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ABSTRACT KEYWORDS

This study examines how exposure to sustainability-related messages

shapes university students’ stated job preferences using a randomized

information treatment followed by a choice-based conjoint experiment

(N = 506). Three frames—economic–functional (business-case sustain-

ability; “shared value”), accountability–transparency (credibility scrutiny;

anti–greenwashing), and crisis–urgency (imminent global risk; collective ac-

tion)—precede job choices that vary in traditional job attributes and sus-

tainability attributes aligned with the United Nations Sustainable Devel-

opment Goals (SDGs). Across conditions, traditional job factors (job en-

joyment, work–life balance, salary) remain the strongest predictors of job

choice. Sustainability attributes exert smaller effects: employer-level SDG

efforts (the organization’s stated SDG-aligned initiatives) are modestly posi-

tive on average, and role-level opportunities to contribute to SDGs through

one’s own work become more influential for some respondents under the

accountability–transparency frame. Interpreted cautiously, these patterns

suggest that credibility concerns may shape when accountability-oriented

sustainability messaging translates into employer attractiveness in this con-

text.
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1. Introduction

Sustainability has become a critical priority for organiza-

tions striving to align their operations with global chal-

lenges such as climate change, resource depletion, and so-

cial inequality.The Sustainable Development Goals (SDGs)

adopted by the United Nations serve as a universal frame-

work for achieving equitable and sustainable development

(United Nations, 2015). In this context, the integration of

sustainability into organizational practices in many com-

panies has moved beyond corporate social responsibility

(CSR) initiatives to include core strategies that influence

internal and external stakeholders, including potential em-

ployees (Kim, 2018; Rosati & Faria, 2019; Rothenhoefer,

2019). Sustainable marketing,which encompasses practices

that promote sustainability-oriented values and behaviors,

plays a vital role in shaping perceptions of organizations as

socially responsible and attractive employers.

Young job seekers, particularly university students, rep-

resent a critical cohort in the labor market, and as fu-

ture leaders, their values and preferences significantly in-
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fluence organizational strategies and sustainability transi-

tions (Yamane & Kaneko, 2021). Previous studies sug-

gest that younger cohorts are more likely to pursue em-

ployment in organizations that demonstrate pro-social and

pro-environmental commitments (Hicklenton et al., 2021;

Nguyen et al., 2022). However, evidence regarding the rel-

ative importance of sustainability-oriented attributes, such

as CSR initiatives and SDG contributions, compared to tra-

ditional job attributes (e.g., salary and work-life balance)

remains mixed (Bustamante et al., 2020). This highlights

the critical need to better understand how sustainability

messaging influences job preferences and to identify the

conditions under which sustainability-oriented attributes

enhance employer attractiveness.

In Japan, the SDGs have become widely recognized in

public discourse, making “SDG contribution” (i.e., SDG-

aligned sustainability efforts) a plausible and interpretable

employer attribute for university students. A national con-

sumer survey reported an SDG awareness rate of 91.6%

and found that 79.3% of respondents reported a more fa-

vorable impression of companies proactively engaged in

SDG initiatives (Dentsu Inc., 2023). Consistent with this

broader visibility, a survey of university and graduate stu-

dent job seekers reported near-universal recognition of the

SDGs (98.5%); 51.7% indicated that they consider firms’

SDG efforts when choosing jobs; and 70.2% reported in-

creased interest in a company when they learn it is working

on the SDGs (Mori, 2023).

Message framing theory provides a valuable lens for

exploring how sustainability-related messages can shape

perceptions and behaviors (Spence & Pidgeon, 2010).

Frames that emphasize the business case for sustainability

(economic–functional), credibility and scrutiny of sustain-

ability claims (accountability–transparency), or urgent col-

lective risk (crisis–urgency) have been shown to resonate

with different audience segments depending on their val-

ues and motivations (Florence et al., 2022). However, the

effectiveness of these frames in promoting sustainability-

oriented employer branding remains underexplored, par-

ticularly when combined with traditional job attributes.

Moreover, recent research underscores the importance of

congruency and emotional resonance in message framing,

suggesting that tailored multidimensional approaches may

be more effective than single-frame strategies in engaging

diverse audiences (Song et al., 2024).

To address these gaps, this study examines whether

exposure to three SDG-related communication frames—

economic–functional, accountability–transparency, and

crisis–urgency—shifts the relative importance students at-

tach to sustainability-related and traditional job attributes

in stated job choices.We employ an information-treatment

experiment followed by a choice-based conjoint design to

estimate Average Marginal Component Effects (AMCEs)

and compare attribute weights across framing conditions.

A key distinction in the design is between sustainability

at the employer level (company initiatives) and at the

role level (opportunities to contribute through one’s

own work). In addition, we explore heterogeneity using

reaction-based subgroups (favorable, neutral, critical)

derived from brief open-ended comments collected

immediately after message exposure. As the study is

exploratory, this study poses research questions rather

than formal hypotheses.

2. Literature Review

This study draws on message framing theory, research

on personal norms in sustainable behavior, and work on

employer attractiveness to examine how sustainability-

oriented messages relate to job preferences among univer-

sity students. It also incorporates insights on how sustain-

ability and socially responsible attributes may complement

traditional job factors such as salary and work–life balance.

2.1. Message FramingTheory and SDG-Related

Frames

Message framing theory, originally grounded in Kahneman

and Tversky’s (1979) prospect theory, examines how the

presentation of equivalent outcomes—framed as gains or

losses—can significantly affect judgments, attitudes, and be-

haviors. Early research on framing effects focused on illus-

trating how seemingly trivial changes in wording (e.g., high-

lighting benefits versus costs) led individuals to make differ-

ent choices (Tversky & Kahneman, 1981). Following these

foundational studies, scholars later applied it to health com-

munication and,more recently, to sustainable behavior and

social marketing. For instance, emphasizing environmental

gains (e.g., energy savings and reduced carbon footprint)
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over losses (e.g., ecological damage and financial penalties)

can influence individuals’ motivation to adopt greener prac-

tices or support eco-friendly policies (Grappi et al., 2024;

Mahasuweerachai & Suttikun, 2023).

Common framing dimensions include positive vs. neg-

ative, abstract vs. concrete, and self- vs. other-focused,

targeting distinct cognitive and emotional processes (Flo-

rence et al., 2022). However, single-frame approaches have

shown inconsistent effects on promoting sustainable be-

haviors (Florence et al., 2022). Recent evidence suggests

that combinations of framing dimensions (e.g., valence,con-

creteness, and self–other focus) may shape engagement

more consistently than single-dimension frames.

Building on this literature, the present study examines

how SDG-related frames may shift the weight placed on

sustainability-related job attributes in job-choice trade-offs.

These studies underscore the importance of how sustain-

ability messages are framed—whether emphasizing gains,

accountability, or urgency—in shaping audiences’ percep-

tions and emotional responses. However, accountability-

and transparency-oriented messages may not uniformly

increase trust, and reactions can vary across audiences.

This underscores the importance of examining framing ef-

fects in contexts where individuals trade off sustainability

considerations against traditional job attributes. Against

this background, the present study examines how expo-

sure to distinct SDG-related frames (economic–functional,

accountability–transparency, crisis–urgency) changes the

importance students attach to sustainability-related job at-

tributes relative to traditional job features.

2.2. Norm Activation and Sustainable

Decision-Making

Norm activation theory (Schwartz, 1977) provides a

framework for understanding how personal norms influ-

ence sustainable decision-making. It emphasizes two key

elements: Awareness of Consequences, which refers to

recognizing the societal or environmental implications of

one's actions or inaction; and the Ascription of Responsi-

bility, which involves accepting personal accountability to

address these identified issues.

Prior research suggests that frames highlighting conse-

quences and responsibility can activate personal norms

and, in turn, support sustainable behavior. These insights

imply that individual values may shape how young jobseek-

ers respond to SDG-related messages, which motivates

our exploratory analysis of heterogeneity in the conjoint

results.

2.3. Employer Attractiveness and Sustainability

Attributes

Prior work offers mixed evidence regarding the influence of

sustainability-oriented attributes on employer attractive-

ness. Intangible features such as a supportive social en-

vironment (Hicklenton et al., 2021) and meaningful CSR

commitments (Nguyen et al., 2022) may increase job pur-

suit intentions among younger cohorts. Organizational

values can also shape employer appeal, including both in-

ternal CSR (e.g., employee well-being) and external CSR

(e.g., environmental initiatives) (Song et al., 2024; Story

et al., 2016). At the same time, tangible job attributes

such as wages, career opportunities, and work–life balance

frequently outweigh sustainability-oriented factors (Busta-

mante et al., 2020).

Because prior work rarely examines how sustainability-

related attributes are weighted relative to core job factors

when individuals make explicit trade-offs, this study em-

beds sustainability-related attributes alongside traditional

job attributes in a conjoint design to assess their relative

importance in stated job choices.

2.4. Research Question Development

We use a conjoint design to examine how SDG-related

frames shift the relative importance of sustainability-

related versus traditional job attributes. As this study is

exploratory, it poses research questions rather than for-

mal hypotheses. Based on the preceding theoretical and

empirical discussion, the following research questions are

proposed:

• RQ1: How do traditional job attributes (e.g., salary,

work–life balance, job enjoyment) and SDG-related

job attributes influence students’ stated job prefer-

ences in a conjoint experiment?

• RQ2: How does exposure to distinct SDG-

related information frames (economic–functional,
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accountability–transparency, crisis–urgency) change

the relative importance of these job attributes?

• RQ3 (exploratory): Do these framing effects differ

across respondents who react favorably, neutrally, or

critically to the SDG-related information?

3. Materials and Methods

This study employed an exploratory experiment to ex-

amine how sustainability-related information influences

job preferences among university students. Figure 1

presents the overall experimental design. To maintain a

clear focus on the conjoint experiment, detailed materi-

als are reported in the Supporting Information (SI) and

supplementary analyses—including coding procedures for

open-ended responses and additional pre-treatment analy-

ses—are available upon request.The main text summarizes

only those elements directly relevant for interpreting the

conjoint results.

3.1. Information treatment experiment

Respondents were randomly assigned to a control group

or one of three treatment groups representing sustain-

ability frames commonly encountered in general me-

dia (e.g., news, social media). As summarized in Ta-

ble 1, these treatments include T1 (economic-functional),

emphasizing shared value (Porter & Kramer, 2011);

T2 (accountability-transparency), addressing SDG-washing

risks (Delmas & Burbano, 2011); and T3 (crisis-urgency),

highlighting global challenges (United Nations, 2021). Ta-

ble 1 maps these thematic labels onto established framing

dimensions (Florence et al., 2022).

After reading their assigned framing message, respon-

dents were asked to provide a brief, open-ended re-

action. These responses were coded into three broad

categories—favorable, neutral, and critical—based on their

overall evaluative tone. Because the accountability–

transparency (T2) message is framed as a warning about

SDG-washing, the meaning of ‘favorable’ differs from the

other frames: inT2, favorable reactions indicate agreement

with the anti–SDG-washing message, whereas critical re-

actions indicate skepticism toward that warning (i.e., more

tolerance of SDG-washing claims). These categories are

used solely to define exploratory subgroups in the conjoint

analysis. A detailed description of the coding procedure

and examples of responses are provided upon request.

3.2. Conjoint Experiment Design

Following exposure to (or absence of) the information

treatment, respondents completed a choice-based conjoint

task to evaluate trade-offs in hypothetical choices (Hain-

mueller et al., 2013). The conjoint experiment constitutes

the primary empirical component of this study, allowing

us to estimate the relative importance of job attributes

and how these weights vary across information treatment

conditions. Respondents were shown pairs of hypotheti-

cal jobs, each randomized across seven attributes (Table 2).

Information shown to all respondents before the conjoint

task is provided in SI-2, and the original conjoint scenario is

provided in SI-3.These attributes were selected to capture

the balance between SDG-specific elements and traditional

job selection factors.

For the sustainability-related attributes, the conjoint dis-

tinguishes between role-level opportunities to contribute

to the SDGs (whether the job enables the employee to

contribute through their own work) and employer-level

SDG efforts (the organization’s stated SDG-aligned initia-

tives). This distinction separates job-level opportunities

for contribution from organizational claims and initiatives

when evaluating sustainability in job choice. Traditional job

selection factors were based on longstanding national sur-

veys of job-seeking attitudes (Career Research Lab, 2021),

which highlight the importance of distinct priorities such as

enjoyment at work and work–life balance among Japanese

university graduates. This design allows for a direct com-

parison of SDG-related attributes with established job se-

lection criteria.

To execute this, respondents viewed randomly gener-

ated job pairs side-by-side and selected their preferred

profile six times. Because the attribute levels were in-

dependently randomized across profiles and choice tasks,

causal effects of job attributes on respondents’ choices are

identified by design rather than by modeling assumptions

about the underlying utility function. In line with recent

work on conjoint survey experiments, we interpret the

effects of attributes in terms of AMCEs, which estimate
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Figure 1: Overview of the Survey Experiment

the average change in the probability of choosing a profile

when a given attribute level is changed, averaging over the

joint distribution of all other attributes (Bansak et al., 2020;

Hainmueller et al., 2013).This design-based framework re-

duces concerns that are common in non-experimental sur-

vey research,such as unobserved confounding or common-

method variance in self-reported attitudes, because the

key outcomes of interest—hypothetical job choices—are
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Table 1: Summary of SDG-related message treatments

Treatment Core message (1–2 lines) Key emphasis Tone / time horizon

T1 Shared value

(Economic–Functional)

Sustainability is compatible with business

success; SDGs can create value for firms

and society.

Profitability + win-win logic Positive; longer-term

T2

Accountability–Transparency

Warns about SDG-washing; emphasizes

scrutiny, evidence, and accountability for

SDG claims.

Credibility + verification Skeptical; near-term

T3 Crisis–Urgency Sustainability framed as an urgent global

challenge requiring action and collective

responsibility.

Urgency + efficacy Mixed;

immediate/near-future

Note: Full message texts are provided in the Supporting Information (see SI 1).The treatment labels reflect common framing dimensions discussed

in prior work (e.g., Florence et al., 2022).

Table 2: Conjoint Survey Design

AttributeLevel 1 2 3 4 5

I can enjoy working. No Yes
I can achieve work-life balance. No Yes
I can work on a job I want. No Yes
I can contribute to the SDGs through work. No Yes
Company or organization’s SDG contribution Negative

impact

Positive

impact
Company or organization’s performance Bad Good
Average annual income (age of 30) 2 million yen 4 million yen 6 million yen 10 million yen 20 million yen

experimentally induced by the randomized profiles rather

than solely by respondents’ pre-existing beliefs.

3.3. Data Collection

A broader SDG awareness survey targeting Hiroshima Uni-

versity, Japan,was conducted between February and March,

2022. The students were invited to participate in the op-

tional conjoint experiment. The survey was administered

online in two languages (Japanese and English). To encour-

age participation, respondents could enter a prize draw for

gift cards. A total of 506 valid responses were collected

from the university students, yielding the final analytic sam-

ple. Ethical guidelines were followed, and participation was

voluntary.

Table 3 summarizes the demographic characteristics of

the 506 respondents. Of the students, 48.62% were identi-

fied as female and 51.38%were male. In terms of the survey

language, 469 respondents (92.69%) completed the ques-

tionnaire in Japanese, while 37 (7.31%) chose the English

version. The survey was originally developed in Japanese

and translated into English, following standard translation

and back-translation procedures, to ensure clarity. Al-

though the respondents’ native language was not explicitly

asked, 446 out of 506 respondents identified themselves

as domestic students.This suggests a predominantly native

Japanese-speaking sample, though the group may include

some students with diverse linguistic backgrounds.

3.4. Empirical Strategies

This study analyzed the conjoint data by modeling respon-

dents’ choices as a binary outcome (1 = job profile chosen,

0 = not chosen) and estimating AMCEs for each attribute

level. Following standard practice in conjoint survey ex-
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Table 3: Descriptive Statistics of Respondents

Category/Sub-category Count Percentage

Language of Survey
Japanese 469 92.69%
English 37 7.31%

Gender
Female 246 48.62%
Male 260 51.38%

International Status
International Student 60 11.86%
Domestic Student 446 88.14%

Student Level
Undergraduate 349 68.97%
Graduate 157 31.03%

periments, we used a linear probability model using ordi-

nary least squares (OLS) with respondent-clustered stan-

dard errors,which yields unbiased estimates ofAMCEs un-

der random assignment of attribute profiles and facilitates

direct interpretation of coefficients as changes in choice

probabilities (Bansak et al., 2020; Bansak et al., 2021; Hain-

mueller et al., 2013). In this framework,eachAMCE reflects

the average difference in the probability of choosing a job

when a given attribute level is present rather than the base-

line level, averaging over the joint distribution of all other

attributes. To explore heterogeneity in job preferences,

AMCEs are also estimated separately for respondents clas-

sified as favorable, neutral, or critical in their reactions to

the information treatments.

Choice Task.The binary outcome variable Yij indicates
whether respondent i chose job profile j (1) or not (0).
Task was repeated 6 times.

Attributes. Attributes, including salary, work-life bal-

ance, company SDG contributions, and so forth, were in-

dependently randomized to mitigate ordering effects and

ensure full orthogonality.

Assumptions. It is assumed no carryover effects be-

tween consecutive choice tasks,no influence from attribute

ordering, and full randomization of the profiles themselves.

The following linear probability model is estimated:

Yij = α+ βXij + εij , where:

• Xij is a vector of attribute levels (excluding the base-

line),

• β represents the causal effect,

• α is the intercept, and

• εij is the error term.

4. Results

To explore how exposure to different SDG-related infor-

mation treatments (T1, T2, and T3) influences stated job

preferences, this study conducted conjoint experiments to

gauge respondents’ preferences in hypothetical job-seeking

scenarios. This design allows us to identify which job at-

tributes most strongly influence the likelihood of choosing

a particular position. Table 4 presents the AMCEs across

information treatment groups, and Table 5 subsequently

subdivides respondents into those who exhibit neutral, fa-

vorable, or critical reactions. Reaction categories were

derived from coded open-ended comments collected im-

mediately after the information treatment; detailed coding

procedures and analysis results are available upon request.

Effect sizes are reported as percentage-point changes in

job-choice probability, facilitating comparison with tradi-
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tional job attributes such as salary and work—life balance.

4.1. Overall Job-Seeking Preferences

This subsection examines how intrinsic, extrinsic, and

SDG-related job attributes influence preferences in the

baseline (no-information) scenario (Column 1 of Table 4).

The results help us to understand the general factors that

shape university students’ job choices before considering

the effects of SDG-related messages.

In the baseline scenario, extrinsic motivations, particu-

larly salary, were the dominant drivers of job choice. The

AMCE for income, relative to a JPY 2m baseline, was the

largest of any attribute, increasing from 0.184 for JPY 4m

to 0.452 for JPY 10m. The premium for the highest salary

level (JPY 20m) was also substantial (see Table 4). Intrinsic

motivations were also highly important drivers. Respon-

dents placed a high value on jobs they found enjoyable

(AMCE = 0.181), resulting in an 18.1 percentage points

increase in the likelihood of selection compared to a job

that was not enjoyable. This effect is comparable in mag-

nitude to a two- to three-level salary increase. Jobs that

aligned with what respondents personally wanted to do

increased the likelihood of selection by 12.9 percentage

points (AMCE = 0.129), and work–life balance was simi-

larly important (AMCE = 0.158, p < 0.01). These patterns

are consistent with prior evidence that personal interest

and non-monetary job attributes are key drivers of career

decision-making (Career Research Lab, 2021), alongside fi-

nancial incentives posited by classic labor market theories.

By comparison, the SDG-related job attributes had a sta-

tistically significant but practically modest impact. Notably,

whether the role enabled respondents to contribute to the

SDGs through their work (role-level SDG contribution)

did not significantly boost job choice in the control group

(no-information baseline). In contrast, the employer’s SDG

efforts (employer-level SDG contribution) (AMCE = 0.079)

yielded a 7.9 percentage points increase in choice proba-

bility.This effect, while relevant,was less than half the mag-

nitude of work-life balance (0.158). Taken together, these

results indicate that traditional job factors, such as enjoy-

ment, salary, and work-life balance, remain the most impor-

tant drivers of job choice. However, even in the absence of

additional framing, organizational sustainability efforts ex-

ert a modest but measurable influence on preferences.

These findings address RQ1,which explores the relative

importance of sustainability-oriented attributes compared

with traditional job factors. While tangible job attributes,

such as salary and work-life balance, exert the strongest in-

fluence on job selection, the results indicate that company-

level SDG contributions independently increase job attrac-

tiveness.This suggests that sustainability considerations are

already relevant to job seekers even without explicit fram-

ing, although they do not outweigh core employment con-

cerns. The role of framing in shifting these trade-offs is

examined in subsequent sections.

4.2. Treatment Effects on Overall Preferences

In line with RQ2, this subsection now examines how differ-

ent message frames (columns 2–4 in Table 4) influence job-

seeking preferences by shifting the relative importance of

various job attributes. The introduction of these informa-

tion treatments resulted in modest but interpretable shifts

compared to the control group, suggesting that framing af-

fects how job seekers evaluate sustainability alongside tra-

ditional job factors.

Role-level SDG contribution gained modest but mean-

ingful importance under the accountability–transparency

(T2) and crisis–urgency (T3) frames (approximately +6 and

+7 percentage points, respectively). In contrast, role-level

SDG involvement did not significantly affect the control

or T1 groups. These patterns suggest that accountability-

transparency (T2) and crisis-urgency (T3) frames increase

the weight placed on role-level opportunities when making

career decisions.

The influence of a company’s SDG contribution also in-

creased, though the absolute effect remained modest. In

the control group, jobs in companies that actively con-

tributed to the SDGs were 7.9 percentage points more

likely to be chosen. This increased slightly at T1 (8.2 per-

centage points), more noticeably at T2 (9.6 percentage

points), and peaked at T3 (10.8 percentage points).

The importance of intrinsic motivations, such as enjoy-

ment of work, declined slightly when SDG-related mes-

sages were introduced. In the control group, ”enjoy work-

ing” increased job selection by 18.1 percentage points, but

this dropped to 14.1 percentage points in T1, 15.2 per-
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Table 4: Average Marginal Component Effects (AMCEs) by InformationTreatment (Control,T1-T3)

VARIABLES (1) Control (2) T1 (3) T2 (4) T3

I can enjoy working. = 1,Yes 0.181*** 0.141*** 0.152*** 0.156***

(0.025) (0.024) (0.027) (0.027)

I can achieve work-life balance. = 1,Yes 0.158*** 0.146*** 0.164*** 0.123***

(0.025) (0.025) (0.026) (0.023)

I can work on a job I want. = 1,Yes 0.129*** 0.114*** 0.084*** 0.112***

(0.026) (0.026) (0.023) (0.024)

I can contribute to the SDGs through work = 1,Yes -0.002 0.031 0.056** 0.070**

(0.022) (0.026) (0.025) (0.027)

Company or organization’s SDG contribution = 1, Positive 0.079*** 0.082*** 0.096*** 0.108***

(0.025) (0.024) (0.024) (0.024)

Company or organization’s performance = 1, Good 0.072*** 0.113*** 0.030 0.114***

(0.022) (0.024) (0.021) (0.025)

Average annual income (age of 30) = 2, 4M JPY 0.184*** 0.212*** 0.228*** 0.206***

(0.029) (0.031) (0.036) (0.034)

Average annual income (age of 30) = 3, 6M JPY 0.364*** 0.370*** 0.328*** 0.326***

(0.035) (0.040) (0.043) (0.038)

Average annual income (age of 30) = 4, 10M JPY 0.452*** 0.414*** 0.428*** 0.436***

(0.043) (0.043) (0.057) (0.048)

Average annual income (age of 30) = 5, 20M JPY 0.308*** 0.466*** 0.436*** 0.464***

(0.089) (0.104) (0.087) (0.077)

Constant -0.030 -0.048 -0.032 -0.069*

(0.032) (0.036) (0.038) (0.038)

Observations 1,668 1,428 1,440 1,536

R-squared 0.167 0.155 0.134 0.153

Note: This table presents Average Marginal Component Effects (AMCEs) from a conjoint experiment that estimates job-choice probability based

on job attributes under different information treatments. The coefficients represent percentage-point changes in job choice probability when an

attribute is present, relative to its baseline level (e.g., “No,” “Negative,” or “2 million JPY”). Robust standard errors are reported in parentheses.

Significance levels: *** p<0.01, ** p<0.05, * p<0.10. All models were estimated using Ordinary Least Squares (OLS) with clustered errors at the

respondent level. The AMCEs can be interpreted as the marginal effect (in percentage points) of each attribute level on the likelihood of job

selection, relative to the baseline level.

centage points in T2, and 15.6 percentage points in T3.

A similar decline occurred for the attribute ”job I want,”

which decreased from 12.9 percentage points in the con-

trol group to 11.4 percentage points in T1, 8.4 percentage

points inT2, and 11.2 percentage points inT3.These shifts

suggest that when sustainability considerations are empha-

sized, personal job satisfaction becomes slightly less domi-

nant in decision-making.

A company’s financial performance also showed varied

effects. In the control group, strong company performance

increased job choice by 7.2 percentage points. This effect

was more substantial inT1 (11.3 percentage points) andT3

(11.4 percentage points) but was smaller in T2 (AMCE =

0.030, SE = 0.021) and not statistically significant at con-

ventional levels. This pattern aligns with the framing ef-

fects: T1, which links profitability to sustainability, rein-

forces the importance of financial performance, whereas

T2’s emphasis on SDG-washing was weaker and statisti-
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cally insignificant, indicating a weaker association between

company performance and job choice under the account-

ability–transparency frame.

Overall, T1 frames sustainability as profitable, whereas

T2 andT3 make SDG-related job attributes more influen-

tial. The accountability-transparency frame (T2) encour-

ages job seekers to value direct engagement with sustain-

ability,whereas the urgency frame (T3) strengthens the ap-

peal of companies with strong SDG commitments. These

findings suggest that how sustainability is communicated

can alter the weight job seekers place on traditional job

attributes versus sustainability-related factors.

4.3. Job Preferences by Reaction Category

This subsection addresses RQ3 (exploratory) by examining

heterogeneity in AMCEs across reaction categories (neu-

tral, favorable, and critical) within T1,T2, and T3. Reaction

categories were constructed by coding respondents’ brief

open-ended comments provided immediately after expo-

sure to the assigned framing message; detailed coding pro-

cedures and examples are available upon request.

To capture these differences, respondents were divided

into three groups based on their reactions to the informa-

tion treatments: neutral, favorable, and critical.Table 5 illus-

trates theAMCEs for each subgroup across the three treat-

ments, providing insights into how reactions influence job

selection decisions. The preference for a company based

on its contribution to the SDGs appears to be influenced

by the framing of information. For respondents in the fa-

vorable and neutral categories, the likelihood of selecting

a company with a positive SDG contribution generally in-

creased compared with the control group. Specifically, in

the favorable category, preference increased by approxi-

mately 11.8 percentage points for T1 and T3. The neu-

tral categories showed a similar, although slightly smaller,

increase of 8.3 percentage points in T1, 10.1 percentage

points in T2, and 8.9 percentage points in T3.

A notable exception was observed in T2. (For T2, ‘fa-

vorable’ reflects anti–SDG-washing agreement;‘critical’ re-

flects disagreement with the SDG-washing warning.) For

theT2 favorable group, a company’s proclaimed SDG con-

tribution did not significantly affect preference. Instead, this

group showed a heightened interest in making a role-level

contribution to the SDGs through their work, with the

AMCE for this attribute increasing to 0.117 (an 11.7 per-

centage point effect), a statistically significant increase from

the non-significant effect in the control group (AMCE = -

0.002). This pattern is consistent with a clear shift in pref-

erence, making this attribute a relevant, secondary consid-

eration for this group.

Conversely, T2 critical respondents showed a 15.1

percentage-point increase in their preference for employ-

ers with positive SDG efforts. One interpretation is that,

under T2, favorable respondents placed relatively greater

weight on role-level contribution than on company-level

claims,whereas critical respondents showed a stronger re-

sponse to stated company SDG contributions. Simultane-

ously, those with a more critical view may perceive any cor-

porate action on SDGs, even if potentially superficial, as a

positive step.

Regarding salary, preferences were highly sensitive to

both the amount and informational framing. For neutral

respondents under the economic–functional frame (T1),

salary effects increased sharply across levels,with especially

large premiums at the highest salary level (Table 5). How-

ever, among neutral respondents in the T3 crisis–urgency

frame, the premium for the highest salary level (20M JPY)

was not statistically significant, suggesting that urgency cues

may reduce the valuation of exceptionally high pay.

For respondents with a critical perspective, the demand

for financial compensation was considerably higher across

all the treatments. The AMCE for a 20 million JPY salary

reached 0.809 inT1, 0.600 inT2, and 0.750 inT3.These fig-

ures are substantially larger than the control group’sAMCE

of 0.308 (see Table 4), indicating substantially larger salary

premiums among critical respondents across treatments.

Among the respondents in the favorable category, pay pref-

erences were strong and consistent up to the 10 million

JPY level. Interestingly, for the T1 favorable group, the

AMCE for the 20 million JPY salary (0.286) was slightly

lower than that of the control group (0.308). This pattern

suggests diminishing marginal utility at very high salaries,

given that the informational frame already emphasizes cor-

porate profitability and stability. Overall, salary and en-

joyment remain the dominant determinants, with framing

mainly redistributing modest weight among sustainability
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and profitability attributes.

4.4. Summary of Conjoint Findings

The conjoint results show that framing conditions are as-

sociated with modest shifts in the relative importance of

job attributes. In addition, AMCEs vary across reaction-

based subgroups (neutral, favorable, and critical), indicating

heterogeneity in stated job preferences. Neutral respon-

dents placed greater weight on employer-level SDG con-

tributions than on role-level opportunities to contribute.

Favorable respondents placed greater weight on SDG-

related attributes in the accountability–transparency (T2)

and crisis–urgency (T3) frames than in the control condi-

tion. Critical respondents exhibited larger salary premiums

across treatments, while their valuation of employer-level

SDG contribution was strongest under the accountabil-

ity–transparency (T2) frame. Under the economic–func-

tional frame (T1), the AMCE for company performance

was larger than in the control group. Under the account-

ability–transparency frame (T2), performance effects were

comparatively larger among critical respondents, whereas

under the crisis–urgency frame (T3), performance effects

were more pronounced for neutral and favorable respon-

dents.

Salary remained the dominant driver across all groups,

although its marginal effect varied by frame and reaction

category. Overall, framing effects were modest and pri-

marily redistributive rather than transformative: traditional

job attributes—salary, work–life balance, and job enjoy-

ment—remained the dominant determinants, while SDG-

related attributes became more influential underT2 andT3

for some subgroups. Together, these findings address RQ2

and RQ3 by documenting modest average framing effects

and heterogeneity across reaction-based subgroups.

5. Discussion

This study examined whether exposure to three sus-

tainability communication frames—economic–functional

(T1), accountability–transparency (T2), and crisis–urgency

(T3)—shifts how students trade off sustainability-related

and traditional job attributes in stated job choices. Over-

all, framing effects were modest but interpretable, and the

reaction-based analyses indicate meaningful heterogeneity

across respondent subgroups.

5.1. Interpreting Heterogeneity: Credibility and

Role-Level Impact

A plausible interpretation of the observed heterogeneity is

that credibility concerns affect how respondents evaluate

sustainability-related job attributes. When employer-level

SDG claims are perceived as harder to verify—particularly

under the accountability–transparency frame—some re-

spondents appear to place greater weight on role-level op-

portunities to contribute to the SDGs through one’s own

work, rather than relying on organizational claims. This

interpretation is offered as a working explanation and is

not directly measured in the present design. Consistent

with this pattern, favorable respondents under T2 place

greater weight on role-level contribution, while employer-

level SDG contribution is not a significant driver for that

subgroup (Table 5).

5.2. Implications forTheory and Practice

The findings suggest that sustainability framing can mod-

estly reallocate attention across job attributes rather than

fundamentally reshaping job-choice priorities. The study

extends the existing literature (e.g., Grappi et al., 2024;

Song et al., 2024) by demonstrating that “internal CSR”

(personal agency) becomes more attractive when “exter-

nal CSR” (corporate claims) is viewed skeptically. Manage-

rially, the results challenge the one-size-fits-all approach to

communication. While traditional factors like salary and

enjoyment remain dominant (Career Research Lab, 2021),

strategic framing can tip the scales for specific segments.

From a practical perspective, the results suggest that ac-

countability–transparency and crisis–urgency frames may

increase the salience of sustainability-related attributes for

some audiences, particularly when accompanied by con-

crete role-level opportunities for contribution. However,

because effects are modest and heterogeneous, broad

claims about “best” messaging strategies should be made

cautiously.

5.3. Limitations and Future Research

As exploratory research, this study has limitations. First,

the hybrid design of the frames,while ecologically valid, lim-
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Table 5: Average Marginal Component Effects (AMCEs) by Reaction Subgroup and InformationTreatment

VARIABLES (1) T1-

neutral

(2) T1-

Favorable

(3) T1-

Critical

(4) T2-

Neutral

(5) T2-

Favorable

(6) T2-

Critical

(7) T3-

neutral

(8) T3-

Favorable

(9) T3-

Critical

I can enjoy working. = 1,Yes 0.094** 0.146** 0.274** 0.128** 0.191** 0.137** 0.134** 0.182** 0.114

(0.037) (0.038) (0.062) (0.039) (0.044) (0.065) (0.052) (0.034) (0.073)

I can achieve work-life balance. = 1,Yes 0.151** 0.140** 0.127** 0.148** 0.152** 0.222** 0.094** 0.143** 0.103

(0.043) (0.039) (0.052) (0.035) (0.055) (0.049) (0.040) (0.032) (0.063)

I can work on a job I want. = 1,Yes 0.115** 0.112** 0.093 0.077** 0.115** 0.067 0.040 0.141** 0.200**

(0.043) (0.041) (0.063) (0.035) (0.039) (0.059) (0.035) (0.034) (0.058)

I can contribute to the SDGs through

work = 1,Yes

0.039 0.049 -0.047 0.040 0.117** 0.025 0.079 0.058 0.059

(0.039) (0.040) (0.077) (0.040) (0.034) (0.054) (0.050) (0.037) (0.060)

Company or organization’s SDG

contribution = 1, Positive

0.083* 0.118** -0.025 0.101** 0.057 0.151** 0.089** 0.118** 0.116

(0.043) (0.034) (0.048) (0.036) (0.039) (0.055) (0.040) (0.032) (0.087)

Company or organization’s performance

= 1, Good

0.058* 0.143** 0.189** 0.003 0.019 0.111** 0.124** 0.113** 0.089

(0.031) (0.035) (0.087) (0.034) (0.034) (0.043) (0.052) (0.030) (0.077)

Average annual income (age of 30) = 2,

4M JPY

0.193** 0.245** 0.181** 0.218** 0.209** 0.287** 0.208** 0.214** 0.128

(0.051) (0.051) (0.071) (0.049) (0.075) (0.069) (0.060) (0.046) (0.089)

Average annual income (age of 30) = 3,

6M JPY

0.338** 0.383** 0.449** 0.328** 0.273** 0.436** 0.280** 0.352** 0.312**

(0.062) (0.067) (0.093) (0.066) (0.086) (0.067) (0.063) (0.054) (0.094)

Average annual income (age of 30) = 4,

10M JPY

0.338** 0.497** 0.333** 0.343** 0.504** 0.513** 0.573** 0.360** 0.540**

(0.075) (0.061) (0.120) (0.088) (0.101) (0.108) (0.076) (0.066) (0.146)

Average annual income (age of 30) = 5,

20M JPY

0.709** 0.286* 0.809** 0.330** 0.522** 0.600** 0.304 0.423** 0.750**

(0.054) (0.156) (0.139) (0.127) (0.140) (0.140) (0.215) (0.084) (0.101)

Constant 0.014 -

0.120**

-0.008 0.026 -0.050 -0.166* 0.008 -

0.112**

-0.060

(0.063) (0.049) (0.080) (0.051) (0.075) (0.083) (0.058) (0.051) (0.123)

Observations 576 624 228 672 468 300 492 864 180

R-squared 0.128 0.186 0.238 0.112 0.160 0.197 0.136 0.166 0.248

Note: Average Marginal Component Effects (AMCEs) from the conjoint experiment, estimated separately for reaction subgroups within each

information treatment; Columns (1)–(3) report AMCEs for the neutral, favorable, and critical reaction groups underT1; Columns (4)–(6) forT2; and

Columns (7)–(9) for T3; Coefficients represent percentage-point changes in the probability of choosing a job when the attribute level is present

relative to its baseline (e.g., “No,” “Negative,” or “2 million JPY”); This table complements Table 4 by showing how framing effects vary across

respondent reaction profiles discussed in § 4.3.; Robust standard errors are reported in parentheses. *** p<0.01, ** p<0.05, * p<0.10;All models

were estimated using Ordinary Least Squares with clustered errors at the respondent level. AMCEs can be interpreted as the marginal change (in

percentage points) in job-choice probability for each attribute level relative to its baseline.
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its the isolation of specific causal dimensions (e.g., valence

versus temporality). Second, the study did not include stan-

dard closed-ended manipulation check items designed to

isolate specific framing dimensions; therefore, claims about

why framing matters remain tentative.Third,measurement

constraints–including single-item indicators andmodest re-

liability in some measures–require caution in interpreta-

tion. Finally, the single-university sample limits generaliz-

ability. Future research should directly measure perceived

credibility of employer claims and perceived role-level im-

pact using validated multi-item scales, factorial framing de-

signs, and broader samples.

6. Conclusion

This study finds that exposure to SDG-related messages

is associated with modest shifts in how students weight

sustainability-related and traditional job attributes in stated

job choices. Traditional job factors—especially salary,

work–life balance, and job enjoyment—remain dominant,

but accountability–transparency and crisis–urgency frames

can increase the influence of SDG-related attributes for

some subgroups. Overall, the results suggest that sustain-

ability communication may shape employer attractiveness

in contingent and heterogeneous ways, underscoring the

potential importance of credible information and role-level

opportunities for contribution.
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