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Abstract 

Wage and career misperceptions can influence educational and occupational decisions among 

young adults. This thesis investigates the accuracy of salary and promotion expectations among 

economics and business students in Austria. 

A quantitative approach was used, involving an online survey of 206 students enrolled at 

Austrian universities. Participants reported their expectations regarding starting salaries, wage 

growth, and promotion prospects in their anticipated fields. These self-reported expectations 

were compared with sector-specific benchmark data from the Austrian AMS Gehaltskompass.

The analysis, conducted using multiple linear regression, reveals that students overestimate 

their starting salaries by about 12% on average. Neither practical work experience nor semester-

based academic progression was found to be significantly associated with greater expectation 

accuracy.  However,  gender  and  degree  level  were  significantly  associated  with  salary 

misperceptions: male students and master’s students exhibited larger salary misperceptions. 

Social-media-related variables, despite their prominence in the information environment, were 

not significantly associated with salary misperceptions. These results highlight the persistence 

of biased wage beliefs and point to the need for targeted career guidance. The findings offer 

practical implications for educators and policymakers, as well as directions for future research.
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Abstrakt 

Fehleinschätzungen hinsichtlich der Lohn- und Karriereperspektiven können sowohl Bildungs- 

als  auch  Berufsentscheidungen  junger  Erwachsener  maßgeblich  beeinflussen.  Diese 

Masterarbeit  untersucht  die  Genauigkeit  von  Gehalts-  und  Beförderungserwartungen  bei 

Wirtschaftsstudierenden in Österreich. 

Im  Rahmen  einer  quantitativen  Studie  wurden  206  Studierende  an  österreichischen 

Hochschulen  im  Rahmen  einer  Onlineumfrage  befragt.  Die  Teilnehmenden  gaben  ihre 

Erwartungen  zu  Einstiegsgehalt,  Lohnentwicklung  und  Aufstiegschancen  in  ihrem 

angestrebten  Berufsfeld  an.  Diese  Selbsteinschätzungen  wurden  mit  sektorspezifischen 

Benchmark-Daten des österreichischen AMS Gehaltskompass verglichen.

Die  Auswertung  mithilfe  multipler  linearer  Regression  zeigt,  dass  Studierende  ihr 

Einstiegsgehalt  im  Schnitt  um  12%  überschätzen.  Weder  Praxiserfahrung  noch  der 

semesterbasierte Studienfortschritt standen in einem signifikanten Zusammenhang mit einer 

höheren Genauigkeit der Erwartungen. Allerdings standen Geschlecht und Studienniveau in 

einem  signifikanten  Zusammenhang  mit  Gehaltsfehleinschätzungen.  Die  Social-Media-

bezogenen Variablen standen, trotz ihrer hohen Relevanz für die Informationsbeschaffung, in 

keinem signifikanten Zusammenhang mit Gehaltsfehleinschätzungen. Die Ergebnisse zeigen, 

dass verzerrte Lohnerwartungen selbst in informationsreichen Umfeldern weiterhin bestehen, 

und unterstreichen den Bedarf an gezielter Berufsorientierung.

Diese  Arbeit  bietet  praktische  Implikationen  für  Bildungseinrichtungen  und 

Entscheidungsträger*innen sowie Anregungen für zukünftige Forschung.
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1 Introduction

This thesis builds directly on Brunello, Lucifora, and Winter-Ebmer (2004), one of the few 

systematic analyses of wage expectations among European economics students. More than 22 

years after their data collection, this study provides a timely update in a substantially changed 

labour-market and information environment. While Brunello et al. (2004) focused primarily on 

documenting the  level  and cross-country  heterogeneity  of  expectations,  the  present  thesis 

extends their framework by investigating the determinants of misperceptions and introducing 

social media use as a novel explanatory variable, a factor that did not exist when the original  

study was conducted.

Expectations  about  future  income and career  opportunities  are  central  to  educational  and 

occupational choices (Dominitz & Manski, 1996; Wiswall & Zafar, 2021). However, research 

shows that  students’  beliefs  about  wages  and promotions  are  often inaccurate,  leading to 

suboptimal career decisions (Wiswall & Zafar, 2015). In Austria, evidence suggests substantial 

heterogeneity in wage expectations among business and economics students (Brunello et al., 

2004).

Students commonly rely on informal sources, such as family, peers, and social media, rather 

than representative statistics, which can distort their perceptions of labour-market outcomes 

(Chou & Edge, 2012; Manski, 1993; Vogel et al., 2014).

This  thesis  investigates  the  accuracy  of  labour-market  expectations.  Specifically,  starting 

salaries,  wage  growth,  and promotion  prospects  among Austrian  economics  and business 

students. Furthermore, it examines which factors are associated with systematic misperceptions, 

using primary survey data and official Austrian labour-market statistics.

Testing  whether  students  hold  accurate  beliefs  about  labour-market  outcomes matters  for 

several  reasons.  First,  inaccurate  expectations  can  lead  to  inefficient  human-capital 
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investments: students who overestimate wages in a particular field may select into that field for 

the wrong reasons, while those who underestimate returns may miss education or career paths 

that  would  have  been  beneficial  (Becker,  1964;  Wiswall  &  Zafar,  2015).  Second, 

misperceptions distort occupational sorting, with potential consequences for both individual 

welfare and aggregate labour-market efficiency (Dominitz & Manski, 1996). Third, from a 

policy  perspective,  identifying  the  sources  and  magnitude  of  misperceptions  enables 

universities and career services to design better-targeted information interventions that help 

students make more informed decisions (Betts, 1996; Manski, 2004).

1.1 Research Question

The central research question of the thesis is:

How accurate are economics and business students' beliefs about starting salaries, wage  

growth, and promotion prospects in their expected occupation or sector of employment in  

Austria?

In addition, the study addresses the following question:

Which factors are associated with systematic misperceptions about labour-market outcomes  

among students?

The analysis focuses on economics and business students as these students are approaching 

entry  into  the  labour-market  and  are  actively  forming  expectations  about  future  career 

opportunities. The term "expected occupation or sector of employment" refers to the specific 

job  role  or  industry  in  which  students  anticipate  working after  graduation.  This  focus  is 

consistent with prior research that has specifically examined wage expectations among business 

and economics students in European settings (Brunello et al., 2004).
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2 Theoretical Framework and Literature Review

This chapter provides the conceptual foundation and synthesizes the relevant literature for 

analysing wage and career misperceptions among economics and business students in Austria. 

It is structured as follows: Section 2.1 introduces the economic and psychological theories 

underpinning expectation  formation and misperception.  Section 2.2  reviews the  empirical 

literature on wage and career expectations, focusing on studies that illuminate the drivers and 

consequences of misperceptions among student populations. Section 2.3 discusses the role of 

information sources, with particular attention to the novel influence of social media. Section 

2.4  synthesizes  the  key  insights  from  the  preceding  sections  and  outlines  the  research 

implications that guide the empirical analysis of this thesis. Throughout, the review integrates 

seminal contributions and recent advances, drawing on both the references cited in the thesis  

and newly identified studies.

2.1 Theoretical Foundations of Expectation Formation

2.1.1 Human Capital Theory and Rational Expectations

The economic literature on educational and occupational choice is grounded in human capital 

theory (Becker, 1964), which suggests that individuals form expectations about the returns to 

education  and  make  investment  decisions  accordingly.  Under  the  rational  expectations 

framework,  agents  are  assumed  to  form  unbiased  expectations  based  on  all  available 

information (Muth, 1961). However, a growing body of research demonstrates that students’ 

beliefs  about  wages  and  career  prospects  often  deviate  systematically  from  observable 

outcomes (Dominitz & Manski, 1996; Wiswall & Zafar, 2015).
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2.1.2 Bounded Rationality and Information Frictions

Psychological and behavioural theories, in contrast, highlight the limitations of rationality due 

to information frictions and cognitive biases (Kahneman, 2003; Simon, 1957). Students’ access 

to  accurate  labour-market  information is  constrained by limited experience and imperfect 

information channels, leading to reliance on heuristics or salient anecdotes (Köszegi & Rabin, 

2006; Manski, 1993). These frictions can produce persistent misperceptions, with consequences 

for human capital investment and occupational sorting (Betts, 1996).

2.1.3 Bayesian Learning and Expectation Updating

Recent research describes expectation formation as a process of Bayesian learning, where 

individuals update their beliefs as they receive new information over time (Baker et al., 2018; 

Zafar, 2011). This framework predicts that misperceptions diminish with increased exposure to 

relevant labour-market experience (Oswald-Egg & Renold, 2021) or as students progress in 

their studies and receive feedback from internships, peers, and career services.

2.2 Empirical Evidence on Wage and Career Misperceptions

2.2.1 Systematic Biases in Student Expectations

Multiple studies document that students systematically misestimate both starting salaries and 

wage growth in their anticipated fields (Betts, 1996; Brunello et al., 2004). Surveys of European 

business  and  economics  students  reveal  considerable  heterogeneity,  with  both  over-  and 

underestimation  observed  (Brunello  et  al.,  2004).  Gender,  field  of  study,  and prior  work 

experience are salient correlates of these misperceptions (Filippin & Ichino, 2005; Wiswall & 

Zafar, 2015).
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2.2.2 Consequences of Misperceptions

Misperceptions about labour-market outcomes can distort students’ educational trajectories and 

occupational choices, leading to inefficient allocation of talent and suboptimal human capital 

investments (Becker, 1964; Wiswall & Zafar, 2015). Overestimation of returns may induce 

excessive entry into certain fields, while underestimation can deter students from pursuing 

lucrative or growth-oriented careers (Dominitz & Manski, 1996). At the aggregate level, these 

distortions can reduce labour-market  efficiency and exacerbate  skill  mismatches (Manski, 

2004).

2.2.3 Determinants of Expectation Accuracy

Empirical studies consistently find that practical work experience (Dominitz & Manski, 1996; 

Oswald-Egg & Renold, 2021) and progression through higher education (Baker et al., 2018; 

Betts,  1996)  are  associated with  greater  expectation accuracy.  Gender  differences  persist, 

women often report lower expected wages than men, even when controlling for field and 

academic achievement (Brunello et al., 2004; Filippin & Ichino, 2005). Reliance on informal 

sources  and  social  comparisons  may further  contribute  to  misperceptions  (Manski,  1993; 

McComb et al., 2023; Zhang et al., 2024).

2.3 The Role of Information Sources: Social Media and Beyond

2.3.1 Traditional and Informal Information Channels

Students’ beliefs about labour-market outcomes are shaped by a mix of formal and informal 

sources, including family, peers,  university career services,  and official  statistics (Manski, 

1993; McComb et al., 2023; Zhang et al., 2024). However, students frequently underutilize 

official data, often defaulting to anecdotal evidence or peer narratives that may not reflect 

representative outcomes (Manski, 1993).
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2.3.2 Social Media and the Rise of Digital Misinformation

The growing use of social media platforms has introduced new dynamics into expectation 

formation. Research suggests that exposure to curated and often idealized portrayals of career 

and life success on social media can systematically bias individuals’ beliefs about attainable 

outcomes and foster upward social comparison. This process can distort self-perceptions and 

beliefs  about  professional  success  and  is  commonly  theorized  to  contribute  to  biased 

expectations regarding wages and promotions (Fukubayashi & Fuji, 2021; McComb et al., 

2023; Zhang et al., 2024). Social media not only amplifies salient outliers but can also foster  

upward social comparison, leading to inflated or distorted beliefs (McComb et al., 2023; Zhang 

et al., 2024).

2.3.3 Recent Evidence and Implications

Recent academic research suggests that social media can shape perceptions of others’ lives and 

career-related  outcomes  through  social  comparison  processes  and  exposure  to  selectively 

presented information (Fukubayashi & Fuji, 2021; Pena et al., 2022; Zhang et al., 2024). At the 

same time, studies on earnings expectations show that students and young people often hold 

inaccurate beliefs about labour-market outcomes, which may contribute to persistent gaps in 

expectation accuracy even in information-rich environments (Brunello et al., 2004; Dräger & 

Wicht, 2023; Wiswall & Zafar, 2015).

2.4 Synthesis and Research Implications

The reviewed literature demonstrates that wage and career misperceptions are a pervasive 

phenomenon among economics and business students and are shaped by a complex interplay 

of cognitive, informational, and social factors. This thesis extends the literature by integrating 

novel measures of social media reliance and systematically examining their association with 
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misperceptions in the Austrian context. In doing so, it responds to calls for updated evidence in 

a rapidly evolving information landscape (Wiswall & Zafar, 2021).
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3 Methodology

3.1 Research Design

The study uses a one-time online survey among economics and business students enrolled at 

Austrian universities. All respondents were surveyed once during a defined data collection 

period. The aim is therefore to capture students’ salary and career expectations at one point in 

time, rather than following the same individuals over several years. Participants report their 

expectations regarding labour-market outcomes, specifically starting salaries, wage growth, and 

promotion prospects, in their expected occupation or sector of employment.

These subjective expectations are then compared with benchmark data derived from the AMS 

Gehaltskompass,  a  salary  information  tool  provided  by  Arbeitsmarktservice  Österreich 

(Arbeitsmarktservice Österreich, n.d.), in order to measure the magnitude of misperceptions.

This  survey-based approach is  consistent  with  prior  studies  examining wage expectations 

among student populations (Betts, 1996; Brunello et al., 2004; Wiswall & Zafar, 2015) and is 

well-suited to capturing a snapshot of expectation accuracy at a given point in the academic 

lifecycle. However, because respondents are surveyed only once, the study cannot examine 

how individual expectations change over time.

The analysis  addresses two related objectives:  first,  to quantify the gap between students' 

subjective beliefs and actual labour-market outcomes; and second, to identify which observable 

student characteristics are systematically associated with the magnitude of misperceptions.

One methodological challenge inherent to online survey designs is the lack of control over 

respondent behaviour during completion. Participants may search for salary information online 

before or while answering the wage expectation questions, which would artificially reduce 
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measured misperceptions and obscure the genuine state of students' prior beliefs. This issue was 

considered during the survey design. Participants were explicitly instructed not to search for 

salary information while completing the questionnaire. Nevertheless, it cannot be ruled out that 

some respondents consulted external information sources during completion. In addition, online 

surveys cannot fully rule out the possibility that the same person participates more than once. 

To reduce this risk, the survey was configured so that respondents could only participate once 

from the  same  device.  However,  repeated  participation  from different  devices  remains  a 

possibility. 

Throughout  the  extensive  literature  review,  four  hypotheses  were  developed.  These  four 

hypotheses were the following: 

H1: Economics and business students systematically misperceive starting salaries in 

their expected occupation or sector of employment.

Prior research documents that students' wage estimates are typically imprecise and often biased 

(Betts, 1996; Wiswall & Zafar, 2015), and that both over- and underestimation of wages are 

prevalent  across  different  student  populations  (Brunello  et  al.,  2004).  Given  the  mixed 

directional evidence in the literature, this thesis does not commit to a specific direction of bias 

but instead tests for the presence and magnitude of systematic deviation from reference wages. 

The direction of misperception is treated as an empirical question.

H2: Students with internship or prior work experience hold more accurate beliefs about 

labour-market outcomes.

Practical work experience provides students with direct exposure to labour-market conditions, 

which may reduce informational  frictions  and improve the accuracy of  their  expectations 

(Dominitz & Manski, 1996; Oswald-Egg & Renold, 2021). This mechanism is conceptually 
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distinct from that underlying H3: whereas H2 captures the effect of real-world labour-market 

exposure  regardless  of  academic  stage,  H3  captures  the  accumulation  of  labour-market 

information through the progression of formal study.

H3: Students in later stages of their studies hold more accurate expectations about 

labour-market outcomes.

Evidence from Baker et al. (2018) and Betts (1996) confirms that students in more advanced 

years  of  study offer  more  accurate  predictions  of  labour-market  outcomes  than  first-year 

students.  While  H2 and H3 both proxy for  labour-market  exposure,  they capture  distinct 

dimensions:  work experience reflects direct,  practical  engagement with the labour-market, 

whereas study progression reflects the gradual acquisition of formal and informal information 

over time.

H4: Students who rely more strongly on social media for career-related information 

exhibit larger misperceptions about labour-market outcomes.

Social media platforms present selective and potentially unrepresentative portrayals of career 

success, which may distort students' perceptions of wages and career prospects (Fukubayashi 

& Fuji,  2021; McComb et al.,  2023; Zhang et al.,  2024). A recent industry report further 

suggests that  unverified salary information on social  media may contribute to pay-related 

misinformation; however, this evidence is used primarily as contextual motivation rather than 

as a central theoretical foundation (Payscale, 2025).
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3.2 Scope and Delimitations of the Research

While this study offers valuable insights into students' labour-market misperceptions, some 

limitations should be noted. 

The  convenience  sample  limits  generalisability  beyond  Austrian  economics  and  business 

students. Since respondents were surveyed only once, the analysis allows for correlational 

rather  than  causal  conclusions  (Betts,  1996;  Dominitz  &  Manski,  1996).  Self-reported 

expectations may be subject to response bias, while the salary benchmarks derived from the 

AMS  Gehaltskompass  represent  broad  occupational  averages  that  may  not  fully  capture 

individual career expectations (Manski, 2004).

These constraints are common to survey-based research in this field and do not diminish the 

study's contribution to the European evidence base on student wage expectations.
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3.3 Data Collection Method

Within this section, the target population, participant requirements, and the recruitment strategy 

will be discussed.

3.3.1 Target Population

The  study  focuses  on  economics  and  business  students  enrolled  at  Austrian  universities, 

including both bachelor's and master's students. This population is appropriate for the research 

objectives because students at this stage are approaching entry into the labour-market and are 

actively forming expectations about future career outcomes (Brunello et al., 2004; Dominitz & 

Manski, 1996). Focusing on a single disciplinary group also allows the study to construct  

occupation-specific  benchmark  comparisons,  which  would  be  less  feasible  with  a 

heterogeneous cross-disciplinary sample.

3.3.2 Participant Requirements

Participants must meet the following criteria:

 Be currently enrolled in an economics or business-related degree program at an Austrian 

university

 Be between 18 and 30 years of age

 Expect to enter the Austrian labour-market within the next few years

 Intend to work in Austria after graduation

The age restriction is intended to ensure a relatively homogeneous cohort in terms of life 

stage and labour-market proximity. The requirement to intend to work in Austria is necessary 
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to ensure that students' expectations can be meaningfully compared with Austrian benchmark 

data.

3.3.3 Recruitment Strategy

Participants were recruited through a combination of digital channels. These included student 

social media groups, course-specific WhatsApp groups, student platforms (e.g. Studo) as well 

as SurveyCircle, an online platform that facilitates the exchange of survey participation among 

students and researchers.  A snowball approach complemented these efforts by encouraging 

initial respondents to forward the survey to fellow students. The survey was administered online 

using  QuestionPro,  a  dedicated  survey  platform  provided  by  the  University  of  Vienna. 

QuestionPro is a professional tool that enables the creation, distribution, and analysis of online 

surveys, ensuring secure and efficient data collection for academic research. To encourage 

participation, a small incentive was offered, an entry into a prize draw for a €50 voucher from 

Amazon.

The study targeted a minimum of 200 completed responses. This sample size was informed by 

the requirements of the planned regression analysis: assuming a medium effect size (f² = 0.15), 

a significance level of α = .05, and a model with six predictors, a minimum of approximately 

92 observations is required to achieve 80% statistical power (Faul et al., 2007). A target of 200 

responses, therefore, provides a comfortable margin for subgroup comparisons and accounts 

for potential attrition or incomplete responses.

3.4 Survey Structure

The survey consisted of five sections.

In the introduction, participants were informed about the purpose, the estimated duration, as 

well as the voluntary, anonymous and confidential nature of the survey. 
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Section 1: Background Information

Participants reported the following background characteristics:

 Consent

 Age

 Gender

 University enrolment

 Degree program

 Current semester

 Current degree level

 Academic performance

 Whether they have completed an internship

 Prior work experience (type and duration)

 Parental education

These variables allowed the analysis to examine whether expectations differ systematically 

across  students  with  different  levels  of  labour-market  exposure  and  different  information 

environments. 

Gender was included as a control variable because prior research documents systematic gender 

differences in wage expectations among business and economics students, with women tending 

to report lower expected wages than men even when controlling for field of study (Brunello et 

al., 2004; Filippin & Ichino, 2005). Degree level (Bachelor's vs. Master's) and semester were 

included  to  capture  study  progression,  consistent  with  the  Bayesian  learning  framework 

underlying H3 (Zafar, 2011).
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Section 2: Expected Occupation and Sector

Participants indicated the occupational field and sector in which they expect to work after 

graduation. Response categories included:

 Finance or banking

 Consulting (management or strategy)

 Accounting or auditing

 Marketing or sales

 Human resources or organisational management

 Technology or IT management

 Public sector or non-profit

 Other (with free-text specification)

This broader categorisation reflects the full range of sectors typically entered by economics and 

business graduates in Austria and allowed the study to match each participant's expectations 

with the corresponding occupational benchmark from AMS Österreich. The inclusion of a 

broader set of sectors reduced classification error and improved the validity of the benchmark 

comparison.

Section 3: Labour-Market Expectations

Participants were asked to provide their expectations regarding key aspects of early career 

outcomes in their anticipated occupation:

 Expected gross annual starting salary (in EUR): The salary participants believe they will 

earn when they first enter their chosen field.

 Expected city or region of employment:  The location where participants anticipate 

working in their first full-time job after graduation.
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 Expected  weekly  working  hours:  The  total  number  of  hours  per  week,  including 

overtime, participants expect to work in their first full-time job.

 Expected employer type: The kind of organisation (e.g., large company, SME, public 

sector, start-up, non-profit, self-employed) participants anticipate working for.

 Confidence  in  starting  salary  estimate:  How  certain  participants  feel  about  their 

expected starting salary.

 Expected time to first promotion (in months or years): How long participants expect it 

will take to achieve their initial promotion after starting employment.

 Expected probability of promotion within five years (as a percentage): How likely 

participants believe it is that they will receive at least one promotion within the first five 

years of their career.

 Expected gross annual salary five years after entry (in EUR): The wage participants 

anticipate earning five years into their career.

 Confidence  in  finding  a  suitable  job:  How  confident  participants  are  in  securing 

employment in their field after graduation.

These questions were designed to capture students’ subjective beliefs about their starting wages, 

the speed and the likelihood of career advancement, and anticipated wage growth over time. 

This structure ensured that both the level and trajectory of expected labour-market outcomes 

were measured, directly addressing the research hypotheses and the core research question.

Section 4: Sources of Information and Decision-Making

This section explored the informational foundations and influences behind participants’ career 

expectations:

 Reliance on information sources: Participants indicate the extent to which they rely on 

sources such as social media, peers, family, career fairs, official statistics, counselling 
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services, and company websites when forming expectations about salaries and career 

opportunities using a five-point Likert scale (1 = not at all, 5 = very strongly).

 Consumption  of  career-related  content:  Frequency  of  engaging  with  career-related 

content on platforms such as TikTok, Instagram, and LinkedIn.

 Basis for salary estimation: Whether participants’ salary expectations are based on 

current  market  wages,  future  wage  growth,  a  combination  of  both,  or  no  explicit 

consideration

 Open feedback: An open-ended prompt inviting participants to share any additional 

thoughts on their career expectations or decision-making processes.

This section aimed to provide context  for how students form expectations about  their 

careers,  highlighting both the informational  environment  and subjective  approaches to 

decision-making.

Section 5: Raffle Participation

At the end of the survey, participants were offered the opportunity to enter a raffle for one of  

two €50 Amazon vouchers. Participation in the raffle was voluntary and required providing an 

e-mail address, which was collected and stored separately from survey responses to ensure 

complete anonymity and confidentiality of research data.

3.5 Measuring Misperceptions

For each participant, subjective expectations about labour-market outcomes are compared with 

benchmark values derived from official  Austrian labour-market  data  corresponding to  the 

participant's expected occupation. Two measures of misperception are constructed.



20

Absolute misperception is defined as the arithmetic difference between the expected salary 

reported by the respondent and the benchmark salary for the corresponding occupation:

Absolute misperception = Expected salary − Benchmark salary

Positive  values indicate  overestimation,  while  negative values indicate  underestimation of 

labour-market outcomes.

Relative misperception measures the deviation between expected and benchmark salaries as a 

proportion of the benchmark level:

Relative misperception = (Expected salary − Benchmark salary) / Benchmark salary

The relative measure allows meaningful comparisons across occupational categories that differ 

in absolute wage levels and is used as the primary outcome variable in the regression analysis 

(Betts, 1996; Brunello et al., 2004). In addition to starting salary misperceptions, expected wage 

growth is analysed descriptively using respondents' expected salaries five years after labour-

market entry.

3.6 Empirical Strategy

The empirical analysis proceeds in three steps, which are the following:

Step 1 Descriptive Analysis: 

The  study  compares  average  student  expectations  with  benchmark  labour-market  data  to 

describe the overall magnitude and direction of misperceptions. Mean expected values are 

compared with benchmark values using t-tests, and the distribution of absolute and relative 

misperceptions is reported for the full sample and by occupational category.
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Step 2 Hypotheses Analysis: 

The  analysis  examines  differences  in  misperceptions  across  student  subgroups,  including 

students with and without internship experience, early-stage versus late-stage students (by 

semester), students with different levels of prior work experience, and students with high versus 

low reliance on social media for career information. Group differences are assessed using t-

tests and non-parametric alternatives where appropriate.

Step 3 Regression Analysis: 

As a final step, a multiple linear regression model is estimated to examine which factors are 

associated  with  salary  misperceptions  when  several  explanatory  variables  are  considered 

simultaneously. While the preceding analyses focus on individual hypotheses using t-tests and 

simple regression models, the multiple regression serves as a robustness check by controlling 

for  a  range  of  demographic,  educational,  labour-market,  and  social-media-related 

characteristics at the same time.

The dependent variable is the relative salary misperception measure described in Section 3.5. 

The  explanatory  variables  include  gender,  degree  level,  internship  experience,  paid  work 

experience, semester, reliance on social media for salary information, frequency of career-

related social media consumption, and frequency of career-related LinkedIn consumption.

The inclusion of these variables is motivated by the theoretical framework and prior empirical 

evidence. Internship experience and paid work experience are included because direct labour-

market  exposure  may  reduce  informational  frictions  and  improve  expectation  accuracy 

(Dominitz & Manski, 1996; Oswald-Egg & Renold, 2021). Semester and degree level capture 

study progression and are motivated by Bayesian learning models suggesting that students 

update their beliefs as they accumulate information over time (Betts, 1996; Zafar, 2011). Social-
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media-related variables are included because exposure to idealized portrayals of career success 

may influence labour-market expectations and distort reference points (McComb et al., 2023; 

Pena et al., 2022; Zhang et al., 2024). Gender is included as a control variable because previous 

studies have documented systematic gender differences in wage expectations among economics 

and business students (Brunello et al., 2004; Filippin & Ichino, 2005).

The multiple regression analysis allows the identification of factors that remain significantly 

associated  with  salary  misperceptions  after  controlling  for  all  other  explanatory  variables 

simultaneously.  Consequently,  it  provides  a  more  comprehensive  assessment  of  the 

determinants of salary misperceptions than the individual hypotheses tests alone.
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4 Results

This chapter presents the results of the online survey conducted as part of this master's thesis. 

The survey was designed to investigate students' expectations regarding future labour-market 

outcomes, salary prospects, and career development, as well as the factors associated with these 

expectations.  The chapter  is  divided into  two main sections.  The first  section provides  a 

descriptive analysis of the sample and the key survey variables. The second section presents the 

hypotheses tests. These include t-tests and regression analyses used to examine the relationships 

between students’ expectations, salary misperceptions, internship and work experience, study 

progression, and the use of social media for career-related information.

4.1 Descriptive Analysis

The final sample consists of 206 completed responses from students enrolled in economics and 

business-related degree programmes in Austria. The average age of respondents is 25 years (SD 

= 2.44), with ages ranging from 20 to 30 years. The survey was published on May 18th, 2026, 

and remained open for participation until June 4th, 2026, resulting in a data collection period 

of 18 days.

Table 1 summarises the main sample characteristics. The sample is relatively balanced in terms 

of gender and degree level,  with 57.8% female respondents and 57.8% master’s students. 

Participants come from a range of economics and business-related study programmes, with 

Business Administration and Economics representing the largest groups. 

A large share of respondents had already gained some form of labour-market  experience. 

Specifically, 68.0% reported having completed at least one internship related to their field of 

study, while 84.5% indicated prior paid work experience outside of internships.
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Regarding salary expectations, respondents expect an average gross annual starting salary of 

€53,633  (SD =  €15,194).  Five  years  after  labour-market  entry,  expected  annual  earnings 

increase to €72,220 on average (SD = €22,332). These figures suggest that students expect 

substantial earnings growth during the early stages of their careers.

Table 1: Sample Characteristics

Characteristic Category N %
Age Mean (SD) 25.01 (2.44) -
  Range 20-30 -
Gender Male 87 42.2
  Femaile 119 57.8
Degree Level Bachelor's 87 42.2
  Master's 119 57.8
Study Programme Economics 53 25.7
  Business Administration 61 29.6
  Finance / Accounting 15 7.3
  Marketing / Management 43 20.9
  Other 34 16.5
University University of Vienna 57 27.7
  WU Vienna 42 20.4
  TU Vienna 17 8.3
  University of Innsbruck 20 9.7
  University of Graz 5 2.4
  JKU Linz 5 2.4

  Other 60 29.1

Total Sample   206 100
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Figure 1: Distribution of Expected Starting Salaries

Figure 2: Distribution of Expected Salaries after Five Years
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4.2 Misperceptions

Following the methodology outlined in Section 3.5, respondents' expected starting salaries were 

compared with benchmark salaries representing typical labour-market outcomes in Austria. 

This comparison allows the identification of potential deviations between students' subjective 

expectations and observable labour-market conditions.

4.2.1 Benchmarks for Branches

The  benchmark  salaries  used  in  this  study  were  derived  from  the  Austrian AMS 

Gehaltskompass (Arbeitsmarktservice  Österreich,  n.d.).  Rather  than  relying  on  a  single 

occupation,  benchmark  values  were  constructed  separately  for  each  employment  sector 

included in the survey. For every sector, five representative entry-level occupations commonly 

pursued by economics and business graduates were selected. Examples include occupations in 

finance, consulting, accounting, human resources, marketing, technology management, and the 

public sector.

Where  the  AMS  Gehaltskompass  reported  salary  ranges  rather  than  point  estimates,  the 

midpoint  of  the  range was  calculated.  Subsequently,  the  average  across  the  five  selected 

occupations was used to obtain a sector-specific benchmark salary. This approach reduces the 

influence  of  occupation-specific  outliers  and  provides  a  more  representative  measure  of 

expected  entry-level  earnings  within  each  sector.  Respondents  were  then  matched  to  the 

benchmark corresponding to  their  preferred  employment  sector.  This  matching procedure 

enabled the calculation of individual salary misperceptions by comparing each respondent's 

expected starting salary with the benchmark salary associated with the sector in which they 

expect to work after graduation.
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4.2.2 Descriptive Results on Salary Misperceptions

Table 2 presents descriptive statistics for the calculated salary misperception measure. Overall, 

students exhibit a moderate tendency to overestimate expected starting salaries relative to the 

benchmark  values.  The  average  misperception  is  approximately  12%,  indicating  that 

respondents  expect  starting  salaries  to  exceed  benchmark  earnings  reported  in  the  AMS 

Gehaltskompass.

While the mean misperception is positive, the median value is substantially lower, suggesting 

that  a  small  number  of  respondents  with  particularly  optimistic  expectations  contribute 

disproportionately to the overall average. Furthermore, considerable variation exists across the 

sample. Some respondents substantially underestimate labour-market earnings, whereas others 

expect starting salaries that exceed benchmark values by a considerable margin.

The observed dispersion indicates that labour-market beliefs among Austrian economics and 

business students are far from homogeneous. Although the average level of overestimation is 

moderate,  the  large  variation  in  responses  suggests  that  some  students  possess  relatively 

accurate expectations while others hold substantially distorted beliefs regarding their future 

labour-market outcomes.

Table 2: Descriptive Statistics of Salary Misperceptions

Variable N Mean Median SD Min. Max.
Misperception (%) 206 11.99% 4.90% 32.04% -59.61% 150.70%

4.3 Expected Wage Growth

In addition to salary expectations at labour-market entry, respondents were asked to estimate 

their  expected gross annual earnings five years after  starting their  first  full-time job.  The 

average expected starting salary amounts to €53,633 per year, while the average expected salary 

five  years  after  labour-market  entry is  €72,220.  This  corresponds to  an average expected 

increase of approximately €18,587, or about 36%.
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Descriptive  differences  can  be  observed  across  selected  student  characteristics.  Master’s 

students, students with internship experience, male students, and students who consume career-

related social media or LinkedIn content more frequently report somewhat higher expected 

wage growth. However, these patterns are descriptive and do not establish causal relationships. 

The subsequent hypotheses tests examine whether such differences are statistically significant.

4.4 Promotion Prospects

Beyond salary expectations, the survey examined students’ expectations regarding future career 

progression. Respondents were asked how long they expect it will take to receive their first  

promotion and how likely they believe it is that they will receive at least one promotion within 

the first five years of their employment.

The results indicate relatively optimistic promotion expectations. Most respondents (60.7%) 

expect  to  receive  their  first  promotion  within  one  to  two  years  after  entering  full-time 

employment.  On  average,  respondents  estimate  the  probability  of  receiving  at  least  one 

promotion within five years at 77.9%, with a median value of 80%.

Overall, these findings suggest that students hold optimistic beliefs not only about salary growth 

but also about early-career advancement.

4.5 Hypotheses Analysis

The previous sections presented descriptive evidence on students' salary expectations, salary 

misperceptions, expected wage growth, and career prospects. While these results provide initial 
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insights into the sample and the main variables, they do not allow conclusions regarding the 

statistical significance of the observed patterns.

To address the research question more rigorously, the hypotheses developed in Chapter 3 are 

tested using t-tests and multivariate regression analysis. The objective is to examine whether 

salary misperceptions and expected wage growth are systematically associated with students’ 

labour-market experience, study progression, and social media-related variables.

The following sections present the results for each hypothesis in turn.

4.5.1 H1: Salary Misperceptions among Economics and Business Students

The  first  hypothesis  proposes  that  economics  and  business  students  exhibit  systematic 

misperceptions regarding expected starting salaries.

To test this hypothesis, a one-sample t-test was conducted to examine whether the average 

salary  misperception  differs  significantly  from zero.  A value  of  zero  would  indicate  that 

students' salary expectations are fully aligned with the benchmark salaries derived from the 

AMS Gehaltskompass, whereas positive values indicate overestimation and negative values 

indicate underestimation.

The results reveal a statistically significant positive salary misperception (t(205) = 5.37, p < 

.001). The average misperception is 12.0%, implying that students expect starting salaries to 

exceed benchmark labour-market salaries by approximately 12%.

Furthermore, the 95% confidence interval ranges from 7.6% to 16.4%, indicating that the 

observed overestimation is unlikely to be attributable to random sampling variation.
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These findings provide strong evidence that economics and business students do not hold fully 

accurate beliefs regarding entry-level salaries. Instead, respondents systematically overestimate 

expected earnings relative to labour-market benchmarks. Consequently, H1 is supported.

Table 3: One-Sample t-Test of Salary Misperceptions

4.5.2 H2: Labour-Market Experience and Expectations

The second hypothesis proposes that students with prior labour-market experience hold more 

accurate  beliefs  regarding  labour-market  outcomes  and  therefore  exhibit  lower  salary 

misperceptions and different expectations regarding future wage growth.

To test this hypothesis, independent-samples t-tests were conducted comparing students with 

and  without  internship  experience  as  well  as  students  with  and  without  prior  paid  work 

experience.

Regarding salary misperceptions, students who had completed at least one internship reported 

an average misperception of 13.7%, compared to 8.3% among students without internship 

experience. However, the difference was not statistically significant (t(204) = 1.12, p = .263). 

Similarly, no significant difference was observed between students with and without paid work 

experience.  The  average  misperception  amounted  to  12.0%  for  respondents  with  work 

experience and 12.1% for those without work experience (t(204) = -0.03, p = .976).

The analysis was subsequently extended to expected wage growth during the first five years 

after labour-market entry. Students with internship experience expected average wage growth 
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of 37.9%, whereas students without internship experience expected wage growth of 32.0%. 

Although the difference is economically meaningful, it did not reach statistical significance 

(t(204) = 1.54, p = .124). Likewise, students with prior paid work experience expected average 

wage growth of 35.6%, compared to 38.2% among students without work experience. This 

difference was also statistically insignificant (t(204) = -0.52, p = .605).

Overall,  neither  internship  experience  nor  prior  paid  work  experience  appears  to  be 

systematically associated with salary misperceptions or expected wage growth. Consequently, 

the results do not provide support for H2.

4.5.3 H3: Study Progression and Expectations

The third hypothesis proposes that students in later stages of their studies hold different beliefs 

regarding labour-market outcomes than students in earlier stages.

To examine this hypothesis, differences between bachelor's and master's students were analysed 

using independent-samples t-tests. In addition, the relationship between study progression and 

labour-market  expectations  was  investigated  using  simple  linear  regression  models  with 

semester as the explanatory variable.

Regarding salary misperceptions, master's students reported a higher average misperception 

(15.7%)  than  bachelor's  students  (7.0%).  However,  the  difference  narrowly  missed 

conventional levels of statistical significance (t(204) = -1.93, p = .054). This result provides 

only weak evidence that degree level is associated with salary misperceptions.

No significant difference was found for expected wage growth. Bachelor's students expected 

average wage growth of 34.5%, compared to 37.2% among master's students. The difference 

was not statistically significant (t(204) = -0.72, p = .470).
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The regression analysis likewise revealed no significant relationship between semester and 

salary misperceptions (β = 0.082, p = .242). Similarly, semester was not significantly associated 

with expected wage growth (β = -0.044, p = .531). The explanatory power of both models was 

very limited, indicating that study progression accounts for only a negligible proportion of 

variation in students' expectations.

The  results  provide  only  weak  evidence  that  degree  level  is  associated  with  salary 

misperceptions. However,  the relationship does not reach conventional levels of statistical 

significance. Therefore, H3 is not supported.

4.5.4 H4: Social Media Usage and Expectations

The fourth hypothesis proposes that students who rely more strongly on social media exhibit 

larger salary misperceptions.

To test this hypothesis, three separate linear regression models were estimated. The first model 

examined the relationship between salary misperceptions and the degree to which respondents 

rely on social media when forming salary expectations. The second model investigated the 

frequency of career-related content consumption on social media platforms, while the third 

model focused on the frequency of career-related content consumption on LinkedIn.

The  results  provide  no  evidence  that  social  media  usage  is  associated  with  salary 

misperceptions. Reliance on social media as a source of salary information was not significantly 

related to misperceptions (β = -0.070, p = .319). Similarly, the frequency of career-related social 

media consumption was not significantly associated with salary misperceptions (β = 0.057, p 

= .412). The same conclusion applies to LinkedIn usage, which also showed no statistically 

significant relationship with salary misperceptions (β = 0.091, p = .195).
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Across all models, the explanatory power was very limited, with R² values below 1%. This 

indicates that social media-related variables explain only a negligible proportion of variation in 

students' salary misperceptions.

Overall, the findings do not support the hypothesis that students who rely more strongly on 

social media exhibit larger salary misperceptions. Consequently, H4 is not supported.

4.5.5 Multiple Regression

To further examine the determinants of salary misperceptions, a multiple linear regression 

model was estimated. The model included gender, degree level, internship experience, paid 

work  experience,  semester,  reliance  on  social  media  for  salary  information,  social  media 

consumption frequency, and LinkedIn consumption frequency as explanatory variables. This 

analysis serves as a robustness check by assessing the effects of all variables simultaneously 

while controlling for the influence of the others.

The overall model explains approximately 8.8% of the variation in salary misperceptions (R² = 

0.088, Adjusted R² = 0.051). While the explanatory power of the model is modest, two variables 

were statistically significantly associated with salary misperceptions.

First, gender was significantly associated with salary misperceptions (β = -0.131, p = .004). 

Female students reported significantly lower salary misperceptions than male students, even 

after controlling for educational background, labour-market experience, study progression, and 

social-media-related variables. This finding suggests that male students tend to overestimate 

labour-market salaries to a greater extent than female students.

Second, degree level was significantly associated with salary misperceptions (β = 0.097, p = 

.036). Master's students exhibited significantly larger salary misperceptions than bachelor's 

students when all other variables were held constant. Interestingly, degree level did not reach 
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conventional levels of statistical significance in the independent-samples t-test presented in H3 

(p = .054) but became statistically significant in the multiple regression model. 

This suggests that differences between bachelor's and master's students only become apparent 

after controlling for other characteristics such as gender, work experience, study progression, 

and social media usage. Consequently, degree level appears to show a more robust association 

with salary misperceptions.

This  result  contrasts  with  the  independent-samples  t-test  presented  in  H3,  where  the 

difference narrowly missed conventional significance levels. The multiple regression therefore 

provides additional evidence that educational level may be associated with differences in salary 

expectations.

In contrast, internship experience (p = .297), paid work experience (p = .540), semester (p = 

.106), reliance on social media (p = .277), social media consumption frequency (p = .526), and 

LinkedIn  consumption  frequency  (p  =  .466)  were  not  significantly  related  to  salary 

misperceptions.

Overall, the results indicate that gender and degree level show the strongest associations with 

salary misperceptions within the present  sample.  However,  the relatively low explanatory 

power of the model suggests that a substantial proportion of the variation in students' salary 

beliefs remains unexplained and may be driven by factors not captured in the survey.
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Table 4: Multiple Regression of Salary Misperceptions
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5 Discussion 

This chapter situates the empirical findings of the thesis within the context of existing literature 

and theoretical frameworks, highlighting both consistencies and deviations. It  assesses the 

broader significance of the results, explores possible explanations for the observed patterns, 

and delineates theoretical and practical implications. Special emphasis is placed on how the 

present  analysis  extends or  challenges  previous research on expectation formation among 

students in the Austrian context.

5.1 Comparison with Earlier Literature and Interpretation of the Results

The  finding  that  Austrian  economics  and  business  students  overestimate  their  entry-level 

salaries  by  approximately  12%  aligns  with  a  substantial  body  of  international  research 

documenting systematic biases in students’ wage expectations (Betts, 1996; Brunello et al., 

2004; Dominitz & Manski, 1996; Zafar, 2011). Consistent with Brunello et al. (2004) and 

Filippin & Ichino (2005),  this study confirms that expectation miscalibration is prevalent, 

reinforcing the broader literature on bounded rationality and imperfect information in human 

capital formation (Becker, 1964; Kahneman, 2003; Simon, 1957). Notably, the non-directional 

formulation of H1 is justified by evidence from prior studies which report both over- and 

underestimation depending on context (Baker et al., 2018; Wiswall & Zafar, 2015).

However, this thesis adds to the literature by providing recent evidence from the Austrian 

context  using  sector-specific  benchmarks  derived  from  the  AMS  Gehaltskompass 

(Arbeitsmarktservice Österreich, n.d.), thereby increasing the validity of the expectation-reality 

comparison. Unlike some earlier studies which rely on broader or less targeted benchmarks, 

this  approach enhances  the  relevance  of  the  findings  for  Austrian students’  actual  career 

aspirations.
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The absence of significant effects for labour-market exposure and academic progression on 

expectation accuracy (H2 and H3) diverges from theoretical models and empirical studies 

suggesting that practical experience and academic advancement should improve information 

updating and reduce misperceptions (Manski, 1993; Muth, 1961; Oswald-Egg & Renold, 2021). 

The  finding  that  neither  internships  nor  prior  work  experience  meaningfully  reduce 

misperceptions echoes Dräger & Wicht (2023), who also highlight the limited impact of direct 

labour-market exposure on correcting wage expectations.

The  observed gender  differences,  whereby male  students  overestimate  salaries  more  than 

female students, are in line with prior research highlighting gender gaps in wage expectations 

(Brunello et al., 2004; Filippin & Ichino, 2005). The gender difference may partly reflect more 

cautious or realistic expectations among female students, possibly due to greater awareness of 

gender-related wage inequalities in the labour-market. Therefore, lower overestimation among 

female students  should not  necessarily be interpreted as  lower ambition,  but  may instead 

indicate  expectations  that  are  more  closely  aligned with  perceived labour-market  realities 

(Brunello et al., 2004; Filippin & Ichino, 2005). The result that master’s students exhibit greater 

misperceptions than bachelor’s students is particularly striking and stands in contrast to the 

Bayesian learning hypothesis.  This suggests that increased academic progression does not 

necessarily  translate  into  more  accurate  expectations,  possibly  due  to  selection  effects, 

increased optimism or stronger sectoral aspirations among master’s students.

Regarding the influence of social media, the finding of no significant association with salary 

misperceptions challenges recent theoretical concerns about the potential of digital information 

environments to distort career expectations (Fukubayashi & Fuji, 2021; McComb et al., 2023; 

Pena et al., 2022; Zhang et al., 2024). While the prominence of social media in the information 
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landscape is well-documented, the present data suggests that Austrian students either filter such 

content more critically or that existing survey metrics do not capture the nuances of social 

media’s impact on career expectations. This is an important contribution, suggesting the need 

for more refined measurement approaches in future research. 

The low explanatory power of the regression models points to unobserved factors that may 

shape expectation formation, echoing calls in the literature for the inclusion of psychological 

traits, peer effects, and informal information sources (Köszegi & Rabin, 2006; Wiswall & Zafar, 

2021).

5.2 Novel and Unexpected Findings

A key novel contribution of this thesis is the identification of larger misperceptions among 

master’s students, challenging assumptions of cumulative information accuracy with academic 

progression. This runs counter to Muth’s (1961) rational expectations framework and highlights 

the limitations of Bayesian learning in real-world educational settings. It calls for renewed 

scrutiny  of  how  higher  education  programmes  convey  labour-market  realities  and  foster 

realistic expectation formation. 

Similarly, the negligible role of social media-related variables in shaping salary expectations, 

despite their theoretical salience, suggests more nuanced or context-dependent mechanisms at 

play than previously assumed (Fukubayashi & Fuji, 2021; McComb et al., 2023; Zhang et al., 

2024). This finding paves the way for future studies to adopt more granular or experimental 

designs to disentangle the effects of digital information.



39

5.3 Benchmark Construction and Methodological Considerations

The methodological approach of using AMS Gehaltskompass data and matching benchmarks 

to  students’  stated  career  aspirations  represents  a  refinement  over  prior  literature.  While 

previous studies have employed broader benchmarks (e.g., median sector salaries), this thesis 

takes a more targeted approach, therefore enhancing the comparability and validity of the 

findings (Arbeitsmarktservice Österreich, n.d.). However, as acknowledged in the literature, 

the precision of misperception estimates is sensitive to benchmark selection (Wiswall & Zafar, 

2015). Future research could adopt alternative strategies, such as incorporating weighting based 

on actual occupational distributions or using multiple data sources.

5.4 Theoretical and Practical Implications

The persistence of wage misperceptions, despite better access to information and the prevalence 

of digital media, underscores the need for targeted interventions by universities and career 

services (Baker et al., 2018; Wiswall & Zafar, 2015). The findings suggest that interventions 

should be tailored, taking into account gender,  degree level,  and the types of information 

students access. 

Moreover, the limited impact of traditional predictors highlights the importance of broadening 

the analytical lens to include psychological and social factors (Köszegi & Rabin, 2006). Overall, 

this thesis extends the literature by providing new evidence from the Austrian context, refining 

methodological approaches to expectation benchmarking, and challenging some established 

theoretical assumptions about how students form labour-market expectations.
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6 Conclusion and Recommendations 

This final chapter presents the main contributions of the thesis to the academic discussion on 

wage and career misperceptions among students,  clarifies its methodological and practical 

significance, and outlines directions for future research and practice. The focus here is on the 

conceptual and applied advances achieved through this work.

6.1 Contributions to the Field

By introducing sector-specific benchmarks tailored to students’ actual career aspirations and 

systematically  examining  the  role  of  digital  information  sources,  this  thesis  advances 

established research practices in the field of expectation formation. The approach not only 

increases the validity  of  misperception measurement  but  also sets  a  precedent  for  greater 

methodological transparency in benchmark construction. Furthermore, the explicit integration 

of social media and digital information environments into the analysis broadens the scope of 

inquiry and encourages further investigation into contemporary sources of expectation bias. 

These  advances  provide  a  foundation  for  more  targeted  interventions  by  educators, 

policymakers, and university career services. The study’s methodological approach and critical 

discussion of  measurement  challenges offer  valuable reference points for  future empirical 

research concerned with how students form beliefs about their labour-market prospects. 

6.2 Limitations of the Study

While this thesis provides valuable insights, certain practical and methodological limitations 

need to be acknowledged.



41

Limited Control over External Information Sources

Because the survey was administered online, it was not possible to verify whether participants 

consulted  external  salary  information  while  completing  the  questionnaire,  despite  explicit 

instructions not to do so. As a result, the accuracy of some responses may have been affected.

Limited Data Collection Period

The  survey  was  online  for  18  days,  which  may  have  restricted  the  diversity  and 

representativeness of the sample, as not all eligible students may have had the opportunity to 

participate within the time frame.

Self-Reported Data

All responses are self-reported and therefore subject to inaccuracies due to recall bias, social 

desirability bias, or misunderstanding of the questions.

Lack of Longitudinal Data

The study captures expectations at a single point in time and does not allow for tracking changes 

in individual beliefs or actual outcomes over time. 

Potential Misclassification of Study Programmes and Sectors

Respondents’ self-assignment to study programmes or expected employment sectors may not 

perfectly align with official classifications, potentially affecting the matching of expectations 

to benchmark data.
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Limited Scope of Benchmarks

The salary benchmarks are based on available data for broad occupational groups and may not 

account for regional differences, specific job roles, or unique career paths. 

Despite  these  limitations,  the  study  provides  important  empirical  evidence  on  wage 

expectations among economics and business students in Austria and highlights areas for future 

research and policy considerations. 

6.3 Recommendations for Future Research and Practice

Future research should consider longitudinal approaches that track students’ expectations and 

realised outcomes over time, enabling a clearer understanding of how labour-market experience 

and information exposure shape belief accuracy. Qualitative studies could further illuminate 

the psychological and social dynamics underlying expectation formation, such as the roles of 

confidence, risk attitudes, and peer influence. 

There is also value in experimentally evaluating the effectiveness of salary-information tools 

and targeted university interventions, particularly for groups that appear more likely to hold 

misperceptions.  Increasing  the  specificity  of  benchmark  construction  by  accounting  for 

regional, sectoral and firm-specific factors would improve the precision of future analyses. 

Comparative research on benchmark methodologies could further strengthen the robustness of 

findings in this field. 

By addressing these research directions, future studies can extend the impact of this work and 

support  the development of evidence-based policies and guidance that  help students form 

realistic and informed expectations about their career prospects. 
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Appendix Figure 2(A): Introduction and Consent
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Appendix Figure 3(A): Q1-Q3
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Appendix Figure 4(A): Q4-Q6
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Appendix Figure 5(A): Q6-Q9
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Appendix Figure 6(A): Q9-Q11
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Appendix Figure 7(A): Q11-Q13
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Appendix Figure 8(A): Q14-Q17
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Appendix Figure 9(A): Q17-Q20
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Appendix Figure 10(A): Q21-Q23
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Appendix Figure 11(A): Q23-Q26
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Appendix Figure 12(A): Q26-End of Survey
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Appendix B Survey Data

Response ID Q1: What is your age?Q2: What is your gender?Q3: At which Austrian University are you currently enrolled in?Q4: Which degree program are you currently enrolled in?Dynamic CommentQ5: Which degree level are you currently enrolled in?Q5a: Do you plan to pursue a Master’s degree after completing your Bachelor’s degree?Q6: How would you rate your academic performance relative to your peers in the same degree program?Q7: In which semester are you currently studying?Q8: Have you completed at least one internship related to your field of study?Q8a: What was the approximate total duration of your internships?Q9: Do you currently have or did you have paid work experience (excluding internships)?Q9a: What is or was the approximate total duration of your paid work experience (excluding internships)?Q10: What is the highest level of education attained by either of your parents or primary guardians?Q11: In which sector do you most likely expect to work after graduation?Dynamic CommentQ12: What specific occupation or job title do you most likely expect to have after graduation?Q13: In which country do you expect to work after graduation?Q14: What gross annual salary from full-time employment (before tax and excluding bonuses) do you realistically expect to earn in your first full-time job after graduation in Austria? (Please enter the gross amount in EUR per year)Q16: What is the total number of hours per week you realistically expect to work in your first full-time job after graduation, including expected overtime? (Please enter the number of hours per week)Q17: What type of employer do you most likely expect to work for in your first full-time job after graduation?Dynamic CommentQ18: How confident are you in your estimate of your expected starting salary?Q19: What gross annual salary from full-time employment (before tax and excluding bonuses) do you realistically expect to earn five years after starting your first full-time job after graduation? (Please enter the amount in EUR per year)Expected Growth after 5 years in total numbersExpected Growth 5 years in %Q20: How long do you realistically expect it will take until your first promotion after entering fulltime employment? Q21: What do you believe is the probability (0–100%) that you will receive at least one promotion within the first five years of your career? ProbabilityQ22: How confident are you in finding a suitable job in your field after graduation?Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q23: To what extent do you rely on the following sources? (Please indicate to what extent you rely on the following sources when forming expectations about salaries and career opportunities)Q24: How often do you consume career-related content on social media platforms such as TikTok, Instagram, or similar platforms?Q25: How often do you consume career-related content on LinkedIn?Q26: 

Range Social media platforms (e.g., TikTok, Instagram)LinkedInFriends or fellow studentsFamily membersCareer fairs or university eventsOfficial salary statistics/databasesCareer counselling servicesCompany career websites

59616333 30 1 1 1 2 3 4 1 2 1 4 4 2 Consultant 1 60,000.00 40 1 4 80000 20000 33.33% 2 100 2 2 1 4 3 1 1 1 4 3 2 1

59621248 26 2 2 2 2 4 4 1 2 1 4 5 6 Project Manager 1 58,000.00 40 1 4 85000 27000 46.55% 2 100 1 2 4 3 1 1 1 1 3 2 2 1

59623494 30 1 7 4 2 4 4 2 1 4 5 6 Project Manager 1 60,000.00 40 1 3 70000 10000 16.67% 2 90 3 2 3 4 4 3 3 3 4 3 3 4

59625496 29 2 2 2 2 3 4 1 2 1 4 6 5 Consulting 1 55,000.00 45 1 4 60000 5000 9.09% 2 90 1 1 2 4 1 1 4 1 1 4 2 1

59625819 25 1 2 2 2 4 2 1 1 1 2 6 2 junior Consultant 1 39,200.00 40 1 4 70000 30800 78.57% 3 100 3 4 1 5 5 3 5 3 5 6 1 3

59625902 28 2 2 2 2 4 4 1 3 1 4 5 2 Consultant 1 60,000.00 50 1 4 80000 20000 33.33% 2 89 2 1 4 3 3 4 5 5 5 5 6 1

59629601 23 2 2 5

[O
th
er 2 3 4 2 1 1 6 2 Business Development Manager 1 30,000.00 40 2 2 50000 20000 66.67% 3 40 4 1 1 2 4 3 3 3 3 4 1 4

59703305 28 1 7 2 2 4 4 1 1 1 4 6 6 IT Quality Manger 1 65,000.00 40 1 3 75000 10000 15.38% 2 83 3 2 4 4 3 3 4 3 4 6 5 3

59744593 30 2 7 4 1 3 3 5 1 3 1 4 6 1 Associate Consultant 1 45,000.00 40 3 3 60000 15000 33.33% 2 100 1 5 1 3 2 1 3 1 2 6 1 3

59786126 25 2 2 4 2 3 4 1 1 1 4 6 3 Any Junior Professional Role 1 60,000.00 42 1 3 70000 10000 16.67% 2 87 4 1 5 5 4 3 5 2 5 4 5 1

59788238 23 2 2 2 2 3 4 1 4 2 6 2 Associate Consultant 1 65,000.00 65 1 3 95000 30000 46.15% 2 90 2 2 3 4 4 5 3 3 5 4 4 1

59789553 28 1 2 5

[O
th
er 2 4 4 1 3 1 4 6 7 PR Manager 1 48,000.00 40 1 4 60000 12000 25.00% 2 70 4 2 3 4 2 2 4 3 1 5 5 3

59790313 26 2 2 2 1 1 4 6 1 4 1 3 6 1 Banker 1 55,000.00 45 1 3 80000 25000 45.45% 2 80 2 4 4 4 2 3 3 3 5 6 5 3

59803641 25 2 1 1 2 3 6 2 2 6 4 Bank / Junior 1 30,000.00 38 1 3 50000 20000 66.67% 3 71 2 1 1 2 2 3 3 2 3 1 4 1

59803932 26 2 1 1 2 4 6 2 1 3 6 2 Strategy consultant 1 80,000.00 45 2 4 120000 40000 50.00% 2 81 2 2 2 2 3 1 2 1 3 1 3 3

59809422 26 1 7 2 1 3 5 14 1 4 1 4 6 4 Account Executive 1 80,000.00 42 1 4 90000 10000 12.50% 2 100 1 1 2 4 1 3 4 2 5 1 6 3

59813680 26 1 1 1 2 4 4 1 1 1 1 6 7 Administrative Assistance 1 60,000.00 40 1 2 80000 20000 33.33% 3 66 3 2 3 1 1 2 2 1 3 3 3 3

59814681 24 2 1 1 2 3 4 2 1 3 5 9
[Ot
he Researcher 1 35,000.00 40 3 3 40000 5000 14.29% 4 70 4 4 4 5 3 4 5 4 5 6 6 1

59815616 25 1 7 5
[O
th 1 3 3 4 2 1 4 5 9

[Ot
he Business Anaylst 1 60,000.00 55 2 3 80000 20000 33.33% 3 30 4 2 4 5 4 3 2 3 3 2 2 2

59821628 25 1 2 3 2 4 3 1 1 1 2 3 1 Bank Manager 1 70,000.00 40 1 4 80000 10000 14.29% 2 100 1 2 1 4 3 1 1 1 1 4 1 1

59824571 23 1 1 1 2 4 3 1 1 2 6 7
Working at a central bank or working at the 
foreign minister 1 56,000.00 40 3 3 90000 34000 60.71% 2 85 2 2 1 3 4 3 4 2 4 6 1 1

59842893 25 2 2 4 2 5 4 1 4 2 6 4 Graduate trainee 1 60,000.00 45 1 4 90000 30000 50.00% 2 100 2 1 3 5 3 2 3 2 4 4 6 2

59844109 29 2 1 2 1 1 3 14 1 1 1 4 6 6 SAP Consultant 1 30,000.00 38 1 3 60000 30000 100.00% 1 70 2 1 2 2 1 2 4 4 5 2 3 3

59851548 25 2 7 4 2 5 3 1 2 1 3 6 8 CRM Manager 1 30,000.00 50 4 2 40000 10000 33.33% 2 100 2 3 4 4 3 3 4 1 4 4 5 3

59855271 29 1 1 1 2 4 4 2 1 3 6 7 Administrative Officer 1 30,000.00 40 3 4 41000 11000 36.67% 2 73 2 2 2 5 5 5 4 4 3 2 2 4

59884171 23 2 2 4 2 4 4 1 2 1 3 6 4 Junior Marketing Manager 1 35,000.00 40 1 4 50000 15000 42.86% 2 70 2 2 5 5 2 2 2 2 4 2 6 3

59941821 28 2 7 4 2 5 4 2 1 4 6 7 Policy officer (just like now) 1 70,000.00 38 3 5 80000 10000 14.29% 2 55 2 1 4 4 1 3 2 1 5 1 6 4

59950882 29 2 1 1 2 5 5 2 1 4 2 1 Risk management 1 51,800.00 38 1 4 60000 8200 15.83% 3 89 5 1 3 5 5 2 2 1 4 1 5 3

59963712 27 2 7 2 2 3 4 1 3 1 4 6 9
[Ot
he Manager 1 55,000.00 38 1 4 75000 20000 36.36% 2 66 2 2 4 4 2 1 4 3 4 2 5 2

59990784 25 2 7 5
[O
th 2 3 4 2 1 3 6 5 MA 1 42,000.00 42 2 2 49000 7000 16.67% 2 40 3 2 4 5 5 4 4 2 3 2 3 1

60033222 26 2 1 2 2 2 5 2 1 4 3 9
[Ot
he PR 1 49,000.00 40 4 3 60000 11000 22.45% 2 100 3 3 4 3 3 2 3 2 5 2 2 3

60102525 29 1 2 3 1 1 3 5 1 2 1 2 5 3 Audit associate 1 55,000.00 45 1 4 75000 20000 36.36% 3 85 2 4 3 4 2 3 5 1 5 6 5 1

60119333 21 2 7 5

[O
th
er 1 1 4 6 1 2 1 4 6 6 SAP Consultant 1 51,800.00 38 6 4 65800 14000 27.03% 2 80 1 3 2 3 3 3 3 4 4 4 3 2

60130074 24 2 2 1 1 3 3 4 2 1 1 5 1 1 40,000.00 40 1 3 55000 15000 37.50% 3 36 3 2 1 4 4 2 3 3 3 2 1 2

60130963 25 2 1 2 2 3 3 2 2 6 4 Marketing 1 60,000.00 40 2 3 70000 10000 16.67% 3 75 5 5 4 5 5 3 2 2 1 4 4 3

60140087 22 2 7 5
[O
th 1 1 3 5 1 1 1 4 4 9

[Ot
he Teacher 1 61,000.00 45 3 5 66000 5000 8.20% 2 100 1 1 1 1 1 1 1 1 1 3 1 1

60141897 29 1 1 1 2 3 2 2 1 4 5 1 Consultant 1 56,000.00 50 1 3 80000 24000 42.86% 2 100 2 3 2 3 4 5 3 3 4 6 6 4

60147857 27 1 1 2 2 5 5 1 1 1 3 5 3 Auditor 1 62,000.00 40 1 4 75000 13000 20.97% 2 100 1 4 1 4 4 1 1 1 3 3 2 3

60149842 30 2 3 2 2 2 3 1 2 1 4 3 2 Data Analyst 1 50,000.00 40 2 2 60000 10000 20.00% 2 100 4 2 5 5 4 5 4 3 4 5 6 1

60150474 27 1 2 5

[O
th
er 2 3 4 2 2 6 8 Assistant to the Management Board 1 45,000.00 40 4 2 70000 25000 55.56% 2 91 2 4 2 2 2 3 3 1 1 5 1 4

60161418 29 2 1 4 1 1 3 4 1 2 2 6 4 Trainee 1 40,000.00 40 2 3 60000 20000 50.00% 3 88 2 4 4 4 4 3 4 4 4 3 3 3

60162732 22 2 1 1 1 3 5 6 1 2 1 1 6 4 marketing manager 1 40,000.00 35 2 2 45000 5000 12.50% 2 79 4 3 5 5 5 4 3 3 4 3 2 4

60163066 23 2 3 2 1 1 4 4 1 2 1 3 4 5 Hr business partner 1 50,000.00 40 1 4 70000 20000 40.00% 3 90 2 2 5 4 3 4 3 4 4 5 6 3

60163068 25 1 1 1 2 3 3 2 2 6 3 Payroll Accountant 1 70,000.00 40 1 3 100000 30000 42.86% 4 79 2 3 3 2 2 3 3 3 3 4 2 3

60174930 23 2 7 5
[O
th 1 1 4 7 1 3 1 3 3 5 Business psychologist 1 60,000.00 45 1 4 70000 10000 16.67% 3 100 4 1 5 4 4 3 4 5 5 5 6 3

60198661 23 1 2 1 1 1 3 7 1 2 1 3 3 5 Health-Manager 1 45,000.00 35 1 4 60000 15000 33.33% 3 100 2 2 3 3 3 4 4 4 5 2 1 3

60201000 21 2 2 2 1 2 4 6 1 1 1 4 4 5 Recruitingmanager 1 45,000.00 40 2 2 58000 13000 28.89% 3 68 5 3 4 5 3 2 2 3 4 3 1 3

60204855 24 2 3 4 2 4 10 1 2 1 2 4 4 1 60,000.00 40 2 3 65000 5000 8.33% 2 64 4 2 2 5 4 4 5 4 4 2 4 1

60207158 24 1 3 4 2 4 3 1 2 2 6 4 Consultant 1 56,000.00 35 3 2 65000 9000 16.07% 2 83 2 1 4 5 2 4 3 2 3 2 3 3

60208749 21 2 7 5
[O
th 1 1 2 6 1 2 1 2 5 9

[Ot
he Business Anaylst 1 30,000.00 20 3 4 49000 19000 63.33% 2 90 2 3 4 4 3 3 3 3 3 4 5 3

60210205 25 2 7 1 1 3 5 6 1 2 1 4 5 9

[Ot
he
r] manager or head of 1 33,600.00 50 2 4 42000 8400 25.00% 2 30 2 1 4 4 4 4 5 3 4 4 5 3

60231950 28 2 7 2 2 3 6 2 1 4 4 8 Risk management 1 80,000.00 40 2 3 95000 15000 18.75% 2 50 4 1 3 3 4 4 3 3 3 2 4 1

60234967 24 1 7 1 2 4 3 1 1 1 3 6 4 Marketing lead 1 60,000.00 40 1 3 75000 15000 25.00% 2 74 3 1 3 5 5 5 4 4 4 1 4 2

60235153 23 1 3 2 1 1 4 3 1 2 2 7 2 consultant 1 50,000.00 45 1 4 60000 10000 20.00% 3 90 2 2 2 3 1 3 2 2 4 4 4 1

60239315 23 1 7 4 1 2 3 6 1 2 1 1 4 8 Consultant 1 30,000.00 38 6 4 95000 65000 216.67% 2 73 2 3 4 4 4 5 5 3 4 4 6 3

60243142 22 1 1 1 2 3 3 1 1 1 2 6 1
Financial Analyst / Wealth management 
specialist 1 35,000.00 50 1 3 50000 15000 42.86% 2 82 4 3 2 4 2 4 5 1 4 6 3 3

60244789 26 2 7 4 1 2 3 4 2 1 4 4 7 Personalmanagement 1 50,000.00 40 1 2 65000 15000 30.00% 3 55 3 1 4 4 4 4 4 3 4 4 1 3

60263591 29 1 3 1 2 5 4 1 2 1 4 3 2 1 95,000.00 45 2 4 120000 25000 26.32% 1 70 2 2 5 2 2 4 4 4 5 6 6 3

60264057 24 2 1 2 2 2 3 1 2 1 2 5 5 Learning & Development Professional 1 50,000.00 40 1 3 60000 10000 20.00% 2 78 2 3 4 4 3 3 3 3 2 5 6 1

60267624 25 1 5 3 1 3 4 6 1 3 1 3 4 1 Associate in Finance 1 55,000.00 55 1 4 85000 30000 54.55% 2 100 1 3 4 4 5 5 5 4 4 3 4 3

60268495 26 2 3 4 1 1 3 3 2 1 3 5 4 Marketing Manager 1 36,400.00 45 3 3 50000 13600 37.36% 2 77 4 5 5 5 5 5 5 5 5 6 3 3

60269030 29 2 1 5
[O
th 1 1 4 10 1 4 1 4 6 9

[Ot
he Teacher 1 35,000.00 40 7

[Ot
her 3 35000 0 0.00% 3 100 3 1 1 1 3 5 5 5 5 1 1 3

60269676 26 1 6 4 1 1 4 6 2 1 2 5 6 IT Risk Manager 1 90,000.00 40 2 2 95000 5000 5.56% 2 85 2 2 3 3 2 3 2 2 4 3 3 1

60276941 26 2 7 5
[O
th 2 4 4 1 1 1 3 3 7 Fundraising Manager 1 45,000.00 35 3 2 70000 25000 55.56% 2 80 2 3 4 4 3 2 3 2 3 2 2 1

60284011 21 2 7 4 1 1 5 7 1 2 1 4 6 6 Media Ingenieer 1 42,000.00 35 1 3 55000 13000 30.95% 3 60 3 4 4 4 5 4 4 3 4 5 6 4

60290854 22 1 2 3 1 1 4 6 1 2 2 3 1 Tax Advisor 1 100,000.00 45 2 3 120000 20000 20.00% 2 81 2 3 4 4 4 2 4 2 2 4 5 2

60295129 24 2 5 2 2 4 4 1 3 1 3 4 2 Business Development Manager 1 45,000.00 40 2 4 47000 2000 4.44% 3 44 3 4 3 5 4 4 5 4 5 4 3 2

60295976 29 2 7 2 2 4 4 2 1 2 4 3 Controlling Business Partner 1 50,000.00 38 2 3 60000 10000 20.00% 1 49 2 1 2 3 3 2 2 4 3 3 3 1

60298342 22 2 7 5
[O
th 1 1 4 6 2 1 4 6 5 Business psychologist 1 60,000.00 40 3 4 80000 20000 33.33% 2 79 2 4 4 5 3 4 5 3 3 6 3 3

60302779 22 2 1 1 1 3 4 6 2 2 3 4 Manager or head of Marketing 1 40,000.00 45 2 3 50000 10000 25.00% 1 43 2 3 3 3 4 4 4 4 4 2 4 2

60312239 26 2 7 2 2 3 3 1 4 1 4 6 7 Fundraising Manager 1 75,000.00 45 1 4 95000 20000 26.67% 3 95 2 4 4 4 4 2 2 2 4 4 3 3

60312997 26 2 7 4 2 4 4 2 2 5 5 Business psychologist 1 40,000.00 35 3 3 50000 10000 25.00% 3 50 3 1 1 2 3 1 5 3 5 1 1 4

60316057 29 1 3 1 2 4 5 2 1 4 4 6 Product Owner 1 70,000.00 40 1 4 80000 10000 14.29% 2 100 4 1 3 3 3 2 2 2 4 4 3 1

60316768 28 2 3 1 2 3 8 2 1 4 4 5 L&D Professional 1 60,000.00 40 2 4 80000 20000 33.33% 2 80 2 2 5 5 4 4 5 5 4 6 6 3

60321672 29 1 2 1 1 3 1 5 2 1 4 5 8 Assistant to the Management Board 1 40,000.00 45 6 1 50000 10000 25.00% 2 70 1 1 1 1 1 1 3 1 2 1 2 1

60326085 27 2 5 1 2 5 4 1 2 1 4 5 4 Data Analyst 1 50,000.00 40 2 5 60000 10000 20.00% 1 68 1 1 3 4 5 2 3 3 2 2 3 3

60326357 24 2 1 2 2 4 4 1 4 1 3 6 4 Marketing Associate 1 50,000.00 38 2 4 65000 15000 30.00% 2 95 3 2 3 4 4 1 4 1 4 4 4 3

60326480 24 2 2 4 2 3 4 1 2 1 2 6 4 marketing manager 1 70,000.00 39 1 4 100000 30000 42.86% 2 85 2 2 3 3 1 2 4 3 3 3 3 2

60344247 28 1 7 2 2 1 7 1 2 1 3 2 6 IT Security Consultant 1 45,000.00 38 1 3 65000 20000 44.44% 3 85 2 4 3 2 4 3 4 5 3 4 3 3

60349377 25 2 2 2 2 3 5 1 2 1 2 6 2 E-Commerce Consultant 1 50,000.00 50 1 4 60000 10000 20.00% 2 100 3 1 4 3 4 3 3 3 5 4 5 3

60352966 21 1 1 2 1 3 5 6 2 1 4 4 6 IT Security Consultant 1 40,000.00 40 1 2 45000 5000 12.50% 2 95 4 4 2 4 4 2 4 2 3 2 1 1

60358663 25 2 1 2 2 3 4 1 2 2 6 5 HR Officer 1 50,000.00 40 1 1 70000 20000 40.00% 2 100 3 3 3 4 3 4 4 4 4 2 3 4

60364716 26 2 1 4 2 5 4 1 3 1 4 6 4
Junior Marketing Manager / Junior Brand 
Manager 1 45,000.00 40 1 4 60000 15000 33.33% 3 70 2 1 5 5 5 3 5 3 5 2 3 1

60371790 26 2 1 1 2 3 4 1 1 1 2 6 5 HR Business Partner 1 55,000.00 40 2 3 60000 5000 9.09% 1 100 2 1 2 2 2 2 3 1 3 5 5 3

60376656 29 1 2 1 2 5 10 1 3 1 2 5 1 Portfolio Manager 1 70,000.00 50 1 4 100000 30000 42.86% 2 100 1 3 3 3 3 4 4 4 5 5 5 2

60377093 22 1 7 5
[O
th 1 1 3 4 1 1 2 6 4 Business Anaylst 1 50,000.00 40 1 2 70000 20000 40.00% 4 27 3 4 3 4 3 3 3 3 3 4 6 3

60377930 25 2 4 2 2 3 4 1 2 1 1 4 4 marketing 1 40,000.00 40 1 2 50000 10000 25.00% 2 37 4 3 4 4 4 4 5 3 5 3 4 1

60379531 24 1 7 5
[O
th 1 1 5 7 1 1 1 3 3 5 HR Officer 1 55,000.00 38 3 2 68000 13000 23.64% 2 100 1 2 2 4 1 4 5 3 4 2 1 1

60385171 27 1 3 1 2 4 10 2 1 4 6 4 Senior marketing Manager 1 50,000.00 40 2 4 60000 10000 20.00% 2 100 4 2 1 2 2 1 1 1 4 4 2 1

60438059 27 1 7 2 2 4 4 1 4 1 4 6 4 Product (Marketing) Manager 1 60,000.00 40 1 5 85000 25000 41.67% 2 99 2 3 4 3 3 4 5 4 4 6 6 1

60440692 25 2 7 5
[O
th 2 3 4 2 1 3 6 6 IT Risk Manager 1 50,000.00 37 2 2 60000 10000 20.00% 2 40 5 4 3 4 4 3 3 2 2 3 2 3

60443109 25 2 4 2 2 4 4 1 2 1 3 6 5 Business psychologist 1 56,000.00 45 1 4 55000 -1000 -1.79% 2 87 2 1 2 2 2 2 4 3 5 3 1 3

60466385 25 2 1 2 2 5 1 1 4 1 4 6 8 CRM Manager 1 48,000.00 40 4 3 80000 32000 66.67% 1 100 1 1 1 4 3 1 1 1 2 2 1 2

60475176 25 1 1 1 2 3 2 1 3 1 4 4 7 Financial Advisor 1 40,000.00 60 3 5 70000 30000 75.00% 2 100 1 1 2 3 3 3 4 3 5 1 5 4

60492897 23 1 7 1 1 1 4 6 1 3 1 2 6 6 IT Quality Manger 1 50,000.00 40 1 3 60000 10000 20.00% 2 89 1 1 1 4 5 2 2 2 2 4 4 3

60493776 23 1 3 1 1 1 3 4 2 2 2 2 Consultant 1 28,000.00 38 2 4 35000 7000 25.00% 3 42 2 1 2 4 3 4 5 5 4 4 2 1

60495299 30 1 1 2 2 3 6 1 1 2 6 8 Business owner 1 42,000.00 50 2 2 84000 42000 100.00% 2 100 4 2 3 4 5 2 3 2 3 2 2 3

60495836 26 2 1 2 2 4 4 2 1 4 6 6 Junior manager 1 40,000.00 38 1 3 45000 5000 12.50% 3 50 2 2 3 4 2 3 4 4 3 3 3 4

60527973 22 2 1 1 1 1 3 6 1 2 1 2 5 4 Marketing Manager 1 36,000.00 40 2 3 40000 4000 11.11% 2 65 2 4 4 4 3 4 4 1 4 5 4 3

60537064 26 2 7 5
[O
th 2 2 12 1 3 1 3 4 9

[Ot
he Business Anaylst 1 80,000.00 38 3 4 120000 40000 50.00% 2 85 2 1 2 3 3 2 2 1 2 5 1 4

60543195 24 2 2 2 1 1 5 8 1 4 1 3 5 2 Business Development Manager 1 60,000.00 70 1 5 130000 70000 116.67% 1 100 1 3 3 4 2 3 3 2 4 3 3 4

60550054 23 2 2 4 1 2 4 6 1 3 1 4 6 5 Manager 1 65,000.00 38 1 3 80000 15000 23.08% 2 62 4 2 3 4 3 3 4 4 3 5 4 2

60551112 30 1 7 4 2 3 6 2 2 5 8 Innovation Manager 1 40,000.00 40 2 3 60000 20000 50.00% 2 80 3 3 3 5 5 3 4 4 4 3 2 3

60551903 27 1 7 1 2 3 5 2 1 3 6 2 Steuerfachangestellter 1 50,000.00 40 2 4 80000 30000 60.00% 3 100 2 2 2 2 3 1 4 4 3 4 2 2

60553371 23 1 3 4 1 3 2 7 1 4 1 3 3 4 Marketingmanager 1 48,000.00 40 2 5 65000 17000 35.42% 1 100 1 1 3 4 2 3 5 5 1 6 5 1

60569854 23 2 7 5
[O
th 1 1 3 6 1 2 1 4 5 7 Business psychologist 1 48,000.00 50 5 2 50000 2000 4.17% 3 92 2 1 1 2 3 4 4 3 4 1 1 4

60579674 22 1 6 2 1 2 3 6 1 2 1 4 4 2 Junior Market Research Manager 1 40,000.00 40 2 4 55000 15000 37.50% 2 90 3 1 1 3 2 4 4 2 3 1 1 2

60584715 22 2 7 2 1 1 4 8 1 2 2 5 2 consulting 1 30,000.00 40 1 3 40000 10000 33.33% 3 80 2 1 4 3 4 4 5 4 4 2 3 4

60597395 28 1 6 4 1 1 1 4 2 2 4 3 Accountant 1 100,000.00 40 1 2 150000 50000 50.00% 2 35 1 2 3 1 1 3 3 2 4 3 3 3

60602889 22 2 6 3 1 2 5 6 2 2 6 8 Marketing Analyst 1 34,000.00 37 4 2 40000 6000 17.65% 3 53 3 2 1 2 2 3 3 2 1 6 3 3

60603757 25 1 7 5
[O
th 1 1 4 6 1 1 1 3 6 9

[Ot
he Business Psychologist 1 54,000.00 45 3 4 62000 8000 14.81% 2 60 3 1 2 3 1 3 5 3 5 2 3 3

60604790 26 2 7 4 2 4 4 2 1 4 5 4 Marketing Analyst 1 50,000.00 40 1 4 70000 20000 40.00% 2 73 2 2 4 4 4 3 4 4 4 3 1 1

60610963 24 2 7 5

[O
th
er 2 4 4 1 4 1 4 6 6 Management consultant 1 55,000.00 40 2 2 70000 15000 27.27% 2 100 2 3 4 4 3 4 4 3 4 4 3 1

60611070 25 2 1 1 2 4 5 2 1 3 6 4 Marketing Manager 1 45,000.00 40 1 4 60000 15000 33.33% 3 70 2 1 3 4 3 1 1 4 3 1 3 4

60622783 26 2 2 4 2 4 3 1 2 1 2 6 4 Product Manager 1 50,000.00 40 2 3 60000 10000 20.00% 1 25 2 3 2 4 3 1 3 2 2 2 1 3

60629843 22 2 7 5
[O
th 1 1 3 5 1 1 1 3 4 9

[Ot
he Teacher 1 60,000.00 45 3 5 63600 3600 6.00% 2 100 1 1 1 1 1 1 1 1 1 3 1 1

60633274 24 2 5 3 1 2 4 5 1 3 1 4 5 5 Personell Developer 1 40,000.00 40 3 2 70000 30000 75.00% 3 51 4 5 4 3 3 2 3 4 4 3 3 1

60639457 27 1 1 2 2 3 6 2 1 2 6 7 Government Worker 1 63,000.00 40 3 5 110000 47000 74.60% 2 80 2 1 1 5 5 3 5 4 3 2 1 1

60645241 28 1 1 2 2 3 12 1 2 1 4 6 2 Technology Consultant 1 50,000.00 40 1 4 70000 20000 40.00% 2 99 1 2 3 5 4 2 4 2 3 5 5 1

60649675 25 1 2 4 2 5 4 1 4 1 2 6 4 PR Manager 1 50,000.00 55 1 2 80000 30000 60.00% 2 100 2 3 3 3 3 3 3 3 3 4 3 3

60655153 22 1 1 4 1 1 4 6 1 4 1 4 6 4
Something related to Public Relation oder 
Marketing 1 60,000.00 45 2 4 75000 15000 25.00% 3 70 3 2 3 5 5 3 4 4 3 3 3 3

60655230 24 2 2 4 2 4 4 1 2 1 2 6 4 Marketing Manager 1 50,000.00 38 4 3 60000 10000 20.00% 2 51 3 4 4 4 4 3 4 4 4 4 4 3

60660544 25 2 5 4 2 4 4 1 2 1 4 4 4 Brand Manager 1 70,000.00 40 2 3 90000 20000 28.57% 2 91 4 4 5 4 3 2 4 2 4 3 4 1

60675517 28 1 2 2 2 5 2 1 2 1 4 6 1 Financial Controller 1 75,000.00 70 1 4 130000 55000 73.33% 2 100 2 2 4 4 3 4 3 3 2 4 4 4

60689021 26 2 1 1 2 3 6 2 2 6 5 HR Officer 1 42,000.00 45 1 2 53200 11200 26.67% 2 75 2 2 1 4 3 3 5 3 5 4 1 3

60694616 27 2 7 5
[O
th 2 5 15 1 3 1 4 6 9

[Ot
he Social Media Analyst 1 63,000.00 40 1 3 70000 7000 11.11% 4 40 3 2 3 4 4 4 4 4 4 6 6 3

60701111 26 1 1 1 2 4 3 2 1 4 4 1 Financial Advisor 1 60,000.00 45 1 4 75000 15000 25.00% 2 75 2 1 3 3 1 2 4 3 3 2 3 1

60716431 23 2 7 4 1 1 4 6 1 2 1 4 5 4 Marketing 1 51,000.00 40 4 4 57000 6000 11.76% 2 73 2 3 5 4 3 2 3 3 3 3 6 1

60722326 26 1 7 5
[O
th 1 3 5 7 1 4 1 4 6 4 Sales Manager 1 65,000.00 45 1 4 80000 15000 23.08% 3 71 1 4 3 4 3 3 4 3 3 5 5 2

60730781 27 1 1 1 1 1 3 4 2 1 1 6 2 Business Development Manager 1 50,400.00 50 2 3 58800 8400 16.67% 2 60 2 3 3 4 4 4 4 3 3 3 3 1

60734882 21 1 3 1 1 1 2 6 2 1 2 5 4 Sales Manager 1 60,000.00 40 2 2 75000 15000 25.00% 2 70 4 2 3 4 4 4 4 3 3 4 4 1

60742946 24 2 5 4 2 3 4 1 3 1 3 6 4 communication manager 1 40,000.00 40 2 3 50000 10000 25.00% 3 80 2 4 3 4 2 3 4 3 4 2 3 4

60762764 21 2 1 3 1 3 4 4 1 2 1 2 3 2 E-Commerce Consultant 1 85,000.00 50 1 4 95000 10000 11.76% 3 90 2 2 2 3 3 5 5 5 4 3 3 3

60767676 20 2 1 1 1 1 3 2 2 1 2 6 1 Financial Controller 1 36,000.00 60 1 3 55000 19000 52.78% 1 85 2 4 4 5 4 4 4 3 3 4 3 1

60767945 25 1 7 5
[O
th 2 4 6 1 2 1 3 6 8 UX/UI Desinger 1 60,000.00 55 4 4 85000 25000 41.67% 2 80 1 4 3 4 3 3 4 4 5 5 2 1

60768407 24 1 1 1 1 1 3 4 2 1 4 6 7 Social Worker 1 60,000.00 40 3 4 65000 5000 8.33% 2 80 2 2 1 1 1 1 4 3 3 5 1 2

60773457 22 1 1 1 1 1 5 6 2 1 1 6 7 Economic analyst / researcher / co-founder 1 38,000.00 45 3 4 45000 7000 18.42% 2 70 4 2 3 4 4 3 2 3 3 5 5 2

60774819 27 1 1 1 1 3 3 3 2 1 2 5 7 Marketing Analyst 1 32,000.00 38 1 4 50000 18000 56.25% 2 58 3 1 3 3 1 3 2 2 4 1 1 2

60777520 24 2 1 3 2 5 4 2 2 6 1 Financial analyst 1 45,000.00 45 1 4 70000 25000 55.56% 2 100 2 1 4 4 3 4 4 4 3 6 6 1

60782935 25 2 1 5
[O
th 2 4 4 2 1 4 6 4 Sales Manager 1 45,000.00 40 1 4 60000 15000 33.33% 2 94 5 1 5 3 2 1 1 1 5 2 6 1

60784486 25 2 7 5

[O
th
er 2 2 13 1 2 1 2 6 5 HR Manager 1 81,200.00 50 5 3 85000 3800 4.68% 3 100 1 3 3 2 3 3 3 2 2 2 2 2

60797782 21 2 5 4 1 1 3 6 1 1 1 2 6 4 Marketer 1 40,000.00 50 2 4 55000 15000 37.50% 3 67 2 2 4 4 4 4 4 3 4 5 5 4

60811323 30 2 5 2 2 3 3 1 2 2 4 5 Recruiter 1 60,000.00 38 4 3 80000 20000 33.33% 2 73 4 3 1 4 4 1 5 1 3 3 2 3

60823028 24 2 2 1 2 4 3 1 3 1 3 6 4 Sales Manager 1 65,000.00 45 1 2 75000 10000 15.38% 3 100 2 3 4 4 4 4 3 3 3 4 6 1

60823499 23 1 2 1 1 1 4 3 2 1 1 5 5 Management 1 40,000.00 45 2 3 50000 10000 25.00% 2 90 2 3 2 4 4 2 3 2 2 5 2 1

60835149 24 2 7 4 2 4 4 1 3 1 3 4 4 Brand Manager 1 50,000.00 40 2 4 65000 15000 30.00% 3 75 2 3 2 5 3 3 5 3 4 4 3 3

60838358 26 2 5 2 2 3 2 2 1 4 3 5 HR Manager 1 52,000.00 38 2 3 68000 16000 30.77% 2 69 4 3 4 5 5 4 5 3 4 4 6 2

60855520 23 2 5 2 1 1 4 5 1 2 1 1 6 5 Manager 1 70,000.00 42 1 2 80000 10000 14.29% 2 40 2 2 1 3 1 1 2 1 3 3 1 4

60892473 29 1 2 5

[O
th
er
] 2 4 4 2 1 4 2 8 UX/UI Desinger 1 58,000.00 55 1 5 95000 37000 63.79% 2 100 2 3 2 3 2 2 3 2 4 3 3 3

60892612 23 1 2 1 2 5 4 1 2 1 4 6 4 Key account manager 1 80,000.00 55 1 5 120000 40000 50.00% 2 100 1 3 3 3 3 3 3 3 3 5 5 4

60894313 26 1 2 1 1 1 4 5 1 2 1 2 5 2 E-Commerce Consultant 1 42,000.00 40 1 4 60000 18000 42.86% 1 80 2 4 4 3 3 4 3 2 4 4 4 3

60894914 23 1 2 2 2 1 4 1 2 1 3 6 4 Consultant 1 80,000.00 55 3 3 150000 70000 87.50% 3 100 3 3 3 3 3 3 3 3 3 6 6 2

60898411 23 1 2 3 2 5 4 1 3 1 3 6 2 Manager 1 80,000.00 55 1 3 150000 70000 87.50% 3 100 3 3 3 3 3 3 3 3 3 5 6 3

60900123 28 2 1 2 2 2 9 1 2 1 4 6 8 International Business Developer 1 55,000.00 60 1 1 90000 35000 63.64% 2 100 1 2 5 5 2 2 3 2 2 1 6 1

60905628 20 2 7 2 1 1 4 4 1 3 1 2 6 1 Management 1 40,000.00 45 1 4 45000 5000 12.50% 3 69 2 5 5 5 3 3 5 3 2 5 2 1

60910848 20 2 2 1 1 1 3 6 2 2 5 5 HR 1 49,000.00 38 4 4 70000 21000 42.86% 2 33 4 4 4 4 4 2 2 2 4 6 4 4

60920846 27 1 1 2 1 1 4 5 2 1 2 3 3 Consultant 1 45,000.00 45 1 3 60000 15000 33.33% 1 92 2 3 4 4 3 4 4 4 4 4 5 1

60921029 25 2 7 5

[O
th
er 1 3 4 6 2 1 4 6 9

[Ot
he
r] 1 35,000.00 30 6 3 40000 5000 14.29% 3 6 3 3 3 5 4 3 4 3 2 1 1 4

60925108 28 1 3 2 2 3 16 2 1 4 6 2 Business Development Manager 1 60,000.00 35 1 3 80000 20000 33.33% 3 42 3 2 3 3 3 3 2 3 4 1 3 1

60944705 24 2 3 3 1 3 3 6 2 2 5 1 Consultant 1 70,000.00 40 1 3 80000 10000 14.29% 3 30 3 2 2 3 3 1 1 1 3 1 1 3

60947319 29 1 1 4 1 2 3 8 2 1 4 5 6 E-Commerce Consultant 1 70,000.00 50 2 3 85000 15000 21.43% 2 80 4 3 3 2 2 3 3 3 4 4 2 2

60952007 22 1 7 4 1 2 4 6 1 2 1 4 4 4 Vertrieb 1 60,000.00 40 2 4 120000 60000 100.00% 2 100 1 4 2 3 1 1 2 1 3 5 3 4

60957901 22 2 4 2 2 2 2 1 3 1 2 3 4 Consultant 1 45,000.00 22 4 4 54000 9000 20.00% 3 64 4 1 1 1 1 1 1 1 1 1 4 3

60962069 27 1 7 4 1 3 5 6 1 3 1 2 4 4 Paid Media Manager 1 56,000.00 45 1 3 80000 24000 42.86% 2 100 1 2 4 4 2 2 3 3 4 2 5 4

60965066 29 2 1 2 2 5 10 1 2 1 4 6 4 Brand Manager 1 45,000.00 45 1 5 80000 35000 77.78% 2 90 1 4 4 5 3 3 5 2 4 4 5 1

60965557 22 1 2 1 2 3 2 1 3 1 2 6 2 Consultant 1 60,000.00 60 1 4 100000 40000 66.67% 2 91 2 2 4 4 3 3 4 3 4 6 6 1

60970769 25 2 2 2 2 3 4 1 2 1 4 6 4 marketing manager 1 70,000.00 40 2 3 80000 10000 14.29% 2 82 3 3 5 5 4 5 5 5 5 5 5 1

60984950 24 2 7 5
[O
th 1 1 4 6 1 2 1 4 5 5 Financial Analyst 1 55,000.00 40 5 3 65000 10000 18.18% 3 49 3 1 3 4 4 4 4 4 5 3 2 4

60988571 25 1 3 4 2 5 4 1 2 1 4 6 2 Business Analyst 1 60,000.00 40 4 3 75000 15000 25.00% 2 39 3 1 1 2 1 1 1 1 1 2 1 2

61004762 25 1 7 1 2 4 4 1 2 1 4 4 2 Technical Consultant 1 55,000.00 50 2 3 85000 30000 54.55% 2 90 4 1 3 4 4 4 5 4 4 4 5 3

61006473 27 1 2 2 2 4 2 1 2 1 3 6 9
[Ot
he Consultant 1 65,000.00 40 5 4 100000 35000 53.85% 2 90 2 4 4 4 4 4 5 4 4 4 4 4

61015987 29 1 5 2 2 3 2 1 2 1 2 4 5 Business psychologist 1 20,000.00 40 3 3 30000 10000 50.00% 3 71 2 3 2 3 4 3 3 2 3 3 3 3

61032397 25 1 5 3 1 2 3 6 2 1 2 3 6 E-Commerce Consultant 1 50,000.00 32 3 3 100000 50000 100.00% 3 83 2 3 2 3 3 3 3 2 4 4 4 4

61032796 24 2 5 3 1 1 4 5 1 2 2 4 5 1 65,000.00 40 4 4 85000 20000 30.77% 2 70 2 2 4 4 3 4 3 3 3 3 5 3

61038026 23 2 5 3 1 1 3 3 1 2 2 4 7 Education Manager 1 40,000.00 32 4 3 80000 40000 100.00% 2 80 4 2 3 3 4 4 4 3 3 4 5 4

61039902 23 2 7 2 2 5 4 1 1 1 3 4 2 Consultant 1 100,000.00 65 1 5 140000 40000 40.00% 3 67 2 2 4 5 1 5 4 3 4 5 4 3

61047010 23 1 1 2 2 2 1 1 2 1 2 5 4 PR Consultant 1 50,000.00 45 1 2 84000 34000 68.00% 1 100 3 2 3 4 5 3 2 3 3 5 4 1

61047954 25 2 7 5
[O
th 1 1 4 6 2 1 3 6 9

[Ot
he Data Analyst 1 80,000.00 45 6 3 50000 -30000 -37.50% 2 68 1 2 1 4 1 1 4 1 1 2 1 3

61064283 25 2 2 4 2 4 4 1 2 1 4 5 4 Account Manager 1 45,000.00 40 2 3 70000 25000 55.56% 2 100 1 1 3 4 1 1 3 1 2 2 3 3

61079046 25 2 1 1 1 1 2 5 2 2 2 8 Innovation Manager 1 75,000.00 35 1 3 75000 0 0.00% 2 48 2 1 1 1 2 2 3 2 5 1 1 2

61082415 27 1 1 5
[O
th 2 5 7 2 1 4 5 6 IT Consultant 1 60,000.00 43 2 3 85000 25000 41.67% 2 100 2 2 3 4 3 3 4 3 4 3 1 3

61101180 23 2 2 2 1 1 2 7 1 2 1 2 6 4 Digital Marketing Specialist 1 45,000.00 40 1 3 70000 25000 55.56% 2 47 4 2 4 4 4 4 4 3 4 4 4 3

61104175 22 2 4 2 2 2 3 1 2 2 2 6 Manager 1 70,000.00 50 4 2 80000 10000 14.29% 3 100 2 5 5 5 4 4 5 5 1 3 3 3

61105460 22 2 7 5
[O
th 1 1 4 6 1 2 1 1 6 2 Consultant 1 65,000.00 40 1 4 100000 35000 53.85% 2 100 3 3 4 4 4 4 2 4 3 5 6 3

61106788 23 2 4 5
[O
th 1 1 4 6 1 2 1 1 3 9

[Ot
he Business psychologist 1 50,000.00 40 3 2 60000 10000 20.00% 2 40 4 2 3 3 3 4 4 3 3 3 3 3

61107854 23 2 7 4 1 3 3 6 1 1 1 4 5 3 Consultant 1 40,000.00 42 4 4 48000 8000 20.00% 3 81 1 2 3 4 4 4 5 3 3 5 4 1

61109726 24 1 5 1 1 1 4 7 1 2 2 6 1 Banking 1 67,000.00 40 1 4 75000 8000 11.94% 3 80 4 2 4 4 3 1 3 1 3 1 1 1

61121442 24 1 5 3 1 1 4 4 1 2 1 2 5 4 PR Consultant 1 49,000.00 32 4 3 70000 21000 42.86% 2 75 2 2 3 3 3 4 3 3 3 4 3 2

61128882 23 2 1 2 2 4 4 1 1 2 6 2 Traineeship in Consulting 1 35,000.00 50 1 3 50000 15000 42.86% 2 75 4 1 3 5 4 3 4 4 5 4 5 1

61171219 26 1 7 1 1 3 4 4 1 2 1 3 5 9
[Ot
he Manager 1 50,000.00 45 2 4 70000 20000 40.00% 3 70 2 2 4 4 3 4 4 2 3 3 2 3

61179274 26 2 5 1 1 1 3 4 1 2 1 3 5 5 HR 1 70,000.00 40 1 4 85000 15000 21.43% 3 100 3 3 4 3 3 3 2 4 3 4 4 3

61191662 23 1 1 4 1 3 3 6 1 2 1 3 5 4 Berater 1 60,000.00 40 2 3 80000 20000 33.33% 3 64 2 4 4 5 5 3 4 4 5 4 3 3

61193483 24 2 1 4 1 2 5 6 1 4 1 4 5 4 Head of 1 50,000.00 50 2 5 80000 30000 60.00% 1 98 1 2 3 4 4 4 2 2 2 6 6 1

61196617 22 2 7 5
[O
th 1 1 2 4 1 2 1 2 5 7 Business Psychologist 1 35,000.00 40 3 1 50000 15000 42.86% 4 73 1 4 1 4 4 3 1 2 2 3 1 1

61200489 25 2 7 4 2 2 4 1 2 1 3 6 2 Business Analyst 1 40,000.00 42 1 4 52000 12000 30.00% 3 89 4 2 4 5 4 2 5 4 5 4 5 1

61211016 28 1 7 4 2 2 4 1 2 1 4 6 4 Marketing Manager 1 50,000.00 45 1 5 65000 15000 30.00% 2 90 1 4 3 3 4 1 5 1 3 2 1 3

61222848 26 1 5 3 2 3 10 1 2 1 4 6 1 Financial Advisor 1 60,000.00 40 2 3 80000 20000 33.33% 2 75 3 3 2 4 3 4 5 5 5 5 4 1

61268715 22 1 3 1 2 3 5 1 2 1 3 4 2 Technical Consultant 1 120,000.00 50 3 3 150000 30000 25.00% 3 43 5 2 2 2 2 2 2 2 2 5 5 1

61295741 22 2 6 1 1 1 3 4 2 1 1 6 5 Human Ressource Manager 1 35,000.00 40 2 3 63000 28000 80.00% 3 80 5 4 4 4 5 4 2 2 4 5 5 1

61300327 23 1 1 1 2 4 2 1 1 1 4 6 7 HR 1 45,000.00 30 2 3 75000 30000 66.67% 1 82 2 4 3 4 1 2 4 4 5 5 2 3

61363201 24 1 2 4 2 4 1 1 2 1 4 3 4 Digital Marketing Manager 1 50,000.00 38 4 4 65000 15000 30.00% 2 74 4 4 4 3 2 2 2 2 4 4 6 3

61364557 27 1 5 5
[O
th 2 2 3 2 1 4 5 5 Business Psychologist 1 65,000.00 37 2 5 100000 35000 53.85% 2 100 1 1 2 2 1 1 4 1 2 3 3 3

61375215 22 2 5 2 1 1 3 6 2 1 4 6 4 PR Consultant 1 36,000.00 38 1 3 40000 4000 11.11% 1 83 2 1 3 4 4 1 2 3 4 5 5 1

61385084 24 2 7 2 2 4 4 1 3 1 4 6 9
[Ot
he Project Manager 1 56,000.00 40 2 3 84000 28000 50.00% 2 100 1 1 4 4 2 1 3 4 5 2 3 1

61410036 25 2 1 2 2 3 5 1 3 1 3 6 4 Marketing Manager 1 45,000.00 40 1 4 80000 35000 77.78% 2 75 4 4 4 3 1 1 4 2 3 4 4 1

61447807 28 2 1 2 2 2 2 2 1 4 6 1 Junior Position 1 45,000.00 45 1 3 60000 15000 33.33% 2 60 2 1 1 5 1 2 3 2 3 4 1 1

Appendix Figure 13(B): Survey Data 
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Appendix C Statistical Outputs

Appendix Figure 14(C): Independent samples t-test comparing salary misperceptions between 
students with and without internship experience

Appendix Figure 15(C): Independent samples t-test comparing salary misperceptions between 
students with and without paid work experience

Appendix Figure 16(C): Independent samples t-test comparing expected wage growth 
between students with and without paid work experience



60

Appendix Figure 17(C): Independent samples t-test comparing expected wage growth 
between students with and without internship experience

Appendix Figure 18(C): Independent samples t-test comparing salary misperceptions between 
bachelor's and master's students.

Appendix Figure 19(C): Independent samples t-test comparing expected wage growth 
between bachelor's and master's students.
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Appendix Figure 20(C): Simple linear regression of salary misperceptions on semester.

Appendix Figure 21(C): Simple linear regression of expected wage growth on semester.

Appendix Figure 22(C): Simple linear regression of salary misperceptions on reliance on 
social media platforms.
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Appendix Figure 23(C): Simple linear regression of salary misperceptions on frequency of 
career-related social media consumption.

Appendix Figure 24(C): Simple linear regression of salary misperceptions on frequency of 
career-related LinkedIn content consumption
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Appendix D. Benchmark Salary Calculations

Appendix Table  1(D): Benchmark Salary Calculation for Finance / Banking

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

Financial Controller 3010.00 4280.00 3645.00 51030.00

Financial Analyst 2900.00 3350.00 3125.00 43750.00
Banking 3060.00 4480.00 3770.00 52780.00

Portfolio Manager 3060.00 4700.00 3880.00 54320.00
Financial Advisor 2900.00 3350.00 3125.00 43750.00

Mean Benchmark Salary 
(Finance / Banking)

49126.00

Appendix Table  2(D): Benchmark Salary Calculation for Consulting

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

Consultant 3050.00 3480.00 3265.00 45710.00

Business Development 
Manager

2800.00 4280.00 3540.00 49560.00

Business Analyst 3010.00 3950.00 3480.00 48720.00

E-Commerce Consultant 2800.00 3480.00 3140.00 43960.00
Technical Consultant 3060.00 4280.00 3670.00 51380.00

Mean Benchmark Salary 
(Consulting)

47866.00

Appendix Table  3(D): Benchmark Salary Calculation for Accounting / Auditing

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

Audit Associate 3050 3070 3060 42840.00

Controlling 3010 4280 3645 51030.00
Accountant 2460 3490 2975 41650.00

Tax Advisor 3050 3070 3060 42840.00
Payroll Accountant 2040 2800 2420 33880.00

Mean Benchmark Salary 
(Accounting / Auditing)

42448.00
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Appendix Table  4(D): Benchmark Salary Calculation for Marketing / Sales

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

Marketing Manager 2540.00 4280.00 3410.00 47740.00

Product Manager 3060.00 4350.00 3705.00 51870.00
Brand Manager 2540.00 4280.00 3410.00 47740.00

PR Consultant 2760.00 3490.00 3125.00 43750.00
Sales Manager 2760.00 4350.00 3555.00 49770.00

Mean Benchmark Salary 
(Marketing / Sales)

48174.00

Appendix Table  5(D): Benchmark Salary Calculation for Human Resources

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

Recruiter 3060.00 4050.00 3555.00 49770.00

Learning and Development 
Professional

3050.00 3970.00 3510.00 49140.00

Human Resource Officer 2800.00 4280.00 3540.00 49560.00

Human Resource Manager 2800.00 4280.00 3540.00 49560.00
Personnel Developer 2800.00 4280.00 3540.00 49560.00

Mean Benchmark Salary 
(Human Resources)

49518.00

Appendix Table  6(D): Benchmark Salary Calculation for Technology / IT Management

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

IT Security Consultant 3010.00 4350.00 3680.00 51520.00

IT Quality Manager 3010.00 4350.00 3680.00 51520.00
SAP Consultant 3010.00 3950.00 3480.00 48720.00

E-Commerce Manager 2800.00 3480.00 3140.00 43960.00
IT-Risk Manager 3010.00 4350.00 3680.00 51520.00

Mean Benchmark Salary 
(Technology / IT Management)

49448.00
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Appendix Table  7(D): Benchmark Salary Calculation for Public Sector / Non-Profit

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

Administrative Officer 3000.00 3300.00 3150.00 44100.00

Administrative Assistance 2580.00 3120.00 2850.00 39900.00
Fundraising Manager 2640.00 3610.00 3125.00 43750.00

Social Worker 3110.00 4340.00 3725.00 52150.00
Education Manager 3050.00 3970.00 3510.00 49140.00

Mean Benchmark Salary 
(Public Sector / Non-Profit)

45808.00

Appendix Table  8(D): Benchmark Salary Calculation for Entrepreneurship / Start-up

Job Description Starting 
Salary (€)

Maximum 
Salary (€)

Avg. Monthly 
Salary (€)

Annual Gross 
Salary (€)

UX/UI Designer 2760.00 3950.00 3355.00 46970.00

Assistant to the Management 
Board

2800.00 3490.00 3145.00 44030.00

Innovation Manager 3060.00 4280.00 3670.00 51380.00

Customer Relationship Manager 2470.00 3490.00 2980.00 41720.00
Risk Manager 3050.00 3480.00 3265.00 45710.00

Mean Benchmark Salary 
(Entrepreneurship / Start-up)

45962.00
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