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Abstract. This study explores how Corporate Social Responsibility (CSR) and 

Employer Branding influence Employer Attractiveness, with Public Trust and 

Organizational Citizenship Intention (OCI) acting as sequential mediators. 

Drawing upon Signaling Theory and Social Exchange Theory, a conceptual 

framework was tested using Structural Equation Modeling (PLS-SEM) based 

on data collected from 280 respondents representing the general population in 

South Sulawesi, Indonesia. The findings confirm that both CSR and Employer 

Branding have significant direct effects on Employer Attractiveness, and their 

influence is further amplified through the mediating roles of trust and OCI. 

Public Trust significantly strengthens OCI, which in turn enhances the public’s 

perception of the organization as an attractive employer. The model exhibits 

strong explanatory power, with R² values indicating substantial predictive 

relevance. This research contributes to the existing literature by extending the 

examination of employer attractiveness to a non-employee population and by 

emphasizing the importance of relational and behavioral mechanisms in 

organizational reputation management. The study also highlights the strategic 

value of authentic CSR initiatives and employer branding in building 

sustainable engagement with external stakeholders. Future research is 

encouraged to explore these relationships longitudinally and across different 

cultural contexts, particularly in the digital communication landscape. 
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1 Introduction 

In today’s competitive and socially conscious labor market, organizations are 

increasingly turning to non-financial strategies such as corporate social responsibility 

(CSR) and employer branding to enhance their attractiveness to both potential and 

current employees. CSR initiatives, when well-communicated and authentically 

executed, not only improve organizational reputation but also signal a commitment to 

ethical values and social welfare. Employer branding, meanwhile, operates as a 

strategic narrative that communicates an organization’s identity and culture to external 

audiences. When aligned with CSR, it can significantly elevate the public perception of 

a company, mak- 
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(OCI) the public’s willingness to support and engage with the organization beyond 
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organization’s

identification, and voluntary engagement, which in turn enhance the organization’s 

Complementing CSR, employer branding is defined as the firm’s effort to promote 
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SEM’s

Respondents’

study’s

–
–
–



1510             B. M. R. Adrian and M. Toaha

Diploma/Bachelor’s
Master’s

–
≥

–

study’s

IDR 2 million and 4.9 million per month, indicative of Indonesia’s middle

the outer loadings of each indicator were examined. Items with loadings ≥ 0.70 were 



(α)
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Cronbach’s

Cronbach’s 

–

Following confirmation of the measurement model’s reliability and validity, the next 
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public as authentic indicators of the firm’s ethical stance and long
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found to significantly enhance Public Trust, which in turn strengthened individuals’ 



1514             B. M. R. Adrian and M. Toaha

–

–

–

–

–

–

http://dx.doi.org/10.1111/j.1475-682X.1964.tb00583.x
http://dx.doi.org/10.1016/0007-6813(91)90005-G


–

–

Carlini, J., Grace, D.: The CSR internal branding model: aligning employees’ CSR 
–

–

–

–

Indonesia’s
–

–

Boğan, Dedeoğlu,
–

Rosa, A., Capolupo, N., Marolla, G.: Employees’ perceptions of CSR in the relationship 

–

Exploring the Path from CSR to Employer Attractiveness through …             1515



–

–

–

–

1516             B. M. R. Adrian and M. Toaha

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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