undergraduates and graduates, aims to 

answer the following research questions:  

(1) How is Mota-Engil Group perceived as an employer? and  

(2) Which are the determinants of Mota-Engil Group employer attractiveness? 

4.1. Descriptive and correlational analysis 

Two separate analyses were performed for each sample (survey 1 and survey 2). As 

mentioned above, the answers were on a seven-point Likert-scale from 1 – strongly disagree 

to 7 – strongly agree, with the exception of the variables, company familiarity, general 

satisfaction and withdrawal intentions, which were measured using a five-point response 

scale. Tables 13 and 14 identify the means, the standard deviations and the correlations 

obtained for the main research variables. 

Regarding the study 1, which target potential candidates, Table 13 shows that the majority 

considered being familiar with the Mota-Engil Group as the reported company familiarity 

was over the mid-point of the scale. The same occurred for the other variables: the employer 

brand image (in the three factors – functional attributes, symbolic attributes and salary and 

benefits) and the employer attractiveness, all presenting a mean value above the mid-point 

of the Likert-scale. This means that the perception the participants have about the Mota-

Engil Group is positive, being the symbolic attributes the highest factor, followed by the 

functional attributes and salary and benefits. The attractiveness of the Group as an employer 

is also high. 

As shown in the Table 13 and considering the control variables, age is, on one hand, 

significantly and negatively correlated with city of residence (r = -0.203, p < 0.01), and on the 

other, significantly and positively correlated with education (r = 0.459, p < 0.01) and current 

professional situation (r = 0.309, p < 0.01). City of residence reveals a negative association 

with the current professional situation (r = -0.223, p < 0.01) and, contrarily, education 

presents a positive association with the current professional situation (r = 0.149, p < 0.01). 

This indicates that Porto’s residents are older (r = -0.203, p < 0.01) and have work experience 

(r = -0.223, p < 0.01).   

Additionally, only two control variables are correlated with the main research variables: 

age is positively correlated with employer attractiveness (r = 0.140, p < 0.01) and, inversely, 
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city of residence is negatively associated with the same variable (r = -0.142, p < 0.01). This 

means that the older the individual, the higher his/her attractiveness to the organisation and 

also individuals who live in Porto tend to show a higher employer attractiveness.   

Considering the main research variables, all of them are positively inter-correlated. More 

specifically, company familiarity is significantly correlated with the three factors of the 

employer brand image, salary and benefits (r = 0.315, p < 0.01), functional attributes (r = 

0.382, p < 0.01) and symbolic attributes (r = 0.484, p < 0.01), and employer attractiveness (r 

= 0.393, p < 0.01). This indicates that the higher the individuals’ familiarity with the Group, 

the higher their perception about employer brand image (in the three factors) and the highest 

the attractiveness to the company. Regarding the employer brand image – salary and benefits 

– it is strongly correlated with the other two attributes, functional (r = 0.657, p < 0.01) and 

symbolic (r = 0.558, p < 0.01), and with the employer attractiveness (r = 0.447, p < 0.01). 

This suggests that the highest the perception about the employer salary and benefits, the 

higher the perception of its functional and symbolic attributes and the attractiveness to the 

organisation as an employer. Employer brand image – functional attributes – is also strongly 

correlated with the employer brand image - symbolic attributes – (r = 0.685, p < 0.01) and 

with the employer attractiveness (r = 0.567, p < 0.01), which indicates that the higher the 

individuals perception about the organisation functional attributes, the higher the perception 

about the symbolic ones and the highest the employer attractiveness. Finally, employer brand 

image – symbolic attributes – is strongly correlated with employer attractiveness (r = 0,718, 

p < 0.01), which highlights the stronger the individuals’ perception about the Group symbolic 

attributes, the superior their attraction towards the company as an employer.  
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Table 13: Descriptive analysis and Spearman correlations for the main research variables (study 1) 

Mean SD 1 2 3 4 5 6 7 8 9 10

1. Age 22.25 3.135 0.088 -0.203** 0.459** 0.309** 0.07 0.093 0.087 0.102 0.140**

2. Gender 0.56 0.497 -0.012 0.072 -0.048 0.082 0.066 -0.049 0.032 0.025

3. City of resisdence 0.61 0.798 -0.071 -0.223** 0.084 0.009 -0.037 -0.073 -0.142**

4. Education 0.63 0.547 0.149** 0.048 -0.075 -0.023 0.028 0.011

5. Current professional situation 0.57 1.305 0.010 0.070 0.049 0.091 0.080

6. Company familiarity 3.44 1.005 (0.783) 0.315**0.382**0.484**0.393**

7. Employer brand image - salary and benefits 4.60 0.856 (0.803) 0.657**0.558**0.447**

8. Employer brand image - functional attributes 5.09 0.903 (0.872) 0.685**0.567**

9. Employer brand image - symbolic attributes 5.43 1.022 (0.943) 0.718**

10. Employer attractiveness 4.98 1.045 (0.867)

Significant at: *p <  0.05. **p < 0.01. ***p <  0.001

Notes: Gender (0 = Female; 1 = Male); City of residence (0 = Porto; 1 = Other); Education (0 = Bsc; 1 = Other); Current professional situation (0 = 

Student; 1 = Other). Cronbach coeficients in the diagonal.

Respondents' demographics

Criterion
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Regarding study 2, which targeted current Start@ME trainees, the results are presented 

in Table 14. As shown, the participants’ perception about the Mota-Engil Group is positive, 

being the symbolic attributes the factor which has a higher average, followed by the 

functional and salary and benefits attributes, as in study 1. The employer attractiveness and 

general job satisfaction are also high, while the intentions to leave the organisation are low. 

Considering the correlations among control variables, only age is positively and strongly 

correlated with gender (r = 0.575, p < 0.01) and education (r = 0.468, p < 0.01), meaning that 

female respondents are younger and less qualified (have, or are taking, a bachelor degree). 

The correlations between interns’ demographics and the dependent variables show that 

education is positively associated with general satisfaction (r = 0.336, p < 0.05). This suggests 

that highly qualified trainees (who hold a master) are also more satisfied with their job. 

Among the main research variables’ correlations, employer brand image – salary and 

benefits factor - is positively and significantly correlated with the other two dimensions: 

functional (r = 0.404, p < 0.05) and symbolic attributes (r = 0.433, p < 0.05). This indicates 

that the higher the individuals’ perception about the Group’s salary and benefits, the superior 

their perception about its functional and symbolic attributes. Employer brand functional 

image presents a strong positive correlation with employer brand symbolic image (r = 0.748, 

p < 0.01), employer attractiveness (r = 0.567, p < 0.01) and general satisfaction (r = 0.631, p 

< 0.01) and a strong negative correlation with the withdrawal intentions (r = -0.595, p < 

0.01). This suggests that individuals with a stronger perception about the organisation 

functional attributes tend to present higher firm symbolic attributes perceptions, higher 

attraction towards the organisation and lower intentions of leaving the firm. Employer brand 

symbolic image is positively and strongly correlated with employer attractiveness (r = 0.698, 

p < 0.01) and general satisfaction (r = 0.723, p < 0.01), and negatively correlated with 

withdrawal intentions (r = -0.748, p < 0.01), indicating that the higher the individuals’ 

perception about the Group’s symbolic attributes, the superior their attractiveness towards 

the organisation, the higher the job satisfaction and the lower the intentions to leave the firm.  

Regarding employer attractiveness it presents a negative and strong correlation with 

withdrawal intentions (r = -0.558, p < 0.001) and is positively associated to general 

satisfaction (r = 0.589, p < 0.001). This suggests that the stronger the attraction to the firm, 

the lower the intentions to leave the Group and the highest the job satisfaction. Finally, 

withdrawal intentions are negatively correlated with general satisfaction (r = -0.783, p < 0.01), 

which indicates that the highest the job satisfaction, the lower the intention to leave the firm.  
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Table 14: Descriptive analysis and Spearman correlations for the main research variables (study 2) 

 

 

 

Mean SD 1 2 3 4 5 6 7 8 9 10

1. Age 25.27 1.645 0.575**0.468** -0.144 0.195 0.161 0.063 0.144 -0.223 0.256

2. Gender 0.42 0.502 0.246 -0.332 0.042 -0.218 -0.289 0.018 0.133 -0.049

3. Education 0.82 0.392 -0.141 0.329 0.163 0.312 0.353* -0.311 0.366*

4. Company familiarity 3.98 0.634 -0.020 0.188 0.006 -0.052 -0.047 0.099

5. Employer brand image - salary and benefits 4.42 0.804 0.404* 0.433* 0.319 -0.256 0.336

6. Employer brand image - functional attributes 5.31 0.904 0.748**0.567** -0.595** 0.631**

7. Employer brand image - symbolic attributes 5.68 1.005 0.698** -0.748** 0.723**

8. Employer attractiveness 5.12 0.552 -0.558*** 0.589***

9. Withdrawal intentions 1.94 0.864 (0.924) -0.783**

10. General satisfaction 3.69 0.860 (0.931)

Significant at: *p <  0.05. **p <  0.01. ***p <  0.001

Respondents' demographics

Criterion

Notes: Gender (0 = Female; 1 = Male); Education (0 = Bsc; 1 = Other). Cronbach coeficients in the diagonal.
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In the survey 2, respondents were also invited to answer three open questions about what 

they thought when they applied for the Start@ME Program. Regarding the aspects that 

match (or matched) to their expectations about the Program, the most common answers are 

the Group and its projects dimension, the opportunities for learning and professional 

growth, the well-defined internship program and the international career opportunities. 

Considering the aspects that do not match (or did not match) trainees’ initial expectations, 

the main answers refer to the organisation of the Group, the responsibilities and the activities 

being performed and the opportunities for rotation (switching area). Finally, when asked 

what would they change in Start@ME Program or in their current professional relationship 

with Mota-Engil, by far, the most popular answer is having from the beginning (or at least 

in the final stage of the recruitment process) an indication of the job they will perform and 

the responsibilities they will have during the internship. Additionally, providing more specific 

training (mainly technical) related to the tasks and better working conditions, e.g. number of 

vacation days, were also identified as suggestions to improve the Program.   

4.2. Differences of opinion between potential (study 1) and current 

trainees (study 2) 

To determine whether the opinions of potential candidates differ from the company’s 

junior employees (the Start@ME trainees from the 7th Edition) regarding the Group’s 

familiarity, the employer brand image and employer attractiveness, several analyses of 

variance were run for these two samples.  

Results from ANOVA reveal average differences for respondents age (F = 29.800, p < 

0.001) and familiarity with Mota-Engil Group (F = 9.158, p < 0.01) in that potential 

candidates are younger than current junior employees (mean age sample 1 = 22.25 and mean 

age sample 2 = 25.27) and less familiar with Mota-Engil Group (mean employer familiarity 

for sample 1 = 3.44 versus 3.98 for sample 2). 

Results from one-way ANOVA show statistically significant differences between groups 

(Porto, Lisbon and other city in Portugal residents) in terms of company familiarity (F = 

3.973, p < 0.05) and employer attractiveness (F = 4.800, p < 0.01). A Post Hoc test – Least 

Significance Difference – reveal that the familiarity with Mota-Engil Group was statistically 

significantly lower among Porto residents (3.37 ± 1.03, p < 0.01) when compared with other 

city in Portugal residents (3.67 ± 0.84), meaning that Porto residents respondents report less 

familiarity with the Group, than the participants from other locations. The Post Hoc test 
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also indicate that employer attractiveness was statistically significantly lower among Lisbon 

residents (4.66 ± 1.18, p < 0.05) compared with Porto residents (5.10 ± 1.02), showing that 

respondents who reside in Lisbon have lower attractiveness to the Group as an employer 

than Porto residents.  

4.3. Multiple regression analysis 

Separate multiple regressions were run to determine the predictors of company 

familiarity, employer brand image – salary and benefits, symbolic and functional attributes – 

and employer attractiveness for each group (potential trainees versus actual trainees). In step 

1, the demographic variables of age and city of residence entered in the equation. In step 2 

was added the familiarity with the Mota-Engil Group and in step 3 the employer brand image 

dimensions. The results for the multiple regression analysis are presented in the Tables 15 

and 16. 

As shown in Table 15, familiarity with Mota-Engil Group is a significant predictor of the 

three dimensions of employer brand image: salary and benefits (F = 12.142, p < 0.001 ; β = 

0.304, p < 0.001), functional attributes (F = 20.047, p < 0.001 ; β = 0.387, p < 0.001) and 

symbolic attributes (F = 37.286 , p < 0.001 ; β = 0.494 , p < 0.001). Additionally, city of 

residence (0 = Porto, 1 = other),  is significantly and negatively related to the employer brand 

image – symbolic attributes (Step 2 ; β = -0.105, p < 0.05), which suggests that Porto potential 

applicants hold a better employer symbolic image of Mota-Engil Group than potential 

applicants from other regions. Altogether, organisational familiarity explains 9.1% of the 

variance of Mota-Engil Group employer image in salary and benefits and 14.7% considering 

functional attributes. Furthermore, Group’s familiarity and city of residence explain 24.7% 

of the variance of Portuguese undergraduates and graduates Group’s symbolic brand image.  

Employer attractiveness can be predicted by age (Step 1 ; β = 0.122, p < 0.05) and city of 

residence (Step 1 ; β = -0.117, p < 0.05), which means that older potential candidates and the 

ones that reside in Porto present a higher attractiveness to the Mota-Engil Group as an 

employer. In Step 2, the familiarity with Mota-Engil Group was added, being positively 

associated with the employer attractiveness (β = 0.407, p < 0.001) and explaining an 

additional of 16.4% of Mota-Engil Group attractiveness. Finally, the three dimensions of the 

employer brand image were added (Step 3 ; F = 63.305, p < 0.001), explaining an additional 

34.3% of it. Altogether, city of residence, employer functional and symbolic brand image 

explain 53.2% of the variance of Mota-Engil Group employer attractiveness.  
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Table 15: Multiple linear regressions between survey 1 respondents demographics and criterion variables 

Company 

familiarity

Step 1 Step 1 Step 2 Step 1 Step 2 Step 1 Step 2 Step 1 Step 2 Step 3

Intercept 2.737*** 4.007*** 3.299*** 4.601*** 3.662*** 4.796*** 3.427*** 4.158*** 3.016*** 0.393

Demographics

Age 0.087 0.094 0.068 0.080 0.046 0.092 0.048 0.122* 0.085 0.051

City of residence 0.102 0.028 -0.003 -0.021 -0.060 -0.054 -0.105* -0.117* -0.158** -0.091*

Predictor

Company familiarity 0.304*** 0.387*** 0.494*** 0.407*** 0.067

Employer brand image - salary and benefits 0.012

Employer brand image - functional attributes 0.129*

Employer brand image - symbolic attributes 0.577***

Overall F 2.397 1.429 12.142*** 1.248 20.047*** 2.233 37.286*** 5.781** 26.777*** 63.305***

R
2

0.014 0.009 0.100 0.008 0.155 0.013 0.254 0.034 0.198 0.540

Adjusted R
2

0.008 0.003 0.091 0.001 0.147 0.007 0.247 0.028 0.190 0.532

Change in R
2

0.014 0.009 0.091 0.008 0.147 0.013 0.241 0.034 0.164 0.343

Notes: Significant at: *p < 0.05, **p < 0.01, ***p < 0.001; standardized β coefficients are reported after Z-score transformation, n = 329 -335.

Employer Attractiveness
Predictors

Employer brand 

image - salary and 

benefits

Employer brand 

image - functional 

attributes

Employer brand 

image - symbolic 

attributes
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In sum, the potential candidates perceived image about the Group’s salary and benefits, 

symbolic and functional attributes is explained by their familiarity with the organisation, 

being this perceived image as better as the more familiar the potential applicants are with the 

Group. Additionally, the undergraduates and graduates’ city of residence also explain the 

organisation perceived symbolic attributes, meaning that potential applicants from Porto 

hold a better perceived image about the Mota-Engil Group symbolic attributes than potential 

applicants from other regions. Regarding potential applicants’ attraction towards the 

organisation as an employer, it is explained by their city of residence (being Porto residents 

the ones that present a higher attraction towards the Group) and their perceived image about 

the firm’s functional and symbolic attributes. The potential applicants’ familiarity with the 

Group and their perceived image about the organisation salary and benefits do not explain 

their attractiveness to the Group as an employer.   

 

Regarding sample 2 and as shown in the Table 16,  besides the similar multiple 

regressions performed for sample 1, two additional ones were run to determine the 

predictors of general satisfaction and withdrawal intentions. Hence, two further steps were 

included. In step 4, in addition to the demographic variables of age and education, the 

familiarity with the Mota-Engil Group and the employer brand image dimensions, the 

employer attractiveness was also entered in the equation. In step 5 was added the general 

satisfaction.  

Considering employer brand image – symbolic attributes, it is significant and positive 

predictor of employer attractiveness (Step 2 ; F = 4.679, p < 0.01 ; β = 0.550, p < 0.01). 

Indeed, the symbolic attributes of Mota-Engil Group brand image explain 40.8% of the 

variance of the 7th Edition Start@ME trainees’ attractiveness to the Group as an employer. 

Similarly, employer brand image – symbolic attributes is also significantly and positively 

related with general satisfaction (Step 3 ; F = 6.393, p < 0.001 ; β = 0.592, p < 0.01). In fact, 

the junior employees’ perceived image about the Group’s symbolic attributes explains 50.3% 

of the variance of their general job satisfaction. In Step 4, employer attractiveness was added 

and the results were the same, symbolic attributes predicted the current trainees general 

satisfaction with their job (Step 3 ; F = 5.396, p < 0.001 ; β = 0.533, p < 0.05). Altogether, 

the Mota-Engil Group symbolic brand image explains 49.0% of the variance of the 

organisation new joiners’ general satisfaction with their job.  
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Withdrawal intentions can also be predicted by employer brand image – symbolic 

attributes, being significantly and negatively related to it (Step 3 ; F = 6.726, p < 0.001 ; β = 

-0.759, p < 0.001). In step 4, the employer attractiveness was added, however, the results 

were similar and only with slightly different values. Indeed, the employer brand image – 

symbolic attributes is a significant predictor of the withdrawal intentions (Step 4 ; F = 5.557, 

p < 0.001; β = -0.740, p < 0.01). Lastly, general satisfaction was entered in the equation (Step 

5 ; F = 6.957, p < 0.001), explaining an additional of 9.0% of the variance of current 

Start@ME trainees withdrawal intentions. Altogether, new joiners’ general satisfaction and 

their employer symbolic brand image explain 59.8% of the variance of the Start@ME 

trainees’ withdrawal intentions. 

In sum, the Group’s new joiners’ attractiveness to the organisation as an employer is 

explained by their perceived firm’s brand image considering symbolic attributes, being their 

attraction towards the organisation as higher as their perceived Group’s symbolic image. 

Moreover, the trainees perceived symbolic brand image also explain their general satisfaction. 

Indeed, new joiners who hold a better perceived symbolic brand image about the Group, 

present a higher general satisfaction with their jobs. Regarding current trainees withdrawal 

intentions, they are explained by the new joiners perceived symbolic brand image and their 

general satisfaction, meaning that trainees who hold a lower perceived symbolic brand image 

about the Group and the ones who present an inferior general satisfaction with their job, 

have higher intentions to leave the organisation.  
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Table 16: Multiple linear regressions between survey 2 respondents demographics and criterion variables 

 

 

 

 

 

Step 1 Step 2 Step 1 Step 2 Step 1 Step 2 Step 2 Step 3 Step 1 Step 2 Step 3 Step 4 Step 1 Step 2 Step 3 Step 4 Step 5

Intercept 3.258 3.054 3.585 1.953 6.568* 6224 4.944** 2.955 1.691 0.563 -2.710 -3.212 3.731 4.431 8.119*** 8.280** 6.747**

Demographics

Age 0.053 0.056 0.109 0.131 -0.107 -0.102 -0.027 0.011 0.108 0.125 0.170 0.168 -0.099 -0.109 -0.190 -0.190 -0.110

Education 0.304 0.307 0.112 0.135 0.362 0.336 0.365 0.154 0.315 0.31 0.108 0.092 -0.264 -0.274 -0.032 -0.027 0.017

Predictor

Company familiarity 0.032 0.225 0.043 -0.005 -0.062 0.164 0.108 0.115 -0.101 -0.066 -0.068 -0.013

Employer brand image - salary and benefits -0.036 -0.044 -0.040 0.131 0.130 0.111

Employer brand image - functional attributes 0.155 0.140 0.123 -0.032 -0.026 0.032

Employer brand image - symbolic attributes 0.550** 0.592** 0.533* -0.759*** -0.740** -0.487*

Employer attractiveness 0.109 -0.035 0.017

General satisfaction -0.475*

Overall F 1.856 1.208 0.555 0.899 1.788 1.173 1.381 4.679** 2.504 1.967 6.393*** 5.396*** 1.744 1.245 6.726*** 5.557*** 6.957***

R
2 0.110 0.111 0.036 0.085 0.106 0.108 0.125 0.519 0.143 0.169 0.596 0.602 0.104 0.114 0.608 0.609 0.699

Adjusted R
2

0.051 0.019 -0.029 -0.010 0.047 0.016 0.034 0.408 0.086 0.083 0.503 0.490 0.044 0.022 0.518 0.499 0.598

Change in R
2

0.110 0.001 0.036 0.049 0.106 0.002 0.000 0.394 0.143 0.026 0.427 0.006 0.104 0.010 0.494 0.001 0.090

Notes:
 
 Significant at: *p < 0.05, **p < 0.01, ***p < 0.001; standardized β coefficients are reported after Z-score transformation, n = 33.

5.083*

General satisfaction
Predictors

Company 

familiarity

Employer brand 

image - salary and 

benefits

Employer brand 

image - functional 

attributes

Employer brand 

image - symbolic 

attributes

Step 1

Withdrawal intentions

0.428

0.028

-0.037

0.028

Employer 

attractiveness

-0.100

-0.094
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5. Discussion 

This report intends to study the relationship between the employer’s brand image and 

job seekers’ attraction to the firm, by examining how future and potential employees perceive 

Mota-Engil Group as an employer. Thus, this report addresses two research questions:  

(1) How is Mota-Engil Group perceived as an employer? and  

(2) Which are the determinants of Mota-Engil Group employer attractiveness? 

To answer the first question - How is Mota-Engil Group perceived as an employer? – several 

findings should be highlighted, distinguishing the opinion of potential and actual trainees. 

From the first study, which focuses the opinion of potential Portuguese undergraduate 

and graduate trainees, the majority of the participants are familiar with the Mota-Engil 

Group, having a positive organisation brand image and holding a positive firm attractiveness. 

Regarding the Mota-Engil Group brand image, the symbolic attributes was the dimension 

with a more positive perception, followed by the functional attributes and by salary and 

benefits. Indeed, this demonstrates that potential candidates have the perception of the 

Group being more attractive by its symbolic attributes when compared with functional ones 

and especially with salary and benefits. Therefore, the nonconcrete and intangible 

information about the job or the organisation (i.e. the symbolic attributes) (Lievens & 

Highhouse, 2003) is the better perceived brand image about the Mota-Engil Group. The 

literature suggests that the symbolic attributes have higher importance when functional 

divergences between brands are narrow (Myrden & Kelloway, 2015). Thus, in the case of the 

Mota-Engil Group, since the participants have a positive image about the organisation 

symbolic attributes, this can be an advantage when comparing the Group with other firms 

(which individuals perceptions about their functional attributes is similar to the ones from 

the Group).  

Moreover, it is important to highlight that according to the signalling theory, once 

typically potential candidates do not have the whole information about a company, they use 

the available one to formulate conclusions (Connelly, Certo, Ireland, & Reutzel, 2010). 

Therefore, the participants’ perceived employer brand image about the Mota-Engil Group 

could have been influenced by the information accessible or presented to them. Hence, the 

Group can use this insight when developing its employer branding strategy. As a result it 

could provide information which allows potential applicants to improve their perceived 

image about the Mota-Engil Group, once possibly the less positive findings from the two 
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dimensions of the employer brand image could have been due to the lack of information 

about them.   

Regarding the perception of Mota-Engil Group as an employer, among those who 

already work for the company (the 7th Edition Start@ME trainees who answered survey 2) 

the results were similar, in that the symbolic attributes was the dimension of the Group’s 

brand image with a more positive perception, demonstrating that there is an alignment 

between the perceptions of the potential and actual trainees. Indeed, this highlights that the 

less positive perception in the functional attributes and the salary and benefits probably is 

not explained by the lack of information or the formulated conclusions taken from the 

available information, once new joiners are informed about the organisation attributes. 

However, regarding potential candidates both reasons are valid. Moreover, the Start@ME 

trainees exhibited a positive general satisfaction with their job and also lower withdrawal 

intentions, showing the participants lack of intention of leaving the organisation.  

Furthermore, from the open questions, we were able to conclude that the most common 

aspects that match (or matched) the new joiners’ expectations about the Start@ME Program 

were the Group and its projects dimension, the opportunities for learning and professional 

growth, the well-defined internship program and the international career opportunities. 

Regarding the aspects that do (did) not match, the most common were the organisation of 

the Group, the responsibilities and the activities being performed and the opportunities for 

rotation (switching area). Indeed, when asked what they would change in the Program, the 

new joiners predominantly indicated that they would like from the beginning (or at least in 

the final stage of the recruitment process) to have an indication of the job they will perform 

and the responsibilities they will have during the internship. The literature highlights that 

during the recruitment phase, in order to attract the right candidates, companies make 

statements about employment, addressing career development and challenges and unique 

opportunities (Backhaus & Tikoo, 2004). According to the authors, these statements can be 

perceived as promises by potential recruits. Therefore, literature underlines that appropriate 

and honest employer branding as well as realistic job preview reduces job turnover by 

building more realistic expectations (Locke, 1976) and lowering role ambiguity (Horner, 

Mobley, & Meglino, 1979). Thus, the Group should consider improving the information 

provided to the potential recruits in the recruitment and selection phase.   

The new joiners also emphasized that the Program should provide more specific training 

(mainly technical) related to the tasks and better working conditions, e.g. number of vacation 
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days. Hence, this highlights the perception of the functional attributes of the organisation 

being lower than the symbolic ones, once they are the ones that the employees would want 

to have improved.   

Interestingly, demographic variables predict Mota-Engil Group employer image and 

attractiveness. As shown, individuals who reside in Porto are less familiar with the Mota-

Engil Group, being the participants from other cities in Portugal more familiar with the 

organisation. It was also mentioned that respondents who reside in Lisbon have lower 

employer attractiveness when compared with Porto residents, highlighting that the attraction 

towards the organisation is superior in Porto.  

Additionally, regarding the organisation familiarity, this study findings suggest that the 

potential candidates perceived image about the Group’s salary and benefits, symbolic and 

functional attributes is explained by their familiarity with the organisation, being this 

perceived image as better as the more familiar the potential applicants are with the Group. 

In fact, besides the Group’s familiarity, the undergraduates and graduates’ city of residence 

also explain the organisation perceived symbolic attributes, meaning that potential applicants 

from Porto hold a better perceived image about the Mota-Engil Group symbolic attributes 

than potential applicants from other regions. Researchers suggested that the strength of 

employer’s brand image is in how the individuals perceive the company and in what they 

expect from the employer brand over time (Myrden & Kelloway, 2015), thus “knowledge is 

really the root of the formation of brand image” (Myrden & Kelloway, 2015, p. 272; Salciuviene, Lee, 

& Yu, 2007). As a result, company’s familiarity explaining the employer brand image does 

not present a surprising result, since the more familiar the individuals are with an 

organisation, that is the knowledgeable they are about it, the higher the information they 

possess to influence their perceptions and therefore more conclusions they made about the 

firm. Thus, the Mota-Engil Group in order to strengthen their employer brand image, needs 

to improve individuals’ familiarity with the organisation. 

In answering the second research question - Which are the determinants of Mota-Engil Group 

employer attractiveness? – this study found that for potential trainees the higher the familiarity 

and the positive perception about Mota-Engil symbolic brand image, the higher the 

attractiveness to the Group. Previous research indicates that firms overall familiarity is 

associated with the perception candidates have about an organisation’s attractiveness as an 

employer, resulting in companies which are more familiar to the applicants being perceived 

as more attractive (e.g. Cable and Graham (2000); Saini, Rai, and Chaudhary (2014)). 
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Similarly, the literature highlights that the employer image favourably influences the 

participants’ attraction towards an organisation (e.g. Myrden and Kelloway, 2015; Turban 

and Greening, 1997), which was also observed. In this study, the city of residence, as well as 

the organisation functional and symbolic attributes, were significant predictors of Mota-Engil 

Group attractiveness. In fact, potential candidates who reside in Porto and have a higher 

perception about the Group’s functional and symbolic attributes, present a higher 

attractiveness to the Mota-Engil Group as an employer.  

Regarding the 7th Edition Start@ME trainees, findings from this study indicate that the 

higher the employees’ perception about the Group’s functional and symbolic attributes, the 

highest is their attractiveness to the firm. Likewise, as more generally satisfied are the trainees 

with their job or the lower their intentions to leave the organisation, the stronger is their 

attraction towards the Group as an employer. Several studies have suggested the link between 

the improvement of an employer brand – and therefore a higher employer attractiveness – 

and the employees’ satisfaction, commitment and retention (e.g. Ito, Brotheridge, and 

McFarland, 2013; Priyadarshi, 2011), showing the alignment of this study with the literature.  

Interestingly actual trainees show differences of opinion when compared to potential 

employees. In study 2, only the trainees’ perceived image about Mota-Engil Group symbolic 

attributes explains the organisation attractiveness. Therefore, the employer brand image 

regarding the functional attributes and salary and benefits are not predictors of the employer 

attractiveness and so the new joiners do not consider the functional attributes with high 

importance for their attraction to the Group. The literature suggests that, in general, 

companies with a positive and solid reputation and prestige (that is with high perceived 

symbolic attributes) are preferred over the ones that give superior salaries but are less 

prestigious, since people expect to be proud of the company membership (Cable & Turban, 

2003). Therefore, the Group’s attractiveness as an employer being explained by the 

individuals perceived symbolic brand image about the firm strengthens the literature findings. 

Moreover, it was also found that the new joiners’ perceived symbolic brand image about 

the Group explain their general job satisfaction. Indeed, the higher this symbolic perception, 

the more generally satisfied are the trainees with their job. Hence, the new joiners’ withdrawal 

intentions are predicted by the trainees’ perceived symbolic brand image and their general 

satisfaction. In fact, trainees who hold a lower perceived symbolic brand image about the 

Group and present a less general satisfaction with their job, have higher intentions of leaving 

the organisation.  
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6. Conclusion 

This report intends to study the relationship between the employer’s brand image and 

job seekers’ attraction to the firm, by examining how potential and actual employees perceive 

Mota-Engil Group as an employer. Thus, this study addresses two research questions:  

 (1) How is Mota-Engil Group perceived as an employer? and  

(2) Which are the determinants of Mota-Engil Group employer attractiveness? 

The results of this study confirm that the global perception of Mota-Engil Group as an 

employer is positive. In fact, both Portuguese undergraduates and graduates and the 7th 

Edition Start@ME trainees are familiar with the organisation, have a positive perception 

about the Group’s brand image, being the symbolic attributes the highest factor followed by 

the functional attributes and salary and benefits, and have a high attractiveness to the Group 

as an employer. Moreover, the trainees’ general satisfaction with their job is also positive and 

their intention to leave the organisation is low.  

In addition, this study highlights that individuals’ familiarity with the Mota-Engil Group 

and their attractiveness to the company as an employer differ with city of residence, being  

Porto’s residents the more attracted towards the Group, although they reported less 

familiarity with the company.  

Moreover, the study also underlines differences in the predictors of the dependent 

variables considering potential and actual trainees. For the potential employees, company 

familiarity was recognized as a predictor of the employer brand image in the three 

dimensions, while for new joiners’ it did not occur. Additionally, the city of residence, as well 

as the organisation functional and symbolic attributes were established as significant 

predictors of Mota-Engil Group attractiveness as an employer for potential candidates. In 

fact, prospective applicants who reside in Porto and have a higher perception about the 

Group’s functional and symbolic attributes, present a higher attractiveness to the Mota-Engil 

Group as an employer. Regarding the actual trainees, only the perceived image about Mota-

Engil Group symbolic attributes explains the organisation attractiveness. Therefore, the 

employer brand image regarding the functional attributes does not explain the employer 

attractiveness and so the new joiners do not consider the functional attributes with high 

importance for their attraction to the Group. Moreover, it was also found that trainees who 

hold a lower perceived symbolic brand image about the Group and present a less general 

satisfaction with their job, have higher intentions of leaving the organisation.  
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Based on this study, we now have a better understanding of how Mota-Engil Group is 

perceived as an employer and which are the predictors of the organisation attractiveness. 

Overall, the findings of this study distinguish the opinions of potential and actual trainees, 

offering a compelling understanding of the perception of Mota-Engil as an employer, 

including the attributes the company is perceived as stronger. Therefore, in addition to the 

contributions to the literature, these study findings have practical implications for the 

organisations, especially for Mota-Engil Group, which aims to develop its employer branding 

with the main objective of improving the attraction and retention of the required and skilled 

workforce. Thus, this report presents a starting point for the employer brand improvement, 

providing important information for the organisation to choose its strategy and the best way 

to enhance its employer attractiveness. 

6.1. Limitations and future research 

The results obtained in this research should be interpreted considering its limitations. 

First, this study targets a particular segment of the Portuguese undergraduates and graduates 

as well as a single edition of the Start@ME Program. In fact, according to the Mota-Engil 

Group recruits’ higher education institutions, the study should have targeted potential 

candidates from additional institutions, mainly from the ones which the Group normally 

recruits. Therefore, future research might overcome this limitation by targeting a broader 

sample of undergraduates and graduates.  

Furthermore, considering the new joiners’, besides the study only targets a single Edition 

of the Start@ME Program, only Portuguese trainees were asked to answer the survey, once 

the aim was to compare the Portuguese undergraduates and graduates potential candidates 

and the Portuguese 7th Edition Start@ME trainees attraction towards the organisation. 

Therefore, nothing can be concluded about the Group attractiveness in other locations. 

Nonetheless, significant conclusions could not be obtained if all the 7th Edition Start@ME 

trainees were participants of this study once only a few answers would have been collected 

from the foreign trainees – since almost all of the recruited trainees were Portuguese – and 

even those responses were have been difficult to obtain. Thus, for further investigation, we 

suggest a broad sample, including participants from different locals and countries given the 

ambition of international expansion of the Mota-Engil Group.  

Secondly, there is the limitation of the sample size, mostly in the study 2, once in order 

to have more generalized results, the number of participants should have been higher. It 
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might not have been large enough to present a significative effect of certain parameters with 

an elevated homogeneity or low frequency, for instance, education (in both studies) and city 

of residence (only in study 1). Hence, in future investigations, an appropriate size of the 

sample and the right parameters heterogeneity and frequencies should be tried to obtain.  

Moreover, the dependent variables can be vulnerable to the existence of rating bias, 

potentializing the possibility of results and findings being affected by individual 

predispositions or personal characteristics. Indeed, according to Podsakoff, MacKenzie, Lee, 

and Podsakoff (2003), to mitigate this limitation, explaining to the participants the 

inexistence of correct or incorrect responses, ensuring anonymity by not asking the 

respondents’ name or any contact and asking simple and clear questions adapted to the 

context, are practices which can be used. These recommendations were already performed 

in this study and in future research we believe they should be maintained. However, in study 

2, since the survey was sent by a Mota-Engil Group internal email, the trainees could have 

been apprehensive of being totally honest regardless the anonymity and confidence being 

highlighted.   

Finally, as aforementioned, Mota-Engil Group is making efforts to improve its employer 

branding, Thus, this study provides important information to choose the strategy and the 

best way to enhance employer attractiveness. Nevertheless, future research including 

additional independent and dependent variables could contribute to the arising of new 

and/or different conclusions, perfecting the process of developing the organisation employer 

branding and enhancing its attractiveness as an employer.  

6.2. Theoretical contributions 

From a theoretical point of view, the present study results contribute to the literature 

mainly by exploring the relationship between the employer brand image and the employer 

attractiveness, from both potential and actual employees, allowing the comparison of these 

two groups. Consistently with other similar studies, the employer brand image is positively 

associated with the individuals’ attractiveness to an organisation (e.g. Ehrhart & Ziegert, 

2005; Myrden & Kelloway, 2015). Moreover, the findings from this study highlight the 

importance of symbolic attributes both to potential and current employees.  

Additionally, while earlier research has addressed employer branding and employer 

attractiveness, they were generally wide-ranging and disregarded the specificities of certain 

sectors and industries (Maheshwari et al., 2017). So far, up to the authors’ knowledge, none 
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has focused these challenges among construction companies. Since this is an extremely 

demanding sector in terms of skills and international mobility, this report contributes to the 

literature by extending the comprehension about the employer attractiveness’ predictors 

regarding a construction sector company. 

6.3. Managerial contributions 

The increasing competition in the employment market leads to organisations 

strengthening their strategies in order to be considered an employer of choice (ElDin Aboul-

Ela, 2016; Wilden et al., 2010). Understanding the relationship between the employer brand 

image and the employer attraction has high importance to attract and retain the required 

skilled workforce. Thus, the present research provides managerial contributions to 

employers, mainly to the Mota-Engil Group. 

The findings of this study suggest that both Portuguese undergraduates and graduates 

and the 7th Edition of Start@ME trainees are familiar with the Mota-Engil Group, have a 

positive organisation brand image – including the salary and benefits, symbolic and 

functional attributes – and hold a positive attractiveness to the firm as an employer. Thus, 

highlighting the positive image both potential and actual employees have about the 

organisation.  

Second, although the participants positive opinion, the findings show that participants 

who reside in Porto report less familiarity with the Mota-Engil Group when compared with 

other location respondents. This emphasises the need for the improvement of the Group’s 

recognition as an employer by potential candidates, mainly in Porto, as well as the change of 

Mota-Engil Human Resources current strategy, by developing ways to expand the Group 

familiarity among young potential candidates. Moreover, it was also found that the 

respondents who reside in Porto present a higher attractiveness to the organisation, mainly 

when compared to Lisbon residents. Therefore, to complement this study, it would be 

interesting for the Mota-Engil Group to understand what is generating this opinion 

differences.   

Third, our findings suggest that, regarding Portuguese undergraduates and graduates, 

their attraction towards the organisation as an employer is explained by the city of residence 

(as aforementioned Porto’s residents present higher attractiveness) and by their perception 

about the Group’s functional and symbolic brand image. Thus, this emphasises that the 

potential candidates when consider Mota-Engil as a possible employer, they are more 
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attracted by its symbolic and functional attributes, once the Group’s salary and benefits do 

not predict their attraction towards the organisation. Therefore, these findings reveal 

important conclusions for the Group, since it highlights what motivates potential candidates 

to apply to the organisation opportunities. 

Regarding the Start@ME Program trainees, their attraction towards the organisation is 

explained by their perception of the Group symbolic attributes, demonstrating that this 

factor is the only one which enhances the attractiveness to the Group as an employer. These 

can be a warning to the organisation since the functional attributes are not attracting the 

employees to the firm, thus this finding highlights the predictors’ differences when 

considering Mota-Engil Group potential and actual employees. Moreover, this finding is also 

emphasised by the fact that the new joiners’ general job satisfaction as well as the lack of 

intention to withdrawal the company is explained by the symbolic attributes, being the 

withdrawal intentions also explained by the general satisfaction with the job. Thus, the Mota-

Engil Group symbolic brand image once more is what is influencing the new joiners general 

job satisfaction and, consequently, their lack of intention to leave the organisation. 

Nevertheless, this study can be performed in other organisations, so that similarly to this 

study, they can have a better understanding about the relationship between the company’s 

employer brand image and its attractiveness as an employer, in order to develop its employer 

branding.  

Finally, to conclude, this study highlights the importance of defining the process of 

employer branding and provides findings about the determinants of the Mota-Engil 

attractiveness as an employer. Hence, to enhance this study,  it would be noteworthy for the 

Mota-Engil Group to perform this analysis periodically (mainly if actions or strategy changes 

occur) to understand if there are adjustments or developments in terms of the individuals’ 

attraction towards the organisation as an employer. In fact, an effective employer branding 

acts proactively and, after the identification of the desired brand associations, attempts to 

improve these associations (Backhaus & Tikoo, 2004). Furthermore, to complement this 

study, the Group should explore the differences between potential and actual trainees and 

their main causes.  
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