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Abstract 

In Europe, females remain underrepresented in engineering and technology industries and 
even fewer women progress into leadership positions. Changing global conditions have 
created competitive employment markets and given rise to the so-called ‘War for Talents’. 
Implications are that female engineers command over considerable bargaining power when it 
comes to choosing employers. As a response to such circumstances, ABB Europe will 
introduce a Trainee Program with a leadership focus for female engineering students in 2018. 
Triangulating qualitative and quantitative data, this paper will propose branding strategies for 
the ‘Female Trainee Program’ using consumer branding theory translated to an employer 
branding context. It shows that a concept for a Female Trainee Program is well accepted by 
both female and male engineers and engineering students. Results, therefore, suggest the 
promotion of specific program attributes along an instrumental-symbolic framework 
combined with gender-specific marketing programs. This has the potential to increase self-
program congruency between female engineering graduates and the ‘Female Trainee 
Program’ and enables ABB Europe to take an active part in the war for female engineering 
talents.  
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1 Introduction  

“Think engineer, think male” (Male, Bush & Murray, 2009) 

1.1 Problem Specification 
Despite frequent requests for gender equality, women remain underrepresented in fields of 
engineering and technology (E&T), both in academia and the corporate world (Powell, Dainty 
& Bagilhole, 2012). In fact, female percentages in undergraduate engineering programs are 
amongst the lowest in Science, Technology, Engineering and Mathematics major (STEM) 
(Jones, Ruff, & Paretti, 2013). In Switzerland, 3637 men enrolled for a bachelor program in 
mechanical or electrical engineering in 2016 while the equivalent for female students was 
582. Although female enrolments had increased by almost 60 per cent compared to 2006, 
women are still underrepresented compared to male students. (Bundesamt für Statistik 
Schweiz, 2017a; 2017b; 2017c) These findings are not just valid for Switzerland. Instead they 
present a global phenomenon. (Brand & Kasarda, 2014; Smeding, 2012; Male et al., 2009; 
Ferguson, 2006; Peter & Horn 2005; Beder, 1999). And the story continuous after graduation. 
Albeit earning a degree, research shows that only 51.5 per cent of female graduates continue 
to work in E&T industry, compared to 70 per cent of male students (Powell et al, 2012). 
Besides, once employed in the industry females leave engineering professions at a significant 
higher rate than men, and once more, at the highest level amongst STEM-related industries 
(Hall, Schmader & Croft, 2015).  
 The historically-formed dichotomy of rational men and irrational women has long been 
used to explain and defend the exclusion of females from E&T fields. E&T was regarded to 
be incompatible with the irrational and emotional nature of a woman ever since the domains’ 
emergence in the twelfth century. (Holth, 2014) So-called gender typing of the engineering 
professions - stereotyping skills important for engineering jobs to be masculine competences 
– has further enhanced the creation of a female minority in these domains. Indeed, 
associations between masculinity and technology are still symbolic in many societies and 
support the stereotype of a real man (Holt, 2014; Male et al., 2009).  
 Shortages of well-educated engineers, both female and male, have been concerns for 
many decades (Smith, 2017). According to statistical surveys provided by the Swiss State 
Secretariat for Economic Affairs in 2014, the shortage for skilled engineers makes 
engineering jobs among the hardest to fill in Switzerland. And numbers do not look more 
promising in Sweden, as indicated by the Hays Global Skills Index 2016. Job vacancies in 
E&T industries are expected to increase due to changing global conditions and ever-
advancing technological advancements, making labour shortages in E&T in developed 
countries even more severe (Brand & Kasarda, 2014; Ferguson, 2006). 
 To build up on these concerns, even fewer female engineers progress into leadership 
positions in E&T companies. In general women hold 5.9 per cent of CEO positions at S&P 
500 firms (Catalyst, 2017). In terms of industries, the EY Power & Utility (P&U) Index, 
which measures gender diversity in boardrooms for the world’s 200 largest P&U providers, 
revealed that only 16 per cent of board position were represented by women in 2016 (EY). 
One important barrier to women’s entry into leadership positions is the gender stereotyping of 
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leadership. That is, perceived relationships between effective leadership and predominantly 
masculine character traits still hinder females to climb the corporate ladder (Schein, 1975; 
Cuadrado, Garcia-Ael & Molero, 2015) 
 It follows that female engineers in modern days face a twofold stereotype disadvantage: 
First, characteristic desirable for leaders are still mostly considered to be masculine traits and 
second, engineering competencies are still rather associated with masculine behaviours. 
(Powell, Buttefield & Parent, 2002; Holt, 2014) However, over the last years leadership 
paradigms started to shift by calling for ‘female leadership’. That is, emphasising more 
feminie traits in leadership. (Powell et al., 2002; Berkery, Morley & Tiernan, 2013) Further, 
research into gender diversity suggests that an inclusion of female leaders could increase 
productivity in E&T companies due to more holistic and diverse perspectives (Brand & 
Kasarda, 2014; Jones et al., 2013).  
 Now considering the increase of female engineering students, changing global 
conditions which increase the demand for skilled engineers, labour shortages in E&T 
organizations, and leadership models evolving towards more transformational and inclusive 
leadership styles incorporating more female traits – is the statement “Think male, think 
engineer” still valid in 2017?  
 Against this background, E&T companies confronted with competitive employment 
markets are fighting for highly skilled female engineers. Given the fact that organizations 
around the globe are recognising the potential of a female workforce (Carbrera, 2008), female 
engineers command over considerable bargaining power when it comes to choosing an 
employer. In order to win the war for female engineering talents, employer branding, which 
intends to increase the attractiveness of an employer and the likelihood of talent recruitment 
and retention (Rampel & Kenning, 2012), has become a strategic imperative (Wilden, 
Gudergan & Lings, 2010) in many organizations.  

1.2 Purpose and Research Question  
ABB is a global leader in power and automation of Swiss/Swedish origin. With power and 
automation technologies as its main priority areas, ABB yearly demands electrical and 
mechanical engineers and skilled people from related engineering fields. (ABB, 2017a). As 
one of the biggest companies in the sector, ABB assumes responsibility to promote gender 
diversity and gender equality. In fact, the topic is a strong area of focus and enjoys top 
management priority (ABB, 2010). Nevertheless, ABB faces the same industry challenges as 
their competitors. Namely, a shortage of skilled female engineering graduates entering the 
company and progression to leadership positions (ABB, 2016). In order to actively fight for 
the best female talents in engineering and promote them to become future leaders, ABB 
Europe will introduce the first Trainee Program specially designed for female engineering 
graduates. This Trainee Program will be available in different ABB locations in Europe by 
2018. ABB already has a Trainee Program for female and male engineering graduates in 
Sweden, Switzerland and Germany. Characteristic for a Trainee Program is its flexible 
structure, allowing participants to experience three different stations within ABB before 
committing to a permanent position. The fundamental philosophy of a Trainee Program at 
ABB is to give graduates the opportunity to explore their strengths and weaknesses during the 
completion of diverse Trainee stages within different functions and business units. (ABB, 
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2017b) Trainee Programs have long tradition at ABB and have proven to be valid alternatives 
to direct entries where graduates enter a specific department from the very start. (ABB, 
2017c) While the existing Trainee Programs are targeted toward women and men with an 
engineering background and a profound interest in both technical and managerial areas, the 
new Trainee Program is specifically targeted toward female engineering graduates with an 
increased interest in leadership. The basic idea of the new Trainee program is to train top 
female engineering graduates to become ABB Europe’s future leaders. So far, only a basic 
concept for the new Trainee Program has been elaborated. This means that no clear program 
structure or content is available hitherto. The most important differentiating factor to existing 
Trainee Programs is its female and leadership focus as well as European reach. For simplicity 
reasons, this paper refers to the initiative as the “Female Trainee Program” respectively FTP 
hereinafter. Hence, whenever referred to the FTP in this paper, the above-mentioned Trainee 
Program idea rather than an actual Trainee Program is addressed.  
 The purpose of this paper is to develop branding strategies for the FTP. In particular, 
this paper aims to investigate the attractiveness of the FTP and to identify program attributes 
and benefits most attractive to female engineering students. The ultimate goal of this research 
is to give recommendations to ABB on how structure and brand the FTP in order to win the 
war for female engineering talents. With this purpose in mind, the following research question 
is addressed: Which program attributes and benefits of the Female Trainee Program 
should be promoted by ABB in order to attract female engineering graduates in 
Europe? 

1.3  Objectives 
Motivated by the logic that branding jobs to attract employees underlies similar dynamics as 
branding products to attract consumers, this paper applies consumer branding theory in an 
employer branding context (Rampel & Kenning, 2012; Wilden et al., 2010). The aim is to 
examine how the FTP can best be structured and branded in order to win the war for female 
engineering talents. To achieve this, a triangular research approach is applied. Qualitative 
methods examine current and former ABB Trainees (existing Trainee Programs) in Sweden 
and Switzerland. Subsequent, quantitative instruments examine current engineering students 
enrolled in Germany, Sweden, or Switzerland. The purpose of this research approach is 1) to 
test the attractiveness of the FTP among female and male engineers and engineering students, 
2) to compare attractiveness levels among female and male students, and 3) to identify 
program attributes and benefits most attractive to female engineering students. 

1.4 Structure 
This paper is structured in seven sections. The next section gives a theoretical overview of 
consumer branding theory and presents the conceptual framework used in this paper. Section 
three describes the methodological approach of this research. This is followed by the 
presentation of findings. Subsequent, section five discusses findings and makes a critical 
review of managerial implications, methods applied, limitations of the study, and possible 
future research. Section six provides further practical recommendations especially designed 
for ABB. This paper ends with a conclusion.  
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2 Theoretical Background 

2.1 Branding  
The use of brands has long been enrooted in a fundamental human desire to establish personal 
and social identities and to mark property. The term branding is no accident, as it can be 
deduced from the act of burning signs or brands onto objects, animals, and humans to signal 
ownership (Bastos & Levy, 2012). In its essentials, a brand is “a name, term, sign, symbol, or 
design, or combination of them which is intended to identify the goods and services of one 
seller or group of sellers and to differentiate them from those of competitors” (Kotler, 1991, p. 
442). Subsequent, branding can be defined as purposeful activities related to the creation, 
development, and propagation of brand identities in an attempt to increase the 
distinguishability and recognisability of products. Branding equates to management efforts 
intending to achieve and maintain a unique product identity easily identifiable in positive 
manners by existing and potential consumers. (Bastos & Levy, 2012)  
 But branding is not restricted to products or the corporation behind them. A relatively 
new concept is employer branding (EB). The term employer brand was first introduced by 
Ambler and Barrow in 1996 who defined it as “the package of functional, economic, and 
psychological benefits provided by employment, and identified with the employing company“ 
(p. 187). EB has much in common with product branding due to its mutual goals. While 
product branding aims to differentiate products from competing brands in order to attract and 
maintain consumers, EB aims to distinguishing the employer brand from competing 
employers in order to recruit and retain talents. In brief, EB presents a company’s efforts to 
communicate those aspects making it a desirable employer. (Backhaus & Tikoo, 2004) EB 
can, therefore, be defined as „the process of building an identifiable & unique employer 
identity that differentiates the company from its competitors“ (Biswas & Suar, 2016, p. 58). A 
strong employer brand offers similar benefits to an employer as a strong product brand does 
to a producer. (Heilmann, Saarenketo & Liikkanen, 2013) One distinct difference, however, is 
the spectrum of EB. While product branding mainly focuses externally, EB has a twofold 
focus. Externally it aims to create and communicate a positive reputation to attract new 
talents. Internally its efforts align to build a good and motivating workplace to retain current 
talents. Since this report investigates the recruitment of new employees, EB only relates to 
external branding efforts hereafter. (Lievens, von Hoye & Anseel, 2007) 
 EB is still in its early stages of development and has received more attention in practice 
than academia. Although being accredited importance, EB has not been studied in much detail 
and scientific literature lacks important contributions hitherto. (Sengupta, Bamel & Singh, 
2015; Biswas & Suar, 2016; Heilmann et al, 2013) Especially in relation to effective external 
employer brand positioning, academia does not provide sufficient research (Wilden et al., 
2010). Given the increasing managerial and academic importance of EB, research recently 
started to investigate whether theories from consumer branding could be applied to 
understand and foster the dynamics of an employer brand with relation to talent recruitment. 
Consumer branding research is well developed and offers an abundance of research. 
Consumer behaviour is one of the central themes of consumer branding which examines why 
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consumers consume certain brands and disregard others. EB is not very different in this. 
Central to EB are talents and the aim is to understand why talents choose certain employer 
brands and disregard others. Thus, products and jobs are considered in a similar way. (Rampel 
& Kenning, 2012; Wilden et al., 2010) With this logic in mind, this paper will borrow 
concepts from consumer branding and apply them to the field of EB. More specifically, it will 
adapt and use a model prominent in consumer branding in the context of employer branding. 
Subsequent, fundamental consumer branding theories are discussed all leading to the 
presentation of a conceptual framework in an EB context.  

2.2 Brand Knowledge 

Companies craft strategies to position their products for a competitive advantage. Brand 
positioning can be understood as management activities intending to establish a “unique brand 
identity for a product…that distinguishes it from comparable rivals” (Oxford University 
Press, 2016, def. 1) or “Marketing initiatives that seek to influence consumer perceptions of 
the relation of the company and its products…to its competitors“ (Oxford University Press, 
2016b, def. 4). In practical terms, marketers promote those product characteristics most prone 
to create a competitive advantage in order to construct a distinct and differentiated picture in 
the minds of consumers. (Armstrong, Kotler, Harker & Brennan, 2009; Anderson, Narus, & 
Narayandas, 2009) 
 Assuming brand positioning is important to locate brands favourably in the minds of 
consumers, how can marketers decide about the right position for their brands? To assess this, 
one has to understand how consumers acquire and process knowledge about brands. Brand 
knowledge defined formally is “a brand node in memory to which variety of associations are 
linked” (Keller, 1993, p. 3). Brand knowledge can be understood as the cognitive 
representation, both descriptive and evaluative, of a brand stored in the minds of consumers 
(Alimen & Cerit, 2009; Keller, 2003). This definition holds that brands evoke distinct 
concepts in consumer minds which are the sum of two components, namely brand awareness 
and brand image. A complex interplay among multiple variables eventually creates highly 
individual and distinctive brand knowledge impacting consumer behaviour and brand choices. 
(Keller 1993; 2003; Alimen & Cerit, 2009)  
 Brand awareness, the first building block of brand knowledge, describes the strength of 
brand nodes in consumer memory (Keller, 1993). Keller (1993) categorizes brand awareness 
into brand recall (remember a brand when confronted with product category) and brand 
recognition (remember a brand when confronted with brand characteristic). Brand awareness 
is a prerequisite for the development of brand knowledge, as it ensures brands to be included 
in a consumer’s consideration set. (Alimen & Cerit, 2009; Keller 1993) 
 Brand image describes unique and distinctive brand perceptions evoked due to brand 
associations stored in the memories of consumers in case of brand exposure. In simple terms, 
brand image is a consumer-constructed concept linking meaning to a brand based on existing 
brand awareness (Alimen & Cerit, 2009; Keller, 1993; Aaker, 1991).  
 It follows that brand images are the sum of brand associations which are memory nodes 
linked to a brand and, hence, present the meaning a consumer attributes to a brand. Brand 
associations are both tangible and intangible and vary in their (1) type, (2) favourability, (3) 
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strength and (4) uniqueness. Keller (1993) distinguished among three types of associations. 
First, attributes are descriptive and objective product characteristics and functionalities which 
describe what a product is. In consumer perspective, attributes describe what a consumer 
thinks the product is. Second, benefits describe the functional, symbolic, and experimental 
value related to product attributes. Hence, what a consumer thinks the product can do for 
them. Functional benefits satisfy intrinsic needs while symbolic benefits satisfy underlying 
needs for self-continuity, self-expression and/or social approval. Experimental benefits can be 
related to what it feels like using a product. Third, attitudes describe a consumers’ general 
assessment of brands composed of outcome beliefs (the degree to which a consumer beliefs a 
product has certain attributes and/or benefits) and outcome evaluations (the degree to which a 
consumer believes that certain attributes and/or benefits are good or bad). Associations can 
further be distinguished by their favourability. Usually, favourable associations are created 
around product attributes perceived as important in such that they can satisfy wants and 
needs. Association strength describes how deep brand associations are anchored in consumer 
memory. This is influenced by information quality (how does the consumer evaluate the 
information) and information quantity (how often does the consumer think about the 
information). Finally, the uniqueness of associations defines the distinctiveness of 
associations compared to brand associations attributed to other brands. (Keller, 1993) 
 High levels of brand awareness and positive brand images increase the likelihood of 
brand choice. This phenomenon is also known as brand equity which can be defined as 
“differential effects of brand knowledge on consumer response to the marketing of the brand” 
(Keller, 1993, p. 2). Brand equity exists when consumers know a brand and simultaneously 
hold favourable, strong, and unique brand associations in mind. Keller (1993) suggests 
analysing brand equity from a brand knowledge perspective because it can provide marketers 
with clear instructions for marketing strategies. Although brand knowledge structures are 
highly individual and different for every consumer, companies can take certain actions to 
influence the creation of knowledge structures. In theory this means influencing levels of 
brand awareness, favourability, strength, and uniqueness associated to product attributes and 
benefits. In practical terms: (1) Marketers need to understand the wants and needs of their 
consumers (2) to actively promote products attributes and potential benefits most attractive to 
consumers. This in turn will influence levels of awareness, favourability, strength, and 
uniqueness and, eventually, enhance brand knowledge. (Keller, 1993) Figure 1 on the 
following page illustrates the dimension of brand knowledge as suggested by Keller (1993). 
While the theory of brand knowledge explains how marketers should design marketing 
strategies, it still remains unexplored what kind of marketing tactics should be employed to 
achieve this. What follows is an examination of self-brand congruency theory which will shed 
light into this area.  
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Figure 1: Dimension of Brand Knowledge 
 

 
(Keller, 1993, p. 7) 

2.3 Self-Brand Congruency Theory  
Humans consume brands because they have a desire for self-expression. Every individual is 
unique and commands over a self-concept. The self-concept describes beliefs one holds about 
own attributes and how one evaluates the own self on the qualities. While humans command 
over a real or actual self, thus a realistic judgment of their skills and qualities, they also 
command over an ideal self. The ideal or desired self is a person’s idea of who or how they 
wish to be. (Solomon, 2011) According to Belk (1988), possessions play a vital role in a 
person’s formation of a self-concept. People define themselves with the goods they own and 
become the sum of their belongings. Also Tuan earlier stated, “our fragile sense of self needs 
support, and this we get by having and possessing things because, to a large degree, we are 
what we have and posses” (1980, p. 472). While possessions influence the creation of a self-
concept, self-concepts, in turn, determine the possessions we have. Belk (1988) argues that 
self-concepts can be considered to impact consumer behaviour quite considerably. But this 
mechanism only works when brands mirror a person’s identity. The theory of self-
congruency, therefore, suggests that consumers constituently display a relationship between 
the brands they consume and the values they have. Thus, consuming brands is a way to reflect 
one’s self-concept. (Neale, Robbie & Martin, 2016) 
 Self-brand personality congruence is an expansion of self-congruency theory 
incorporating the relationship between brand personality and self-identity. Brand personality 
which is defined as “the set of human characteristics associated with a brand” (Aaker, 1997, 
p. 347) provides suggestions for why people consume certain brands and ignore others on 
sometimes insubstantial grounds. Consumers interact with brands in a similar way as they 
interact with people. Most humans do not live in isolation and, therefore, build relationships 
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with other people to master their lives. This enables them to achieve and manage those life 
themes and goals most central to them. Humans frequently build relationships with 
individuals or communities sharing similar or desired character traits, values, or beliefs. A 
similar logic applies to the usage of brands. Thus, people consume brands aligned with their 
real and/or ideal self-concept. (Aaker, 1997; Fournier, 1998) To understand the value 
embedded in brands, humans tend to personify them. That is, associating human 
characteristics or personality traits to brands. This allows humans to ascertain whether a brand 
is aligned with their personal selves or not. In a nutshell, humans consume certain brands, 
because they can manifest and communicate their actual and/or desired self. A human desire 
for self-bradn congruency has been shown to positive impacts on brand choice and loyalty. 
(Neale et al., 2016; Solomon, Bamossy, Askegaard & Hogg, 2013; Aaker, 1997) 
 Traditional theory on brand personality has given only little attention to gender 
dimensions (Grohmann, 2009). Yet, Dion, Berscheid and Walter (1972) suggest sexual 
identity to be the most noticeable personality trait of human beings. Thus, it comes as no 
surprise that femininity and masculinity are characteristics central to a person’s self-concept 
(Solomon et al., 2013). Grohmann (2009) states that humans have a desire to express their 
femininity and/or masculinity through brands. In fact, gender has long been recognized as an 
important market segmentation tactic. Some researches suggest that gender might be the most 
influential consumer characteristics to be considered when branding new products (Wu, Guo 
& Klink, 2013). As a result, companies frequently position their brands to be related with 
either feminine or masculine associations (Neale et al., 2016; Lieven & Hildebrand, 2016). 
Similar to Aaker’s (1997) theory which explains a human desire for self-expression through 
brands, gender brand personality enables consumers to manifest or express their perceived sex 
role identity (perceived actual and desired masculinity and/or femininity) trough brands 
(Grohmann, 2009; Fournier, 1998). Gender brand dimensions result in favourable outcomes 
when a target group’s perceived sex role identity is consistent with a brand’s displayed gender 
personality traits. Favourable outcomes, such as increased brand preferences, stronger 
purchase intention, or enhanced loyalty, are achieved when consumers are empowered to 
reinforce their perceived sex role identify by the use of certain brands.  

2.4 Branding Strategies  
Now that both the ‘What’ (brand knowledge) and the ‘How’ (self-brand congruency) have 
been determined, it is essential to present selected strategies which enhance brand knowledge. 
Note that aspects discussed are related to the paper’s objective to attract female engineering 
students. For this purpose, the underrepresentation of women in E&T based on self-
concurrency theory is examined. This will provide background on how to build brand image. 
Further, tactics to promote feminine brand personality provide information on how to build 
brand awareness.  

2.4.1 Brand Image 
Engineering has long been a highly technical field. Over the past, technical skills required by 
engineers where emphasised both in academia and the professional world. At the same time, 
social, environmental and managerial aspects were neglected. As a consequence, the image of 
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the engineering profession has suffered. Research conducted among high-school students 
revealed that younger students had difficulties in grasping the profession of an engineer. In 
fact, they tended to believe that engineering is concerned with objects and less with people 
(Beder, 1999) or relationships with technology rather than with humans (Holth, 2014). While 
this conception is true for female and male students, the negative image has been used to 
explain why fewer women select technical study fields. Women frequently show high 
interpersonal competences and are more likely to engage in collaboration and cooperation 
than men (Darroch, 2014). Common female traits have, therefore, been used to explain 
women’s inability to relate with the perceived role of engineers as technical nerds with 
limited social interaction. (Holth, 2014; Beder, 1999) 
 Over the past decades many engineering program curriculums started to incorporate 
subjects beyond pure technicalities. In an attempt to attract and retain more female students, 
social and management education have been added to syllabuses. Nevertheless, females are 
still underrepresented in engineering study tracks (Brand & Kasarda, 2014; Smeding, 2012; 
Male et al., 2009; Ferguson, 2006; Beder, 1999) In an additional attempt to increase the share 
of female engineering students learning objectives incorporating project and problem based 
learning as well as an emphasis on environmental and societal aspects were gradually 
introduced over the past years. (Male et al., 2009)  
 The underrepresentation of female engineering students has also been associated with 
few role models, gender role biases, and misperceived learning abilities and development 
opportunities of females in technical areas. (Peter & Horn, 2005; Brand & Kasarda, 2014) A 
study with female engineering students intended to uncover their preferred learning settings, 
revealed that social and constructive interaction with study colleagues, mentors and teachers 
is highly valued. Women appreciated teamwork in problem-solving and in fact, preferred 
collaborative group assignments to individual assignments. One reason for this might be their 
desire to learn from observing others. Support from teachers and mentors and supportive 
networks in general were further described as being crucial to unleash their full learning 
potential. (Brand & Kasarda, 2014) Similarly, having mentors and role models was found to 
have a significant impact on effective career development with professional female engineers. 
Keeping in mind that observation and collaborative interaction belong to the preferred 
learning settings of female students, this does not come as a surprise. (Durbin & Tomlinson, 
2014) 
 Moreover, negative perceptions of career and development opportunities have been 
identified to decrease female’s interest into E&T related subjects. According to Peter and 
Horn (2005), women believe to be presented with less advancement opportunities in both 
academia and professional life compared to male peers and, therefore, see fewer benefits in 
pursuing a career in these domains. As a consequence, less female students decide to study 
technical subjects and less female engineering students decide to work in an engineering 
related industry. 
 Research into female retention management has revealed many reasons why women 
leave companies or do not proceed to higher positions. Although not specifically investigated 
for engineering industries, it can be assumed that similar reasons are applicable. One reason 
are inflexible career models. Traditional career models leading to management positions leave 
little room for deviation from full-time and uninterrupted employment. Women are still 
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principal caregivers and, thereby, have more non-work restraints than men. However, too 
many companies make the mistake to assume that female and male career paths proceed 
linear. Thus, possibilities for flexible career planning models allowing for prolonged periods 
off-work or shortened working weeks are limited. Since women find it more difficult to 
combine private life and traditional career models, more resign from highly demanding 
occupations or decline to pursue leadership careers. (Carbrera, 2008) 
 Social identity threat is another phenomenon holding female engineers students and 
professionals back in their advancement. Social identity threats are concerns about inferiority 
and devaluation hold by underrepresented social groups. Social identity threat can evoke 
feelings of incompetence and non-belonging. Research suggests that the sheer existence of 
negative stereotyping could hinder female’s desire to progress in engineering settings and 
undermine their actual performance (Brand & Kasarda, 2014; Steele; 1997). Related studies 
have shown that females performed worse in engineering test after being exposed to sexist 
comments (Hall et al., 2015). In a math test, female underperformed when being told that the 
test included gender differences. Females who were told there were no differences performed 
just as well as male peers. (Brand & Kasarda, 2014; Schmader, 2002) In a professional setting 
it could be displayed that many women became less engaged in their work after increased 
interaction with male colleagues. Thus, cross-gender work-related conversations can increase 
social identity threats and social comparison leading to underperformance in female 
engineers. These findings might provide answers to why women leave engineering at higher 
rates than men and higher than in any other STEM professions. (Hall et. al, 2015) Further, this 
kind of gender stereotype threat is argued to be undermining younger women’s self-
perceptions of abilities and, thus, interest in pursuing technical careers (Jones et al., 2013; 
Smeding, 2012).  
 Eventually, it seems reasonable to state here that women who eventually succeed in a 
STEM environment are proud of their achievements in a male-dominated industry. Yet, at the 
same time they like to distance themselves from feminist perspectives, although displaying 
traits usually associated with feminists: confident, ambitious, or determined to encounter 
inequality in a male-dominated field. Nevertheless, relating to feminist positions seems to be 
unappealing to female engineers due to the movement’s bad stigma. Feminists have been 
stereotyped as man-haters or lesbians in the past. (Powell et al., 2012) 

2.4.2 Brand Awareness 
Marketing Programs  
 Marketing programs intend to increase brand awareness so that favourable, strong, and 
unique brand associations are established by consumers. Brand awareness is similar to brand 
familiarity which holds that increased brand exposure will enable consumers to recall and 
recognize a brand. Consequently, creating situations which enable consumers to experience 
brands can increase brand awareness which, in turn, is essential for the formation of a brand 
image. Traditional marketing activities such as advertisement and promotion, sponsorship and 
publicity have shown to be impactful. Another important tool are secondary associations 
where brand associations are borrowed from an already existing and well-established entity. 
Powerful spill over effects can be created when a brand is linked to a borrowing entity 
provided consumers have already created favourable, strong, and unique associations with the 
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borrowing entity. Secondary associations are not just possible with other companies or 
organizations. Also links to spokespersons or events have shown to be impactful in order to 
transfer already existing associations to a brand. (Keller, 1993) In the case of spokespersons 
research provides evidence that employing respective spokespeople in advertisement or 
communication can have an impact on how consumers perceive a brand’s gender personality. 
Male spokespersons have shown to increase a brand’s association with masculine personality 
traits, while female spokespersons had the same effect on female personality traits 
perceptions. (Debevec & Iyer, 1986; Grohmann, 2009) 

Brand Identities 
 The selection of suitable brand names belongs to the most important considerations 
when promoting brand awareness. (Batey, 2016; Keller, 1993; Kotler, 1991) Successful brand 
names are those which 1) are easily recalled and recognized by consumers and 2) evoke 
positive brand associations (Batey, 2016). But brand names not only strengthen brand 
awareness. Instead they can have implications on brand images as well. The semantic value of 
brand names can have effects on favourability, strength, and uniqueness of brand associations, 
when revealing cluse about brand attributes and benefits. (Keller, 1993) For example, studies 
have shown that descriptive or suggestive brand names communicating a brand benefit 
resulted in more beneficial outcomes. (Wu et al., 2013) Moreover, research conducted in 2013 
highlighted the relationship between phonetic symbolism and brand gender personalities. 
Accordingly, brand names with front vowels such as /i/ or /e/ (fictious brand name: Mig) 
foster feminine brand personality, whereas back vowels such as /o/ or /u/ (fictious brand 
name: Mog) foster masculine brand personality. Hence, brands targeting women are best 
advised to incorporate front vowels in their brand names. (Wu et al., 2013) Another study 
provides evidence that not just vowels could affect brand personality perceptions, but also 
consonants. Accordingly, brand names with fricatives (e.g. /f/ or /s/) could enhance brand 
femininity, whereas stops (e.g. /p/, /t/ or /k/) could increase brand masculinity. (Guèvremont 
& Grohmann, 2015; Lieven, Grohmann, Hermann, Landwehr, & van Tilburg, 2015) 
 Colours have similarly indicated to have a relationship with brand personality. The 
colours pink, red, and purple, both considered as soft and feminine, significantly increased a 
brand’s perceived level of sophistication. (Labrecque & Milne, 2012) As per Lieven et al., 
(2015) darker colours such as blue foster perceived brand masculinity while, in contrast, 
lighter colours such as red support perceived brand femininity.  
 Moreover, gender cues in brand identities have an influence on another important 
dimensions. Social psychology suggests that humans judge other people commonly on how 
much competence or warmth they transmit and that both dimensions are subject to gender 
stereotyping. (Judd, James-Hawkings, Yzerbyt & Kashima, 2005) It follows that women are 
commonly perceived as warm whereas man are perceived as competent. In a later study it was 
suggested that the same judgment dimensions are true for brands. Hence, brands can either be 
perceived as competent or warm (Aaker, Vohs & Mogilner, 2010) and that gender cues 
influence brand perception along these two dimensions (Hess & Melnyk, 2016). Brands 
actively try to pronounce either competence or warmth, or both, to positioning among rivals. 
Interestingly, a brand already commanding over high levels of competence will not signal 
more competence by making competence cues salient. In contrast, promoting warmth with 
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feminie cues will likely increase brand choices. The same is true for the opposite construct. 
Low competence brands can increase brand choices by increasing their perceived competence 
level through masculine cues. (Hess & Melnyk, 2016) 

2.5 Conceptual Framework 
Subsequent, the conceptual framework valid for this research is presented and explained. It 
derives from conceptualization of brand knowledge and self-brand concurrency as well as 
employer knowledge and self-organization congruency.   

Employer Knowledge 
Organizations have an image as an employer which is formed by utilitarian functions and 
symbolic meanings associated to employment and enhanced by the favourability, strength, 
and uniqueness of these associations (Lievens & Highhouse, 2003). Research conducted by 
Cable and Turban in 2001 first applied brand knowledge theory in a recruitment context. 
Based on conceptualisation of Keller (1993) a model for employer knowledge was proposed. 
Cable and Turban define employer knowledge as the information job seeker’s hold in their 
memory with respect to a particular employer (Lievens, van Hoye & Schreurs, 2005) While in 
its essential very similar to the original model, employer knowledge contains a third 
dimension described as employer familiarity. Employer familiarity refers to a job seeker’s 
awareness of an organization and is comparable to Keller’s (1993) brand awareness. 
Employer image is the second dimension of Cable and Turban’s model of employer 
knowledge and defines a job seeker’s perceptions of and belief about job and/or 
organizational attributes and benefits. A third dimension refers to employer reputation which 
describes the traits employees ascribe to an organization in its wholeness and less to job and 
employment information. According to Cable and Turban (2001), all three dimensions have a 
combined influence on employer knowledge and perceived attractiveness of employment 
opportunities. (Lievens et al., 2005) 

Self-Organization Congruency 
The self-congruency concept, which is so important in brand personality theory, has been said 
to have similar effects on employer choice. An employer is an important aspect of a person’s 
self-concept. According to research, humans define themselves through what firms represent. 
In other words, organizations enable employees to communicate how they want to be 
perceived by others. (Highhouse, Thornbury & Little, 2006) Ambler and Barrow (1996) 
earlier defined EB as the ”the package of functional, economic and psychological benefits 
provided by employment, and identified with the employing company“ (p. 187). Dismantled, 
this indicates that employers satisfy functional, symbolic, and experimental needs. Functional 
aspects are employment-related attributes which describe what employment incorporates and 
what not. Symbolic aspects describe how employees perceive employment and draw 
inferences about it, thus, what it can do for them. Symbolic aspects are closely linked to an 
employee’s need for self-continuity by expressing their self-concept through a job or an 
employer.  Present theory on EB has mainly covered functional and symbolic aspects, as the 
experimental category has not been interpreted in an employment context so far. Eventually, 
EB research suggests that employees are attracted by means of instrumental job attributes 
such as tasks, compensation, promotion opportunities, or flexible working hours and symbolic 
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meaning related to self-expressive desires through a job or an employer. Employer choice is 
considerably influenced by the degree to which a job and/or organization can meet an 
employee’s utilitarian and/or self-identity needs. (Lievens & Highhouse, 2003; Lievens et al., 
2007) Similar to the concept of self-brand personality congruency, literature provides 
evidence for consistencies between a personal identity and perceived organizational identity. 
This self-organization congruency has demonstrated to have positive impacts on employer 
choice and retention, as humans have an increased desire for self-continuity through 
employment. (Xie, Bgozzi & Meland, 2015) 

Program Knowledge and Self-Program Congruency  
The present study uses an adapted version of Keller’s (1993) brand knowledge model and 
Cable and Turban’s (2001) employer knowledge model to suggest a ‘Program Knowledge’ 
model. It must be noted that both models will not be used to measure knowledge structures 
from a consumer/employee perspective, but rather in a way to suggest strategies on how to 
build such knowledge from a marketer perspective. Drawing on conceptualization suggested 
by Keller (1993) and Cable and Turban (2001), the model ‘Program Knowledge’ is applied. 
This model aims to illustrate how program knowledge for the FTP can be built by employing 
strategies to enhance ‘Self-Program Congruency’ among female engineering students. It has 
already been outlined that marketers/employers need to understand how 
consumers/employees build knowledge about brands/employers in their minds in order to 
craft effective marketing strategies. Therefore, this conceptual frameworks suggests the 
following: (1) determining wants and needs of female engineering graduates, (2) identifying 
program attributes and benefits most attractive to female engineering graduates, (3) 
highlighting most attractive program attributes and benefits to enhance program image, and 
(4) increase program awareness with specific marketing programs and brand identities. Figure 
2 on the following page summarizes the dimensions of program knowledge. Program 
knowledge is the sum of program image and program awareness. Program image is formed by 
associations made to instrumental program attributes and symbolic program benefits. How 
positive a program image is, depends on how favourable, strong, and unique those program 
associations are. Program awareness is created by means of special marketing programs and 
brand identities. Both marketing programs and brand identities can support the formation of 
favourable, strong, and unique program associations. 
 It should be noted that the models suggested by Keller (1993) and Cable and Turban 
(2001) are broader than the aspects addressed in this paper. However, the models were 
adapted to serve the needs of this research which mainly focuses on instrumental attributes 
and symbolic benefits. Instrumental attributes are defined here as objective facts about the 
program (what female engineers think the program is) such as work tasks, flexible working 
hours, or development opportunities. Symbolic benefits are defined as subjective and 
intangible benefits associated to the program (what female engineers think the program can 
do for them). (Lievens & Highhouse, 2003) Further, note that attributes and benefits always 
refer to the program and not the employer as a whole.  
   
 
 



  Theoretical Background 

Master Thesis Project 14 

Figure 2: Dimensions of Program Knowledge  
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3 Methodological Approach  
To examine how ABB should structure and brand the FTP to attract female engineering 
graduates, this paper applies a triangular methodological approach. In what follows, both 
qualitative and quantitative methods are introduced in greater detail. 

3.1 Qualitative Approach  

3.1.1 Research Focus Group Discussions 
Prior to quantitative research, qualitative approaches in form of focus group discussions were 
conducted. The main purpose for this sequence was to explore salient, meaningful and 
representative themes upon which a quantitative research instrument could be developed. 
Focus groups involve a small number of preselected participants representative of the 
population of interest in an informal discussion. The goal is to discuss a specific research 
topic to uncover a range of different experiences, opinions, or perspectives. Focus groups 
discussions were chosen over in-depth interviews to allow for greater data collection over a 
short time period. (Harding, 2015; Hennink, 2014; Rubin & Rubin, 2012) 

In total, four face-to-face focus groups discussions including three to four participants 
separated by gender were executed over a time period of two weeks. Discussion rounds latest 
between 90 and 105 minutes. One female and one male group discussion each involving three 
participants was conducted in Sweden while the remaining discussions with four participants 
each took place in Switzerland. Gender-mixed focus groups were initially planned, however, 
could not be realized due to coordination and time difficulties. Discussion rounds were either 
conducted in English or German. German discussions were later translated into English. 
There is a small risk that alternations in meaning occurred due to language barriers. However, 
great caution was exercised to avoid this by comparing transcripts and audio recordings.  

3.1.2 Sample 
Participants were purposively selected based on simple criteria. They had to be currently 
employed at ABB Sweden or ABB Switzerland, being either currently enrolled in a Trainee 
Program or having completed a Trainee Program in the past two years in Sweden or 
Switzerland. No further selection criteria were in place. It was ensured by the researcher that 
every focus group incorporated current and former Trainees. 

3.1.3 Discussion Guide  
In order to allow discussions to evolve around the underlying research focus and ensure 
consistency among group outcomes, a discussion guide was created. A discussion guide 
enables especially unexperienced moderators to use time wisely and stay within research 
focus. (Hennink, 2014) The discussion guide was constructed around three topics whereby the 
last topic presented the key research focus. Questions asked prior to topic three intended to 
warm up participants and to establish a trustful and constructive discussion environment. As a 
question technique, semi-structured questions were chosen. The semi-structured nature of the 
discussion guide left room for follow-up questions and probes raised by the moderator as well 
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as participants in order to clarify, complete, or encourage the conversation. However, semi-
structured guides tend to be biased towards the researcher. This risk was limited by discussing 
the suitability of the guide with ABB employees familiar with the FTP in advance. (Hennink, 
2014; Rubin & Rubin, 2012) The entire discussion guide is enclosed in Appendix A.  

3.1.4 Analysis 
Each group discussion was recorded so that important content could be transcribed 
analogously. Subsequently, each transcription was coded. That means, relevant and/or 
repeating information was marked with the same code and organized in a respective category. 
Codes and categories have been established in advance, however, were expanded during the 
analysis process to account for unexpected themes. (Rubin & Rubin, 2012; LeCompte, 2000) 
Information with the same codes was further numbered in order to understand the frequency 
of occurrence. Table 1 shows a possible category with its respective code. A complete list of 
codes and categories used are appended in Appendix B.  
 
Table 1: Category and Code 
How do I call it? Gender Equality Definition  
How do I define it? Gender equality defined in general and/or in 

relation to ABB by a participant 
How do I recognise it in the discussions? When participant defines gender equality in his 

/her own words both explicitly and inexplicitly;  
Example “For me gender equality is about providing the 

same opportunities to men and women. 
Code <Gend_Equa_Def> 
(Rubin & Rubin, 2012, pp. 216 - 217) 
 

3.2 Quantitative Approach 

3.2.1 Online Questionnaire  
The aim of focus group discussions was to create a self-completed online questionnaire with 
the themes identified as most meaningful during the analysis of focus group data. This was of 
particular importance, as the researcher only commanded over limited experiences with and 
insight to the E&T industry. Consequently, inferences about the target group could only be 
made on a general and superficial level and were prone to biases. This drawback was 
compensated by involving former engineering students who have started their career at ABB 
with a Trainee Program in the design process of the questionnaire. Basing questionnaires on 
qualitative data makes the questionnaire more relevant which increases data validity. 
Moreover, inclusion of unimportant questions could be avoided making the questionnaires 
shorter and participation more likely. (Hennink, 2014) 

3.2.2 Sample  
A non-probability judgment sample including approximately 1050 persons was examined. 
The exact sample size cannot be identified, as students were allowed to share the survey with 
other engineering students. Thus, there is a possibility that the sample was even larger. 
Judgment sampling is a non-probability sampling technique which purposefully selects cases 
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which are judged to be representative of the population. (Saunders et al., 2016) The sample 
included female and male students currently enrolled in undergraduate or postgraduate 
(excluding doctoral programs) engineering programs in Germany, Sweden, and Switzerland. 
Germany was included to benefit from a close partnership between ABB and a network of 
female engineering students based in Germany. The sample further included interns and thesis 
students currently working at ABB Sweden or Switzerland. Also this group consisted entirely 
of students currently enrolled in engineering programs. However, the participants could be 
enrolled in countries different than Germany, Sweden or Switzerland. Further, participants in 
the sample needed to be at least 18 years old but not older than 30. In total, 202 responses 
(101 female and 101 male) could be collected. This indicates a response rate of approximately 
19 per cent.  

3.2.3 Pre-test 
The questionnaire was tested by a total of 23 persons in order to test appropriateness of scales 
and measures, comprehensibility of questions, and overall user-friendliness. 15 persons were 
employed at ABB Sweden or ABB Switzerland. 8 out of 15 priory participated in focus group 
discussions. The remaining 8 pre-tests were completed by students from Uppsala University. 
Suggestions for improvement were subsequently incorporated into the questionnaires.  

3.2.4 Questionnaire Design and Distribution  
The questionnaire was designed with Survey Monkey - a web-based service to create, 
distribute and analyse surveys. Two separate questionnaires were designed for female and 
male participants. The female questionnaire included a total of 21 questions of which 13 were 
related to the research focus and 8 covered statistical aspects. Male were asked to complete 9 
questions for research purposes and 8 for statistical reasons. Questions asked among female 
students aimed to share attitudes toward the FTP, rate program attractiveness, and share 
preference regarding program structure and program branding. Male students were asked to 
share attitudes toward the FTP, rate program attractiveness, and share preference regarding 
program branding. Questionnaires were distributed via email link either sent out by the 
researcher or university staff. Data was collected over a time period of 10 days. Both 
questionnaires are to be found in Appendix C. 

3.2.5 Analysis 

Coding, Data Clearing and Data Manipulation 
Prior to data analysis all questions were coded with actual numbers (Saunders, Lewis & 
Thornhill, 2016). Missing data was not coded, since the analysis software accounted for it 
automatically. To understand how each variable was coded and measured consult the 
Codebook in Appendix D.  
 Data collected through Survey Monkey was exported to a SPSS IBM file. Consequently, 
SPSS IBM was used for any further data clearing, data manipulation, and data analysis. First, 
the data file was inspected for missing data. Out of 202 cases, 86 female cases and 81 male 
cases were complete. In order to account for missing data, cases were excluded pairwise. This 
means that cases are excluded if data is missing essential for a particular analysis, however, 



  Methodological Approach 

Master Thesis Project 18 

included were necessary data is provided for other tests. Further, five cases had to be 
excluded from the entire analysis due to mismatching study majors or study levels. 
Consequently, 84 female and 78 male with a relevant study background completed the entire 
questionnaire. A third preliminary test showed that the data file did not contain any extreme 
outliers. Hence, no further cases had to be excluded. As a next step normality of score 
distributions was assessed for all variables which were part of any inferential tests. To a great 
extent, variables violated normality assumptions. As this is quite normal in social science and 
in studies with a small sample size, this is not a severe problem. Non-normally distributed 
data can be tested for statistical significance with non-parametric techniques. (Pallant, 2016) 

 In order to perform non-parametric tests some raw data had to be manipulated first. 
First, dummy variables were created to have categorical variables with two groups. Dummy 
variables are numeric substitutes taking the value of either 0 or 1 which are often applied to 
analyse categorical survey responses. One example for a dummy variable created is for the 
variable measuring sex. While respondents were able to choose between female, male, and 
other, only female and male answers were of statistical importance in this research. The 
dummy variable created the values 1.00 = female and 0.00 = male or other. (The Odum 
Institute, 2015) However, since cases that chose ‘other’ as their sex were of no scientific 
value, they were excluded from all non-parametric tests. Second, continuous and categorical 
variables measuring the same factor for female and male participants had to be merged into 
one variable in order to explore significant differences between the groups. As mentioned 
earlier, female and male participants completed a different survey. This means that answers 
for common questions questions types were presented in separate variables. (Pallant, 2016) 
Further, information regarding data manipulation can be found in the codebook in Appendix 
D. 

Recoding 
In order to understand the data obtained, numerical data were recoded using descriptive and 
inferential statistics. First, frequency tables helped to understand the distribution of 
categorical variables. Further, cross-tables were performed to examine group results. As 
potential relationships among variables cannot be identified using descriptive statistics, non-
parametric tests have been performed afterwards. First, chi-square tests for independence 
(with Yate’s Continuity Correction to account for the overestimation of chi-square values in 2 
by 2 tables) including phi coefficients have been performed for variables with two categories. 
This test enables researcher to investigate the relationship between two categorical variables 
by comparing observed values with values that would be anticipated if the two variables were 
completely independent. As a result, the test examines the probability with which 
relationships between variables could have occurred by pure chance alone. (Pallant, 2016; 
2012; Saunders et al., 2016) Second, Mann-Whitney U tests for two independent samples 
have been performed to discover significant differences between groups on a continuous 
scale. A significance level of .05 (probability (p) < .05 or lower) was used. Hence, null 
hypotheses (H0) have been rejected at a p-value of .05 or lower and hypotheses (H1) have 
been accepted at p-values above .05.  
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4 Results 

This paper aims to propose structuring and branding strategies for the FTP. Motivated by this 
purpose, three objectives are pursued: 1) test the attractiveness of the FTP among female and 
male engineers and engineering students, 2) compare attractiveness levels of female and male 
students, and 3) identify program attributes and benefits most attractive to female engineering 
students. In what follows, findings attained through qualitative and quantitative research are 
presented in the order of collection and with regards to the paper’s objectives.  

4.1 Focus Group Discussions 
Results obtained through four focus group discussions are presented in the next paragraphs. 
However, since this paper will draw main conclusions from a quantitative study, only a 
summary is provided. In particular, findings deemed to be relevant for the design of the 
quantitative study are highlighted. Several questions asked during the discussion rounds 
intended to establish a trustful and collaborative environment as well as to prepare 
participants to key topic questions. These results will not be presented in this paper.  

4.1.1 Attractiveness of Female Trainee Program  
At the end of each discussion round, current and former Trainees where asked to vote for or 
against the introduction of the FTP. For both men and women, five out of seven voted yes. 
This is a clear indication that the majority of female and male contributors liked the program 
idea and perceived the initiative as attractive. “Male colleagues might feel unfairly treated, 
but the guys had a special treatment over the past 100 years. Why can’t girls get a special 
treatment now? I think the program is a great idea to promote young female engineers with 
leadership ambitions” (Female Swiss Trainee) or “This sounds like a sustainable way to 
recruit more female leaders. I would apply as a man. I would definitely introduce the 
program” (Male Swedish Trainee).  
 During the discussions, participants were further asked to share initial positive and 
negative thoughts about the FTP. The strongest positive argument was the recruitment and 
promotion of female talents into management positions which was seen to improve 
productivity and quality. Further, participants believed that women in leadership positions 
would recruit more women, thus, even more enhancing gender diversity. Both of this was 
regarded as a competitive advantage for ABB, especially in changing global conditions where 
heterogeneous stakeholder groups and highly competitive employment markets are part of 
everyday business. Increasing awareness for the topic, not just for the corporate world but 
also for educational institutions, was further mentioned by several participants. With these 
arguments in mind, all interviewees believed that ABB could positively influence their 
reputation and employer brand, both internally and externally, with taking a clear stand 
against the discrimination of female engineers. Negative aspects have been discussed as well. 
Discussions evolved mainly around the topic of fairness. The introduction of a FTP would 
create positive discrimination against women, however, negative discrimination against men. 
Although females haven been discriminated against over the past decades, participants argued 
that affirmative actions on the expenses of another group might send a wrong picture. Many 
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participants also assumed that there would be an increased risk of recruiting and promoting 
unfit leaders merely due to their gender. And further, many participants feared that females 
eventually entering a leadership position would not be accepted by peers and subordinates due 
to their special career progression. Another negative argument raised by the majority was the 
potential creation of two competing Trainee Programs within ABB. Namely, one Trainee 
Program for female leaders and one for male specialists. This risk was perceived as negative, 
as gender and background diversity in the Trainee Program was regarded as one of the 
programs unique selling point. 

4.1.2 Attractive Program Attributes and Benefits   

Proposed Structure of FTP 
Next, participants were asked to discuss a potential program structure for the FTP, both 
indicating good and bad program attributes. All participants mentioned the high importance of 
different assignments. This means, Trainees have the opportunity to experience different 
functions in different business units. Female groups highlighted the importance of a network 
around Europe which enables female Trainees to share experiences with like-minder female 
engineers. At the same time, it was made clear that female Trainees should be in contact with 
local Trainee groups, where existent, so as to have a supportive Trainee community on site 
(Trainee Programs for engineering students exist in Germany, Sweden, and Switzerland). 
Isolation form the local Trainee community was perceived as a risk due to potential tensions 
between Trainee groups. Networking opportunities in general, but in particular with ABB 
leaders, was mentioned in all discussion groups. Female answers varied in terms of program 
start. While some believed that the program in discussion should be offered to engineers with 
two to three years of professional experience, the majority believed that it should be available 
for engineering graduates with little to no relevant working experience. All females agreed 
that special management-, leadership-, and further soft skills training should be emphasized 
during the program in order to prepare participants for a future leadership position. Also the 
aspect of role models and mentors was deemed important. Some female participants 
mentioned the concept of shadowing a leader as an effective way to learn from female leaders 
within ABB. Eventually, the topic of flexible career planning was raised in both female 
discussion groups. Participants agreed that the FTP should allow for family-planning by being 
more flexible than traditional career models provided for future leaders. Male discussion 
groups mentioned alike or similar aspects. Hence, adding male aspects would be superfluous.  

Proposed Branding of FTP 
Participants were further asked to share their opinions regarding a potential branding strategy 
for the FTP. Clearly evident in all discussions was the need for a clear distinction between the 
FTP and the existing Trainee Program. “It is important to clearly define and communicate the 
differences between the programs” (Female Swiss Trainee) or “differentiation is key so that 
potential candidates can see the unique benefits each program offers” (Male Swiss Trainee) 
Visibility regarding what each Trainee program entails and what benefits it offers was 
regarded as one of the most essential aspects. Few females thought that the gender aspect of 
the program should not be highlighted extensively in order not to scare away female engineers 
who are sensitive towards the topic. But the majority of female and male participants were 
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positive towards emphasising the female focus of the program, notwithstanding in a modest 
way. Nevertheless, it became evident in all discussions that the leadership focus of the 
program should be more promoted than the female focus. Female and male groups suggested 
highlighting ABB’s interest in recruiting and promoting female engineers with outstanding 
qualifications while clearly communicating that no one is offered a position solely based on 
their gender. Female Trainees recommended motivating both male and female ABB leaders to 
act as testimonials for the program with the aim to reduce potential anxieties females might 
have. In particular, fears of not being accepted by male peers when participating in a gender-
specific program. “My male engineering friends would not hesitate a second. If there were a 
program specially created for them they would accept the chance thankfully. Females need to 
learn that such an approach is ok. We should not be ashamed and afraid of pursuing our own 
careers, but we have a complex” (Swiss Female Trainee). She additionally added that joining 
a network for female engineering students during her postgraduate program helped her to 
develop this open-minded attitude. A female Trainee in another discussion round confirmed a 
similar change in mindset after joining the same network.  
 Consistently, both female and male groups shared the perception that communicating 
attributes and benefits attractive for female engineers would be more beneficial than 
presenting those attractive for women in general. “I would be more attracted if ABB 
communicates aspects that are appealing to me as an engineer and less those appealing to me 
as a women” (Female Swiss Trainee) Creating inspiring and realistic pictures by displaying 
what career paths are feasible with the program was added by female and male participants. 
Both groups stated that the program should be supported by top-management to create 
credibility and reduce biases towards the program within the organization.  
 

4.2 Survey Results   

4.2.1 Attractiveness of Female Trainee Program 

Female Results 
To test the activeness of the FTP among female and male engineering students, descriptive 
frequency tables were created. The first frequency table revealed the distribution of female 
students on a scale from ‘I like the program’ (=Like), ‘I don’t like the program’ (=Dislike) 
and ‘I don’t know whether I like the program or not (=Neutral). As illustrated by Table 2, 
83.9% of all female respondents liked the FTP whereas 3.4% disliked it and 12.6% were 
neutral (n = 87). 
 
Table 2: Female Reaction to FTP 
 Frequency Percent Cumulative Percent 
Like 73 83.9 83.9 
Dislike 3 3.4 87.4 
Neutral 11 12.6 100.0 
Total 87 100.0  
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Two further questions were used to test the attractiveness of the FTP among female students. 
On a continuous scale whereby 1 indicated strongly agree and 5 strongly disagree, female 
students rated wether they would consider applying for the FTP and whether they preferred 
the FTP to other ABB entry opportunities. Table 3 displays the distribution of answers. 
Cleary evident, 82% would consider applying for FTP and 52% agreed to prefer the FTP to 
any other ABB entry opportunities (n = 83).  
 
Table 3: Female Reaction to FTP Continued in % 
Consider applying for FTP 
 Strongly agree 
  Agree 
 Undecided 
 Disagree 
 Strongly disagree 
Total 

 
43.4 
38.6 
14.5 
2.4 
1.2 
100 

Prefer FTP over other entry opportunities 
 Strongly agree 
  Agree 
 Undecided 
 Disagree 
 Strongly disagree 
Total 

 
20.0 
32.0 
35.0 
9.3 
2.7 
100 

 

Male Results 
Creating frequency tables for male results revealed that 30.5% liked the FTP, 15.9% disliked 
it and 53.7% were neutral, as illustrated in Table 4 (n = 82). 
 
Table 4: Male Reaction to FTP 
 Frequency Percent Cumulative Percent 
Like 25 30.5 30.5 
Dislike 13 15.9 46.3 
Neutral 44 53.7 100 
Total 82 100.0  
 

Consolidated Results 
A consolidation of female and male data revealed that 58% liked the FTP, 9.5% disliked it, 
and 32.5% were neutral. Figure 3 visualizes this distribution.  
 

 

Like		 Dislike	 Neutral	

Figure 3: Female and Male Reaction to FTP in % 
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Following only female and male cases which liked the FTP are investigated  
 
By employing crosstabulation it was examined how female students would like to start their 
professional career after graduation. For this, they were asked to indicate whether they would 
like to start their career with an internship, Trainee Program, direct entry and/or further 
studies. Crosstabulation displayed that 35.6% was interested in starting a professional career 
with an internship, 78.1% with a Trainee Program or a direct entry, and 17.8% with further 
studies. Options were not exclusive; hence, do not add up to 100%. This numbers give further 
indications on how attractive Trainee Programs in general are perceived as potential career 
starts. A next cross-table was created for professional career objectives. Females were asked 
to indicate whether they were interested in a purely technical career, starting with a technical 
career and assuming leadership responsibility after 2-5 years, starting with a technical career 
and assuming leadership responsibility after 5 years, or pursing a purely leadership-orientated 
career. 8.2% agreed for a technical career, 82.2% would like to assume leadership 
responsibility early in their career, 64.4% agreed to leadership responsibility late in their 
career, and 31.5% indicated that a purely leadership-orientated career is conceivable. 
Alternatives were not exclusive and, therefore, do not add up to 100%. These numbers 
particularly reveal that the leadership focus of the FTP is attractive among female students, as 
career objectives were questioned before the likability of the FTP.  
 Subsequent, the distribution of cases according to study field and study level was 
determined. Females were mainly enrolled in electrical / electronic engineering (19.2%), 
machine / mechanical engineering (17.8%), or energy science / engineering (15.1%). 
Industrial engineering and management & technology were represented by 9.6% and 13.7% 
respectively. These study fields represent ABB’s strategic target group for Trainee Programs. 
89% of female cases were enrolled in master programs whereas 11% were registered for 
bachelor courses. Graduates who enter ABB with a Trainee Program usually graduated from 
university with a master degree.  
 The distribution for male students was very similar. 32.0% were enrolled in electrical / 
electronic engineering, 16.0% machine / mechanical engineering followed by management, 
technology and economics with 12.0%. Industrial engineering was represented by 8.0% and 
energy science / engineering by 4%. Master students were presented by 84% cases. The 
remaining 16% were bachelor students.  
 During focus group discussions some participants argued that a FTP could be offered to 
female engineers with 2-3 years of professional experience, rather than to newly graduated 
engineers. Both options were tested with female students. Crosstabulation revealed that 74% 
would prefer to start a FTP directly after university whereas 26% would prefer to start when 
having gained 2-3 years of professional experience. This suggests that a start after graduation 
is more attractive to female students.  
 

Compare Group Results  
 To explore the relationship between female and male responses a chi-square test for 
independence was performed. More specifically, it was tested whether the proportion of 
females who liked the FTP (Group 1) is significantly different from the proportion of males 
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who liked the FTP (Group 2). According to test results, participant’s sex did affect whether 
the FTP was liked or disliked. Note that cases with neutral attitudes towards the FTP were 
excluded from this test. The chi-square test for independence (with Yate’s Continuity 
Correction) revealed a significant difference between gender and liking the FTP or not, χ2 (1, 
n = 114) = 16.8, p = .001, phi = .41. The phi coefficient value of .41 suggests a medium effect 
based on criteria proposed by Cohen (1988). The direction of the relationship can be 
determined by consulting unstandardized residuals. An unstandardized residual of 7.7 
indicates that 7.7 more females are observed than would have been expected if gender and 
liking/disliking FTP were completely independent. (Aljandali, 2016) 

4.2.2 Attractive Program Attributes  

Female Results 
The next cross-table conducted tested the importance of program-related attributes. Table 5 
shows how female students perceived the importance of in total 13 program-related aspects. 
In total, five aspects were perceived to be very important by over 50% of all respondents. 
Nevertheless, cumulative scores of very important and important scores revealed that all 13 
program-related aspects were perceived to be important with scores over 50%. Program-
related aspects with the highest scores in ‘very important’ are presented in descending order.  
 

Table 5: Importance of Program-Related Aspects in %  
Program-related aspect Very 

important 
Important Cumul-

ative 
I don’t 
know 

Not 
important 

Not 
important 
at all 

Networking opportunities with 
ABB leaders (male and female) 

65.8 31.5 97.3 2.7 0 0 

Different assignment 
opportunities / Trainee stages 

56.2 41.1 97.3 1.4 1.4 0 

Flexible career planning (e.g. 
possibility for maternity leave) 

56.2 23.3 79.5 13.7 6.8 0 

Specific leadership training 50.7 43.8 94.5 5.5 0 0 
Specific management training 50.7 43.8 94.5 5.5 0 0 
 
Remaining aspects were rated as follows according to cumulative scores (%) of ‘very 
important’ and ‘important’: Specific soft skills training (85); networking opportunities with 
female leaders (84.9); shadowing of a female and male leader (84.9); abroad assignment 
(83.5); clear advancement path (79.5); flexible working hours (67.2); shadowing of a female 
leader (64.8); sponsorship of future education (54.8).  
 In order to understand which aspects make the FTP most appealing to the target group, 
female students were asked to rank 7 aspects whereby 1 indicated most appealing and 7 least 
appealing. Table 6 indicates shows the distributions of ranks given to each aspect. Only one 
aspect achieved a fairly high score with 43.1% of female respondents perceiving it as the most 
appealing aspect in relation to the FTP. Otherwise rankings were quite widespread which is 
why the mean was determined. Numbers in brackets under mean indicate the rank of aspects 
order according to means. Program-related aspects are presented in descending order.  
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Table 6: Attractiveness of Program-Related Aspects in % (except mean)  
Program-related aspect Mean Rank1   Rank2 Rank3 Rank4 Rank5 Rank6 Rank7 
Clear description of program 
structure and assignment 
opportunities / Trainee stages 

2.42 
(1) 

43.1 19.4 11.1 12.5 8.3 4.2 1.4 

Clear description of future 
career opportunities / possible 
positions (after the program) 

3.31 
(2) 

20.8 15.3 22.2 15.3 12.5 8.3 5.6 

Clear description of 
development path during the 
program 

3.53 
(3) 

15.3 20.8 16.7 16.7 11.1 12.5 6.9 

Clear communication of 
additional program benefits 
(i.e. coaching, mentoring, 
networking etc.) 

3.82 
(4) 

13.9 20.8 16.7 8.3 12.5 13.9 13.9 

 
Remaining aspects were ranked in the following order: collaboration with external female 
engineering networks/initiates (Rank 5); clear description of additional technical training 
opportunities (Rank 6); clear description of soft skills training (Rank 6). 
 Finally, female students were asked to share their opinion regarding a potential name 
for the FTP. For this, three terms have been suggested (Female, Women, Leader/Leadership). 
Subsequent, female participants indicated whether the term should be included in a potential 
name or not. Leader/Leadership was perceived as most attractive followed by the term Female 
and Women. Table 7 illustrates the distribution of answers. 
 

Table 7: Female Reaction to Terms Program Name 
Term Yes No I don’t know 
Female 52.8% 26.4% 20.8% 
Women 31.9% 38.9% 29.2% 
Leader/Leadership 83.3% 6.9% 9.7% 

Comparing Group Results 
With the help of a chi-square test for independence it was examined whether females who 
liked the FTP (Group 1) and females who disliked the FTP (Group 2) differed significantly in 
various aspects. Chi-square tests for independence were run to examine statistical differences 
between females who liked/disliked the program and their preferred career start (answered 
yes/no for internship, Trainee Program, direct entry, or further studies). None of the tests 
indicated a significant association between females who liked/disliked the program and a 
potential career start. No significant difference can be reported for females who liked/disliked 
the program and their preferred career directions (answered yes/no for purely technical career, 
technical career with early leadership, technical career with late leadership, or purely 
leadership-orientated career). Also preferences for certain terms in a potential name for the 
FTM revealed no significant association between females who liked and disliked the program. 
Further, it was planned to perform Mann-Whitney U Tests to explore potential differences 
between female who liked respectively disliked the FTP and continuous variables. Since the 
sample size for females who disliked the FTP (ranging from 2 to 4 persons) was too small, 
these tests were not executed.  
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4.2.3 Additional Statistical Results 

Male Results 
Also male students were asked to share their opinion regarding a potential name for the FTP. 
For this, the same three terms have been suggested (Female, Women, Leader/Leadership) to 
male students. Subsequent, participants indicated whether the term should be included in a 
potential name or not. Leader/Leadership was perceived as most attractive followed by the 
term Female and Women. Table 8 illustrates the distribution of answers. 
 

Table 8: Male Reaction to Terms Program Name 
Term Yes No I don’t know 
Female 36.0% 32.0% 32.0% 
Women 16.0% 48.0% 36.0% 
Leader/Leadership 76.0% 8.0% 16.0% 
 
Male students were further asked to rate 5 statements regarding the FTP using Likert-Scale 
rating whereby 1 indicated ‘strongly agree’ and 5 ‘strongly disagree’ and 6 ‘I don’t know’. 
Table 9 illustrates how the majority rated the statements. Note that the numbers are valid for 
male who liked and disliked the FTP as well as neutral cases.  
 
Table 9: Male Rating of Statements in % 
The FTP increases the attractiveness of ABB as an employer 
 Agree 

 
45.7 

The FTP is an efficient way to increase the share of female leaders in a technology firm such as ABB 
 Agree 

 
51.4 

As a male engineering graduate I would consider applying for the ABB Trainee Program for 
engineering graduates despite the introduction of the FTP 
 Strongly agree 

 
 
41.7 

As a male engineering graduates I would feel disadvantaged with the introduction of the FTP 
 Strongly agree 
 Disagree 

 
25.0 
25.0 

As a male engineering student I would like to apply for an ABB Trainee Program with a focus on 
leadership 
 Agree 

 
 
43.2 

 
As a next step, it was determined with the help of Mann-Whitney U Tests whether males who 
liked the FTP differed significantly from males who disliked the FTP along the same 
statements. Students who rated one of the statements with “I don’t know” were excluded from 
the test. In general, the following hypotheses were tested. 
H1:  Males who liked the FTP and males who disliked the FTP are distributed differently 
 across the measure “The FTP increases the attractiveness of ABB as an employer”. 
H2: Males who liked the FTP and males who disliked the FTP are distributed differently 
 across the measure “The FTP is an efficient way to increase the share of female 
 leaders in a technology firm such as ABB”.  
H3: Males who liked the FTP and males who disliked the FTP are distributed differently 
 across the measure “As a male engineering graduate I would consider applying for the 
 ABB Trainee Program for engineering graduates despite the introduction of the FTP”. 



  Results 

Master Thesis Project 27 

H4:  Males who liked the FTP and males who disliked the FTP are distributed differently 
 across the measure “As a male engineering graduate I would feel disadvantaged with 
 the introduction of the FTP”. 
H5: Males who liked the FTP and males who disliked the FTP are distributed  differently 
 across the measure “As a male engineering gruaduate I would like to apply for an ABB 
 Trainee Program with a focus on leadership”. 
 
By employing Mann-Whitney U Tests H1, H2, and H4 were supported. For H3 and H5 the H0 
had to be retained indicating no significant differences between the groups. In support of H1, 
the Mann-Whitney U Test revealed a significant difference in the agreement level of the 
statement “The FTP increases the attractiveness of ABB as an employer” of males who liked 
the program, U = 36, z = - 3.76, p = .001. To calculate effect size statistics (r =  z / √ N) – 3.76 
is divided by 35 which equates to - 0.63. This is considered to be a large effect size according 
to Cohen’s (1988) criteria of .1 = small effect, .3 = medium effect, and .5 = large effect. To 
understand the direction of the difference median values were determined. Males who liked 
the FTP recorded lower median values (Md = 2, n = 23) than females who disliked the 
program (Md = 4, n = 12). (Remember Likert-Scale: 1 = strongly agree; 5 strongly disagree) 
What follows, is a summary of test results for hypotheses 2 and 4. 
 
H2: U = 63.5, z = - 3.19, p = .002, r = - 0.52 (large effect size) 
 Lower median values for males who liked FTP (Md = 2, n = 24) than males who 
 disliked the program (Md = 3, n = 13) 
H4: U = 254, z = 3.52, p = .001, r =  0.59 (large effect size) 
 Higher median values for males who liked FTP (Md = 4, n = 23) than males who 
 disliked the program (Md = 1, n = 13) 
 
To conclude, three hypotheses were supported by the Mann-Whitney U Test indicating 
significant differences between the groups on the above-mentioned H1, H2, and H4. In case of 
H3 and H5 the null hypotheses had to be retained indicating no significant difference between 
the groups. All statistical results are enclosed in form of original SPSS IBM output tables in 
Appendix F 
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5 Discussion 

This paper investigated the attractiveness of the FTP among female and male engineers and 
engineering students and the attractiveness of specific program attributes among female 
engineering students. In the following paragraphs, findings are put into context by comparing 
them to the literature and conceptual framework presented in the theoretical background.  

5.1 Evaluating Attractiveness of Female Trainee Program 
Testing the attractiveness of the FTP among female and male engineers and engineering 
students before proposing any strategies to build program knowledge is crucial. An overall 
negative feedback would require a different strategy than a positive feedback. One might have 
questioned the inclusion of male participants in this research so far. However, understanding 
how men, who still represent a very important target group in recruitment for ABB, respond 
to the FTP is essential to determine branding strategies. Assuming the majority of male 
students had disliked the FTP, a defensive or arbitrating strategy to build employer knowledge 
would have been most suitable in an attempt to limit potential adverse impacts. Also a 
negative female feedback would produce a different story. In this case, a branding strategy 
should justify the importance of the program in order to convince female students.  
 However, actual findings confirm the attractiveness of the FTP among female and male 
engineers and engineering students. 10 out of 14 internal cased liked the FTP. Externally, the 
FTP was liked by the majority followed by one third of neutral voices. Only a very small 
percentage of students disliked the FTP. Interestingly, only a fifth of these cases were 
females, demonstrating that the FTP was mainly disliked by male students. To understand the 
reasons behind this, clarification comments which have been added by some respondents 
where consulted. Main contra arguments provided by females revealed their uneasiness with 
affirmative actions, thereby devaluating female skills, and discrimination against men. For 
male students answers did not differ significantly. Men agree with the female argumentation 
of negative discrimination against men and positive discrimination against women. They 
further added that merits should be prioritized over gender which is not necessarily the case 
for the FTP. It is further interesting to understand why one third of the respondents, of which 
the vast majority was male, had a neutral attitude towards the FTP. Clarification comments 
revealed that females mainly chose to remain neutral for the same reasons why other females 
disliked the FTP. Other female students indicated a disinterest in leadership careers as 
reasons. Men abstained from taking a position predominantly for the same reasons as peers 
who disliked the program. Other men believed to contribute little to a gender-specific topic 
with their voice and preferred to leave voting power to female students.  
 Overall, both findings obtained from discussion groups and questionnaires 
demonstrated that the FTP is perceived positively. Especially, the affirmative feedback 
provided by female engineers is promising with over four fifths of them considering applying 
for the FTP. It should also be mentioned that the general topic of leadership was very 
appealing to most women. A great majority confirmed to be interested in assuming leadership 
at some point in their career. What makes these findings even more meaningful is the fact that 
the majority of female students were enrolled in postgraduate programs majoring in electrical 
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or mechanical engineering which represents ABB overall strategic target group for Trainee 
Programs. Having a positive feedback from the strategic target group for the FTP undermines 
the importance of the FTP which has the potential to fill a critical career gab.  
 As the findings suggests, women significantly more often liked the program than men. 
This might sound logical at first. But considering that female engineers are proud of their 
achievements in a male-dominated area and prefer to refrain from feminist positions, the 
results could have been different. The probability that female students deny a gender-specific 
career program was considered prior to data collection. Again, the importance and 
attractiveness of the FTP is mainly confirmed by the target group which makes findings even 
more meaningful for ABB.  
 Concerns raised with regard to the FTP should not be ignored despite positive 
responses. Critical thoughts about a violation of fairness in terms of gender equality, yet 
reverse, will likely remain and might prevent certain candidates from submitting applications 
to ABB in general. The likelihood of this risk was not measured by this research in particular. 
Yet, results indicated that males who disliked the FTP increasingly disagreed with a 
correlating effect between the introduction of the FTP and an increased attractiveness of ABB 
as an employer (note that males who liked the program predominantly agreed with this 
relationship). Further, they felt disadvantaged with the introduction of the FTP (note that 
males who liked the FTO did not feel disadvantaged). This shows that males who disliked the 
program generally believed that the attractiveness of ABB as a future employer for them 
would suffer. However, the majority of men who disliked the FTP still considers applying for 
the existing Trainee Program when the FTP is introduced. Hence, whether the launch of the 
FTP could have a negative effect on male applications, principally for ABB Trainee 
Programs, is hard to predict at this point in time and might require reinvestigation later on.  
 Eventually, this positive result regarding the attractiveness of the FTP significantly 
influences branding strategies. Given that the majority of female and male students liked the 
FTP, a branding strategy attempting to build employer knowledge can be affirmative and 
gender-specific by incorporating salient feminine brand cues. How this can be achieved is 
described in what follows.  

5.2 Building Program Knowledge 
It has been argued that employers exploit the potential benefits provided by knowing the 
formation of employer knowledge in the minds of job seekers. In essence, employers actively 
define levels of employer awareness, favourability, strength, and uniqueness associated to 
job/and or organization attributes and benefits (employer image). To capitalize on such 
knowledge structures employers need to understand the wants and needs of the target group 
(important attributes and benefits) in order to promote those product attributes and benefits 
most congruent with their self-concept (self-organization congruency). This, in turn, has 
shown to predict employer choice. (Xie et al., 2015; Lievens, van Hoye & Schreurs, 2005) 



  Discussion 

Master Thesis Project 30 

5.2.1 Program Image 

Identifying Important Program Attributes  
Research has suggested that female engineers appreciate learning environments characterized 
by collaboration and social interaction with study colleagues, mentors, and teachers (Durbin 
& Tomlinson, 2014). Moreover, Kasarda and Brand (2014) argued that networks in general 
assisted female engineering students. These findings are reflected in the results of this paper. 
Female students perceived networking opportunities with female and male ABB leaders as 
most important. Interestingly, networking opportunities with only female leaders performed 
worse. Although still being perceived as an important aspect of the FTP, networking across 
gender was valued more. The same picture is true for shadowing a leader. Shadowing 
contains the accompaniment of a person in their work environment in order to observe work 
approaches. Female respondents rated the importance of shadowing female and male leaders 
higher than shadowing female leaders only. Nevertheless, the perceived importance of 
shadowing practices is aligned with a need for role models and mentors to learn from, as 
suggested by research.  
 Female students further indicated that the opportunity to experience different 
assignment, thus workstations, is important for the FTP. Working in different functions and 
businesses is the concept of the existing Trainee Programs. During focus group discussions it 
became unmistakable that this is highly appreciated by current and former ABB Trainees. The 
value of having different assignment opportunities was confirmed by the target group.  
 Female students further valued the integration of specific trainings in the FTP. In 
particular, trainings to foster leadership and management skills as well interpersonal-, 
communication-, and/or presentation skills. This finding is supported by studies suggesting 
the incorporation of non-technical subjects in engineering programs to attract and retain more 
female students (Male et al., 2009). The engineering profession requires much more than 
technical affinities nowadays. A rapidly changing world including increased competition from 
low-wage countries or more heterogeneous stakeholder groups creates new challenges and 
requires businesses to adapt in order to stay competitive. Consequently, engineers must be 
more flexible and adaptable to new processes, functions, industries, and diverse workforces. 
(Ferguson, 2006) It can be argued that female engineering students account for these changing 
conditions already by appreciating program structures enabling them to experience different 
working environments and to foster non-technical skills  
 As promoted by research, fewer women progress in their career due to inflexible career 
models. Future leaders are still expected to proceed according to traditional career examples 
allowing for little deviations such as longer periods off work or part-time work. (Carbrera, 
2008) As expected, female students perceive flexible career planning as highly important and 
as an essential component for the FTP.  

Identifying Attractive Program Attributes  
Findings revealed that female students want to be informed about the program structure and 
possible assignment opportunities. Given a shortage of skilled female engineers paired with 
an increased demand for engineers in general (Smith, 2017), female engineering graduates are 
empowered with increased bargaining power when it comes to employer choices. Being 
transparent could therefore be a potential differentiating edge for ABB. ABB is a highly 
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diversified company covering many different industries and aspects of engineering and 
technology. This diversification offers employment opportunities to engineers with diverse 
backgrounds and interests. (ABB, 2017d) Thus, highlighting ABB’s versatility has the 
potential to attract female engineering graduates who have diverse interests and educational 
backgrounds. Further, it could assist women to assess program information in order to 
determine whether program attributes and benefits are appealing and in accordance with their 
self-concepts or not. Studies into consumer-decision making actually suggest that cognitive 
processes of women leading up to a purchase decision are non-linear. Consumers usually 
move through five different stages: awareness, interest, evaluation, preference and trial. 
Women move forth and back and reconsider decisions heavily attempting to make the perfect 
decisions. (Darroch, 2014) ABB can take advantage of this by being present and transparent 
in each step helping female engineering graduates with their decisions.  
 Research has long tried to explain low numbers of females in engineering. One 
particular attempt has suggested that negative perception of career and development in E&T 
professions and industries in the minds of women prevent them from pursuing a technical 
career. This means that females believe to be at a disadvantage compared to male and, 
therefore, enrol for non-technical programs or proceed to work in non-technical industries 
even with degrees earned in STEM disciplines. (Peter & Horn, 2005) Thus, highlighting 
potential and reasonable career paths possible after the FTP enables ABB to attract female 
engineering graduates, both to ABB and in a wider context, to apply for technical study 
majors. This was confirmed by female students who undermined the importance of being 
informed about future career prospects and possible positions after the FTP.  
 Female students further showed to be interested in a clear description of development 
opportunities. This implies that highlighting the program’s on-job and off-job training 
opportunities, both technical and non-technical, could increase the attractiveness of the FTP. 
 Eventually, promoting mentoring, coaching, and networking as components of the 
program was shown to be considerably appealing to the target group. As mentioned before, 
this is supported by research suggesting female preferences for supportive networks enabling 
them to learn by observing peers, teachers, and/or mentors. (Brand & Kasard, 2014; Durbin & 
Tomlinson, 2014) 

Program Associations  
Choosing an employer considerably contributes to a person’s formation a self-concept. 
(Highhouse & Lievens, 2003; Highhouse et al., 2006) In fact, an employer can be regarded as 
an agent through which employees manifest or extent their actual self. Employment is a 
salient factor which is usually recognisable for others. Research has, therefore, suggested that 
humans tend to choose employment and/or employers most congruent with their self-concepts 
to ensure self-continuity. (Xie et al., 2015; Neale et al., 2016; Highhouse & Lievens 2003) 
Employer branding theory suggests an instrumental-symbolic framework to ensure 
congruency between an employee’s identity and organizational identity. This means, that 
associations held in employee memory to instrumental functions and symbolic benefits most 
effectively predict employer choice. Instrumental aspects of employment can be 
communicated, as they evolve around objective and tangible job and/or employer 
information. These aspects clearly describe what a job/employer is and are usually the same 
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for all employees. Symbolic aspects, on the other hand, are subjective and intangible. They 
describe how individuals perceive a job/organizations and what they think the 
job/organization can do for them. (Lievens et al., 2007) Such symbolic benefits cannot be 
communicated in a uniform approach, as they most certainly are different for each employee. 
Nevertheless, making specific job attributes salient will increase the likelihood that certain 
symbolic benefits will be perceived and others not. For example, promoting a job’s flexible 
working hours will likely evoke benefits of increased work-life balance whereas high salaries 
might induce perceptions of financial stability.  
 Findings of this paper suggest that certain program attributes are more appealing to 
female engineering students than others. It can be assumed that females expected certain 
program-attributes to imply greater benefits than others. As suggested by the instrumental-
symbolic paradigm, both aspects combined contribute to a program image. Thus, 
incorporating and promoting attractive program attributes and possible benefits will enhance 
self-organization congruency more effectively. Table 10 summarizes program attributes that 
have been identified as important and appealing by female engineering students as discussed 
before. Additionally, benefits that might be communicated by these attributes are listed. Note 
that these benefits are suggestive, yet, not based on research. As stated earlier, benefits will 
differ for each and every person.   
 
Table 10: Attractive Program Attributes and Benefits 
Attributes Benefits 
Clear description of program structure and 
assignment opportunities / Trainee stages 
• Different assignment opportunities / Trainee 

stages 

I can assess whether assignment opportunities are 
aligned with my wants and needs or self-concept; it 
can experience assignments aligned with my actual 
self and assignments aligned with my ideal self 
 

Clear description of future career opportunities / 
possible positions (after the program) 

I can assess whether possible positions after the 
program are aligned with my wants and needs or 
self-concept 
  

Clear description of development path during 
the program 
• Specific leadership training 
• Specific management training 
• Specific soft skill training (e.g interpersonal-, 

communication-, presentation skills) 

I can assess whether the program’s development 
path is aligned with my wants and needs or self-
concept; I can enhance skills aligned with my 
actual self and skills aligned with my ideal self 
 

Clear communication of program benefits (i.e. 
coaching, mentoring, networking etc.) 
• Networking opportunities with female and 

male ABB leaders 
• Flexible career planning (e.g. possibility for 

maternity leave) 
• Shadowing of female and male ABB leaders  

I can assess whether the program’s additional 
benefits are aligned with my wants and needs; self-
concept 
 

Favourability, Strength and Uniqueness of Program Associations 
Favourability, strength and uniqueness of associations made to instrumental attributes and 
symbolic benefits define the level of an employer image in the minds’ of employees. 
Consequently, promoting attractive attributes and benefits increases the likelihood that 
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associations made are favourable, strong, and unique simultaneously. Research suggests that 
favourable associations emerge when individuals believe that attributes and benefits can 
satisfy their needs. (Keller, 1993) This clearly indicates that attributes and benefits presented 
in Table 10, which are most aligned with the target group’s wants and needs, have to be 
incorporated and highlighted. This will increase the probability that female engineering 
students form favourable associations to the FTP. Association strength is influenced by 
information quality and quantity. (Keller, 1993) This means that female engineering students 
can be stimulated to create strong associations when provided with more information about 
the FTP, provided they perceive information about program attributes and symbolic benefits, 
as highly qualitative. Again, this can be promoted by incorporating and highlighting the 
attributes and benefits in Table 10. Associations are unique when they differ from competing 
organizations. Marketing programs can actively communicate these differences and, thereby, 
support the formation of unique associations. (Keller, 1993) The FTP can capitalize on this by 
highlighting the fact that a similar program for female engineering graduates does not exist in 
this form in Europe.  

5.2.2 Building Program Awareness  
Brand awareness defines the extent to which employees recognize and recall brands. It has 
been suggested by research that brand identities significantly influence this process. For 
example, have brand names been under investigation in consumer branding theory. Brand 
names significantly affect the ease at which consumer recall and recognize a brand. (Batos, 
2016; Keller, 1993) Further studies have suggested that including certain vowels and 
consonants can enhance perceived brand masculinity or femininity which, in turn, effects 
congruency between gender brand personality and perceived sex role identification of 
consumers. Against this background, a potential name for the FTP was tested among female 
and male engineering students. Findings revealed that both female and male students mainly 
preferred a name which included the terms ‘leadership/leader’ or ‘female’. This is consistent 
with research suggesting that front vowels such as /e/ and consonant fricatives such as /f/ 
enhance brand femininity. (Guèvremont & Grohmann, 2015; Lieven, Grohmann, Hermann, 
Landwehr, & van Tilburg, 2015; Wu et al., 2013) Since the FTP is only offered to women, 
respondents might have unconsciously preferred those terms to ‘Women’ which contains a 
back vowel and a consonant stop. However, it can also be argued that the target group 
appreciated the descriptive and distinctive nature of the terms (Batos, 2016; Keller, 1993). 
Since the FTP will be program for female engineering graduates with high leadership 
ambitious, the term ‘leader/leadership’ was probably regarded as a way to attract attention and 
reduce confusion regarding what the program is. Although, ‘female’ is highly descriptive of 
the program focus as well, both men and women slightly less agreed to an inclusion in a 
future name. This could be explained with concerns raised in relation to the discrimination 
against male or discrepancies whether to promote female clues or not. Brand names not only 
facilitate brand recall and recognition. They further allow consumers to draw conclusion 
regarding broader attributes and benefits. (Keller, 1993) Hence, including suggestive terms in 
a brand name for the FTP will reduce confusion regarding what the program. This is 
especially important bearing in mind that ABB already offers a Trainee Program to 
engineering graduates. Furthermore, including ‘leader/leadership’ and potentially ‘female’ 
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communicates the most significant benefits of the FTP and has the potential to attract the 
attention of female engineering graduates with leadership ambitions.  
 Not surprisingly have colours shown to impact perceived gender brand personality. 
Research has suggested that brighter colours enhance brand femininity. In particular, red, pink 
and purple haven been mentioned. (Labreque & Milne, 2015; Lieven et al., 2015) ABB has 
recently changed its branding colours moving from black to white backgrounds. This already 
is aligned with research which suggests bright colours to foster female brand personality. 
Thus, marketing materials should maintain a bright colour concept. For example by using the 
red ABB logo instead of the black alternative.  
 Finally, the competence-warmth framework was addressed in the theory section of this 
paper. Accordingly, companies perceived high on the competence dimension are advised to 
incorporate feminine cues to enhance perceptions of warmth and indirectly, brand femininity 
(Hess & Melnyk, 2016; Aaker et al., 2010). ABB can be regarded as a highly masculine 
organization with high levels of competence. Reasons for this are manifold. First, ABB is 
operating in the E&T industry which, by itself, is strongly associated with masculinity. 
Second, ABB has been ranked as an attractive employer for engineering students in several 
countries over consecutive years (Universum, 2017). This is a sign of competence in the area 
of employment. Consequently, adding feminine cues in forms of specific attributes, brand 
names, or colours could increase how feminine the employer brand is perceived. Given the 
female focus of the program, the probability that women can identify themselves with the 
FTP can thereby be enhanced.  
 Overall, increasing brand femininity of the FTP has the potential to enhance self-
congruency between the target’s group perceived female sex-role identity and the program. 
Nevertheless, feminine cues should be incorporated in a modest manner. As suggested by 
research, female engineers tend to distance themselves from highly feministic positions. 
Feminine cues should only be incorporated to the extent that they can reduce already 
manifested masculine brand perceptions, which are inevitably given in a machine- and male-
dominated industry. Female cues should create a picture of female empowerment rather than 
female support and definitely not convey a feminist theme which have been stereotyped with 
aggressive man-haters. (Powell et al., 2012) 
 In terms of specific marketing programs the results are less suggestive. Research 
suggests leveraging secondary associations in order to create favourable, strong, and unique 
associations for the own brand (Keller, 1993). Female students did not think that an 
collaboration with external female engineering networks/initiatives was very important. 
Nevertheless, a partnership with well-established female engineering networks (e.g. Femtec, 
Limes ETH) could enhance brand femininity and overall program awareness and, therefore, is 
still worth considering. Additionally, such partnerships could increase the pool of potential 
applicants to the FTP. As two ABB Trainees have mentioned during focus group discussions, 
being a member in female engineering networks helped them to manage gender inequalities in 
E&T better while at the same time becoming more open-minded towards initiatives 
supporting and promoting women. If this is true for other members of such networks, more 
female engineering graduates might be interested in the FTP. 
Finally, marketing campaigns should include female and male spokespersons. Although 
research argues that female spokespersons increase brand femininity (Debevec & Iyer, 1986; 
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Grohmann, 2009), findings obtained from focus groups discussions and questionnaire results 
indicate that women appreciated testimonials from both sexes more, especially in form of 
current ABB leaders. This would set clear signs that female and male ABB influencers 
support the FTP (management support).   

5.3 Managerial Implications 
This study has significant managerial implications because it facilitates the design of effective 
marketing strategies for the FTP. Building on conceptualizations of brand knowledge and 
self-brand congruency, it has been illustrated how ABB should brand the FTP to attract 
female engineering graduates. The previous paragraphs have discussed how program 
knowledge can be built in the memories of the target group by promoting program attributes 
and benefits most congruent with their self-concepts. Along the instrumental-symbolic 
framework the inclusion and promotion of specific program attributes has the potential to 
create favourable, strong, and unique program associations. Additionally, this process can be 
enhanced with gender-specific marketing programs and brand identities. Eventually, ABB has 
the potential to create strong program equity with this strategy. Table 11 on the following 
page summarizes all aspects discussed.  
 
Table 11: Annotated Dimensions of Program Knowledge  

Program Image 

Program Attributes 
• Clear description of program structure and assignment 

opportunities / Trainee stages 
Ø Offer different assignment opportunities / Trainee stages 

 
• Clear description of future career opportunities / possible positions 

(after the program) 
 
• Clear description of development path during the program 

Ø Offer career consulting during FTP 
Ø Offer leadership training, management training, and soft skill 

training 
 
• Clear communication of program benefits (i.e. coaching, mentoring, 

networking etc.) 
Ø Offer networking opportunities with female and male ABB 

leaders 
Ø Offer flexible career planning (e.g. possibility for maternity 

leave) 
Ø Offer shadowing of female and male ABB leaders 

Program Awareness 

Marketing Programs 

• Female and male spokespersons (in form of real ABB leaders) 
• Partnership with well-established female engineering network (e.g. 

Femtec or LIMES ETH for Switzerland and Germany) 
Brand Identities 

• Program name incorporating ‘Leader/Leadership’ and potentially 
‘Female’ 

• Bright colours in all marketing materials 
• Red ABB logo  
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5.4 Review of Research Methods  
The chosen triangular research method proved to be appropriate in many ways. First, starting 
with focus groups discussions produced a considerable amount of qualitative data. Relying on 
individual interviews would not have generated a comparable data set due to a relatively short 
data collection period. Second, basing the questionnaire on qualitative data reduced researcher 
biases towards the target group, shortened the questionnaire, and overall increased data 
validity. Nevertheless, having only one researcher is clearly a limitation of this study. 
Although biases have been evaded to the best possible level, the chance that conclusions have 
been influenced by the researcher’s background cannot be ruled out completely. This is true 
for all conclusions made in this research. Third, an online questionnaire enabled the collection 
of vast amounts of data in three different countries. This ensured that questionnaire results 
were less biased towards one cultural setting. Nevertheless, it could be argued that results 
would be different if even more countries were included in the sample. Further, it can be 
questioned whether results obtained in three countries are representative for more European 
countries.  

5.5 Limitations and Future Research 
Contributions made by this study are mainly limited due to its small sample size. The sample 
proved to be too small to perform some inferential statistical tests. So could for example not 
be determined whether females who liked the program differed significantly to females who 
disliked the program. The group who disliked the FTP was just too small to be comparable to 
the group who liked the FTP. For a future questionnaire it could be considered to force 
participants to vote for or against the FTP, thus, removing the option to stay neutral. 
However, some respondents might end the questionnaire prematurely when not being offered 
a neutral offer. This means that important further data could get lost. Here it should also be 
mentioned that there is a given risk of drawing wrong conclusions when comparing group 
results. (e.g. rejecting a null hypothesis which is correct - Type 1 Error). By choosing an alpha 
level of .05 this risk was minimized. Further drawbacks of a small sample size are power and 
generalizability. First, small sample sizes are often not normally distributed and, therefore, 
require non-parametric tests which are less powerful than parametric tests. Second, small 
sample sizes are at risk of not being generalizable. This means that results obtained might be 
too specific to a particular sample and, thereby, too weak to be transferred to a greater 
population. Thus, it does not safely generalize with other samples. (Pallant, 2016) 
 It remains to acknowledge that this research has only limited theoretical importance. The 
aim of this paper was to give recommendations to ABB on how to structure and brand the 
FTP by using the theory of brand knowledge. Thus, theory was applied rather than generated. 
Nevertheless, the results are of practical importance, notably, for ABB. The findings could 
further be important in a wider context for ABB countries outside Europe or even other 
companies planning to introduce a gender-specific career program. However, these spill-over 
effects are limited given the highly specific nature of this study. Educational, institutional, and 
cultural aspects differ in each country and this has a potential influence on how the FTP is 
perceived. Additional, potential program attributes tested in this study are specific to settings 
of ABB and might differ for other companies. Consequently, additional research is necessary 
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to refine results by investigating wants and needs of female engineers in different cultural 
and/or organizational settings. For ABB it may be of further interest to examine difference 
between masculine cultures (e.g. Switzerland) and feminine cultures (e.g. Sweden), where 
gender equality levels are different, and attractiveness levels of the FTP (Hofstede, Hofstede 
& Minkov, 2010). For this purpose, an additional study could test for significant differences 
between students in different countries Furthermore, a follow-up study could test the model 
proposed in this paper by examining whether program knowledge is enhanced with strategies 
suggested by this paper. Such a reverse study could be conducted after the introduction of the 
FTP.  
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6 Recommendations  

This section aims to give recommendations beyond aspects already discussed in managerial 
implications. These recommendations are more detailed and specific to the FTP and based on 
findings obtained through qualitative and quantitative research.  
 
1. Incorporate and highlight and communicate the right program attributes and 

benefits 
• Promote those attributes and benefits most attractive to female engineering students 

2. European Network and Local Trainee Community Integration  
• Enable Female Trainees to share experiences across Europe (meet like-minded people to 

reduce social identity threat) 
• Integrate Female Trainees in existing Trainee Communities wherever possible  

3. Clear distinction of both Trainee Programs 
• Communicate the differences between the FTP and the existing Trainee Programs 
• Highlight distinct attributes and benefits of both Trainee Programs (reduce confusion and 

potential tensions between Trainee Programs) 
4. Be transparent   

• Provide sufficient information about the FTP à what the program contains, what benefits it 
offers and what positions, and possible positions are after the program 

• Support female engineering students in their employer choice by being present and supportive 
in their decision-making processes 

5. Use female and engineering brand cues     
• Enable women to identify with female and engineering character traits of the FTP so that they 

can relate to the program because of their gender and their profession 
• Be feminine without being feministic 
• Highlight that the FTP is designed by female engineers for female engineers  

6. Communicate female empowerment (not female support) 
• Females are empowered to write their own future at ABB  
• Females reach leadership positions because they have what it takes (right mindset, skills, and 

qualifications) 
7. Showcase female success stories 

• Use successful female ABB leaders as testimonials to create inspiring and realistic stories to 
which female engineering graduates can relate; underline the importance of gender-specific 
career opportunities 

8. Top management support 
• Let management lead cultural change in the entire organization to create awareness for gender 

equality and establish credibility for the FTP 
9. Be an example 

• Set a clear sign against gender inequality and communicate this attitude externally to inspire 
other ABB units and even other companies  

• Inspire other companies and educational institutions to reshape their culture 
10. Strategic partnerships 

• Collaborate with female engineering networks to create awareness and credibility 
• Sponsor initiative or events which combat gender inequality in general and in E&T industries 
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7 Conclusion 

A global shortage of engineers combined with an increased demand for people trained in 
engineering-related subjects has given rise to highly competitive employment markets. 
Especially, female engineers are highly demanded as a response to more heterogeneous 
stakeholder groups, leadership paradigms starting to incorporate more female characteristics, 
and calls for more gender equality. As a consequence, female engineering graduates have 
considerable bargaining power when it comes to employment and E&T firms fight for the 
best female engineering talents. In a response to this, ABB will launch a Trainee Program for 
female engineering graduates in Europe (FTP) which will train them to become ABB’s future 
leaders. The aim of this study was to propose structure and branding strategies for the FTP by 
applying a conceptual framework derived from brand knowledge/self-brand congruency and 
employer knowledge/self-organization congruency theory. To achieve this, three objectives 
were pursued. First, the attractiveness of the FTP was tested among female and male 
engineers and engineering students. It was found that both engineers and engineering students 
were generally positive to the introduction of the FTP. Especially female responses were 
highly affirmative - a feedback which was not necessarily anticipated and, therefore, the more 
encouraging. In what followed, program aspects in relation to the FTP were investigated in 
order to define program attributes and benefits most attractive to female engineering students. 
It can be argued that attributes and benefits such as different assignment opportunities or 
networking opportunities with female and male ABB leaders are most congruent with the 
sample’s self-concept. The results are particularly representative for female engineering 
students in Germany, Sweden, and Switzerland, where this study was conducted. To complete 
a branding strategy, a model for program knowledge formation, derived from brand 
knowledge and employer knowledge theory, was applied to propose specific branding 
strategies. That is, promoting proposed program attributes and benefits with gender-specific 
marketing programs and feminine cues through brand identities. This will increase the 
likelihood that the target group becomes familiar with the FTP and establish favourable, 
strong, and unique program associations in their mind. Eventually, this has the potential to 
attract female engineering graduates in Europe. With this, ABB Europe takes an active part in 
the war for the best female engineering talents. It only remains to add:  
  

 
Think engineer – think female! 
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Appendix A: Discussion Guide 

 
Overview:  

• Introduction 
• Opening questions 
• Introductory questions 
• Key topic questions  
• Closing questions 
• Back-up questions  

 
Introduction: 
Topic 
First of all I would to thank you for coming today and participating in this focus group discussion. With your 
attendance you make a crucial contribution to the development of ABB’s offerings for early talents as well as the 
strengthening of the employer brand. On top of that you help me to conduct my Master Thesis. For those who do 
not know me, my name is Julia and I am currently studying my Master Program at the University of Uppsala. 
Besides my studies, I work in the Employer Branding Team of ABB Sweden to support the Trainee Program 
Manager. Before moving to Sweden I worked in the Employer Branding Team of ABB Switzerland. Also there I 
supported the Trainee Program Manager. As I am in my final stage of my Master Program, I am currently 
conducting my thesis in collaboration with ABB. I would like to give a brief overview of today’s discussion 
content, without giving out too much information already. Basically, I invited you today to discuss a new 
initiative for engineering graduates in the group. To be more precise, ABB is planning to introduce a new 
Trainee Program in 2018 which will exist besides the remaining ones (Explorer, Global etc.). I would like to 
understand how you perceive this idea, what your thoughts are about it and how you would structure and brand 
this Trainee Program. As you are a current or former engineering Trainee, I asked you to participate in this 
discussion to share your experiences, opinions and ideas. With your contribution you will help me to understand 
how attractive this new Trainee Program is to persons who are most affected by it. This will later enable me to 
create a survey for existing engineering students to test their reactions to the program. My role today is the role 
of the moderator. Hence, I will steer the discussion towards the research focus. I will try to keep the discussion 
within its research boundaries, but I will not lead you towards certain opinions.  
 
Confidentiality 
I would like to record the whole discussion. This will later help me to analyse what has been said without 
missing any important content. Please let me know if you prefer me not to record. All recordings will be 
destroyed afterwards. In my analysis and report I will treat your information anonymously. This means that 
nobody will be able to link certain ideas or opinion to a certain Trainee. The final report is only for internal use 
within ABB. The report will further be shared with my University Professor. I would like to encourage you to 
speak freely and open. Please do not withhold any opinions or views because of the situation. As mentioned 
before, I will treat any information collected with confidentiality.  
 
Rules 
Our discussion should be informal and interactive. This means that each member should be able to share their 
thoughts. Please do not interrupt each other and accept every answer as it is. It is not the idea to judge the ideas 
of others or to push your own opinion through. It is also not the goal to reach consensus, but rather to uncover a 
range of perspectives and experiences. Hence, you are encouraged to share your own individual opinions. There 
are no right or wrong answers. Each piece of information is important and will have its impact on my analysis.  
I am really excited to hear your thoughts! I will be asking main questions as well as follow-up question and/or 
probes to clarify what you are saying if needed. Are there any questions before we start? 
Opening questions 
1. Could you please introduce yourself briefly? 

1.1. When did you start your Trainee Program? 
1.2. What is your current position? 

 
Introductory questions  
ABB Trainee Program (TP) 
2. Can you please share your experiences with the ABB TP for Engineers? (for new Trainees alternatively: 

What do you expect from the TP?) 
2.1. What did you enjoy most during the program? 
2.2. What did you struggle most with during the program? 
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3. How do you perceive ABB’s offering for engineering graduates? 
3.1. Do you think the offering is sufficient? 

3.1.1. If no, why not? 
4. How do you perceive the attractiveness of the ABB TP compared to other relevant companies in 

Switzerland/Sweden? 
 
Female Initiatives 
5. What comes to your mind when you hear the term gender equality? 

5.1. In relation to ABB? 
6. What come to your mind when you hear the term female quota? 

6.1. In relation to ABB? 
7. How important do you perceive female leadership? 

7.1. In relation to ABB? 
 
Key Topic Questions  
Moderator introduces European TP for Future Female Leaders initiative: 
ABB is planning to introduce a new Trainee Program is Europe. This Trainee Program has a different focus than 
the existing program, as it is only available for female engineering graduates and has a leadership focus. This 
means, that female Trainees are prepared over a time period of 18-24 months to become ABB’s future leaders. 
The program would be available in all ABB locations in Europe. First, I would like to understand how perceive 
the attractiveness of this idea. Then I would like to discuss possible program structures and branding strategies. 
Because so far, only a basic concept has been developed for the FTP which means that many important aspects 
are still to be determined. Partly, with the outcome of this research. Do you have any questions regarding the 
program idea? 
 
8. What are your thoughts about this TP? 
9. What kind of opportunities and challenges for ABB as a company can you identify with the introduction of 

this TP? 
10. Do you think it could increase/decrease the attractiveness of existing TPs?  

10.1. ABB would be the only company with a TP only available for females; what are  your thoughts 
on that? 

11. What would you include in such a TP (structure, assignments, trainings etc.)? 
12. How would you brand such a TP for Future Female Leaders? 

12.1. How would you present it to the target group and how not? 
12.2. How would you communicate with the target group and how not? 
12.3. What is important to consider in order not to scare away female engineers? 
12.4. How would you position it among existing ABB TPs? 

13. Only for females: Imagine you were back at university and looking for TP opportunities. Would this TP for 
Future Female Leaders have been interesting for you knowing about ABB´s other programs? 
13.1. If yes, can you elaborate on this? 
13.2. If no, why not? 

 
 
Closing questions 
14. If you had one vote against or for the European TP for Future Female Leaders; what would you vote for? 
15. Are there any other things about this topic that you would like to share with us before we finish? 
 
Back-up questions: 
• How would feel as a female engineer about a TP designed to provide female a “fast-track” program to a 

leading position? 
• How would you justify this TP to male engineers? 
• Are female engineers afraid of a “female track”? 
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Appendix B: Categories and Codes  

 
How do I call it? Gender Equality Definition  
How do I define it? Gender equality defined in general and/or in 

relation to ABB by a participant 
How do I recognise it in the discussions? When participant defines gender equality in his 

/her own words both explicitly and inexplicitly; 
when participant explains what gender equality 
means to him/her in general and/or in relation to 
ABB 

Example “For me gender equality is not just about the 
share of female and male employees in a 
company. It also includes how both sexes are 
treated.” 

Code <Gend_Equa_Def> 
 
How do I call it? Gender Equality Positive 
How do I define it? Gender equality perceived in general and/or in 

relation to ABB (both perceptions and 
experiences) in a positive way 

How do I recognise it in the discussions? When participant talks about perceptions of 
gender equality in general and/or in relation to 
ABB in a positive way; when participant 
mentions the implementation of gender equality 
in general and/or in relation to ABB based on 
personal experiences in a positive way; when 
participant explicitly mentions that he/she 
perceive gender equality at ABB as sufficient 
and/or good 

Example “I believe that ABB is doing a good job in 
providing equal opportunities to both female and 
male employees”.  

Code <Gend_Equa_Pos> 
 
How do I call it? Gender Equality Negative 
How do I define it? Gender equality perceived in general and/or in 

relation to ABB (both perceptions and 
experiences) in a negative way  

How do I recognise it in the discussions? When participant talks about perceptions of 
gender equality in general and/or in relation to 
ABB in a negative way; when participant 
mentions the implementation of gender equality 
in general and/or in relation to ABB based on 
personal experiences in a negative way; when 
participant explicitly mentions that he/she 
perceive gender equality at ABB as insufficient 
and/or bad 

Example “Gender equality does not really exist at ABB.”  
Codes <Gend_Equa_Neg> 
 
How do I call it? Gender Equality Promotion 
How do I define it? Suggestions on how to improve gender equality 

and female leadership in general and/or in 
relation to ABB 

How do I recognise it in the discussions? When participant talks who the gender 
equality/inequality and/or female leadership 
issue can be tackled; when participants gives 
examples on how gender equality in universities 
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and organizations can be promoted or improved 
in general and/or in relation to ABB 

Example “ABB should already promote girls when they 
are still at high school.”  

Code <Gend_Equa_Prom> 
 
How do I call it? Female Quota Positive 
How do I define it? Positive perceptions of and attitudes toward 

female quotas in general and/or in relation to 
ABB 

How do I recognise it in the discussions? When participants mentions positive perceptions 
of female quotas in general and/or in relation to 
ABB; when participants reports positive 
experiences with female quotas; when 
participants describes a positive attitudes 
towards female quotas in general and/or in 
relation to ABB 

Example “I think that female quotas are a good way to 
involve more females in companies like ABB”. 

Code <Fem_Quo_Pos> 
 
How do I call it? Female Quota Negative 
How do I define it? Negative perceptions of and attitudes toward 

female quotas in general and/or in relation to 
ABB 

How do I recognise it in the discussions? When participant mentions negative perceptions 
of female quotas in general and/or in relation to 
ABB; when participants reports negative 
experiences with female quotas in general and/or 
in relation to ABB; when participants describes a 
positive attitudes towards female quotas in 
general and/or in relation to ABB 

Example “I don’t think female quotas are the solution to 
the problem and I think it creates an unfair 
situation”. 

Code <Fem_Quo_Neg> 
 
How do I call it? Leadership General 
How do I define it? Perceptions of and attitudes toward leadership in 

general and/or in relation to ABB 
How do I recognise it in the discussions? When participant talks about how he/she defines 

leadership; when participants describes an 
attitude towards leadership 

Example “A good leader can be either male or female. But 
the gender does not define good or bad 
leadership.”   

Code <Lead_Gen> 
 
How do I call it? Female Leadership Positive  
How do I define it? Positive perceptions of and attitudes toward 

female leadership in general and/or in relation to 
ABB 

How do I recognise it in the discussions? When participant talks about positive 
perceptions of female leadership in general 
and/or relation to ABB; when participants 
reports positive experiences with female 
leadership in general and/or in relation to ABB; 
when participants mentions a positive attitude 
towards female leadership in general and in 
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relation to ABB 
Example “I think that female leaders bring in new 

perspectives which make decisions more 
holistic.”   

Code <Fem_Led_Pos> 
 
How do I call it? Female Leadership Negative 
How do I define it? Negative perceptions of and attitudes toward 

female leadership in general and/or in relation to 
ABB 

How do I recognise it in the discussions? When participant talks about negative 
perceptions of female leadership in general 
and/or relation to ABB; when participants 
reports neagtive experiences with female 
leadership in general and/or in relation to ABB; 
when participants mentions a negative attitude 
towards female leadership in general and in 
relation to ABB 

Example “I don’t think that females are capable of leading 
a tem.”   

Code <Fem_Led_Neg> 
 
How do I call it? European TP for Future Female Leaders 

Positive Comments  
How do I define it? Positive comments on the European TP for 

future female leaders in general and/or relation 
to ABB 

How do I recognise it in the discussions? When participant mentions general positive 
perceptions, comments, aspects of the TP in 
general, in relation to ABB and in relation to 
engineering students 

Example “This TP would be a good way to attract top 
female engineers”.    

Code <TP_Com_Pos> 
 
How do I call it? European TP for Future Female Leaders 

Negative Comments  
How do I define it? Negative comments on the European TP for 

future female leaders in general and/or relation 
to ABB 

How do I recognise it in the discussions? When participant mentions general negative 
perceptions, comments, aspects of the TP in 
general, in relation to ABB and in relation to 
engineering students 

Example “I think this TP would set male engineers at a 
disadvantage.”  

Code <TP_Com_Neg> 
 
How do I call it? European Trainee Program for Future 

Female Leaders Opportunities 
How do I define it? Opportunities associated to the introduction of 

the European TP for future female leaders in 
general and/or relation to ABB 

How do I recognise it in the discussions? When participant mentions possible 
opportunities associated with the introduction of 
the TP in general, in relation to ABB and in 
relation to engineering students 

Example “Such a TP could increase ABB’s reputation” 
Code <EU_TP_Opp> 
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How do I call it? European Trainee Program for Future 

Female Leaders Risks 
How do I define it? Risk associated to the introduction of the 

European TP for future female leaders in general 
and/or relation to ABB 

How do I recognise it in the discussions? When participant mentions possible risks 
associated with the introduction of the TP in 
general, in relation to ABB and in relation to 
engineering students 

Example “ABB risk to lose talented male engineers, as 
they might apply for competing companies 
instead”.  

Code <EU_TP_Risk> 
 
How do I call it? Regular ABB Trainee Program 

Attractiveness Increase 
How do I define it? Increase of attractiveness of regular ABB TP  
How do I recognise it in the discussions? When participant mentions that the attractiveness 

of the regular ABB TP will increase with the 
introduction of the European TP for future 
female leaders  

Example “I think that the regular ABB TP will become 
even more known and could attract more 
applicants with an extra TP.” 

Code <TP_Attr_Inc> 
 
How do I call it? Regular ABB Trainee Program 

Attractiveness Decrease 
How do I define it? Decrease of attractiveness of regular ABB TP  
How do I recognise it in the discussions? When participant mentions that the attractiveness 

of the regular ABB TP will decrease with the 
introduction of the European TP for future 
female leaders  

Example “I think that less female engineers would apply 
for the regular TP which decreases its overall 
attractiveness.” 

Code <TP_Attr_Dec> 
 
How do I call it? Regular ABB Trainee Program 

Attractiveness Neutral 
How do I define it? Attractiveness of regular ABB TP is perceived to 

be neutral (neither decreasing nor increasing) 
How do I recognise it in the discussions? When participant mentions that the attractiveness 

of the regular ABB TP would not change or 
would not be influenced introduction of the 
European TP for future female leaders  

Example “I think that less female engineers would apply 
for the regular TP which decreases its overall 
attractiveness.” 

Code <TP_Attr_Neu> 
 
How do I call it? European Trainee Program for Future 

Female Leaders Structure and Content 
Positive 

How do I define it? Suggestions for Dos in relation to structure and 
content design for the European TP for future 
female leaders  

How do I recognise it in the discussions? When participant mentions how the European 
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TP for future female leaders should be structured 
(in terms of different assignments, length of 
assignments etc.); what kind of trainings should 
be included; where the TP should be allocated in 
the existing TP landscape; what kind of features 
need to be included 

Example “I think that the TP for females should be longer 
than the regular ABB TP.”  

Code <EU_TP_Struc_Pos> 
 
How do I call it? European Trainee Program for Future 

Female Leaders Structure and Content 
Negative 

How do I define it? Suggestions for Dont’s in relation to structure 
and content design for the European TP for 
future female leaders  

How do I recognise it in the discussions? When participant mentions how the European 
TP for future female leaders should not be 
structured (in terms of different assignments, 
length of assignments etc.); what kind of 
trainings should not be included; what kind of 
features should not be included 

Example “I don’t think that the female TP should include 
a hard core engineering assignment.”  

Code <EU_TP_Struc_Neg> 
 
How do I call it? European Trainee Program for Future 

Female Leaders Branding Positive 
How do I define it? Suggestions for Dos in relation to how to brand 

the TP to the target group (position the TP; what 
kind of to create associations; what and how to 
communicate) 

How do I recognise it in the discussions? When participant mentions how the program 
should be branded (in terms of positioning, 
associations and communication) in order to be 
attractive to the target group 

Example  “You should clearly communicate the 
differences between the two TPs.” 

Code <EU_TP_Brand_Pos> 
 
How do I call it? European Trainee Program for Future 

Female Leaders Branding Negative 
How do I define it? Suggestions for Dont’s in relation to how to 

brand the TP to the target group (position the TP; 
what kind of to create associations; what and 
how to communicate) 

How do I recognise it in the discussions? When participant mentions how the program 
should not be branded (in terms of positioning, 
associations and communication) in order to be 
attractive to the target group 

Example  “You should not create an elite picture around 
the TP.” 

Code <EU_TP_Brand_Neg> 
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Appendix C: Online questionnaire  
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Appendix D: Codebook  

  Name SPSS 
equivalent 

Variable Coding instructions Scale String 

1 ID CollectorNm Identification number Number assigned to each respondent Scale Numeric 
2 SF q0001 Study Field ,00 = Other engineering / technology related subject; 1,00 = 

Other than engineering ; 2,00 = Automation Engineering;  3,00 
= Electrical / Electronic Engineering; 4,00 = Energy Science / 
Engineering; 5,00 = Environmetal Technology; 6,00 = Machine 
/ Mechanical Engineering; 7,00 0 Mechatronics; 8,00 = Process 
Engineering / Technology; 9,00 = Industrial Engineering / 
Industrial Management; 10,00 = Aeronautics / Aerospace 
Engineering; 11,00 = Embedded Systems; 12,00 = Material 
Science / Materials Engineering; 13,00 = Microengineering; 
14,00 = Environmental Science and Engineering; 15,00 = 
Management and Technology;; 16,00 = Robotics, Systems and 
Control; 17,00 = Robotics, Systems and Control 

Nominal   

3 SF Other q0001_other Study Field Other None None String 
4 SL q0002 Study Level ,00 = Other study level; 1,00 = Bachelor; 2,00 = Master  Ordinal Numeric 
5 SL Other q0002_other Study Level Other None None String 
6 Sex q0003 Sex 1,00 = Female; 2,00 = Male; 3,00 = Other Nominal Numeric 

Female Respondents 
7 FEM_EO_INT q0004_0001 Internship 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
8 FEM_EO_TP q0004_0002 Trainee Program 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
9 FEM_EO_DE q0004_0003 Direct Entry 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 

10 FEM_EO_FS q0004_0004 PhD 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
11 FEM_EO_OTHER q0004_other Other None Nominal String 
12 FEM_IND_CON q0005_0001 Consulting 1,00 = 1; 2,00 = 2; 4,00 = 3 Scale Numeric 
13 FEM_IND_TEC q0005_0002 Technology 1,00 = 1; 2,00 = 2; 4,00 = 3 Scale Numeric 
14 FEM_IND_OTHER q0005_0003 Other 1,00 = 1; 2,00 = 2; 4,00 = 3 Scale Numeric 
15 FEM_CarAsp_Tech_Only q0006_0001 Technical Career 1,00 = Agree; 2,00 = Disagree; 3,00 = IDK Nominal Numeric 
16 FEM_CarAsp_Lead_Early q0006_0002 Technical Career + Leadership 

after 2-3 years 
1,00 = Agree; 2,00 = Disagree; 3,00 = IDK Nominal Numeric 

17 FEM_CarAsp_Lead_Late q0006_0003 Technical Career + Leadership 
after 5 years 

1,00 = Agree; 2,00 = Disagree; 3,00 = IDK Nominal Numeric 
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18 FEM_CarAsp_Lead_Only q0006_0004 Leadership Career 1,00 = Agree; 2,00 = Disagree; 3,00 = IDK Nominal Numeric 
19 FEM_Reaction_TP q0007 Initial thought about ETP 1,00 = Like; 2,00 = Dislike; 3,00 = Neutral Nominal Numeric 
20 FEM_Reaction_TP_Com q0007_other Comments to ETP initial thoughts None None String 

21 FEM_Attractivness q0008_0001 ETP increases attractiveness ABB 1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Scale Numeric 

22 FEM_Attractivness_Com q0008_other Comments to ETP attractiveness None None String 
23 FEM_Increase_Female_Lea

ders 
q0009 ETP increases share of female 

leaders ABB 
1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Scale Numeric 

24 FEM_Increase_Female_Lea
der_Com 

q0009_other Comments to ETP female leaders None None String 

25 FEM_Learn_More q0010 ETP learn more about it 1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Scale Numeric 

26 FEM_Learn_More_Com q0010_other Comments to ETP learn more None None String 
27 FEM_Apply q0011 ETP consider applying 1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 

Disgree; 5,00 Strongly disagree; 6,00 = IDK 
Scale Numeric 

29 FEM_Apply_Com q0011_other Comments to ETP apply None None String 
30 FEM_Prefer q0012 ETP prefered to regular TP 1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 

Disgree; 5,00 Strongly disagree; 6,00 = IDK 
Scale Numeric 

31 FEM_Prefer_Com q0012_other Comments to ETP prefer None None String 
32 FEM_ETP_Structure_1 q0013_0001 Different assignment opp. 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 

Not important; 5,00 = Not important at all 
Nominal Numeric 

33 FEM_ETP_Structure_2 q0013_0002 Abroad assignment 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

34 FEM_ETP_Structure_3 q0013_0003 Clear advancement path 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

35 FEM_ETP_Structure_4 q0013_0004 Sponsorship future edu. 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

36 FEM_ETP_Structure_5 q0013_0005 Networking ABB leaders (male 
and female) 

1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

37 FEM_ETP_Structure_6 q0013_0006 Networking ABB leaders female 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

38 FEM_ETP_Structure_7 q0013_0007 Shadowing leaders (male and 
female) 

1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

39 FEM_ETP_Structure_8 q0013_0008 Shadowing leaders female 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 
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40 FEM_ETP_Structure_9 q0013_0009 Specific leadership training 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

41 FEM_ETP_Structure_10 q0013_0010 Specific management training 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

42 FEM_ETP_Structure_11 q0013_0011 Specific soft skills training 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

43 FEM_ETP_Structure_12 q0013_0012 Flexible work. Hours 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

44 FEM_ETP_Structure_13 q0013_0013 Flexible career planning 1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Nominal Numeric 

45 FEM_ETP_Structure_Other q0013_other Structure other None None String 
46 FEM_Start_ETP_Uni q0014_0001 Start ETP after university 1,00 = 1; 2,00 = 2 Scale Numeric 
47 FEM_Start_ETP_Prof q0014_0002 Start ETP with professional 

experience 
1,00 = 1; 2,00 = 2 Scale Numeric 

48 FEM_Brand_1 q0015_0001 Descpr. Prog. struc. 1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

49 FEM_Brand_2 q0015_0002 Descpr. Add. Training opport. 1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

50 FEM_Brand_3 q0015_0003 Descpr. Soft skills 1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

51 FEM_Brand_4 q0015_0004 Descpr. Dev. Plan 1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

52 FEM_Brand_5 q0015_0005 Descrp. Fut. Car. Opport. 1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

53 FEM_Brand_6 q0015_0006 Comm. Prog. Benefits 1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

54 FEM_Brand_7 q0015_0007 Collab. Fem. Netw.  1,00 = 1; 2,00 = 2; 3,00 = 3; 4,00 = 4; 5,00 = 5; 6,00 = 6; 7,00 = 
7 

Scale Numeric 

55 FEM_ETP_Name_FEM q0016_0001 ETP name include FEMALE 1,00 = yes; 2,00 = no; 3,00 = IDK Nominal Numeric 
56 FEM_ETP_Name_WOM q0016_0002 ETP name include WOMEN 1,00 = yes; 2,00 = no; 3,00 = IDK Nominal Numeric 
57 FEM_ETP_Name_LEAD q0016_0003 ETP name include LEADER/SHIP 1,00 = yes; 2,00 = no; 3,00 = IDK Nominal Numeric 

58 FEM_Name_Inno q0017 Contribution to ETP name None None String 
59 FEM_Name_Inno_2 q0018 Email Address to name innov None None String 
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60 FEM_Uni q0019 University / FH Females ,00 = Other; 1,00 = ETH; 2,00 = EPFL; 3,00 = Uppsala; 4,00 = 
Linköping; 5,00 = KTH; 6,00 MDH; 7,00 = RWTH; 8,00 = 
Berlin; 9,00 = Darmstadt; 10,00 = Dresden; 11,00 = Karlsruhe; 
12,00 = München; 13,00 = Stuttgart; 14,00 = Chalmers; 15,00 = 
Lund; 16,00 = ZHAW; 17,00 = FHNW; 18,00 = HSLU; 19,00 = 
HRS 

Nominal Numeric 

61 FEM_Uni_Other q0019_other Other University / FH None None String 
62 FEM_Nationality q0020 Nationality None None String 
63 FEM_Age q0021 Age 1,00 = younger than 18; 2,00 = 18; 3,00 = 19; 4,00 =20; 5,00 = 

21; 6,00 = 22; 7,00 = 23; 8,00 = 24; 9,00 = 25; 10,00 = 26; 
11,00 = 27; 12,00 = 28; 13,00 = 29; 14,00 = 30; 15,00 = older 
than 30 

Ordinal Numeric 

64 FEM_ABB_Know_1 q0022_0001 DK ABB_1 1,00 = 1 Nominal Numeric 
65 FEM_ABB_Know_2 q0022_0002 Brochures_2 1,00 = 2 Nominal Numeric 
66 FEM_ABB_Know_3 q0022_0003 Career Magazines_3 1,00 = 3 Nominal Numeric 
67 FEM_ABB_Know_4 q0022_0004 Direct Mailing_4 1,00 = 4 Nominal Numeric 
68 FEM_ABB_Know_5 q0022_0005 University Press_5 1,00 = 5 Nominal Numeric 
69 FEM_ABB_Know_6 q0022_0006 Apps_6 1,00 = 6 Nominal Numeric 
70 FEM_ABB_Know_7 q0022_0007 Guidance Websites_7 1,00 = 7 Nominal Numeric 
71 FEM_ABB_Know_8 q0022_0008 Employer adv_8 1,00 = 8 Nominal Numeric 
72 FEM_ABB_Know_9 q0022_0009 Employer adv_9 1,00 = 9 Nominal Numeric 
73 FEM_ABB_Know_10 q0022_0010 Other_10 1,00 = 10 Nominal Numeric 
74 FEM_ABB_Know_11 q0022_0011 Job boards_11 1,00 = 11 Nominal Numeric 
75 FEM_ABB_Know_12 q0022_0012 Career fairs_12 1,00 = 12 Nominal Numeric 
76 FEM_ABB_Know_13 q0022_0013 ABB Events_13 1,00 = 13 Nominal Numeric 
77 FEM_ABB_Know_14 q0022_0014 ABB office / visits_14 1,00 = 14 Nominal Numeric 
78 FEM_ABB_Know_15 q0022_0015 Presentations campus_15 1,00 = 15 Nominal Numeric 
79 FEM_ABB_Know_16 q0022_0016 ABB Sponsored Events_16 1,00 = 16 Nominal Numeric 
80 FEM_ABB_Know_17 q0022_0017 Lectures_17 1,00 = 17 Nominal Numeric 
81 FEM_ABB_Know_18 q0022_0018 Skills training_18 1,00 = 18 Nominal Numeric 
82 FEM_ABB_Know_19 q0022_0019 Family / Friends_19 1,00 = 19 Nominal Numeric 
83 FEM_Employer_ABB q0023_0001 Consinder ABB as future employer 1,00 = Not likely at all; 2, 00 Not likely; 3,00 Neutral; 4,00 = 

Likely; 5,00 = Very likely 
 
 
 
 

Scale Numeric 
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Male Respondents 
84 MALE_EO_Intern q0024_0001 Internship 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
85 MALE_EO_TP q0024_0002 Trainee Program 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
86 MALE_EO_DE q0024_0003 Direct Entry 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
87 MALE_EO_FS q0204_0004 PhD 1,00 = Yes; 2,00 = No; 3,00 = Maybe Nominal Numeric 
88 MALE_EO_OTHER q0024_other Other None Nominal String 
89 MALE_IND_CON q0025_0001 Consulting 1,00 = 1; 2,00 = 2; 4,00 = 3 Scale Numeric 
90 MALE_IND_TEC q0025_0002 Technology 1,00 = 1; 2,00 = 2; 4,00 = 3 Scale Numeric 
91 MALE_IND_OTHER q0025_0003 Other 1,00 = 1; 2,00 = 2; 4,00 = 3 Scale Numeric 
96 MALE_Reaction_TP q0026 Initial thought about ETP 1,00 = Like; 2,00 = Dislike; 3,00 = Neutral Nominal Numeric 
97 MALE_Reaction_TP_Com q0026_other Comments to ETP initial thoughts None None String 

98 MALE_Attractiveness q0027 ETP increases attractivness ABB 1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Nominal Numeric 

99 MALE_Attractiveness_Co
m 

q0027_other Comments to ETP attractiveness None None String 

100 MALE_Increase_Female_L
eader 

q0028 ETP increases share of female 
leaders ABB 

1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Nominal Numeric 

101 MALE_Increase_Female_L
eader_Com 

q0028_other Comments to ETP female leaders None None String 

102 MALE_Apply_Regular TP q0029 Male would still apply for regular 
TP 

1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Nominal Numeric 

103 MALE_Apply_Regular 
TP_Com 

q0029_other Comments on male would still 
apply for regular TP 

None None String 

104 MALE_Disadvantage q0030 Male feel disadvantaged 1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Nominal Numeric 

105 MALE_Disadvantage_Com q0030_other Comments on male feel 
disadvantaged 

None None String 

106 MALE_Apply_Leader q0031 Male would apply for TP with 
leadership focus 

1,00 = Strongly agree; 2,00 = Agree; 3,00 = Undecided; 4,00 = 
Disgree; 5,00 Strongly disagree; 6,00 = IDK 

Nominal Numeric 

107 MALE_Apply_Leader_CO
M 

q0031_other Comments on male would apply 
for TP with leadership focus 

None None   

108 MALE_ETP_Name_FEM q0032_0001 ETP name include FEMALE 1,00 = yes; 2,00 = no; 3,00 = IDK Nominal Numeric 
109 MALE_ETP_Name_WOM q0032_0002 ETP name include WOMEN 1,00 = yes; 2,00 = no; 3,00 = IDK Nominal Numeric 
110 MALE_ETP_Name_LEAD q0032_0003 ETP name include LEADER/SHIP 1,00 = yes; 2,00 = no; 3,00 = IDK Nominal Numeric 
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111 MALE_FEM_Name_Inno q0033 Contribution to ETP name None None String 
112 MALE_FEM_Name_Inno_

2 
q0034 Email Address to name innov None None String 

113 MALE_Uni q0035 University / FH Males ,00 = Other; 1,00 = ETH; 2,00 = EPFL; 3,00 = Uppsala; 4,00 = 
Linköping; 5,00 = KTH; 6,00 MDH; 7,00 = RWTH; 8,00 = 
Berlin; 9,00 = Darmstadt; 10,00 = Dresden; 11,00 = Karlsruhe; 
12,00 = München; 13,00 = Stuttgart; 14,00 = Chalmers; 15,00 = 
Lund; 16,00 = ZHAW; 17,00 = FHNW; 18,00 = HSLU; 19,00 = 
HRS 

Nominal Numeric 

114 MALE_Uni_Other q0035_other Other University / FH None None String 
115 MALE_Nationality q0036 Nationality None None String 
116 MALE_Age q0037 Age 1,00 = younger than 18; 2,00 = 18; 3,00 = 19; 4,00 =20; 5,00 = 

21; 6,00 = 22; 7,00 = 23; 8,00 = 24; 9,00 = 25; 10,00 = 26; 
11,00 = 27; 12,00 = 28; 13,00 = 29; 14,00 = 30; 15,00 = older 
than 30 

Ordinal Numeric 

117 MALE_ABB_Know_1 q0038_0001 DK ABB_1 1,00 = 1 Nominal Numeric 
118 MALE_ABB_Know_2 q0038_0002 Brochures_2 1,00 = 2 Nominal Numeric 
119 MALE_ABB_Know_3 q0038_0003 Career Magazines_3 1,00 = 3 Nominal Numeric 
120 MALE_ABB_Know_4 q0038_0004 Direct Mailing_4 1,00 = 4 Nominal Numeric 
121 MALE_ABB_Know_5 q0038_0005 University Press_5 1,00 = 5 Nominal Numeric 
122 MALE_ABB_Know_6 q0038_0006 Apps_6 1,00 = 6 Nominal Numeric 
123 MALE_ABB_Know_7 q0038_0007 Guidance Websites_7 1,00 = 7 Nominal Numeric 
124 MALE_ABB_Know_8 q0038_0008 Employer adv_8 1,00 = 8 Nominal Numeric 
125 MALE_ABB_Know_9 q0038_0009 Employer adv_9 1,00 = 9 Nominal Numeric 
126 MALE_ABB_Know_10 q0038_0010 Other_10 1,00 = 10 Nominal Numeric 
127 MALE_ABB_Know_11 q0038_0011 Job boards_11 1,00 = 11 Nominal Numeric 
128 MALE_ABB_Know_12 q0038_0012 Career fairs_12 1,00 = 12 Nominal Numeric 
129 MALE_ABB_Know_13 q0038_0013 ABB Events_13 1,00 = 13 Nominal Numeric 
130 MALE_ABB_Know_14 q0038_0014 ABB office / visits_14 1,00 = 14 Nominal Numeric 
131 MALE_ABB_Know_15 q0038_0015 Presentations campus_15 1,00 = 15 Nominal Numeric 
132 MALE_ABB_Know_16 q0038_0016 ABB Sponsored Events_16 1,00 = 16 Nominal Numeric 
133 MALE_ABB_Know_17 q0038_0017 Lectures_17 1,00 = 17 Nominal Numeric 
134 MALE_ABB_Know_18 q0038_0018 Skills training_18 1,00 = 18 Nominal Numeric 
135 MALE_ABB_Know_19 q0038_0019 Family / Friends_19 1,00 = 19 Nominal Numeric 
136 MALE_Employer_ABB q0039_0001 Consinder ABB as future employer 1,00 = Not likely at all; 2, 00 Not likely; 3,00 Neutral; 4,00 = 

Likely; 5,00 = Very likely 
 

Scale Numeric 
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Variables created after data collection (Dummy variables and Mergend Variables) 
137 Dummy_FEM_REACTIO

N 
D_0007 Reaction females to ETP 0,00 = I don't like the program + I don't whether I like the 

program or not; 1,00 = I like the program 
Binary Numeric 

138 Dummy_AMLE_REACTI
ON 

D_0026 Reaction males to ETP 0,00 = I don't like the program + I don't whether I like the 
program or not; 1,00 = I like the program 

Binary Numeric 

139 Dummy_SEX D_0003 SEX of participants 1,00 = Female; 2,00 = Male Binary Numeric 
140 Dummy_FEM_TEC_Only D_0006_0001 Technical Career 0,00 = Diagree + I don't know; 1,00 = Yes Binary Numeric 
141 Dummy_FEM_LEAD_Earl

y 
D_0006_0002 Technical Career + Leadership 

after 2-3 years 
0,00 = Diagree + I don't know; 1,00 = Yes Binary Numeric 

142 Dummy_FEM_LEAD_Late D_0006_0003 Technical Career + Leadership 
after 5 years 

0,00 = Diagree + I don't know; 1,00 = Yes Binary Numeric 

143 Dummy_FEM_LEAD_Onl
y 

D_0006_0004 Leadership Career 0,00 = Diagree + I don't know; 1,00 = Yes Binary Numeric 

144 Merged_Attractivness M_0040 Merged Attractivness FEM 
+MALE 

1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Scale Numeric 

145 Merged_Female Leader 
Increase 

M_0041 Merged Female Increase FEM + 
Male 

1,00 = Very important; 2,00 = Important; 3,00 = IDK; 4,00 = 
Not important; 5,00 = Not important at all 

Scale Numeric 

146 Merged_Reaction M_0042 Mergend Reactin FEM + MALE 0,00 = Dislike + I don't know; 1,00 = Like Nominal Numeric 
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Appendix E: Statistical Analysis 

1. Female Reaction to FTP 
Statistics 

FEM_Reaction_TP   
N Valid 87 

Missing 107 

Mean 1,2874 

 
FEM_Reaction_TP 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Like 73 37,6 83,9 83,9 

Dislike 3 1,5 3,4 87,4 

Neutral 11 5,7 12,6 100,0 

Total 87 44,8 100,0  
Missing System 107 55,2   
Total 194 100,0   

 

2. Female Start of Professional Career 
 

FEM_EO_INT * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION (Internship) 

 
Dummy_FEM_REACTION 

Like 

FEM_EO_INT Yes 35,6% 

No 42,5% 

21,9% 

100,0% 

Maybe 

Total 

 
FEM_EO_TP * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION (Trainee Program) 

 
Dummy_FEM_REACTION 

Like 

FEM_EO_TP Yes 78,1% 

No 1,4% 

20,5% 

100,0% 

Maybe 

Total 
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FEM_EO_DE * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION (Direct Entry) 

 
Dummy_FEM_REACTION 

Like 

FEM_EO_DE Yes 78,1% 

Maybe 21,9% 

100,0% Total 

 
FEM_EO_FS * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION (Further Studies) 

 
Dummy_FEM_REACTION 

Like 

FEM_EO_FS Yes 17,8% 

No 34,2% 

47,9% 

100,0% 

Maybe 

Total 

 

3. Female Career Aspirations 
FEM_EO_INT * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_EO_INT Yes 35,6% 

No 42,5% 

Maybe 21,9% 

Total 100,0% 

 

FEM_EO_TP * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_EO_TP Yes 78,1% 

No 1,4% 

Maybe 20,5% 

Total 100,0% 
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FEM_EO_DE * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_EO_DE Yes 78,1% 

Maybe 21,9% 

Total 100,0% 

 

FEM_EO_FS * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_EO_FS Yes 17,8% 

No 34,2% 

Maybe 47,9% 

Total 100,0% 

 

4. Preferred Start Trainee Program Female cases who liked FTP 
FEM_Start_ETP_Uni * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

(after University) 

 
Dummy_FEM_REACTION 

 Like 

FEM_Start_ETP_Uni 1 74,0% 

26,0% 

100,0% 

 

2  

Total  

 
FEM_Start_ETP_Prof * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

(with professional exprience) 

 
Dummy_FEM_REACTION 

Like 

FEM_Start_ETP_Prof 1 26,0% 

74,0% 

100,0% 

 

2  

Total  
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5.  Female Reaction to FTP Continued 
Statistics 

 FEM_Apply FEM_Prefer 

N Valid 83 75 

Missing 111 119 

Mean 1,7952 2,4267 

 
FEM_Apply 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 36 18,6 43,4 43,4 

Agree 32 16,5 38,6 81,9 

Undecided 12 6,2 14,5 96,4 

Disagree 2 1,0 2,4 98,8 

Strongly disagree 1 ,5 1,2 100,0 

Total 83 42,8 100,0  
Missing System 111 57,2   
Total 194 100,0   

 
FEM_Prefer 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Strongly agree 15 7,7 20,0 20,0 

Agree 24 12,4 32,0 52,0 

Undecided 27 13,9 36,0 88,0 

Disagree 7 3,6 9,3 97,3 

Strongly disagree 2 1,0 2,7 100,0 

Total 75 38,7 100,0  
Missing System 119 61,3   
Total 194 100,0   

 
6. Male Reaction to FTP 

Statistics 

MALE_Reaction_TP   
N Valid 82 

Missing 112 

Mean 2,2317 
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MALE_Reaction_TP 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Like 25 12,9 30,5 30,5 

Dislike 13 6,7 15,9 46,3 

Neutral 44 22,7 53,7 100,0 

Total 82 42,3 100,0  
Missing System 112 57,7   
Total 194 100,0   

 

7. Consolidated Reaction  
Statistics 

MERGEDALL   

N Valid 169 

Missing 25 

 

MERGEDALL 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1,00 98 50,5 58,0 58,0 

2,00 16 8,2 9,5 67,5 

3,00 55 28,4 32,5 100,0 

Total 169 87,1 100,0  

Missing System 25 12,9   

Total 194 100,0   
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8. Female cases who liked FTP according to Study Field 
SF * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 
Dummy_FEM_REACTION 

Like 

SF Other engineering / technology 

related subject (please speci 
17,8%  

Automation Engineering 1,4%  

Electrical / Electronic 

Engineering 
19,2%  

Energy Science / Engineering 15,1%  

Machine / Mechanical 

Engineering 
17,8%  

Industrial Engineering / 

Industrial Management 
9,6%  

Embedded Systems 1,4%  

Material Science / 

Materials Engineering 
1,4%  

Environmental Science and 

Engineering 
2,7%  

Management and Technology 8,2%  

Management, Technology and 

Economics 
5,5%  

Total 100,0%  

 

9. Female Cases who liked FTP according to Study Level 
SL * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 
Dummy_FEM_REACTION 

Like 

SL Bachelor Program 11,0%  

Master Program 89,0%  

Total 100,0%  
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10. Male cases who liked FTP according to Study Field 
SF * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 
Dummy_MALE_REACTION 

Like 

SF Other engineering / technology 

related subject (please speci 
8,0%  

Automation Engineering 4,0%  

Electrical / Electronic 

Engineering 
32,0%  

Energy Science / Engineering 4,0%  

Machine / Mechanical 

Engineering 
16,0%  

Industrial Engineering / 

Industrial Management 
8,0%  

Material Science / 

Materials Engineering 
8,0%  

Robotics, Systems and Control 8,0%  

Management, Technology and 

Economics 
12,0%  

Total 100,0%  

 

11. Male Cases who liked FTP according to Study Level 
SL * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 
Dummy_MALE_REACTION 

Like 

SL Bachelor Program 16,0% 

84,0% 

100,0% 

Master Program 

Total 
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12. Chi-square Test for Independence (Group Comparison Reaction to FTP) 
 

Case Processing Summary 

 

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Merged_REACTION * 

Dummy_SEX 
114 100,0% 0 0,0% 114 100,0% 

 
Merged_REACTION * Dummy_SEX Crosstabulation 

 
Dummy_SEX 

Total Male Female 

Merged_REACTION Dislike % within Dummy_SEX 34,2% 3,9% 14,0% 

Residual 7,7 -7,7  
Like % within Dummy_SEX 65,8% 96,1% 86,0% 

Residual -7,7 7,7  
Total % within Dummy_SEX 100,0% 100,0% 100,0% 

 
Chi-Square Tests 

 Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square 19,230a 1 ,000   
Continuity Correctionb 16,804 1 ,000   
Likelihood Ratio 18,380 1 ,000   
Fisher's Exact Test    ,000 ,000 

Linear-by-Linear Association 19,062 1 ,000   
N of Valid Cases 114     

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 5,33. 

b. Computed only for a 2x2 table 

 
Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal Phi ,411 ,000 

Cramer's V ,411 ,000 

N of Valid Cases 114  
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13. Importance of Program-Related Aspects in %  
FEM_ETP_Structure_1 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_1 

(Different assignments 

opportunities / Trainee stages) 

Very important 56,2% 

Important 41,1% 

I don´t know 1,4% 

1,4% 

100,0% 

Not important 

Total 

 

FEM_ETP_Structure_2 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_2 

(Abroad assignment) 

Very important 43,8% 

Important 39,7% 

5,5% 

11,0% 

100,0% 

I don´t know 

Not important 

Total 

 

FEM_ETP_Structure_3 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_3 

(Clear advancement path) 

Very important 32,9% 

Important 46,6% 

I don´t know 17,8% 

2,7% 

100,0% 

Not important 

Total 
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FEM_ETP_Structure_4 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_4 

(Sponsorship of future 

education) 

Very important 23,3% 

Important 31,5% 

I don´t know 30,1% 

15,1% 

100,0% 

Not important 

Total 

 

FEM_ETP_Structure_5 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_5 

(Networking opportunities with 

female and male leaders) 

Very important 65,8% 

Important 31,5% 

2,7% 

100,0% 

I don´t know 

Total 

 

FEM_ETP_Structure_6 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_6 

(Networking opportunities with 

female  leaders) 

Very important 45,2% 

Important 39,7% 

8,2% 

6,8% 

100,0% 

I don´t know 

Not important 

Total 

 

FEM_ETP_Structure_7 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_7 

(Shadowing of a female and 

male leader) 

Very important 37,0% 

Important 47,9% 

I don´t know 12,3% 

2,7% 

100,0% 

Not important 

Total 
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FEM_ETP_Structure_8 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_8 

(Shadowing of a female leader) 

Very important 32,9% 

Important 32,9% 

I don´t know 21,9% 

12,3% 

100,0% 

Not important 

Total 

 

FEM_ETP_Structure_9 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_9 

(Speficic leadership training) 

Very important 50,7% 

Important 43,8% 

5,5% 

100,0% 

I don´t know 

Total 

 

FEM_ETP_Structure_10 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_10 

(Specific management trainings) 

Very important 50,7% 

 
43,8% 

5,5% 

100,0% 

Important 

I don´t know 

Total 

 

FEM_ETP_Structure_11 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_11 

(Specific soft skills training) 

Very important 42,5% 

Important 42,5% 

I don´t know 6,8% 

8,2% 

100,0% 

Not important 

Total 
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FEM_ETP_Structure_12 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_12 

(Flexible working hours) 

Very important 28,8% 

Important 38,4% 

I don´t know 12,3% 

17,8% 

2,7% 

100,0% 

Not important 

Not important at all 

Total 

 
FEM_ETP_Structure_13 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Structure_13 

(Flexible career planning) 

Very important 56,2% 

Important 23,3% 

13,7% 

6,8% 

100,0% 

I don´t know 

Not important 

Total 

 

 
14. Attractiveness of Program-Related Aspects in % 

FEM_Pos_1 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_1 1 43,1% 

2 
19,4% 

11,1% 

12,5% 

8,3% 

4,2% 

1,4% 

100,0% 

3 

4 

5 

6 

7 

Total 
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FEM_Pos_2 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_2 1 1,4% 

18,1% 

13,9% 

12,5% 

2 

3 

4 

5 16,7% 

6 20,8% 

7 16,7% 

100,0% Total 

 
FEM_Pos_3 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_3 1 1,4% 

4,2% 

9,7% 

19,4% 

20,8% 

16,7% 

2 

3 

4 

5 

6 

7 27,8% 

Total 100,0% 

 
FEM_Pos_4 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_4 1 15,3% 

2 20,8% 

3 16,7% 

16,7% 

11,1% 

12,5% 

6,9% 

100,0% 

4 

5 

6 

7 

Total 
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FEM_Pos_5 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_5 1 20,8% 

15,3% 2 

3 22,2% 

4 15,3% 

12,5% 

8,3% 

5,6% 

100,0% 

5 

6 

7 

Total 

 

FEM_Pos_6 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_6 1 13,9% 

2 20,8% 

3 16,7% 

8,3% 

12,5% 

13,9% 

13,9% 

100,0% 

4 

5 

6 

7 

Total 

 

FEM_Pos_7 * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_Pos_7 1 4,2% 

1,4% 

9,7% 

15,3% 

18,1% 

23,6% 

2 

3 

4 

5 

6 

7 27,8% 

Total 100,0% 
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15. Female Reaction to Terms Program Name 
FEM_ETP_Name_FEM * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Name_ 

FEMALE 

Yes 52,8% 

No 26,4% 

20,8% 

100,0% 

I don't know 

Total 

 
FEM_ETP_Name_WOM * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Name_ 

WOMEN 

Yes 31,9% 

No 38,9% 

I don't know 29,2% 

100,0% Total 

 

FEM_ETP_Name_LEAD * Dummy_FEM_REACTION Crosstabulation 

% within Dummy_FEM_REACTION 

 

Dummy_FEM_REACTION 

Like 

FEM_ETP_Name_ 

LEADER/LEADERSHIP 

Yes 83,3% 

No 6,9% 

9,7% 

100,0% 

I don't know 

Total 

 

 
16. Male Reaction to Terms Program Name 

MALE_ETP_Name_FEM * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Like 

MALE_ETP_Name_ 

FEMALE 

Yes 36,0% 

No 32,0% 

32,0% 

100,0% 

I don't know 

Total 
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MALE_ETP_Name_WOM * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Like 

MALE_ETP_Name_ 

WOMEN 

Yes 16,0% 

No 48,0% 

I don't know 36,0% 

100,0% Total 

 

MALE_ETP_Name_LEAD * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Like 

MALE_ETP_Name_ 

LEADER/LEADERSHIP 

Yes 76,0% 

No 8,0% 

16,0% 

100,0% 

I don't know 

Total 

 

 

17.  Male Rating of Statements Continuous Scale in % 
MALE_Attractiveness * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Total Dislike Like 

MALE_Attractiveness Strongly agree  13,0% 8,6% 

Agree 16,7% 60,9% 45,7% 

Undecided 16,7% 21,7% 20,0% 

Disagree 50,0% 4,3% 20,0% 

Strongly disagree 16,7%  5,7% 

Total 100,0% 100,0% 100,0% 
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MALE_Increase_Female_Leader * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Total Dislike Like 

MALE_Increase_Female_Leader Strongly agree 7,7% 29,2% 21,6% 

Agree 30,8% 62,5% 51,4% 

Undecided 38,5% 8,3% 18,9% 

Disagree 15,4%  5,4% 

Strongly disagree 7,7%  2,7% 

Total 100,0% 100,0% 100,0% 

 

MALE_Apply_Regular TP * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Total Dislike Like 

MALE_Apply_Regular TP Strongly agree 25,0% 50,0% 41,7% 

Agree 41,7% 33,3% 36,1% 

Undecided 33,3%  11,1% 

Disagree  8,3% 5,6% 

Strongly disagree  8,3% 5,6% 

Total 100,0% 100,0% 100,0% 

 

MALE_Disadvantage * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Total Dislike Like 

MALE_Disadvantage Strongly agree 53,8% 8,7% 25,0% 

Agree 30,8% 17,4% 22,2% 

Undecided 7,7% 17,4% 13,9% 

Disagree 7,7% 34,8% 25,0% 

Strongly disagree  21,7% 13,9% 

Total 100,0% 100,0% 100,0% 
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MALE_Apply_Leader * Dummy_MALE_REACTION Crosstabulation 

% within Dummy_MALE_REACTION 

 

Dummy_MALE_REACTION 

Total Disike Like 

MALE_Apply_Leader Strongly agree 38,5% 37,5% 37,8% 

Agree 23,1% 54,2% 43,2% 

Undecided 23,1% 4,2% 10,8% 

Disagree 7,7% 4,2% 5,4% 

I don´t know 7,7%  2,7% 

Total 100,0% 100,0% 100,0% 

 

 
18. Mann-Whitney U Test for Male cases (Statements) 
Hypothesis Test Summary for H1, H2, H3, H4, H5 
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Results H1 

 
 

Report 

MALE_Attractiveness   

Dummy_MALE_REACTION Median N 

Dislike 4,0000 12 

Like 2,0000 23 

Total 2,0000 35 

 

 

 

 

 
 
 
Results H2 

 
Report 

MALE_Increase_Female_Leader   

Dummy_MALE_REACTION Median N 

Dislike 3,0000 13 

Like 2,0000 24 

Total 2,0000 37 
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Results H2 
 

 
Report 

MALE_Disadvantage   

Dummy_MALE_REACTION Median N 

Dislike 1,0000 13 

Like 4,0000 23 

Total 3,0000 36 

 

 

 

 
 

 
 

 

	

	


