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ABSTRACT

In today’s fiercely competitive job market, establishing a positive image of your company as an employer 
of choice is paramount. This is the essence of employer branding - a dynamic process that aims to at-
tract and retain top talent by effectively communicating a company’s culture, values, and employee value 
proposition (EVP). HR leaders are pivotal in shaping and sustaining a compelling employer brand. By 
embracing innovative HR practices, they can craft workplaces that not only lure in the best talent, but 
also facilitate their growth and development.

1. INTRODUCTION

In today’s fiercely competitive job market, establishing a positive image of your company as an employer 
of choice is paramount. This is the essence of employer branding - a dynamic process that aims to attract 
and retain top talent by effectively communicating a company’s culture, values, and Employee Value 
Proposition (EVP).

HR leaders are pivotal in shaping and sustaining a compelling employer brand. By embracing in-
novative HR practices, they can craft workplaces that not only lure in the best talent but also facilitate 
their growth and development.
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Employer Branding
﻿

1.1 Concept of Employer Branding

Employer branding is the process of creating a positive image of your company as a potential employer. 
It is about attracting and retaining the best talent by communicating your company’s culture, values, and 
employee value proposition (EVP).

Your employer brand is what sets your company apart from other employers and makes it an attrac-
tive place to work. It is the sum total of all of the experiences that people have with your company, both 
as employees and as outsiders.

A strong employer brand is important because it can help you to:
Attract top talent
Reduce employee turnover
Improve employee engagement
Increase employee productivity
Boost brand awareness and reputation

1.2 Theoretical Base of Employer Branding

The theoretical base of employer branding is drawn from a variety of fields, including marketing, human 
resources, and organizational psychology.

One of the key theories that underpin employer branding is the concept of employee value proposi-
tion (EVP). The EVP is the unique set of benefits that your company offers to its employees. It should 
be clear, concise, and compelling, and it should be communicated to potential employees throughout 
the recruitment process.

Another important theory that informs employer branding is the concept of employee engagement. 
Employee engagement is the degree to which employees are committed to their jobs and to their orga-
nization. Highly engaged employees are more likely to be productive, satisfied with their jobs, and loyal 
to their employer.

Employer branding can also be linked to the theory of organizational identity. Organizational iden-
tity is the way that an organization sees itself and how it wants to be seen by others. A strong employer 
brand is one that is aligned with the organization’s overall identity. Employer branding is a complex and 
ever-evolving discipline. However, the core principles remain the same: to create and communicate a 
positive image of your company as a potential employer. By implementing a strong employer branding 
strategy, companies can attract and retain the best talent, create a positive employee experience, and 
build a strong reputation as an employer of choice.

Examples of innovative HR practices for employer branding are:

•	 Employee referral programs: Employee referral programs are a great way to attract and retain 
top talent. By incentivizing employees to refer their friends and family for jobs at the company, 
companies can tap into their existing network of employees to find qualified candidates.

•	 Employer branding campaigns: Employer branding campaigns can be used to raise awareness 
of the company’s culture, values, and EVP. These campaigns can be run through a variety of chan-
nels, such as social media, job boards, and the company’s website.

•	 Transparency and feedback: Transparency and feedback are essential for creating a positive 
employee experience. Companies can promote transparency by sharing information about the 



 

 

6 more pages are available in the full version of this document, which may be

purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/employer-branding/341252

Related Content

The Global View of Sustainability
 (2017). Managerial Strategies and Green Solutions for Project Sustainability (pp. 1-24).

www.irma-international.org/chapter/the-global-view-of-sustainability/178344

Core Business Processes in Enterprise Planning: Choosing the Structure of the System
Victor Portougal (2006). Business Processes: Operational Solutions for SAP Implementation  (pp. 168-

193).

www.irma-international.org/chapter/core-business-processes-enterprise-planning/6094

Solving an Integrated Sales-Leasing Problem With Remanufacturing and Inventory Shortage

Using Differential Evolution
Masoud Rabbani, Sina Keyhanian, Mojtaba Aryaeeand Esmat Sangari (2018). International Journal of

Operations Research and Information Systems (pp. 1-26).

www.irma-international.org/article/solving-an-integrated-sales-leasing-problem-with-remanufacturing-and-inventory-

shortage-using-differential-evolution/206242

Quality and Process Management Systems in the UAE Maritime Industry
Michail Glykasand Johnichan George (2017). International Journal of Productivity Management and

Assessment Technologies (pp. 20-39).

www.irma-international.org/article/quality-and-process-management-systems-in-the-uae-maritime-industry/170397

Designing Organisational Memory in Knowledge-Intensive Companies: A Case Study
Dee Alwis, Vlatka Hlupicand George Rzevski (2003). Knowledge and Business Process Management (pp.

137-153).

www.irma-international.org/chapter/designing-organisational-memory-knowledge-intensive/24841

http://www.igi-global.com/chapter/employer-branding/341252
http://www.irma-international.org/chapter/the-global-view-of-sustainability/178344
http://www.irma-international.org/chapter/core-business-processes-enterprise-planning/6094
http://www.irma-international.org/article/solving-an-integrated-sales-leasing-problem-with-remanufacturing-and-inventory-shortage-using-differential-evolution/206242
http://www.irma-international.org/article/solving-an-integrated-sales-leasing-problem-with-remanufacturing-and-inventory-shortage-using-differential-evolution/206242
http://www.irma-international.org/article/quality-and-process-management-systems-in-the-uae-maritime-industry/170397
http://www.irma-international.org/chapter/designing-organisational-memory-knowledge-intensive/24841

