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5. Conclusion and limitations

The aim of this research was to investigate the relationship between corporate 
social responsibility (as it is perceived by potential employees), employer 
brands (again as perceived by potential employees) and organizational 
reputation. We chose senior business school students as an important 
stakeholder group of potential future employees. Our results show that 
students assign good re-putations to those organizations that are 
perceived as socially responsible and with a good employer brand. These 
results are con-sistent with previous studies (Maden et al., 2012). While 
the dimensions of CSR and reputation are beyond the scope of this study, 
they are both (just as the employer brand) multifaceted concepts. 
Investing into CSR and employer branding leads to beneficial outcomes 
since the linkages are proven to be positive. In other words, 
organizations that put effort into CSR and brand activities are recognized 
for it and this effort in turn affects their reputation. Even though multiple 
previous studies show this connection, the relations are mostly analyzed 
in isolation. In this study the relationship between the three concepts is 
explored further and the effect that both perceived CSR and employer 
brands have on corporate reputation is underlined.
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