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Abstract 

Employer brand of an organisation communicates to the existing and potential employees the 

employment experience of the organisation. It plays a pivotal role in attracting and retaining 

the right talent in an organisation. There is significant shift in the nature of business and the 

demography of the workforce. The paper illustrates the concept of employer branding. 

Human resources have moved into cross functional roles and applied marketing tools to 

human resources to create strong employer brands.  

Strong employer brands communicate dynamic employee value proposition to employees, 

which deliver the functional, economic and psychological benefits the employer promises in 

a manner which aligns employee goals to organisational goals. Employee identifies the 

company as a good employer and having growth and development opportunities for him. 

Companies are formulating extensive external and internal communication strategies to 

communicate their employer brand effectively. Ownership of employer branding is an 

uncertain subject, with many organisations putting the entire onus on human resource 

department. Indian companies have aggressively taken to employer branding to attract and 

retain the best talent.  

 

Key words: Employer branding, Branding, Employee Value Proposition, Employment 

experience, internal and external communications 

 

 



INTERNATIONAL JOURNAL OF ADVANCE RESEARCH, IJOAR .ORG                                                                                        
ISSN 2320-9127  2 

IJOAR© 2014 
http://www.ijoar.org 

 

Introduction and importance of employerbranding 

Sutherland et al., (2002) define employer branding as the process of ascertainingand 

constructing a company brand message by applying traditional marketing principles to 

become an employer of choice.Aaker (1991) states that established brands are animportant 

means for differentiating between products and help in creating competitive benefit for 

organizations. 

Ambler and Barrow (1996) state that employer branding is the process whereby an 

organisation‟s culture is developed and communicated as an employer in the marketplace. 

According to Sullivan (2004), employer branding is a long term approach to manage the 

cognizance and observations of employees, potential employees, and related stakeholders 

with regards to an organisation. The employer brand portrays the company as a great place to 

work by involving employees in brand development. 

Post liberalisation and entrance of multinational companies, Indian economy has transformed 

to become a dynamic place which has multiple forces and influencers. The change in social 

and economic scenario has come along with a change in the demography of the workforce. 

The new and young working population is not content with just a job, they relate to the 

employer in multiple ways. Also, the vibrant economy has led to war for talent. A large part 

of employees voted brand name and career growth opportunities as the top two reasons to 

work in an organization during a work survey conducted by TimesJobs.com in October, 

2012. In the same survey, almost 66% employees agreed that the brand‟s name matters the 

most while selecting a job offer.  

According to Keller K. et al. (2008), internal branding helps to create a brand equity 

management system thatmaximizes long-term brand equity. A strong brand needs a brand 

driven organisation, which can integrate the brand in employees. Backhaus K. &Tikoo S., 

(2004) state that a strong brand helps to create and maintain a strong workforce. Employer 

branding is an approach to develop a brand, which promotes the benefits of the 

organisationas an employer to existing and potential employees.Employer branding promotes 

the understanding of the brand of the organization by an employee and enhances employee 

motivation and organizational performance. 

 

Objectives of the Study 

The objective of the present study is to understand employer branding and its use as a 

strategic differentiator by Indian companies. 
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Data Collection 

The data used in the study is secondary data. The secondary data used is the data acquired 

from the conduct of different studies, newspaper and magazine reports. 

 

Review of the Literature 

Moroko&Uncles (2009) state that various mechanisms based on normative principles have 

been described in employer branding literature. They validate these mechanisms by an in-

depth qualitative case analysis of four contrasting firms. They identified a range of 

firm/macro-level and individual/micro-level processes by interviewing staff.  They describe 

employer brand as a process managed by the company using human resources, marketing, 

internal communications and executive management and that the individuals targeted by this, 

co-create the employer brand. They describe a number of inter-related mechanisms that 

create and promote the employer brand at the firm and individual level.   

 

David Lee in his article “How to Build A Magnetic Employer Brand”states that with a 

magnetic employer brand, an organisation‟s reputation acts like a huge talent magnet, 

drawing the best, most talented people to the organization. In order to have a magnetic 

employer brand, an organisation needs to communicate a unique and attractive work 

experience. This involves the employer brand to involve all constituencies who influence 

your employer brand in the branding process. He states that employer branding is used to 

recruit and retain good employees from a diverse work force. He discusses the various factors 

used by companies to promote themselves as magnetic employer brand, i.e. offering a bright 

and cheerful office space, an ethos of collaboration and teamwork, flexible working hours, 

crèche facilities, or even an excellent canteen.  

 

Sutherland, et.al (2002) state that it is vital to a business‟s success that it be able to attract and 

retain skilled employees. In this aspect, employer branding works as a corporate identity, 

which communicates its image to current and potential employees. 

 

Levering (1996) relates a good workplace to a better bottom line. He states that a better 

workplace helps in producing higher quality products, supports innovation, attracts and 

retains talent, and helps to lower turnover costs. 

 

Fulmer, et.al (2003) found that employer branding policies have a direct bearing for a stable 

and positive workforce and affect an organisations performance. They analysed employer 

branding policies on top 100 US companies 

 

Robert and Dowling (2002), state that high performing companies with relatively good 

reputations have a better chance of sustaining better performance over time.  
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Moroko (2009) states that employer branding as a strategic activity has grown in popularity 

over the past two decades. The paper studies the industry experts „perceptions of the 

characteristics of successful and unsuccessful employer brands, which are used to arrive at a 

typology of employer branding success. It establishes employer branding as a different 

strategic process then corporate and consumer branding. It explores the mechanisms that 

shape and perpetuate employer brands. It establishes a set of conditions that support or erode 

employer branding success. It has used theoretical perspectives outside the traditional domain 

of marketing like human resources, organisational behaviour and strategy to understand the 

process of employer branding in application 

Luthans and Peterson (2002) argue that engaged employees with higher satisfaction show 

good performance and have a higher degree of achieving success. 

 

Conceptual & Theoretical Framework of Employer Branding 

Simon Barrow in his paper “Turning recruitment advertising into a competitive weapon”, 

delivered at the CIPD Annual Conference, Harrogate, U.K. in 1990 first time used the term 

„employer brand‟ in the business lexicon. Simon Barrowand Tim Amblerdefined this term in 

the paper “The employer brand” “in the Journal of Brand Management in December 1996. 

They applied brand management techniques to human resource management. They defined 

the employer brand as the complete array of functional, economic and psychological benefits 

delivered by employment, which are recognised with the employing firm. 

 

An employer brand is the fulfilment of reality and vision of being employed in a company 

experienced by people working their or potential candidates delivered by the physical, 

intellectual, and emotional benefits of the employment promise.  

The employer brand is an accurate description of an experience, similar to a consumer brand 

promising emotional and functional benefits. It includes the salary, working environment, 

designation, intangible rewards and the emotional connect employeesbuild with the 

organisation.  

 

Employer brand targets potential employees to get the best talent and right fit for the 

organisation. It reduces turnover, increases motivation and helps in moulding employee 

behaviour and goals as per organisation mission and culture in existing employees. 

Consistency is important in the message communicated; because any divergence in what the 

employee perceives and company aspires to communicate can lead to frustrated employees 

and high attrition. 

 

Employer branding has emerged as a potent tool for human resource professionals to take 

strategic and cross-functional roles. Employer branding helps an organisation to 

communicate its employment experience which helps employees to identify with 

organisational goals and increases workplace satisfaction.An employer brand helps 
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organisations to compete effectively in the labour market and increase employee loyalty.  An 

effective employer brand reflects the actual experience of the employer brand. It attracts and 

retains employees by differentiating the organisation from its competitors. 

 

The Corporate Leadership Council, (1999), describes employer branding as the “employment 

offer” and its ability to deliver on this promise. Employer branding is grounded on 

employment value proposition.  The employment value proposition is based on five 

components. The first component is product/company strength which includes the 

organisations reputation. The second component is the company culture and environment, 

this includes senior team, quality, development, technology, risk taking, environment, 

company fit and company size.  The third component is work life balance, which is 

composed of options like business travel, location, flexitime, childcare, work hours and 

vacation. The fourth component is work environment, which is composed of manager quality, 

co-worker quality, recognition, empowerment, work-challenge, role clarity, internal mobility 

and project responsibility.  The fifth is the compensations and benefits which include salary, 

bonus, stock options, health benefits and retirement.  

 

Barrow and Mosley (2005), state that employer branding communicates the employment 

promise of a company as an employer of choice and it is also an emotional relationship 

between the employer and the employee. 

 

An organisation has to first define its employer brand by determining its employee value 

proposition, which is aligned to its mission, vision and values. This is then communicated to 

the target population. This is communicated using external and internal communication. 

External communication uses tools like job sites, banners, road shows, corporate social 

responsibility measures, emails, taglines, newspapers and public events. Internal branding 

focuses on using internal resources like retention interviews, exit interviews, employee 

satisfaction surveys, policy implementation communication and training. 

 

Employer branding implemented effectively leads to increased profitability, highemployee 

retention, high employee engagement and satisfaction, low attrition, employees 

recommending the organisation as a preferred place to work, short recruitment time and 

increased employee commitment to organisational goals. 

 

Trends in Employer Branding In India 

According to a study, “People Matters and Monster.Com survey on employer branding in 

Indian companies, 2012”, by People Maters magazine and Monster.com in 2012, 62% of 

organisations out of a sample of 110 did not have a formal employer brand. Only 44 % 

organisations were formally tracking their employer branding spend.  

Also, nearly 56% organisations laid the ownership of execution of employer branding on 

Head HR and 37% put complete ownership of employer branding on Head HR. 
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On the question that why is employer branding important, nearly 60% state that it is for 

designing employee value proposition, 59% use it to sharpen recruitment efforts, 52% to 

support development of right attracting communication and 42% to realign engagement 

strategy. 

Employer branding can be implemented by various modes. Nearly 52 % organisations 

combined both internal and external resources to implement this while 27% created a cross-

functional in-house team and 5% outsourced it to external consultant. 

In a survey, “Indian Job Outlook Survey, 2012” conducted by TimesJobs.com it was found 

that recruiters have to go the extra mile to make skilled talent find their brand attractive. It 

was also observed most organisations do not understand the most important benefit of having 

a branding strategy, which reflects on the bottom line of an organization‟s profitability. Only 

32% companies take the impact on business performance as a measure of employer branding 

process effectiveness. Nearly 20-30% HR managers related a strong employer brand with 

higher retention rates, improved productivity and employee engagement. 

 

Employer Branding Strategy in Indian Companies 

Employer Brand – Nokia 

Nokia brands its work experience as; “A flat, networked organization, as well as speed and 

flexibility in decision-making, characterize the Nokia Way of working. Equal opportunities 

and openness towards people and new ideas are also key elements we want to nourish. Nokia 

is straightforward when dealing with customers and suppliers and always looks for innovative 

ways of creating and introducing products and solutions to the market. 

We provide individuals with a platform for personal growth in a challenging environment 

with a clear vision, goals and shared management principles - the Nokia Way. The Nokia 

Way brings together talented individuals who share these principles, and therefore share 

success.” This statement clearly communicates the vision and experience Nokia will offer to 

its prospective employees. 

Nokia uses competitions to sell its employment promise to the target audience that it is trying 

to engage and recruit. Its Mobile Rules competition invited business plans from applicants 

that „will shake up the mobile world.‟ It helped Nokia to discover new talent. 

Nokia engages prospective employees by sharing real life experiences of its employee 

through employee testimonials and employee blogs. 

Sourced at http://www.brettminchington.com/thinking/strategy/81-why-is-employer-

branding-vital-for-corporations.html 

 

Employer Brand - Hindustan Coca Cola 
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Hindustan Coca Cola has developed an Employee Value Proposition (EVP) that highlights 

the key ingredients of „the total employee deal‟ that it offers to employees. The EVP merged 

well with the broader Coca-Cola product brand. The company benchmarked the value and 

ideas that make an organisation an attractive employer and experience of successful current 

employees. This was aligned with Hindustan Coca-Cola‟s Vision, Mission and Values. Its 

employer brand communicates the happiness at working with the organization.  

 

The core components of organisational EVP at Coca Cola are happiness, providing greater 

responsibility in beginning of careers, attractive compensation, job content, opportunity to 

make a big difference and mobility across various functions and locations. It also offers an 

environment which facilitates passionate work, highly engaged employees devoted to deliver 

outstanding results.The company has integrated its EVP with its HR processes and effectively 

delivers brand promise and consistent employee experience. They have included this in 

internal and external communication and this has helped them right talent. 

 

Its employer brand is grounded on the assurance of a passionate work force, opportunity to 

handle senior management position in beginning of one‟s career, accelerated growth with 

cross-functional learning, good compensation and the promise to be part of organisation 

building. 

 

Sourced at http://content.monsterindia.com/employer_branding.html 

 

Employer Brand- Tata Consultancy Services (TCS) 

TCS works with the ethos that, “just as an organization needs the right talent to drive its 

business objectives, people need the right environment to grow and achieve their career 

goals.” TCS sells itself with the message that it will give people a belief of a successful career 

which would have growth, exposure to new technology and learning. 

 The TCS work environment is embodied by the “belief of growth beyond boundaries.” It 

defines its work culture in terms of global exposure, cross-domain experience, and work-life 

balance.  

TCS Value proposition: 

The TCS employer brand is built on three value propositions reflecting its strength of offering 

a global IT career. Its three main value propositions are: 

Global exposure: Global exposure at TCS provides opportunity to work on world-class 

projects on a global scale and explore latest technologies. It provides the opportunity to 

interact and work with people from diverse cultures all over the world.  

Freedom to work across domains: TCS has a work environment which focuses on individual 

aptitude, talent, and interests. It promotes cross functional opportunities spanning different 

industry verticals and technology platforms.  
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Work life balance: TCS includes 'life' as an integral part of the work culture. It has many 

work-life programs which have fun as the key element. They have incorporated flexibility in 

work environment. 'Maitree', a program which brings TCS employees and their families close 

to community and social development initiatives with cultural and fun activities included.   

TCS employer experience promises a diverse cultural and geographic mix of employees 

working to attain a common goal, an open and inclusive culture, training and development 

programs, mentor programs to help you develop your skills, a global family identity and 

chance to be part of social development initiatives. It also shows the career path of a TCS 

employee on its career page on its website. 

Sourced at http://www.careers.tcs.com/CareersDesign/Jsps/WorkingatTCS.jsp 

 

Employer Brand- HCL Technologies 

HCL‟s business philosophy is “Employees First, Customers Second”. HCL has based this 

principle on idea of “ideaprenuership”, which is defined as “the attitude or ability to drive 

grassroots-based, business-driven and customer-focused innovation in an entrepreneurial 

environment”. 

 

It has 3 strategies to brand itself as an employer of choice: 

1. HCL targeted the Gen Y by taking its “MAD LTD: Make a Difference, Lead The 

Difference campaign” to top management colleges. Students submitted their “ideas of 

change” in three different categories: Social, Technology, and Business. The final winner 

won a mentorship and incubation of his/her idea at HCL Technologies. They reached 

100,000 students across campuses in India. 

2. HCL uses LinkedIn and shares jobs, company updates, employee testimonials and 

delivered relevant content to a segmented audience based on geography and role. HCL-

LinkedIn-Careers-Pages, It also uses recruitment ads to generate traffic on its career page 

and create awareness about its jobs. 

3. HCL uses gamification to increase new hire engagement. All new hires are sent a link to 

an online game. The game gives them an opportunity to understand what it‟s like to work 

at HCL by going through 5 modules which have interactive questions, videos, and 

pictures. The new hires interact and experience what it is to work at HCL.   

HCL creates an enabling environment and a culture of pride in its employees through several 

initiatives like smart service desk, CEO Connect through U&I, Employees First Governing 

Council open 360 degree feedback, talent transformation, Employees First Academy 

andEmployee Passion Indicative Count. 

Sourced at http://talent.linkedin.com/blog/index.php/2014/02/3-ways-hcl-technologies-

brings-its-employer-brand-to-life 
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Summary and Conclusion 

Employer branding helps organisations to create a differentiating factor for themselves in the 

highly competitive labour market. This helps the organisations to retain and attract right 

talent leading to higher retention, productivity and efficiency. The employer brand essentially 

creates an image of the employer as a great place to work. The employees need to be 

involved in all stages of employer brand development and execution so that it reflects the real 

employee experience and is in tune with the aspirations of the employees. The economy has 

moved towards a more vibrant and high skilled labour market. It has become imperative for 

organisations to adapt to this change. At the forefront of this change is the human resources 

function, which has applied marketing principles to human resource management to create 

strong employer brands. 

Strong employer brands need efficient management of different elements that shape 

employee work experience. Every organisation will have a unique employer brand which will 

reflect its mission, vision and values. Every element of EVP should reflect the desired values 

and brand experience. Employer brand needs consistent and efficient communication with a 

strategic use of both external and internal communication mechanisms. Ownership of 

employer brand mainly lies with HR but this trend is changing.  

India is seeing a transformational shift in its economy with changing industrial composition 

and demographic shift. Indian companies have translated their strong consumer brands in to 

strong employer brands. Employer branding has seen strategic ownership in Indian 

companies with strong execution.  
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