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EXECUTIVE SUMMARY

This white paper examines the crucial role that employer branding plays in competitive labor markets concerning
the attraction and retention of top talent. It defines employer branding as a strategic approach through which
organizations position themselves as employers of choice by effectively communicating their culture, values,
and employee experiences. It emphasizes the importance of a clearly defined Employee Value Proposition (EVP)
that informs employees about the unique benefits they can expect from the organization: advantages, growth
opportunities, and work-life balance. The current state of research on employer branding increasingly acknowledges
its significance but also reveals considerable gaps, particularly in international contexts. This paper advocates for a
comprehensive approach to employer branding that extends beyond recruitment to influence employee engagement
and retention. It will guide organizations through the process of assessing existing perceptions, developing a robust
EVP, enhancing candidate experiences, and fostering employee engagement. The paper also offers practical advice
on cross-functional collaboration for U.S. employers, employee advocacy, and investment in social responsibility.
Additionally, this paper highlights the importance of utilizing digital channels and data analytics to optimize branding
strategies. When implemented, these strategies will create an employer brand that resonates with both current
and future employees, ultimately contributing to organizational success in a highly competitive environment. The
findings further underscore the necessity for ongoing re-evaluation and adaptation as workforce expectations
evolve, ensuring that employer branding remains an integral part of organizational strategy.
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INTRODUCTION

For years, employer branding has shifted from being a
luxury in hypercompetitive labor markets to an essential
strategy for any organization aiming to attract and retain
highly skilled talent. With workforce demographics
constantly changing and new generations entering the
professional arena, potential employees increasingly
value organizational culture, values, and overall
employee experience over just salary and job title.
Therefore, employer branding is a targeted strategy
through which companies present themselves as
employers of choice, articulating and promoting their
work environment, values, and career opportunities. A
strong employer brand significantly affects recruitment,

employee engagement, and retention, impacting the
organization's overall success (Leekhaetal., 2014). This
white paper explores how to create and implement a
compelling employer branding strategy that resonates
with U.S. employers and employees, both current and
future. It also addresses fundamental concepts such
as the Employee Value Proposition (EVP), outlining
the necessary steps a company can take to build a
meaningful employer brand. Furthermore, the paper
includes new statistics, research findings, and practical
tips on how employers can effectively navigate the
process of employer branding to enhance their talent
attraction capabilities.




ABOUT US

Oliver Scharfenberg holds multiple degrees, including an MBA from Middlesex
University in London and a doctorate in philosophy (PhDr.) in economics and
managementfromDTIlUniversity.Inhismaster'sthesis, heanalyzedthe evaluation
of quality seals in marketing, while in his doctoral thesis, he conducted a market
analysis of existing quality seals within the context of employer branding. He is
an expert in both employer branding and marketing.

At USIQ, he offers various services, including employee surveys based on
current scientific standards. He assists employers in understanding what their
employees desire by conducting representative employee surveys. Successful
employers can earn a title as a top employer or a family-friendly employer,
along with a comprehensive evaluation. A suitable marketing package can
help employers enhance their visibility as an employer. This
employer certification follows a structured process:
survey and analysis, award and communication.
Hundreds of companies already trust the expertise

of PhDr. Oliver Scharfenberg
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WHAT IS EMPLOYER BRANDING?

Employer branding is how an employer markets
themselves to current and prospective employees.
Unlike traditional marketing, which mainly focuses
on consumer goods, employer branding highlights
the company culture, values, and work environment,
making the organization appealing to high-quality
talent. The Employee Value Proposition (EVP), which
lies at the heart of employer branding, defines what an
organization uniquely offers its employees: benefits,
growth opportunities, work-life balance, and the overall
employee experience (Pawar and Charak, 2014). This
proposition is crucial because it signifies the mutual
agreement between the employer and employee
regarding the expectations the employee can have
from the company in exchange for their skills and
dedication.

Other research emphasizes the significance of
employer branding. For example, studies show that
most job seekers consider an employer’s brand before
applying (Lindman, 2023). Furthermore, a strong
employer brand significantly reduces hiring costs,
as companies with reputable names typically attract
more applications, providing them with the chance to
hire the best talent (Sharma, 2019). Thus, employer
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branding also strongly impacts employee retention.
A company'’s reputation affects not only external job
seekers but also the satisfaction and loyalty of current
employees. A positive employer brand fosters higher
employee engagement, leading workers to remain with
organizations that align with their personal values and
goals (Gilani and Cunningham, 2017). The influence of
employer branding is evident in employee retention.
Therefore, employer branding serves not only as
a recruiting tool but also as a means of creating a
workplace environment that promotes lasting loyalty
and productivity.

Additionally, employer branding aligns the internal
culture with external perceptions, making an
organization reflective of what truly occurs within.
This alignment boosts morale and productivity among
employees, as individuals feel more connected to the
company's values and mission. In conclusion, employer
branding represents a holistic strategy that goes
beyond hiring, impacting all facets of the employee
experience, from recruitment to daily work interactions,
career development, and overall organizational
success culture
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There is a growing but still limited number of
researches works that have emphasized the
importance of employer branding to organizational
success as pointed out by Spoljari¢ and Ozreti¢
Dosen (2023). Although the concept of employer
branding has been in vogue since the mid-1990s
among practitioners and researchers alike, less
than 780 research articles have been identified to
date within the Web of Science database, and the
academic literature on the subject is sparse. The
literature suggests that employer branding is an
important organizational strategy for attracting and
retaining desirable employees.

It acts as a major differentiator in the competitive
labour market and bolsters employee loyalty and
satisfaction accordingly. According to Spoljari¢ and
Ozreti¢ Dosen (2023), despite its importance, there
is a serious lack of recognition and exploration on the
issue of employer branding within academic circles
on issues related to international employer branding.
Even though the research on the field of employer
branding may be considered relatively established,
the studies focused on an international employer
brand are "virtually non-existent.”

Moreover, Spoljari¢ and Ozreti¢ Dosen (2023)
found out that most of the studies have focused
on quantitative research methods and often the

focus has been on specific organizations or certain
aspects of employer branding. However, Spoljari¢
and Ozreti¢ Dosen (2023) indicate the necessity of
further qualitative research in order to gain a better
and deeper understanding of many complications
regarding employer branding within varied cultural
backgrounds. Moreover, internationalization of
business operations presents unique challenges
in developing an employer brand. Organizations
working across borders have to overcome cultural
differences that shape perceptions and expectations
of employees (Alniacik et al., 2014). Alniacik et
al. (2014) pointed out that future research should
address the specificities of international employer
branding, such as how organizations can manage
their employer brand across different cultural
landscapes effectively.

In all, while the literature on employer branding
has grown since the first work on the concept was
published, large gaps still exist, especially in relation
to international employer branding. The nature of the
findings of the research also suggests an increased
need for detailed studies at various cultural and
organizational nuances of employer branding.
With the world of business increasingly reshaped
by globalization, understanding the dynamics of
employer branding will become critically important
for organizations competing for talent.



STEPS TO IMPLEMENT EMPLOYER
BRANDING IN YOUR COMPANY

ANALYSE YOUR CURRENT EMPLOYER BRAND

The foundation of employer branding is to understand
how your organization is currently perceived by
employees, candidates, and the public. Tools such as
employee surveys, exit interviews, and online review
websites like Glassdoor and Indeed can give insightinto
your workplace reputation (Indeed, 2024). Other areas
of improvement can also be identified with the help
of SWOT analysis. For instance, the comprehensive

review of the workplace culture at Amazon helped it
respond to the criticisms about employee welfare and
capitalize on its strengths in operational efficiencies
in order to improve its branding (Kantor and Streitfeld,
2015). This is a leaf that organizations should take from
and approach brand building on solid grounds with the
use of data.

DEVELOP A ROBUST EMPLOYEE VALUE PROPOSITION

The foundation of employer branding is to understand
how your organization is currently perceived by
employees, candidates, and the public. Tools such as
employee surveys, exit interviews, and online review
websites like Glassdoor and Indeed can give insight into
your workplace reputation (Indeed, 2024). Other areas
of improvement can also be identified with the help
of SWOT analysis. For instance, the comprehensive

review of the workplace culture at Amazon helped it
respond to the criticisms about employee welfare and
capitalize on its strengths in operational efficiencies
in order to improve its branding (Kantor and Streitfeld,
2015). This is a leaf that organizations should take from
and approach brand building on solid grounds with the
use of data.



ENHANCED CANDIDATE EXPERIENCE

The candidate experience is a very critical touchpoint to build perceptions about one's employer brand. It can be
vastly improved by making application processes as seamless as possible, communicating transparently, and giving
timely feedback. As seen in the figure below, 75% of Glassdoor users are likely to apply for a job if the employer is
active on Glassdoor as this makes it easier to apply for the job seamlessly. According to Vorecol (2024a), 78% of
candidates feel that a positive recruitment experience influences them to accept an offer. Companies like Zappos
have engaged their recruitment process and have made it personalized, providing a very minute detail insight into
company culture during interviews (Kumar and Mukherjee, 2018). It could be further streamlined with technology
where Al-powered chatbots make sure responses and updates concerning the candidate are timely.

Figure 1: Proportion of Glassdoor users that are likely to apply for a job if the
employer is active on the platform

Percentage of Glassdoor users that agree they are more likely to apply to an
75% open job if the employer is active on Glassdoor by responding to reviews,
updating their profile, and sharing updates on culture.

FOSTER EMPLOYEE
ENGAGEMENT AND RETENTION

The mostinvolved workers are the ambassadors of a brand
for any organization. Companies with highly engaged
workforces realize 21% higher profitability, as reported
by Gallup (2024). th these programs, organizations
retain talent and amplify their employer brand through
word-of-mouth advocProfessional growth, recognition
programs, and flexible working arrangements are also
ways to enhance engagement. Similarly, the “Career
Guru” program at Google pairs employees with mentors
to foster a learning and development culture (Vorecol,
2024b). Microsoft's hybrid model of working helps meet
the employee need for flexibility, thus increasing their
satisfaction and loyalty. Wiacy.




LEVERAGE DIGITAL CHANNELS TO BUILD
YOUR ONLINE PRESENCE

The online reputation of an organization plays a significant role in employer branding strategy. CareerArc (2027)
found that 82% of job seekers consider the brand and reputation of the employer on social media when deciding on
whether to apply for a job, a 7% increase over the previous 5 years. The organizations should ensure consistency
in the messaging across varied platforms like LinkedIn, Twitter, and Instagram, including responding to reviews on
Glassdoor. According to LinkedIn (2016) the top three channels used by businesses to extend their employer brand
include company website (69%), online professional networks (61%) and social media (47%) as seen in the figure
below:

Figure 2: Basic statistics on employer branding

72 % The top three channels SMBs plan to extend their

of recruiting leaders worldwide agreed that employer brand e m p I Oye r b ra n d

has a significant impact on hiring.
9 P 9 are company website (69%), online professional networks

(61%), social media (47%).

39% 95%

of respondents say employer brand will be a long-last trend of recruiting leaders worldwide have a proactive employer
to focus on in the future. brand strategy.

9%

of recruiting leaders worldwide are investing more in
employer brand.

Patagonia is also quite a good example in
regard to effective exploitation of the cyber
channels. It believes that its commitment to the
greening of everything in product design and
business operation definitely reflects in social
networking websites (McGowan, 2019). This
resonates deeply with environmentally sensitive
working professionals. By ensuring coherence
in organizational behaviour online and genuine
reflections of the corporate entity, the candidates
fitting best will result.
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MEASURE AND ITERATE

Employer branding is an ongoing process. An organization needs to measure and readjust regularly. To measure
the performance, organizations must track some KPIs: retention rate, time-to-hire, NPS, etc. Through these, the
companies are able to analyse and further work on their strategies. As would be expected, for instance, HubSpot's
emphasis on tracking recruitment metrics itself resulted in huge improvements to the internal hiring processes,
such that time-to-hire went down by 20% (Issuu, 2016). Employers should also build in feedback loops in pursuit
of continuous improvement and realignment with dynamic workforce expectations.
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PRACTICAL TIPS FOR US EMPLOYERS

In practice, employer branding involves a set of practices that is likely to be one of the major differentiators between
employers in the U.S. economy attempting to compete for and retain better services of top talent in a labour market
that is becoming increasingly competitive. The section is full of actionable advice, underpinned by critical insights
into real-life case studies and academic research.

ENCOURAGE CROSS-DEPARTMENT COLLABORATION

Cross-functioning among the HR, marketing, and executive leadership teams has normally been the key influencer
in most successful cases related to employer branding (Graham and Cascio, 2018). Through integrated cross-
functional teams, establishment of one message and strategy-which a company then furthers as its brand-poses
a great potential accomplishment of enterprise ends. The marketing team at the company, in conjunction with HR,
develops a narrative of inspiration for these values to attract socially conscious professionals.
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ENGAGE IN EMPLOYEE ADVOCACY

Employee advocacy is a cost-effective and authentic
way to build employer branding. Companies can
encourage employees to share positive experiences in
the workplace on platforms like LinkedIn and Glassdoor.
According to Snyder (2016), employee-shared content
gets double the engagement compared to corporate
posts. To cement this statistic, Neal (2024) established
that when employees share a post, it ends up getting
800% more engagements than a post that was
shared by the brand's official account. Gray (2022)

also established that there is an insignificant impact
on whether the post was shared by senior or junior
employees as seen in the figure below. One such
employee advocacy program is IBM, wherein the
company incentivized employees for sharing work
experiences (IBM, 2024). This led to a 30% increase
in job referrals for the company. In addition, it is also
such initiatives that amplify credibility and strengthen
the brand message.

Figure 3: Comparison between impact of posts shared by senior and junior
employees on communication and brand image

43% Employees Sharing
Company-Centric Content

39% Senior Leaders Sharing
Company-Centric Content




INVEST IN SOCIAL RESPONSIBILITY

According to Stobierski (2021), 70% of job seekers in the U.S. say they would prefer to work for socially responsible
companies-a trend that is on the rise. Patagonia’s commitment to environmental activism is just one example of how
effectively an employer can link its brand to social causes. Its 1% for the Planet” initiative, which donates 1% of sales
to environmental causes, really resonates with environmentally conscious job seekers. This approach has helped
Patagonia enhance not only its employer brand but also its reputation as a purpose-led organization (Patagonia,

2024).

Figure 4: Top attributes of employer choice

Views on work/life
flexibility

Expectations of
loyalty/job security

m Today
B In three years

Expectations of 34% 5o
advancement 26% ) /0

Source: Deloitte (2020)

LEVERAGE DIGITAL TOOLS TO

SIMPLIFY BRANDING EFFORTS

Technology will help facilitate effective communication
in employer branding, informed by data-driven
decision-making. Al-driven platforms, such as
Beamery, provide actionable insights into candidate
behaviours, which empower employers to create a fit
strategy for their employer branding (Chiang, 2024).
Other tools, such as Glassdoor and LinkedIn Insights,
also provide services that monitor and manage online

reputations. According to CareerArc (2021), 79% of
job seekers use social media to research a company's
culture, which itself says a lot about how much
companies need to invest in a robust digital presence.
Indeed, using such Al-powered tools will hone in even
more, through recruitment from Adobe itself, showing
in what manner technology could make available better
outcomes of employer branding.
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FOSTER CONTINUOUS FEEDBACK MECHANISMS

Open feedback loops help the employer branding strategies keep relevant and effective. In regard to this, the
open-door policy of Walmart that gives a chance for the voicing of employee concerns is one good example
of soliciting feedback to better workplace culture (Liude, 2024). Companies can also take regular surveys
and focus groups to understand how their employees feel about their branding efforts. Indeed, Gallup (2024)
proved that businesses with highly engaged employees register a 21% increase in profitability.

SHOWCASE OPPORTUNITIES FOR
PROFESSIONAL DEVELOPMENT

Career growth is a major employee satisfier and retains most of the attention to employer branding. Firms like Google
and Amazon have invested in training and development programs, attracting ambitious talent. As such, Deloitte
(2020) established that most professionals look at growth opportunities as a deciding factor in choosing an employer
as 73% of them feel that it is the organisation’s role to facilitate their career development and subsequent growth
as seen in the figure below. For example, at Amazon, through its Career Choice program, it pays for employee
certifications and training, thus building a strong perception of the company as growth-oriented (Bourque, 2022).

Figure 5: Entity responsible for workforce development

Professional
associations/unions

Individuals
Educational o
institutions
Governments

8%

Source: Deloitte (2020)
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TAILOR YOUR EVP TO TARGET AUDIENCES

A well-tailored employee value proposition needs to emanate from the aspiration and values prized by the pools of
on-target talent. In Salesforce's case, besides philanthropy and innovation weave into the fabric of selling its EVP;
their target, socially conscious tech persons hail ecology as Patagonia’s eponymous value proposition. According to
Gartner (2024), tailoring EVP reduces employee turnover rates by up to 69%. Examples of an EVP in real life form a

very key basis relating to workforce expectations.

LEVERAGE DATA ANALYTICS TO OPTIMIZE STRATEGIES

Data-driven approaches allow employers to create
more focused employer branding, since the outcomes
of different activities are measurable. Metrics include
time-to-hire, employee turnover, and NPS-all areas
where improvement may be needed. By placing such
a strong focus on analytics, IBM was able to reduce the
time it took to fill vacancies resulting in an increase of
35% of the number of qualified candidates as well as a
reduction in the cost per hire of 20% (Vorecol, 2024c).

In this regard, leveraging on data analytics can help
companies and institutions to reduce their hiring costs
especially in the public sector where most institutions
have been striving to reduce their recruitment budget
as seen in the figure below. Tableau and Google
Analytics are just a few examples of tools that provide
the insights necessary to optimize employer branding
strategies.

Figure 6: How will your company's recruitment budget change

All Private
repondents sector

R )

sector / . sector

B ncrease [ Staythesame [ Decrease [l Notapplicable (no recruitment anticipated) [l Don't know

Source: CIPD (2024)
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Employer branding cannot be overstated in this competitive
labor market. While organizations struggle to attract and
retain top talent, a well-defined employer brand emerges as
the key differentiator. This white paper demonstrates how
employer branding is multi-dimensional, emphasizing its
role in recruitment, employee engagement, and retention.
A strong employer brand aligns with internal culture and
external perceptions, creating an environment where
employees feel valued and connected to the organization’s
mission and values. Current research on employer branding
shows growing recognition of its importance but highlights
substantial gaps, particularly in the area of international
employer branding.

As businesses increasingly operate across borders, the
cultural nuances influencing employer branding strategies
become evident. The paper outlines actionable steps
organizations can take to implement effective employer
branding by developing arobust Employee Value Proposition
(EVP), enhancing candidate experiences, and utilizing
digital channels to establish a strong online presence.
Additionally, practical suggestions like continuous
feedback mechanisms, investments in social responsibility,
and promoting work-life balance inspire U.S. employers.
By adopting a data-driven approach and fostering
collaboration across departments, an organization can
build a strong employer brand that resonates with both
current and prospective employees. Ultimately, it is evident
that as workforce dynamics evolve, organizations must be
agile and responsive to employee expectations. Clearly, a
strategic focus on employer branding enhances recruitment
efforts for human capital and fosters committed, engaged
workforces that contribute to organizational success in a
competitive landscape.
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